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This study aims to analyze the shift in the discourse of healthy living into a component of the commercial industry within female fitness influencers’ content on social media. Over the past decade, female fitness influencers have played a significant role as digital health communicators who shape audiences’ perceptions, motivations, and fitness practices. This research employs a qualitative approach using a literature review method and Critical Discourse Analysis (CDA) based on Norman Fairclough’s model, supported by a political economy of media framework. The findings indicate that the discourse of healthy living is constructed through narratives of bodily discipline, visual aesthetics, and physical achievement that emphasize ideal body standards. This discourse is not neutral but is closely tied to practices of body and healthy lifestyle commodification through endorsements, brand collaborations, and the monetization logic of digital platforms. The political economy of media analysis reveals power relations among platforms, brands, and influencers in shaping the production and distribution of health discourse. This study concludes that health discourse on social media has transformed into a commodity operating within the structures of platform capitalism and the digital fitness industry.
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INTRODUCTION 
Over the past decade, fitness content produced by female influencers on social media has increased significantly and become part of the everyday lives of digital users. Platforms such as Instagram and TikTok are filled with narratives of physical exercise, dieting, body transformation, and healthy lifestyles that are packaged in visually appealing and persuasive forms. This phenomenon marks a shift in health communication from institutional spaces to popular spaces shaped by algorithms and the digital marketplace.
The phenomenon of fitness influencers has become increasingly prominent alongside the growing public trust in non-medical figures to convey health messages. Female fitness influencers are often positioned as role models perceived as authentic, inspirational, and closely connected to their audiences. Their presence has turned social media into a primary space for the production of health discourse outside the authority of formal professional healthcare institutions.
This phenomenon not only reflects the growing public interest in fitness but also indicates a shift in how health is produced and understood. Health is no longer perceived solely as a physical condition and holistic well-being; rather, it is framed as bodily performance, visual aesthetics, and individual achievement that can be displayed and monetized. In this context, female fitness influencers play a central role as key actors in shaping health discourse in digital spaces.
Raihanna et al. (2023), in their Fitfluence study, demonstrate that fitness influencers have a significant impact on Generation Z’s exercise habits. Using a Self-Determination Theory approach, the study confirms that audiences’ motivation to exercise is shaped by personal appeal, content consistency, and emotional closeness to influencers. These findings reinforce the position of influencers as influential health communicators. However, the study also indicates that influencers’ impact is inseparable from the logic of promotion and personal branding. The fitness content presented is often closely linked to self-image, idealized lifestyles, and specific product recommendations. Thus, audiences’ motivation to exercise develops within a commercially constructed space.
Similar findings are also reported by Li et al. (2023), who state that fitness influencers influence exercise intentions through parasocial relationships and perceived credibility. The study emphasizes that the stronger the audience’s emotional attachment to an influencer, the more likely they are to emulate the fitness practices displayed. This suggests that health discourse operates through affective mechanisms rather than purely rational ones. Nevertheless, Li et al. (2023) also highlight that fitness influencer content often simplifies the concept of health. The focus on ideal bodies, extreme discipline, and specific physical achievements risks neglecting the social, psychological, and structural dimensions of health. In other words, the dominant health discourse on social media tends to be individualistic and normative.
In the context of women, the construction of health discourse becomes increasingly problematic. Women’s bodies are not only represented as symbols of health but also as visual commodities with economic value. Illahi et al. (2020) show that influencers play a role in shaping discourses of the ideal body and self-confidence in ways that align with market demands. As a result, women’s health is produced within a framework of aesthetics and consumption.
Critical Discourse Analysis (CDA) is a relevant approach for examining how language, visuals, and narratives in fitness influencer content shape the meaning of health. Fairclough emphasizes that discourse is always connected to power relations and social practices (Kusuma et al., 2024). Fitness influencer content therefore needs to be understood as an ideological practice that reproduces particular values about the body and health.
In addition, the political economy of media perspective enables an analysis of the industrial structures surrounding fitness influencers. Mosco (2009) explains that media cannot be separated from relations of production, distribution, and economic interests. Female fitness influencers operate within a system of platform capitalism that demands engagement, visibility, and content monetization.
A number of related studies have tended to focus more on behavioral impacts, such as exercise intentions or decisions to purchase fitness products. However, research that integrates critical discourse analysis and the political economy of media to reveal how health discourse is produced, commodified, and normalized remains relatively limited. In particular, critical studies that position female influencers as the primary subjects are still scarce.
The urgency of this study lies in the need to unpack the shifting meanings of health within the digital fitness industry. As health discourse becomes increasingly governed by market logic and algorithms, there is a risk of normalizing ideal body standards and non-inclusive forms of health consumerism. This condition has significant implications for how women understand and make sense of their own bodies and health.
Therefore, this study is important for analyzing how health discourse shifts into a commercial industry through the content of female fitness influencers. By integrating critical discourse analysis and the political economy of media, this research is expected to offer theoretical and critical contributions to the fields of health communication, digital culture, and contemporary media studies.

THEORETICAL FRAMEWORK
Fairclough’s Model of Critical Discourse Analysis
	Critical Discourse Analysis (CDA) is a methodological approach aimed at understanding the relationship between language, power, and ideology in media texts, including social media. This theory was developed by Norman Fairclough, who emphasizes that discourse is not merely a representation of reality but also a mode of meaning production that reflects and sustains particular social structures. Fairclough’s three-dimensional model consists of textual analysis, discursive practice, and social practice, which are interconnected and enable researchers to trace how media language shapes and is shaped by broader social contexts (text, production/consumption, and social context) (Kusuma et al., 2024).
At the textual dimension, CDA focuses on linguistic elements such as lexical choices, metaphors, syntax, and rhetorical structures that reveal how meaning is constructed in media content. In the context of social media, these elements are crucial for examining how captions, hashtags, visuals, and narratives used by fitness influencers shape perceptions of healthy bodies and fitness lifestyles. Previous studies applying Fairclough’s model to Instagram content have demonstrated how social representations can be reconstructed through patterns of language and visuals in digital posts. Thus, the textual dimension helps uncover hidden meanings and ideologies even within content that appears neutral.
The discursive practice dimension examines the relationship between the production, distribution, and consumption of social media texts as part of a broader communication process. This includes how influencers, platforms, and audiences are involved in circulating and interpreting content, as well as how social media algorithms and market demands shape the form and style of content presentation. Other CDA studies in online media contexts show that discursive practices link the context of text production with the ways texts are presented and received, reflecting negotiations of social power underlying digital media. This approach is relevant for understanding the dynamics of producing health narratives that are simultaneously embedded in commercial logics.
The social practice dimension views discourse as a product of broader social structures, including power relations, dominant ideologies, and socio-economic and cultural contexts. Fairclough argues that media discourse does not merely reflect social reality but also actively reproduces existing social relations and norms, including health ideologies shaped by platform capitalism and content commodification (Munfarida, 2014). In studies of female fitness influencer content, this dimension is useful for linking texts and discursive practices to social structures such as the fitness industry, body norm standards, and the economic interests of digital platforms. Thus, CDA enables this research not only to map linguistic meanings but also to critically interrogate the power relations underlying modern digital discourse.

Political Economy of Media
The Political Economy of Media, as developed by Vincent Mosco, emphasizes the relationship between media, power, and economic structures in the production and distribution of communication messages. Mosco views media not merely as channels of information, but as institutions shaped by market logic and broader political-economic forces, including capitalism and the interests of large corporations in determining media content. This concept is crucial for understanding how digital media, such as social platforms, shape power relations and commodity values in public discourse, including the phenomenon of female fitness influencers. This framework helps explain how health-related content on Instagram is not produced solely through linguistic practices, but also through economic mechanisms that prioritize exchange value and market profit over the use value of the information itself (Mosco, 2009).
One of the key concepts in Mosco’s political economy of media is commodification, namely the process of transforming goods, services, or even social experiences into commodities with economic value in the market. In the context of digital media, commodification occurs when content, audiences, or influencer identities are turned into assets that can be marketed to advertisers or corporations, thereby transforming the discourse of the “healthy body” into a consumer product. For example, studies on media commodification show that audiences and media workers become part of the value-creation process through their involvement in the production and consumption of digital content. This understanding of commodification is relevant for examining how fitness influencer content is marketed as a lifestyle and a marketing instrument, rather than merely as health information (Luhukay & Rusadi, 2023).
In addition to commodification, Mosco also highlights spatialization as a process that enables the expansion of media influence through institutional and technological mechanisms, including the rise of digital platforms that blur spatial and temporal boundaries in content consumption. This spatialization underscores how digital media create new spaces in which influencer content can be accessed globally, thereby expanding the reach of media commodities as well as intensifying market competition at a global level. The process of spatialization strengthens the relationship between content producers (influencers), digital platforms (Instagram), and consumers, all of whom play roles in the media economic value chain. Thus, this theory helps explain how the distribution of female fitness content is shaped not only by textual aspects but also by the technological and economic structures of platforms that underlie contemporary digital media practices (Marsheli & Suyanto, 2025).
Furthermore, Mosco introduces the concept of structuration, which refers to the dialectical relationship between social structures and agent actions, in which media industry structures shape patterns of content production while simultaneously being reshaped by the actions of media actors. Structuration implies that influencers, brands, platforms, and audiences interact within a complex network of social relations, such that the structures of platform capitalism help shape how health-related content is produced and perceived. In the era of social media, this structuration manifests in algorithmic rules, monetization models, and market norms that regulate the visibility and economic value of content. This structuration approach is important for understanding that health discourse, which appears personal and organic, is in fact produced within broader social and economic structures in which dominant economic interests play a central role.

Fitness Influencers
The fitness influencer phenomenon refers to individuals who utilize social media platforms to share content related to fitness, healthy lifestyles, and exercise with a wide audience, which then impacts public health behaviors and perceptions. Fitness influencers not only act as sources of motivational information but also often act as digital health communicators capable of influencing audiences' intentions and behaviors towards exercise through parasocial relationships formed between followers and content creators (Li et al., 2023). Thus, fitness influencers function not only as a medium for entertainment but also as drivers of health communication with the potential to encourage positive behavior change (Wang et al., 2024).
In the context of social media, the presence of fitness influencers has also been shown to influence exercise habits and health information consumption patterns among users of platforms like Instagram. Quantitative research on Instagram users in the United States shows that individuals who feel inspired by fitness influencer content are more likely to engage in physical activity according to health recommendations, particularly among women and millennials (Tricás-Vidal et al., 2022). Furthermore, a study examining the influence of influencers on the exercise habits of Generation Z found that exposure to fitness content can contribute to increased exercise motivation, although intrinsic motivation remains important in health behaviors (Raihanna et al., 2023). These findings confirm that fitness influencers not only convey body aesthetic messages but also have the potential to encourage engagement in physical activity and the formation of healthy habits among their followers

METHODOLOGY
This study uses a qualitative approach with literature review and Norman Fairclough's Critical Discourse Analysis (CDA) to understand the construction of healthy discourse and the commodification process in female fitness influencer content. A qualitative approach was chosen because it emphasizes a deep understanding of the social meanings and ideologies implicit in social media texts and practices (Hafidh, 2023). The primary data sources were visual and text content published on the feed, stories, and reels of the Instagram account @kumachiperonaa, which were analyzed directly alongside relevant scientific literature. Supporting literature was collected from books, journal articles, research reports, and digital documents focusing on media discourse, content commodification, influencer activities, and the political economy of media.
Data collection was conducted through direct observation of the Instagram content of @kumachiperonaa as the main case study, and combined with literature review to enrich the understanding of the theory and context of the phenomenon. This literature review includes a review of articles that use CDA to analyze Instagram content that applies Fairclough's three-dimensional model (text, discourse practice, and social practice) in digital media studies. Primary data in the form of text fragments, captions, hashtags, visuals, and comments were selected based on their relevance to the discourse of health, fitness lifestyle, and signs of commodification (endorsement, brand placement). All data were then recorded, categorized, and compiled in descriptive form for further analysis.
Data analysis was conducted using Fairclough's Critical Discourse Analysis model with three main dimensions, namely: (1) textual analysis to identify language structures, lexical choices and visual representations; (2) analysis of discourse practices to understand the processes of production, distribution, and consumption of content on Instagram; and (3) analysis of social practices to link discourse findings to broader social, economic, and cultural contexts, including market logic and platform capitalism. This approach allows researchers to see the dialectical relationship between text and social structure (Kartikawati, 2018). The entire analysis process was developed systematically to be able to reveal the ideology, power relations, and commodification processes internalized in the discourse of female fitness influencers.

RESULTS AND DISCUSSION
The Construction of Healthy Living Discourse in Female Fitness Content
An analysis of the Instagram content of @kumachiperonaa shows that the discourse of healthy living is constructed through strong narratives of routine training, fitness progression, and commitment to an active lifestyle. Captions and post texts often emphasize training consistency, performance improvement, and the achievement of personal records (PRs), thereby shaping the meaning of health as a process of attaining physical targets. This approach aligns with research findings that fitness influencers effectively influence healthy behavioral intentions through the quality and credibility of their content, not merely through visual appeal alone, within practices of body and healthy lifestyle commodification (Wang et al., 2024). Thus, the content presented is not only educational but also motivates audiences to adopt and follow healthy routines.
Visuals in the posts often display a strong and active body, with a focus on muscles, free-weight training, and fitness equipment, reinforcing the representation of the healthy body aesthetic as fit and muscular. This is consistent with research findings suggesting that influencers can shape perceptions of fitness goal achievement through the use of engaging visual narratives (de Freitas, 2023). Frequently shared Instagram Reels and photo collages further strengthen the message that a healthy lifestyle is performative and visual, rather than merely an internal condition. Therefore, visual aesthetics in the content become an important tool in constructing discourse about ideal body standards.
In addition, posts by @kumachiperonaa frequently include motivational messages that link bodily discipline with personal achievement, such as “Progress over perfection” or an emphasis on a continuous fitness journey. Such narrative patterns reinforce the idea that health is not merely the absence of illness, but the result of hard work and disciplined adherence to exercise routines. Studies indicate that this type of narrative is effective in shaping positive attitudes toward fitness activities and motivating audiences to adopt healthy behaviors (Durau et al., 2024). However, it also directs audiences toward an understanding of health as something that must be constantly strived for and visually displayed.
Interaction between the influencer and followers through comments, replies, and Q&A features in Instagram Stories forms part of a virtual community that mutually motivates its members. This interaction appears to create a sense of closeness that enhances the influencer’s credibility as a role model for a healthy lifestyle, rather than merely as a figure showcasing workouts. Previous research has found that audience engagement levels influence the intensity of an influencer’s impact on exercise intentions and the formation of healthy habits (Wang et al., 2024). Therefore, open dialogue within social content strengthens the discourse of healthy living as a partnership between influencer and audience.
Nevertheless, the construction of health discourse in the content also reveals a strong dominance of body aesthetics, such as a focus on muscle definition, before-and-after comparisons, and the achievement of specific body weight or size targets. Such representations align with critiques that social media often highlights particular body standards that can shape audience self-perception, especially among young women. Other studies note that strong visual narratives can reinforce the internalization of specific body image ideals and fitness goals (de Freitas, 2023). This indicates that while healthy living discourse can be motivating, it may also be limiting through the promotion of homogeneous social standards.
The transformation of health discourse into a marketable lifestyle becomes evident when posts integrate product endorsements, supplement brands, or specific fitness equipment. This approach blurs the boundary between health education and commercial promotion, presenting health as a lifestyle that can be purchased. Other studies have found that collaborations between influencers and brands can influence both purchasing intentions and audience health behaviors (Durau et al., 2024). The integration of commercial messages within health discourse illustrates how fitness content operates within market logic.
Overall, the construction of healthy living discourse in female fitness content on this account produces a multidimensional understanding of health, encompassing personal motivation, aesthetic norms, and consumptive behaviors that reflect the interaction between language, visuals, and the socio-economic context of digital media. This discourse offers positive messages about healthy lifestyles, while simultaneously revealing how aesthetic standards and commercial practices shape the ways audiences understand health in the era of social media.

Practices of Body and Healthy Lifestyle Commodification
An analysis of @kumachiperonaa’s content shows that healthy living discourse is often framed as a visual commodity that can be marketed through representations of an aesthetic and muscular female body. Visual content that consistently displays workout routines, progress outcomes, and particular body forms creates the meaning that a healthy body is something with exchange value and worthy of being consumed by audiences as a lifestyle aspiration. Previous studies on influencer content have also found a tendency toward visual objects such as fitspiration that are often objectifying, centering attention on body aspects perceived as attractive and thereby reinforcing specific aesthetic standards on social media (Willoughby et al., 2024).
The content produced not only highlights fitness activities but also frequently includes product tags, brand collaborations, or promotions of supplements and fitness equipment. This practice reflects commodification, in which the healthy body and fitness lifestyle are reduced to assets for economic exchange among influencers, brands, and social media platforms. This aligns with findings on the commodification of women’s bodies on Instagram, which show that bodies are positioned as objects used for marketing purposes and to generate exchange value in the digital sphere (Al-Hadi & Hidayat, 2017).
The healthy lifestyle promoted through posts is often packaged in an aspirational manner, with motivational captions that equate fitness achievements with the consumer’s need to adopt a particular lifestyle. This condition illustrates that commodification applies not only to the body itself but also to healthy living as a bundle of values offered to audiences. This is supported by literature suggesting that content commodification on social media frequently involves transforming cultural meanings into economic value through marketable representations (Rianto & Pambudi, 2021).
Audience engagement through likes, comments, and shares on fitness content further reinforces the commodification process, as these interactions are viewed as forms of economic value that can be leveraged by influencers and platforms through algorithms. Such social interactions become part of the content’s exchange value, not only promoting healthy lifestyles but also producing user data and engagement that are valuable to brands and social media companies. Research on the commodification of content and audiences on Instagram indicates that followers are not merely consumers but also integral to the production of digital economic value (Surahman et al., 2019).
Overall, the practices of body and healthy lifestyle commodification on the @kumachiperonaa account demonstrate that health discourse has transformed into a digital media commodity oriented toward economic exchange. The body and fitness activities are no longer solely forms of personal expression but are positioned as marketing assets that can be monetized through brand collaborations, endorsements, and audience engagement. These findings highlight the close relationship between visual representations of the body, healthy lifestyle narratives, and the logic of platform capitalism that renders the body an economically valuable commodity in social media spaces.

Power Relations in the Digital Fitness Industry
Power relations in the digital fitness industry are clearly visible in the ways social media platforms, brands, and influencers interact in the production of content on social media. Instagram’s algorithm influences content visibility by prioritizing posts that generate high engagement such as likes, comments, and shares thereby determining which content is considered valuable and worthy of further promotion. This means that platform power is not merely technical but also shapes how healthy living discourse is produced and perceived by audiences, in line with literature arguing that platforms play a crucial role in shaping the information presented to users (Koli & Tandaju, 2024).
In addition, brands and the fitness industry exercise significant power through collaborations, endorsements, and product placements in influencer content. When influencers such as @kumachiperonaa promote supplements, sportswear, or fitness equipment, this reflects how economic power relations influence health narratives, shifting them from purely educational orientations toward commercial value. Research on commodification in social media emphasizes that influencers often function as intermediaries connecting brands and consumers, allowing health discourse to be shaped by economic interests (Izzati & Fasa, 2025).
Power relations are also manifested in influencer–follower interactions, where influencers leverage parasocial connections to maintain credibility and influence among their audiences. These interactions strengthen the influencer’s position as a central figure in healthy lifestyle practices, giving their recommendations and messages significant social weight and influence over consumer preferences. Studies show that emotional bonds and parasocial relationships between influencers and followers can enhance audience loyalty and expand the reach of fitness content (Li et al., 2023).
Thus, power relations in the digital fitness industry are not one-directional. Platforms exert algorithmic pressure, brands influence content through economic considerations, and influencers navigate these forces while maintaining connections with their audiences. This pattern demonstrates that health discourse on social media is the result of complex negotiations among multiple actors with differing interests and forms of power, positioning the body and healthy lifestyles not merely as personal narratives but as products of broader digital power structures.

CONCLUSION
This study has important practical implications for digital content creators, health communicators, and policymakers. For female fitness influencers, the findings highlight the need for greater ethical awareness in producing health-related content, particularly in distinguishing between health education and commercial promotion. Influencers are encouraged to present more inclusive, holistic, and transparent representations of health that go beyond aesthetic performance and disclose commercial interests clearly. For health institutions and regulators, this research underscores the urgency of developing guidelines for health communication on social media platforms. Clear regulations regarding endorsement transparency, health claims, and algorithmic accountability are essential to prevent misleading health narratives and protect audiences, especially young women, from unrealistic health standards.
Socially, this study reveals how dominant representations of health on social media contribute to the normalization of narrow bodily ideals and individualistic notions of wellness. Such discourse may intensify body surveillance, self-discipline, and comparison among audiences, potentially reinforcing body dissatisfaction and social inequality. At the same time, the commodification of healthy lifestyles reflects broader power relations in digital culture, where women’s bodies are positioned as both sites of empowerment and economic exploitation. Recognizing these dynamics can foster greater media literacy among audiences, enabling them to critically evaluate influencer content and resist reductive definitions of health.
Theoretically, this research contributes to critical communication and media studies by integrating Fairclough’s Critical Discourse Analysis with Vincent Mosco’s political economy of media. This combination demonstrates how discourse and economic structures operate simultaneously in shaping digital health narratives. The study extends health communication theory by showing that health discourse in the digital era cannot be separated from platform capitalism and influencer economies. It positions female fitness influencers as central actors in the transformation of health from a public good into a market-oriented, visually measurable commodity. Thus, this research offers a critical framework for future studies examining the intersection of discourse, power, and commodification in digital media environments.
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