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The online coaching industry operates in a regulatory vacuum where marketing practices designed to 
override consumer decision-making face no professional oversight or accountability mechanism. This 
paper presents a structural analysis of extraction patterns in high-ticket coaching programs marketed 
to women entrepreneurs, based on qualitative pattern analysis of 1,559 individually processed 
marketing artifacts — emails, landing pages, and lead magnets — collected across twelve 
practitioners over six years. The analysis identifies four structural pillars constituting a replicable 
extraction architecture: the Strategic Inadequacy Loop, which manufactures professional insufficiency; 
Intellectual Liquidation, which replaces independent analytical frameworks with proprietary 
vocabulary; the Metaphysical Snare, which embeds commercial transactions within spiritual or 
relational frameworks; and Status Taxation, which converts engineered psychological conditions into 
financial transactions while insulating the architecture from accountability. Cross-practitioner pattern 
replication demonstrates that extraction operates systemically rather than individually — the same 
structural mechanisms appear independently across practitioners operating in different niches and at 
different price points. The paper’s primary analytical contribution is the distinction between overt 
extraction (recognizable pressure tactics) and affective extraction (warmth, generosity, and relational 
language deployed as positioning within the conversion architecture), identifying a category of 
manipulation that existing consumer protection frameworks are structurally unable to detect. The 
research is conducted from a dual position of academic researcher and participant observer within the 
entrepreneurial ecosystem. 

Keywords: extraction architecture, affective extraction, online coaching industry, manipulation patterns, 
consumer protection, high-ticket coaching, epistemological capture, qualitative pattern analysis 
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Introduction 
Imagine a business transaction that respects your intelligence. 

You find a program that addresses a real gap in your expertise. The pricing is transparent — 
listed on the website, not hidden behind a “strategy call.” The sales page describes what you 
will learn, what results previous clients have achieved, and what the program will not cover. 
There is no countdown timer. No “only 3 spots left.” No email sequence engineered to make 
you question whether you are capable of success without this particular coach’s intervention. 
You evaluate the offer against your budget and your goals. You decide. The decision feels like 
yours, because it is. 

This is what ethical business exchange looks like. It is not idealistic. It is not naive. It exists 
— in businesses that have decided their revenue model does not require the psychological 
destabilization of their customers. 

Now consider what most women entrepreneurs actually encounter when they enter the 
online coaching ecosystem. 

They download a free guide that diagnoses problems they did not know they had, using 
proprietary vocabulary that reframes their existing knowledge as insufficient. They receive 
an email sequence that oscillates between warmth and urgency — one message offering 
genuine insight, the next warning that their window of opportunity is closing. They attend a 
webinar that delivers real value for forty-five minutes, then spends the final thirty 
dismantling their confidence in implementing anything they just learned without ongoing 
support. They book a “clarity call” that is, architecturally, an enrollment conversation. They 
sign a payment plan for a program priced between five and fifty thousand dollars, convinced 
that the investment represents not a purchase but a transformation — and that hesitation is 
evidence of the very limitation the program promises to cure. 

The gap between these two experiences is not a gap in quality. It is a gap in architecture. 

This paper examines that architecture. Through qualitative analysis of 1,559 individually 
processed marketing artifacts — emails, landing pages, and lead magnets collected across 
twelve practitioners over a span of six years — I identify the structural patterns that 
distinguish extractive business models from ethical ones. The dataset includes 1,273 email 
sequences, 97 landing pages, and 12 lead magnets, each processed through systematic 
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evidence protocols that document exact language, psychological mechanisms, and 
cross-practitioner pattern replication. 

The findings reveal something that existing critiques of the coaching industry have largely 
missed. The most commonly identified manipulation tactics — countdown timers, false 
scarcity, aggressive upselling — are real, and this paper documents them extensively. But 
they represent only the most visible layer of extraction. I call this layer overt extraction: 
tactics that operate through urgency, pressure, and manufactured scarcity. They are 
recognizable once named. A sophisticated consumer can learn to identify a fake deadline or a 
fabricated waitlist. Consumer protection instincts, once calibrated, can defend against these 
mechanisms. 

What they cannot as easily defend against is a second category that this research documents 
for the first time: affective extraction. Affective extraction operates not through pressure 
but through warmth. It deploys genuine generosity, relational language, intellectual 
validation, and the careful cultivation of belonging as positioning tactics. The manipulation 
coexists with real human connection. The line between relationship and revenue capture is 
blurred with such sophistication that the emotional residue itself becomes the evidence — 
not of care, but of architectural design. The concept builds on Hochschild’s (1983) 
foundational analysis of emotional labor as a commercial instrument and Illouz’s (2007) 
framework of “emotional capitalism,” but extends both into a specific domain neither author 
anticipated: the use of relational warmth not merely as a labor requirement or a market 
condition, but as a structurally positioned conversion mechanism within digital marketing 
architectures.¹ 

This distinction matters because it explains a question that the coaching industry’s critics 
have struggled to answer: why do intelligent, educated, discerning women — women with 
advanced degrees, successful careers, demonstrable expertise — engage with programs that 
an outside observer might identify as extractive? The answer is not that these women fail to 
recognize pressure tactics. Many do recognize them. The answer is that affective extraction 
bypasses the defenses built against overt tactics entirely. You can recognize a countdown 
timer. You cannot as easily recognize that someone’s warmth toward you is architecturally 
positioned to produce a purchase decision. Research on the BIAS map (Fiske, Cuddy, & Glick, 
2007) demonstrates that warmth cues systematically override negative cognitive evaluations 
— a mechanism that affective extraction exploits by design. 
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The research identifies four structural pillars that constitute the extraction architecture, each 
documented across multiple practitioners operating independently, suggesting systemic 
rather than individual patterns: 

The Strategic Inadequacy Loop engineers a persistent sense of professional insufficiency 
through pain amplification sequences, destabilization marketing, and identity manipulation. 
The practitioner first diagnoses a problem the prospect did not know she had, then positions 
the program as the only credible solution. 

Intellectual Liquidation replaces the prospect’s existing knowledge frameworks with 
proprietary vocabulary, creating epistemological dependency. When a standard business 
concept — a webinar, a sales call, a content strategy — is renamed with trademarked 
language, the prospect’s prior competence is quietly devalued. She begins to think in the 
practitioner’s terms, and her ability to evaluate the program independently erodes. 

The Metaphysical Snare embeds commercial transactions within spiritual, aspirational, or 
identity-based frameworks that make refusal feel like a failure of personal evolution rather 
than a financial decision. When purchasing a coaching program is framed as “stepping into 
your Queen energy” or “fulfilling your God-given purpose,” the ordinary consumer 
protections that govern rational purchasing — comparison shopping, budget evaluation, ROI 
assessment — become acts of spiritual resistance. 

Status Taxation extracts premium pricing through mechanisms that punish financial 
boundaries. Debt-as-investment reframing teaches prospects that borrowing money for a 
coaching program is an act of self-belief. Price anchoring creates the illusion of value 
through inflated “original” prices. And liquidity-gated application processes — where 
financial qualification questions appear on intake forms — normalize the expectation that a 
prospect should stretch beyond her means to participate. 

These four pillars do not operate in isolation. They form an integrated system — an 
architecture — in which each element reinforces the others. The Strategic Inadequacy Loop 
creates emotional vulnerability. Intellectual Liquidation prevents independent evaluation. 
The Metaphysical Snare wraps the transaction in unfalsifiable meaning. And Status Taxation 
ensures the financial commitment is extracted regardless of the prospect’s stated 
boundaries. 
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The most significant finding of this research is that extraction sophistication operates 
inversely to visibility. The practitioners deploying the most harmful architectures are not the 
ones with the most aggressive sales pages. They are the ones whose content is genuinely 
valuable, whose relational warmth feels authentic, and whose programs deliver enough real 
insight to make the extraction nearly impossible to locate. The higher the standalone content 
quality, the more sophisticated the covert extraction — because the content quality itself 
becomes the camouflage. 

This paper is not an exposé. It is not interested in vilifying individual practitioners, many of 
whom operate within systems they inherited rather than designed. What it is interested in is 
naming the architecture itself — the replicable, systemic, cross-practitioner patterns that 
function identically regardless of the individual deploying them. When three practitioners 
operating in different niches, at different price points, with different emotional entry points 
produce structurally identical funnel sequences, the relevant unit of analysis is not the 
practitioner. It is the architecture. 

The goal is recognition. Once the architecture is visible, it cannot be unseen. The countdown 
timer that once felt motivating reveals itself as a manufactured urgency trigger. The warm 
email that once felt like a relationship reveals its structural position in a conversion 
sequence. The “clarity call” that once felt like an act of courage reveals its function as an 
enrollment mechanism. 

This recognition is not cynicism. It is sovereignty. And for practitioners who are building 
businesses, it is an invitation — to examine whether the architectures they have adopted 
serve their clients’ transformation or merely their own revenue targets. The paper’s position 
is that these two goals are not inherently in conflict. But the extraction architecture treats 
them as though they are, optimizing for conversion at the expense of consent. 

What follows is a detailed analysis of how that architecture works, how it replicates across 
practitioners, and what it costs the women who move through it. The evidence is extensive, 
the patterns are documented, and the architecture, once named, speaks for itself. 

¹ Hochschild, A. R. (1983). The managed heart: Commercialization of human feeling. University of 
California Press; Illouz, E. (2007). Cold intimacies: The making of emotional capitalism. Polity Press. 
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The Landscape: Online Coaching as an Unregulated Ecosystem 

The online coaching and consulting industry operates in a regulatory vacuum. Unlike 
financial advisors, therapists, medical professionals, or attorneys, business coaches require 
no licensure, no continuing education, no professional oversight, and no fiduciary obligation 
to their clients. A practitioner can launch a high-ticket coaching program tomorrow — 
pricing it at five, fifteen, or fifty thousand dollars — with no credential, no track record, and 
no accountability mechanism beyond a refund policy they wrote themselves. 

This is not, in itself, a problem. Regulation is not the only path to ethical practice, and many 
coaching practitioners operate with integrity precisely because they choose to, not because a 
licensing body requires it. The problem emerges when the absence of regulatory guardrails 
converges with a set of marketing practices specifically engineered to override the 
consumer’s capacity for independent evaluation. In a regulated industry, a financial advisor 
who manufactured false urgency to pressure a client into an unsuitable investment would 
face professional consequences. In the coaching industry, manufactured urgency is not a 
violation. It is the standard operating procedure. 

The scale of this ecosystem is significant. The International Coaching Federation’s Global 
Coaching Study valued the global coaching market at $2.85 billion in 2019, growing to $4.56 
billion in 2022 and an estimated $5.34 billion in 2025 — representing 87% growth over six 
years.² The high-ticket segment — programs priced above five thousand dollars — 
represents a disproportionate share of industry revenue relative to program volume. A single 
practitioner with a moderately successful funnel can generate seven-figure annual revenue 
from a client base of fewer than two hundred people. The economics create a powerful 
incentive structure: the higher the price point, the fewer clients needed, the more pressure 
each individual sale carries, and the more sophisticated the conversion architecture must 
become to close those sales consistently. 

The women’s entrepreneurial education market sits at the intersection of several converging 
forces. The ICF reports over 77,000 individuals globally identifying as professional coaches in 
2022, with 71% of practitioners being women.² The growth of the creator economy has made 
“build a coaching business” one of the most heavily marketed career paths for women 
leaving corporate environments, seeking flexible work arrangements, or looking to 
monetize professional expertise. This is a legitimate aspiration. The market failure is not 
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that these women want education. It is that the education they encounter is frequently 
structured to create ongoing dependency rather than independent capability. 

The coaching industry’s regulatory gap becomes particularly consequential in the context of 
credence goods theory. As Dulleck and Kerschbamer (2006) demonstrate in their 
comprehensive analysis, credence goods are services whose quality cannot be assessed even 
after consumption — a classification that applies directly to coaching, where outcomes are 
difficult to attribute, transformation timelines are undefined, and the client cannot 
determine whether an alternative provider would have produced better results.³ In credence 
goods markets, the absence of external quality signals — licensing, standardized outcomes, 
independent evaluation — creates structural conditions for exploitation. The coaching 
industry operates squarely within this framework. 

The Federal Trade Commission has taken action against the most egregious cases: Lurn 
Inc. in 2023 for deceptive earnings claims, The Coaching Department in 2018–2019, and 
Career Step in 2024, resulting in $43.5 million in student debt cancellation.⁴ ProPublica’s 
investigation in June 2024 documented the broader pattern of an industry operating without 
meaningful oversight. But enforcement has targeted only the most visible violations — 
fabricated testimonials, demonstrably false income claims — leaving the structural 
architecture of extraction largely unexamined. The gap between what the FTC can prosecute 
and what the extraction architecture produces is precisely the space this paper documents. 

What Existing Critiques Get Right 

The coaching industry has not gone entirely unexamined. Consumer advocacy journalism 
has documented specific instances of fraud, exaggerated income claims, and deceptive 
marketing. Social media platforms host growing communities of former clients sharing 
experiences with programs that did not deliver what was promised — communities on 
Reddit (r/LifeCoachSnark, r/antiMLM) document patterns of consumer dissatisfaction that 
mirror the structural findings of this research.⁵ Regulatory bodies, including the Federal 
Trade Commission, have taken action against the most egregious cases of fabricated 
testimonials and unsubstantiated earnings claims. 

These critiques perform an important function. They create visibility for individual cases of 
consumer harm and provide validation for people who felt manipulated but lacked a 
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framework for naming what happened to them. The documentation of specific bad actors — 
practitioners who fabricate credentials, inflate revenue figures, or refuse contractual refund 
obligations — is necessary work. 

What Existing Critiques Miss 

Where the existing discourse falls short is in its analytical framework. The dominant 
narrative treats extraction as a function of individual bad actors — unethical coaches who 
deliberately deceive their clients. Under this framework, the solution is identification and 
avoidance: learn to spot the red flags, vet your coaches carefully, and you will be safe. 

This paper argues that the framework is insufficient, and dangerously so. The evidence 
documented here reveals that extraction operates as a system — a replicable architecture that 
functions identically across practitioners who have never met, operate in different niches, 
and deploy different emotional entry points. When three practitioners independently 
produce structurally identical funnel sequences — the same email cadence, the same 
psychological escalation pattern, the same conversion architecture — the relevant unit of 
analysis is not the individual. It is the architecture they share. 

The “bad actor” framework also fails to account for the most sophisticated forms of 
extraction, which this paper terms affective extraction. Affective extraction does not look 
like fraud. It looks like generosity. The practitioner delivers genuine value, cultivates 
authentic-feeling relationships, and embeds commercial transactions within frameworks of 
care and belonging. The consumer’s defenses — calibrated for overt pressure — do not 
activate because there is no overt pressure to detect. The extraction operates through 
warmth, not coercion. 

This creates a blind spot in the consumer protection conversation. A former client who feels 
manipulated by a countdown timer has language for her experience: she was pressured. A 
former client who feels manipulated by someone who was genuinely kind to her does not. 
She may not even recognize the manipulation, because the relational warmth was real. The 
manipulation and the care coexisted, and she has no framework for holding both truths 
simultaneously. 

The second limitation of existing critique is its implicit victim-blaming architecture. The 
“red flags” discourse — however well-intentioned — places the burden of protection on the 
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consumer. If she was extracted from, the logic goes, she must have missed the signs. She 
should have vetted more carefully, read the fine print more closely, resisted the urgency more 
effectively. This framework fails to account for the asymmetry of the encounter. The 
practitioner operates a conversion system designed by professionals, tested across 
thousands of prospects, and optimized for exactly the psychological profile of the person 
receiving it. The consumer encounters it once, in real time, while also managing her 
business, her family, her self-doubt, and her genuine desire for growth. The “red flags” 
framework asks her to outperform a system that was designed to outperform her. 

This paper does not adopt a victim-blaming framework. It does not ask why intelligent 
women engage with extractive programs. It asks how the architecture is built — and why it 
works regardless of the consumer’s intelligence, education, or discernment. 

What This Paper Contributes 

The analytical gap this research fills is systemic. Rather than documenting individual cases 
of coaching industry malpractice, this paper maps the architecture itself — the structural 
patterns that recur across practitioners, niches, and price points. Arango-Kure’s (2025) 
integrative framework in the Journal of Business Research distinguishes manipulation from 
persuasion at the conceptual level; this paper extends that distinction into empirical territory 
by documenting how the architecture of manipulation operates across a large comparative 
dataset.⁶ The contribution is fourfold. 

First, it introduces the distinction between overt and affective extraction, identifying a 
category of manipulation that existing consumer protection frameworks are structurally 
unable to detect. 

Second, it documents cross-practitioner pattern replication at an evidence scale that has not 
previously been assembled. The dataset of 1,559 individually processed marketing artifacts 
across twelve practitioners allows this research to demonstrate that extraction is 
architectural rather than individual — the same patterns appear across practitioners 
operating independently, suggesting shared templates, inherited funnel structures, or 
convergent optimization toward the same psychological pressure points. 

Third, it identifies the four structural pillars that constitute the extraction architecture, 
providing a framework for recognition that moves beyond “red flags” to systemic analysis. 
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Fourth, it positions the analysis from a vantage point that is neither purely academic nor 
purely consumer. I am a researcher with a PhD in Information Systems, training in 
organizational culture, and a systems analysis orientation. I am also an entrepreneur 
operating within the ecosystem I study — a participant observer who has personally moved 
through the funnels I document, purchased the programs I analyze, and received the emails I 
deconstruct. This dual positioning is not a conflict of interest. It is a methodological 
advantage. I see what an outside researcher cannot, because I have been inside the 
architecture. And I analyze what a consumer complaint cannot, because I have the academic 
training to name what I observed. 

The coaching industry does not need more individual exposés. It needs a structural analysis 
that names the architecture itself — so that practitioners can examine the systems they have 
adopted, consumers can recognize the patterns they encounter, and the industry can begin 
to distinguish between education and extraction at the systemic level. 

That structural analysis is what this paper provides. 

² International Coaching Federation. (2023). ICF Global Coaching Study. 
https://coachingfederation.org/research/global-coaching-study 

³ Dulleck, U., & Kerschbamer, R. (2006). On doctors, mechanics, and computer specialists: The 
economics of credence goods. Journal of Economic Literature, 44(1), 5–42. https://doi.org/10.1257/jel.44.1.5 

⁴ Federal Trade Commission enforcement actions: Lurn Inc. (2023), The Coaching Department 
(2018–2019), Career Step (2024, $43.5 million in student debt cancellation). https://www.ftc.gov 

⁵ Consumer advocacy communities documented on Reddit (r/LifeCoachSnark, r/antiMLM, 
r/hollisUncensored) provide grassroots evidence of the patterns this research documents structurally. 

⁶ Arango-Kure, M. (2025). An integrative framework distinguishing manipulation from persuasion. 
Journal of Business Research. 

 

Methodology 

Research Design 

This paper employs qualitative pattern analysis of the online coaching industry, with 
particular focus on high-ticket programs marketed to women entrepreneurs. The research 
design prioritizes breadth across practitioners and depth within individual marketing 
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ecosystems, allowing the identification of patterns that recur systemically rather than 
appearing as artifacts of any single practitioner’s approach. 

The analytical approach is systems-based, drawing on the tradition of systems thinking in 
organizational research (Senge, 1990) and applying it to commercial communication 
architectures.⁷ Rather than evaluating individual marketing communications in isolation, I 
analyze them as components of integrated architectures — funnel systems designed to move 
a prospect from awareness through emotional engagement to financial commitment. Each 
email, landing page, or lead magnet is documented both as a standalone artifact and as a 
structural element within a larger conversion sequence. This dual documentation allows the 
research to identify how individual tactics function differently depending on their position 
within the broader architecture. 

Data Sources and Collection 

The primary dataset consists of 1,559 individually processed marketing artifacts collected 
across twelve practitioners operating in the online coaching and consulting space. The 
dataset spans six years of collection (2020–2026) and includes three content types: 

Email sequences (1,273 entries across ten practitioners). These represent the longitudinal 
core of the dataset. Email marketing sequences are the primary vehicle through which 
coaching practitioners nurture prospects, build relational engagement, and drive conversion. 
The depth of the email dataset — with the largest individual collection spanning 328 emails 
from a single practitioner — allows this research to document patterns that only become 
visible over extended engagement: escalation sequences, consent override architectures, 
warmth-urgency cycling, and post-deadline re-engagement patterns. All email datasets were 
chronologically sorted, deduplicated, and assigned sequential evidence identification 
numbers through a standardized processing pipeline, making each entry individually citable. 

Landing pages (97 entries across nine practitioners). Sales pages, program pages, webinar 
registration pages, and application pages document the conversion architecture at the point 
of purchase decision. These artifacts capture price anchoring, bonus stacking, testimonial 
deployment, financial qualification gates, and urgency mechanisms in their most 
concentrated form. 
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Lead magnets (12 entries across seven practitioners). Free downloadable resources — 
guides, frameworks, assessments — represent the entry point of the extraction funnel. Lead 
magnets are the clearest evidence of information asymmetry: the gap between what is 
promised and what is deliberately withheld to create dependency on the paid program. The 
analysis documents what percentage of each lead magnet constitutes genuinely useful 
standalone content versus marketing architecture for the paid offer. 

Practitioners were selected to represent variation across several dimensions: price point 
(ranging from under one thousand to over twenty-five thousand dollars), niche (business 
coaching, personal development, spiritual entrepreneurship, marketing systems, leadership), 
funnel structure (email-first, webinar-first, application-gated), and extraction register (overt 
pressure through affective warmth). The sample includes both individual practitioners and 
platform-based operations. The selection was purposive, not random: practitioners were 
included because their marketing ecosystems demonstrated patterns relevant to the 
research questions, not because they represent a statistically representative sample of the 
industry. The findings describe documented architectural patterns, not population-level 
prevalence. 

Evidence Processing 

Each marketing artifact was processed through a systematic evidence documentation 
protocol designed to capture exact language, structural elements, psychological 
mechanisms, and funnel position. The protocol standardizes documentation across content 
types while preserving the specificity of each artifact. 

For each email entry, the protocol documents: sender identification, subject line, date, email 
type classification, exact marketing claims (quoted verbatim), urgency and scarcity 
mechanisms, authority claims, emotional targeting language, structural elements (calls to 
action, price points, bonus structures), and sequence position within the larger funnel 
architecture. For landing pages, the protocol additionally captures page architecture from top 
to bottom, testimonial deployment patterns, and financial qualification gates. For lead 
magnets, the protocol assesses information asymmetry — the ratio of genuinely useful 
standalone content to marketing for the paid offer, and the specific knowledge gaps 
deliberately engineered to create dependency. 
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Following initial documentation, the email corpus underwent a chronological sorting 
pipeline that removed duplicates across all ten email datasets, standardized date formats and 
sender identification fields, and assigned verified sequential evidence identification 
numbers. This pipeline transformed the raw collection into a citation-ready archive where 
every entry can be located by a unique identifier. 

Pattern identification proceeded through iterative cross-practitioner comparison, consistent 
with the thematic analysis methodology established by Braun and Clarke (2006) and the 
cross-case pattern-matching logic described in Miles, Huberman, and Saldaña (2014).⁸ As 
individual artifacts were processed, recurring structural patterns were flagged and tracked 
across the dataset. When a pattern appeared independently in three or more practitioners, it 
was classified as a cross-practitioner pattern — evidence of systemic architecture rather 
than individual practice. This process identified forty-one emergent patterns across the 
dataset, which were subsequently organized into the four structural pillars presented in the 
analysis. 

Analytical Lens: Perspective Inversion 

The core analytical method employed in this research is what I term perspective inversion: 
the systematic suspension of conventional assumptions about tone, generosity, and 
relational warmth in business communication in order to examine the structural function of 
each element independent of its stated purpose. 

Marketing communication in the coaching industry is designed to be read at face value. A 
warm email is meant to feel like a connection. A free guide is meant to feel like generosity. A 
“strategy call” is meant to feel like an act of service. Perspective inversion does not dispute 
the emotional experience of these encounters — the warmth may be genuine, the content 
may be valuable, the call may produce real insight. What it does is ask a different question: 
what is the structural function of this element within the conversion architecture? 

When an email that delivers genuine educational content is followed, three days later, by an 
email that destabilizes the reader’s confidence in implementing that content independently 
— the structural function of the educational email shifts. It is no longer simply education. It 
is positioning. The value it delivered becomes the ground from which the subsequent 
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destabilization operates. Perspective inversion reads the architecture, not the individual 
message. 

This method is consistent with critical discourse analysis as theorized by Fairclough (1989) 
and extended by van Dijk (2015) — examining how language structures reproduce power 
relations within commercial communication systems.⁹ It is also consistent with systems 
analysis as practiced in information systems research — examining how individual 
components function within integrated systems, rather than evaluating components in 
isolation. It is the analytical lens that allows this research to identify affective extraction: 
manipulation that operates through warmth rather than pressure, and that becomes visible 
only when the researcher reads the structure underneath the affect. 

Researcher Positioning 

I conduct this research from a dual position: academic researcher and participant observer 
within the entrepreneurial ecosystem I study. I hold a PhD in Information Systems, with 
dissertation research on organizational culture and security countermeasures (James, 
2023).¹⁰ I am also a practicing entrepreneur in the digital business space, which means I have 
personally moved through the marketing funnels I analyze. I have downloaded the lead 
magnets, received the email sequences, attended the webinars, booked the strategy calls, and 
in several cases, purchased the programs. This is not incidental to the research. It is the 
research. 

Insider positioning in qualitative research is a recognized methodological feature — Ellis, 
Adams, and Bochner (2011) establish autoethnography as a method that foregrounds the 
researcher’s own experience while maintaining analytical rigor and ethical transparency.¹¹ 
An outside researcher studying coaching marketing can analyze the text of an email. An 
insider researcher can document what it feels like to receive that email on a Tuesday evening 
when business is slow and self-doubt is high — which is precisely the psychological state the 
email was designed to activate. The emotional architecture of extraction is invisible from the 
outside. It becomes legible from within. 

My background in organizational culture and security countermeasures provides the 
analytical framework for recognizing systemic manipulation patterns. Fifteen years of 
professional experience as a software engineer/database engineer across government 
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environments — including state agencies, federal agencies, and federal contracting entities 
— trained pattern recognition in contexts where information asymmetry, manufactured 
urgency, and strategic destabilization operate as standard institutional practices. These 
patterns are not unique to the coaching industry. They are extraction architectures that recur 
across contexts because they exploit universal psychological vulnerabilities. My experience 
across multiple institutional environments is what allows me to see the coaching industry’s 
marketing practices not as novel techniques but as variations on architectural patterns I 
have encountered before. 

This research is conducted independently. I hold no university affiliation, receive no 
institutional funding, and operate under no review board constraints. This independence is 
not a limitation — it is a methodological feature. Nothing stands between the researcher and 
the evidence. The analysis is not shaped by institutional priorities, funding obligations, or 
disciplinary gatekeeping. The trade-off is the absence of peer review infrastructure, which I 
address through transparency: the evidence base, the analytical method, and the researcher’s 
positioning are all documented here so that readers can evaluate the work on its own terms. 
The dataset consists entirely of publicly available marketing materials and the researcher’s 
personal experience as a consumer — no identifiable human subjects are involved, and no 
institutional review board oversight is required.¹² 

Scope and Limitations 

This research analyzes publicly available marketing materials and the researcher’s personal 
experience as a consumer within these marketing ecosystems. It does not include interviews 
with practitioners, analysis of proprietary internal business documents, or outcome data on 
client results. The analysis documents what the marketing architecture communicates and 
how it is structurally designed to function — not whether individual clients ultimately find 
value in the programs they purchase. 

The practitioner sample is purposive and not statistically representative. The findings 
describe patterns documented within this dataset and should be understood as qualitative 
evidence of architectural patterns rather than claims about the prevalence of these patterns 
across the industry. The research cannot determine practitioner intent — whether extraction 
patterns are deliberately designed or unconsciously replicated from inherited templates. The 
analysis focuses on structural function rather than individual motivation, consistent with 
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the paper’s argument that the relevant unit of analysis is the architecture, not the 
practitioner. 

⁷ Senge, P. M. (1990). The fifth discipline: The art and practice of the learning organization. Doubleday. 

⁸ Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychology, 
3(2), 77–101. https://doi.org/10.1191/1478088706qp063oa; Miles, M. B., Huberman, A. M., & Saldaña, J. 
(2014). Qualitative data analysis: A methods sourcebook (3rd ed.). SAGE. 

⁹ Fairclough, N. (1989). Language and power. Longman; van Dijk, T. A. (2015). Critical discourse analysis. 
In D. Tannen, H. E. Hamilton, & D. Schiffrin (Eds.), The handbook of discourse analysis (2nd ed., 
pp. 466–485). Wiley-Blackwell. https://doi.org/10.1002/9781118584194.ch23 

¹⁰ James, S. (2023). A study of the effect of types of organizational culture on information security procedural 
countermeasures [Doctoral dissertation, Nova Southeastern University]. 
https://nsuworks.nova.edu/gscis_etd/1183/ 

¹¹ Ellis, C., Adams, T. E., & Bochner, A. P. (2011). Autoethnography: An overview. Forum: Qualitative Social 
Research, 12(1), Art. 10. https://doi.org/10.17169/fqs-12.1.1589 

¹² Research using publicly available marketing materials does not constitute human subjects research 
under federal regulations. See Tutt, A. (2016). A new deal on data. Harvard Journal of Law & Technology, 
29(1), 1–52. 

 

Analysis 
The extraction architecture documented in this research operates through four structural 
pillars. Each pillar performs a distinct function within the conversion system, and each was 
identified through cross-practitioner pattern replication — the same structural mechanism 
appearing independently across multiple practitioners operating in different niches, at 
different price points, and with different emotional registers. The pillars are presented here 
in the sequence in which they typically activate within the funnel architecture, though in 
practice they overlap and reinforce one another continuously (see Figure 2 for a visual 
representation of the integrated architecture). 
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FIGURE 2. The Four-Pillar Extraction Architecture 

Pillar One: The Strategic Inadequacy Loop 
The Strategic Inadequacy Loop is the foundational mechanism of the extraction architecture. 
Its function is to engineer a persistent sense of professional insufficiency in the prospect — 
not by attacking her overtly, but by diagnosing problems she did not know she had, using 
language calibrated to make her existing competence feel dangerously incomplete. 

This is not simple negative marketing. The Strategic Inadequacy Loop operates as a closed 
system: the inadequacy it manufactures can only be resolved by the program that 
manufactured it. The prospect enters the funnel feeling capable, if imperfect. She exits it 
feeling that her capabilities are not merely incomplete but actively endangering her business, 
her income, and in the most aggressive variants, her family and health. 
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The loop was documented across ten of the twelve practitioners in this dataset. It appears in 
email sequences, landing pages, and lead magnets with structural consistency that indicates 
shared architectural templates rather than coincidental similarity. 

The Pain Amplification Sequence 
The most prevalent expression of the Strategic Inadequacy Loop is what the evidence 
processing identified as the Pain Amplification Sequence: a structured escalation from 
general professional challenge to acute personal crisis, designed to move the prospect from 
casual interest to emotional urgency. 

 

FIGURE 1. The Pain Amplification Sequence 

 

The sequence operates in three phases (see Figure 1). The first phase identifies a real 
professional challenge — one the prospect genuinely experiences. A coaching business that 
has plateaued. An expertise that has not yet been monetized. A workload that has become 
unsustainable. This phase functions as a recognition hook: the prospect sees herself in the 
description and feels understood. The marketing communication registers as empathy. 

The second phase amplifies the challenge into a crisis. The plateau is reframed not as a 
normal phase of business growth but as evidence of a fundamental strategic error. The 
unmonetized expertise is reframed as a failure of self-worth. The unsustainable workload is 
reframed as a “trap” of the prospect’s own making. Language shifts from descriptive to 
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diagnostic: the prospect is no longer experiencing a challenge. She is suffering from a 
condition — one that will worsen without intervention. This escalation pattern is consistent 
with Rogers’ (1975) protection motivation theory, which demonstrates that fear appeals 
increase compliance when they signal both high threat and high vulnerability — precisely 
the conditions the Pain Amplification Sequence is engineered to produce.¹³ 

The third phase introduces the practitioner’s program as the only credible resolution. The 
specificity of the diagnosis — framed in proprietary vocabulary — makes generic solutions 
feel inadequate. A prospect who has been told she is caught in a “Freedom Trap” does not 
search for general business coaching. She searches for the specific practitioner who named 
the condition she now believes she has. 

This three-phase sequence was documented in the email datasets of practitioners operating 
in business coaching, personal development, spiritual entrepreneurship, and marketing 
systems. The emotional entry points vary — one practitioner leads with career 
dissatisfaction, another with pricing anxiety, another with the fear of professional 
obsolescence — but the structural architecture is identical. Identify a real pain. Amplify it 
into a crisis. Position the program as the cure. 

In one practitioner’s lead magnet, the Pain Amplification Sequence is rendered with 
particular clarity. The document opens by describing the prospect’s professional situation in 
language designed to produce recognition — the “gnawing doubt” about whether her 
current approach is working, the sense that competitors are advancing while she struggles. It 
then escalates this recognition into existential framing: the prospect’s business trajectory, 
without intervention, will produce not merely stagnation but a continuation of the precise 
suffering she already experiences. The future is framed as an extension of present pain, and 
the only interruption available is the practitioner’s proprietary system. The document is 
approximately five percent strategy and ninety-five percent psychological escalation.¹⁴ 

Competence Devaluation 
A more targeted variant of the Strategic Inadequacy Loop operates through what the 
evidence processing identified as Competence Devaluation: the systematic reframing of the 
prospect’s existing skills, education, and professional achievements as insufficient, outdated, 
or actively counterproductive. 
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This pattern is distinct from the Pain Amplification Sequence in its specificity. Where pain 
amplification targets general professional dissatisfaction, competence devaluation targets 
the prospect’s existing sources of confidence. A practitioner in the high-ticket consulting space 
tells experienced professionals — people with decades of results and established client bases 
— that their achievements “don’t automatically translate” to the next level, that their years 
of expertise are “foundation only,” and that they “were never taught” fundamental business 
functions like pricing.¹⁵ The language is calibrated to strip professional maturity from people 
who have it. The effect is a kind of professional infantilization: the prospect is repositioned 
from expert to student, and the practitioner becomes the only credible teacher. 

Another practitioner frames this more aggressively, telling prospects that their reliance on 
independent judgment is itself the problem. Careful deliberation is labeled “analysis 
paralysis.” Self-directed learning is labeled a “DIY mindset trap.” One email in the dataset 
delivers the message with startling directness: if the prospect has not achieved a specific 
result by now, she will not achieve it alone, and continued attempts at independence are not 
self-reliance — they are self-sabotage.¹⁵ 

The systemic function of competence devaluation is to remove alternative sources of 
authority. When a prospect’s education is dismissed as theoretical, her experience as 
insufficient, and her judgment as compromised, only one authority remains: the practitioner. 
This creates the conditions for Intellectual Liquidation — the second pillar — in which the 
prospect’s independent analytical framework is replaced with the practitioner’s proprietary 
vocabulary. 

Competence devaluation appeared in the datasets of at least seven practitioners, with the 
strongest concentrations in the high-ticket consulting niche and the personal development 
space. The emergent pattern Professional Self-Doubt Manufacture, identified in the evidence 
processing, describes the specific mechanism by which competence devaluation operates: 
not attacking the prospect’s competence directly, but manufacturing a category of 
competence she does not yet possess, one that reframes her existing achievements as 
evidence of the gap rather than proof of capability. 

Identity Destabilization 
The most sophisticated variant of the Strategic Inadequacy Loop operates at the level of 
identity rather than competence. Where pain amplification targets professional 
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circumstances and competence devaluation targets professional skills, identity 
destabilization targets who the prospect believes herself to be. Higgins’ (1987) 
self-discrepancy theory provides the psychological framework: discrepancies between the 
actual self and the ideal self generate negative affect that motivates compensatory behavior 
— including consumption designed to close the perceived gap.¹⁶ 

This pattern is concentrated in practitioners who operate at the intersection of business 
coaching and personal development. The mechanism is a form of comparative identity 
shaming: the prospect’s current self-concept is positioned as an inferior version of the self 
she could become, and the gap between the two is framed as a failure of personal evolution. 

The clearest example in the dataset comes from a practitioner whose entire brand 
architecture is organized around an identity binary. The prospect’s current identity is labeled 
with a diminutive archetype — associated with smallness, dependency, and unrealized 
potential. The practitioner’s program promises transformation into a superior archetype — 
associated with power, abundance, and self-actualization.¹⁷ The purchase is framed not as a 
business transaction but as an identity upgrade. Declining to purchase is implicitly framed 
as choosing to remain in the diminished identity. 

What makes this variant of the loop particularly effective is that the inadequacy it 
manufactures is unfalsifiable. A prospect can verify whether her revenue has increased. She 
cannot verify whether she has successfully “stepped into” a new identity archetype. The 
transformation remains permanently incomplete, because the standard against which it is 
measured — an aspirational self defined entirely by the practitioner — recedes with every 
step the prospect takes toward it. Oyserman’s (2009) research on “possible selves” 
documents precisely this mechanism: activating ideal selves motivates behavior change, and 
marketers who define the ideal self can direct that motivation toward their own products 
indefinitely.¹⁸ This creates a dependency structure in which the prospect must continuously 
re-enroll, not because the program has failed to deliver results, but because the identity it 
promises is by design unreachable within a single enrollment cycle. 

The Gendered Variant 
The Strategic Inadequacy Loop takes a specific form when deployed within women’s 
entrepreneurship spaces, where professional struggles are reframed through gendered 
psychological frameworks. 
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One practitioner’s lead magnet documents this variant with precision. The standard 
coaching industry challenge of burnout is reframed not as a systemic issue of overwork but 
as a personal psychological condition: the prospect is diagnosed as operating in one of three 
pathologized “hustle” modes — each labeled with language from trauma psychology.¹⁹ 
Business stagnation is not a strategy issue, the lead magnet argues. It is an “internal 
operating system” issue — and the internal operating system is branded with proprietary 
terminology that makes the diagnosis inseparable from the practitioner’s ecosystem. 

The gendered variant operates through the same three-phase structure as the standard Pain 
Amplification Sequence — recognition, amplification, prescription — but adds an additional 
layer: the pathologization of common business challenges as manifestations of personal 
trauma. A woman whose business has plateaued is not experiencing market friction. She is 
experiencing a “Scarcity Hustle” pattern rooted in unresolved psychological wounds. The 
solution is not a business strategy. The solution is the practitioner’s proprietary method for 
“rewiring” the internal operating system — a method that exists only within the 
practitioner’s paid ecosystem. 

The gendered variant is significant because it exploits a real phenomenon — the 
documented impact of gender-based economic disadvantage on entrepreneurial confidence 
— and redirects it toward extraction. The prospect’s genuine experience of systemic barriers 
is validated, then reframed as an individual psychological condition that requires the 
practitioner’s specific intervention. The systemic is made personal. The structural is made 
therapeutic. And the therapeutic can only be purchased. 

This pattern bridges naturally to the second pillar, Intellectual Liquidation, because the 
proprietary vocabulary used to diagnose the prospect’s condition becomes the framework 
through which she understands her own experience. Once she has adopted the practitioner’s 
language for her struggles, she has already begun the process of epistemological capture that 
Intellectual Liquidation completes. 

¹³ Rogers, R. W. (1975). A protection motivation theory of fear appeals and attitude change. Journal of 
Psychology, 91(1), 93–114. https://doi.org/10.1080/00223980.1975.9915805 

¹⁴ Evidence ID: RR-LM-002. Lead magnet, “The Authority Funnel.” Information asymmetry ratio: 
approximately 5% strategy, 95% psychological escalation and social proof. 

¹⁵ Evidence IDs: JY-EM-085, JY-EM-086, JY-EM-059, JY-EM-043. Email sequences documenting 
competence devaluation through “analysis paralysis” framing and professional infantilization. 
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¹⁶ Higgins, E. T. (1987). Self-discrepancy: A theory relating self and affect. Psychological Review, 94(3), 
319–340. https://doi.org/10.1037/0033-295X.94.3.319 

¹⁷ Evidence IDs: GD-EM-010, GD-EM-011; GD Landing Page Evidence Log. Identity binary organized 
around diminutive and sovereign archetypes. 

¹⁸ Oyserman, D. (2009). Identity-based motivation: Possible selves as a source of self-regulation. Current 
Directions in Psychological Science, 18(2), 104–108. https://doi.org/10.1111/j.1467-8721.2009.01617.x 

¹⁹ Evidence IDs: JR-LM-001, JR-LP-001. Lead magnet and landing pages documenting pathologized 
“hustle” modes using trauma psychology language. 

 

Pillar Two: Intellectual Liquidation 
If the Strategic Inadequacy Loop engineers the emotional conditions for extraction, 
Intellectual Liquidation engineers the cognitive conditions. Its function is to replace the 
prospect’s existing knowledge frameworks — her independent vocabulary, her professional 
judgment, her capacity to evaluate business concepts outside the practitioner’s ecosystem — 
with proprietary terminology that creates epistemological dependency. Once the prospect 
thinks in the practitioner’s language, she can no longer evaluate the practitioner’s program 
using independent criteria. The liquidation is complete. 

Vocabulary Overlay is the most frequently occurring pattern across the entire dataset — 
documented in the marketing materials of every practitioner studied. It is also the most 
normalized, because it operates within a business culture that celebrates branding. Naming a 
methodology is standard practice. Trademarking a framework is a sound intellectual 
property strategy. The line between legitimate branding and Intellectual Liquidation is not 
the act of naming itself. It is the structural function the naming performs within the 
conversion architecture. 

Vocabulary Overlay: The Renaming Architecture 
In its simplest form, Vocabulary Overlay takes a standard business concept and renames it 
with proprietary language. A webinar becomes an “Authority Video.” A sales call becomes an 
“Enrollment Call.” A content strategy becomes a “POP” method. A standard business 
coaching curriculum becomes an “Authority Accelerator.” Client acquisition becomes an 
“Ideal Client Decoder.”²⁰ Each of these renames a concept the prospect likely already 
understands — or could learn through widely available resources — and repositions it as 
proprietary knowledge accessible only through the practitioner’s ecosystem. 
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The renaming is not cosmetic. It performs three structural functions within the extraction 
architecture. 

First, it devalues the prospect’s existing knowledge. When a sales call is called a sales call, the 
prospect can draw on her existing understanding of sales conversations — what they 
involve, how to prepare, what to expect. When the same sales call is renamed with 
proprietary terminology, her existing knowledge is implicitly reclassified as insufficient. She 
no longer knows how to run a “sales call.” She needs to learn how to run an “Enrollment Call” 
— and only one practitioner teaches that. 

Second, it creates comparison immunity. When a business coaching program teaches 
standard marketing principles under proprietary names, a prospect cannot easily 
comparison-shop. She cannot search for a cheaper alternative to the “Ideal Client Decoder” 
because that concept exists only within a single practitioner’s vocabulary. The proprietary 
language creates a walled garden: the knowledge appears unique even when the underlying 
concepts are widely available. 

Third, it manufactures perceived complexity. Standard business functions — offer creation, 
audience building, sales conversations, delivery systems — become five-part proprietary 
“Systems” with capitalized names.²¹ A prospect who might have felt capable of building a 
business using general knowledge now faces what appears to be a complex proprietary 
methodology that requires expert guidance to navigate. The vocabulary overlay has 
transformed accessible knowledge into inaccessible-seeming expertise. 

The cross-practitioner evidence is what transforms this observation from a critique of 
individual branding practices into an architectural finding. When one practitioner renames a 
sales call, that is branding. When six practitioners independently rename functionally 
identical concepts with different proprietary vocabulary — and each one frames their 
vocabulary as uniquely superior to all alternatives — the pattern reveals itself as a systemic 
extraction mechanism rather than a series of isolated marketing decisions. 

The mechanism is consistent with Lifton’s (1961) analysis of “loaded language” in 
high-control environments: specialized vocabulary that functions as cognitive 
“thought-stoppers,” pre-empting critical questioning by embedding assumptions within the 
terminology itself.²² Lifton’s original research documented this mechanism in political 
re-education programs. Its appearance in commercial coaching marketing suggests a 
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structural homology between thought reform and epistemological capture — not in intent, 
necessarily, but in function. 

The variation across the dataset is itself significant. In the business coaching niche, the 
overlay is technical: standard marketing functions receive branded names that suggest 
proprietary methodology. In the spiritual entrepreneurship niche, the overlay is 
metaphysical: standard psychological concepts like confidence, motivation, and goal-setting 
are renamed using consciousness, vibration, and alignment language. In one practitioner’s 
dataset, clinical nervous system terminology — fight, flight, freeze, fawn — is appropriated 
and reframed as financial “blocks” that “repel” wealth, suggesting that the prospect’s 
economic struggles are neurological conditions requiring the practitioner’s specific 
intervention.²³ 

Regardless of the register — technical, spiritual, or clinical — the structural function is 
identical: replace the prospect’s existing conceptual vocabulary with language that cannot be 
understood, evaluated, or applied outside the practitioner’s ecosystem. 

Information Asymmetry: The Lead Magnet as Dependency Engine 
The lead magnet is the entry point of most coaching funnels, and it is where Information 
Asymmetry — the deliberate gap between what is promised and what is delivered — 
operates in its purest form. Akerlof’s (1970) seminal analysis of information asymmetry 
demonstrated that when sellers know more than buyers about product quality, market 
failures follow.²⁴ In the coaching industry, the lead magnet is the mechanism through which 
that asymmetry is strategically manufactured. The analysis of twelve lead magnets across 
seven practitioners reveals a consistent architectural pattern: the lead magnet diagnoses a 
problem using proprietary vocabulary and then withholds the solution, creating a knowledge 
gap that can only be closed by the paid program. 

The mechanism is precise. One practitioner’s lead magnet introduces a four-level framework 
for professional development, complete with proprietary names for each level and a 
diagnostic that positions the prospect at a level below where she believes she belongs. The 
framework names what the prospect needs — proprietary “Systems” for each business 
function — but provides none of the implementation methodology. The document mentions 
its paid program approximately fourteen times across thirty-three pages. The information 
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asymmetry ratio is stark: approximately thirty percent conceptual framework, seventy 
percent marketing narrative.²⁵ 

Another practitioner’s lead magnet introduces three proprietary tools — each with a 
trademarked name — and explains what each tool does in general terms, but provides none 
of the tools themselves.²⁶ The prospect now knows that she needs these tools. She knows 
they exist. She knows what they are called. She does not know how to build or use them. The 
only path to the tools is the practitioner’s paid consultation. The lead magnet has not 
educated the prospect. It has made her aware of her own ignorance — an ignorance that did 
not exist before she downloaded the document — and positioned the paid program as the 
only remedy. 

A third practitioner’s lead magnet names a proprietary “Funnel” system, describes its 
components in aspirational terms, and attributes dramatic financial results to practitioners 
who have implemented it — but withholds the actual script, the specific targeting 
methodology, and the technical implementation details. The document is approximately five 
percent strategy and ninety-five percent psychological escalation and social proof.¹⁴ 

Across the lead magnet dataset, the pattern holds: the free resource creates dependency on 
the paid resource by introducing a proprietary diagnostic framework that makes the 
prospect’s current knowledge feel insufficient and positioning the practitioner’s paid 
ecosystem as the only source of the missing knowledge. The lead magnet does not give the 
prospect a fish, nor does it teach her to fish. It teaches her a new word for fish — one that 
only the practitioner sells. 

Epistemological Capture: The Progressive Replacement 
The most consequential dimension of Intellectual Liquidation is not the initial vocabulary 
overlay but the progressive replacement of the prospect’s independent analytical framework 
over time. The deep email datasets — particularly those spanning hundreds of entries from a 
single practitioner — reveal how this replacement unfolds across the nurture sequence.²⁷ 

In the early emails, the practitioner’s proprietary vocabulary is introduced alongside 
standard business language. The prospect encounters new terms but can still translate them 
into concepts she already understands. As the sequence progresses, the proprietary 
vocabulary is used without explanation — it has become the assumed language of the 
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conversation. The prospect who continues engaging with the sequence has already adopted 
the framework. She now thinks in the practitioner’s terms. 

This is epistemological capture. The prospect has not merely learned new vocabulary. She 
has adopted a new framework for understanding her own professional situation — a 
framework that was engineered to produce a specific conclusion: that she needs the 
practitioner’s paid program. The capture is invisible because it feels like education. The 
prospect experiences herself as learning, growing, becoming more sophisticated. What she is 
actually doing is replacing her own analytical vocabulary with one designed to produce a 
purchase decision. Boroditsky’s (2001) research on linguistic relativity provides the cognitive 
foundation: the language people adopt shapes how they conceptualize and reason about 
abstract domains — including their own professional capacities and limitations.²⁸ 

The spiritual variant of epistemological capture operates identically but with higher stakes. 
When a practitioner replaces standard psychological concepts — self-doubt, financial 
anxiety, career transitions — with metaphysical vocabulary — low vibration, scarcity 
consciousness, spiritual parasites, misalignment — the prospect does not simply adopt new 
business language. She adopts a new framework for understanding her own inner life.²³ Her 
financial struggles are no longer circumstantial. They are spiritual. Her self-doubt is no 
longer a normal human experience. It is evidence of a consciousness deficit. The capture 
extends beyond her professional decision-making into her self-concept — a bridge to the 
Metaphysical Snare that the third pillar documents. 

The Dual-Brand Variant 
A distinctive expression of Intellectual Liquidation appears in the dataset of a practitioner 
who operates two separate brands within the same marketing ecosystem. Each brand targets 
a different segment of the digital marketing audience. Each maintains its own proprietary 
vocabulary, its own landing page architecture, and its own email sequences. But the 
practitioner behind both brands is the same person, and the fundamental methodology is 
substantially similar.²⁹ 

This dual-brand architecture is significant because it demonstrates Vocabulary Overlay at 
the product level rather than the concept level. It is not merely that individual business 
concepts are renamed. It is that an entire business is replicated under a different name, 
targeting a different audience, using different proprietary language to teach overlapping 
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content. The prospect who encounters one brand cannot easily discover that the other brand 
offers substantially similar value — because the vocabulary is different, the branding is 
different, and the practitioner’s identity is positioned differently in each ecosystem. 

This variant reveals the extreme endpoint of Intellectual Liquidation: a business model in 
which the vocabulary overlay is so complete that it creates the appearance of two distinct 
products from a single underlying methodology. The prospect’s inability to recognize the 
overlap is the architecture working as designed. 

²⁰ Evidence IDs: RR-LM-002 (“Authority Video,” “Enrollment Call”); SL-LM-001, SL Landing Pages 
(“Authority Accelerator™,” “POP™,” “Ideal Client Decoder™”). 

²¹ Evidence ID: JY-LM-001. Lead magnet introducing five proprietary “Systems” (Impact, Influence, 
Money, Freedom, Scale) for standard business functions. 

²² Lifton, R. J. (1961). Thought reform and the psychology of totalism: A study of “brainwashing” in China. W. 
W. Norton. 

²³ Evidence IDs: DK-LM-001, DK-EM-051. Lead magnet and email series deploying 
“Christ-consciousness,” “spiritual parasites,” and fight/flight/freeze/fawn as financial “blocks.” 

²⁴ Akerlof, G. A. (1970). The market for “lemons”: Quality uncertainty and the market mechanism. The 
Quarterly Journal of Economics, 84(3), 488–500. https://doi.org/10.2307/1879431 

²⁵ Evidence ID: JY-LM-001. Four-level diagnostic framework with 14 mentions of paid programs across 
33 pages. Information asymmetry ratio: approximately 30% framework, 70% marketing. 

²⁶ Evidence ID: SL-LM-001. Three proprietary tools introduced but not provided, creating knowledge 
gaps resolvable only through paid consultation. 

²⁷ Evidence IDs: SL-EM series (328 entries), TZ-EM series (242 entries). Deep email datasets 
documenting progressive vocabulary adoption over extended engagement periods. 

²⁸ Boroditsky, L. (2001). Does language shape thought? Mandarin and English speakers’ conceptions of 
time. Cognitive Psychology, 43(1), 1–22. https://doi.org/10.1006/cogp.2001.0748 

²⁹ Evidence IDs: AH-EM series, AH Landing Pages (71 total entries across both brands). Dual-brand 
architecture operating under a single practitioner. 

 

Pillar Three: The Metaphysical Snare 
The first two pillars operate within the recognizable territory of business marketing, 
however manipulatively deployed. The Strategic Inadequacy Loop exploits professional 
insecurity. Intellectual Liquidation exploits the desire for knowledge. Both can, in principle, 
be countered by a prospect with sufficient critical distance — once the architecture is visible, 
the mechanisms lose much of their power. 
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The Metaphysical Snare operates on different terrain. Its function is to embed commercial 
transactions within spiritual, aspirational, or identity-based frameworks that make the 
ordinary consumer protections governing rational purchasing — comparison shopping, 
budget evaluation, return on investment assessment — feel like acts of spiritual failure. 
When buying a coaching program is framed as “stepping into your divine purpose,” 
declining to buy is no longer a financial decision. It is a refusal of personal evolution. 

This pillar differs from the others in one important respect: it is not universal across the 
dataset. Not every practitioner in this study deploys metaphysical language. The 
Metaphysical Snare appears in a concentrated subset of practitioners — five of the twelve 
studied — who operate at the intersection of business coaching and personal development, 
spiritual entrepreneurship, or consciousness-based marketing. This concentration is itself a 
finding. The Metaphysical Snare is not a universal feature of the extraction architecture. It is 
a specialist variant — and where it appears, it represents the most sophisticated and most 
difficult-to-counter form of extraction documented in this research. 

The Spiritual Economy 
The evidence reveals a spectrum of metaphysical integration in coaching marketing, ranging 
from overt spiritual framing to structural spiritual bypass — a pattern that Welwood (1985) 
originally described as the use of spiritual language to avoid psychological work, and that 
this research documents operating at commercial scale.³⁰ 

At the overt end of the spectrum, one practitioner operates entirely within a spiritual 
framework. Standard psychological concepts — self-doubt, financial anxiety, career 
transition — are renamed using the language of consciousness, vibration, and divine 
purpose. Financial struggles are reframed as manifestations of “survival energy” that 
“blocks” wealth. Skepticism is pathologized as a form of spiritual resistance — “doubt 
creates static that blocks reception.” The nervous system’s natural stress responses — fight, 
flight, freeze, fawn — are appropriated from clinical psychology and repositioned as spiritual 
“blocks” that must be cleared through the practitioner’s specific methodology before wealth 
can “naturally manifest.”³¹ 

The lead magnet from this practitioner is revealing in its generosity. At over two hundred 
pages, it is the most substantive free resource in the dataset. It provides a structured 
thirty-three-day journaling and meditation framework, pre-written prayers, and extensive 
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educational content synthesizing religious scripture with manifestation concepts. The 
content-to-marketing ratio is approximately ninety percent content, ten percent ecosystem 
branding.³¹ By conventional metrics of value delivery, this lead magnet overdelivers. 

And that is precisely what makes it an exemplar of affective extraction. The generosity of the 
content is real. The spiritual framework it introduces is genuinely meaningful to people who 
hold these beliefs. The extraction operates not through what the lead magnet withholds but 
through what it installs: a proprietary spiritual vocabulary — consciousness states, 
vibrational frequencies, spiritual “parasites” — that reframes the prospect’s entire 
relationship to money, success, and self-worth within the practitioner’s epistemological 
framework. The prospect does not feel extracted from. She feels cared for. And the caring is 
real. The extraction and the care coexist, and the prospect has no framework for holding 
both truths at once. As Hochschild (2003) documents in her analysis of the 
commercialization of intimate life, care itself becomes a commodity — and the recipient’s 
inability to distinguish authentic care from commercial care is a feature of the system, not a 
failure of perception.³² 

At a different point on the spectrum, another practitioner integrates spiritual language into 
an otherwise conventional women’s business coaching model. The brand architecture is 
organized around archetypal identity — the prospect is invited to move from a diminutive 
archetype into a sovereign one through the practitioner’s programs. The marketing 
materials include prayer, guided meditation, and references to “manifesting your vision” 
alongside standard business coaching content. The practitioner’s email dataset — 
ninety-nine entries spanning nearly six years — documents a sustained integration of 
spiritual practice into the commercial relationship.³³ 

What distinguishes this practitioner from the overtly spiritual practitioner is the warmth. 
The relational tone across the email dataset is consistently generous, personal, and intimate. 
The emails feel like correspondence from a mentor who genuinely cares about the prospect’s 
wellbeing. The spiritual framing does not register as manipulation because it is embedded 
within a relational context that feels authentic — and in significant respects, likely is 
authentic. This is affective extraction at its most sophisticated: the practitioner’s genuine 
warmth and spiritual sincerity become the vehicle through which the extraction architecture 
operates. The prospect cannot locate the manipulation because it is woven into something 
that feels like love. Research on parasocial relationships (Boerman & Waddell, 2021) 
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demonstrates precisely this mechanism: perceived closeness to a communicator suppresses 
the perception of commercial intent, making the prospect more receptive to embedded sales 
messaging even when she would otherwise be critical.³⁴ 

At the platform level, the largest operation in the dataset — a personal development 
platform with global reach — deploys metaphysical language at industrial scale. Summit 
landing pages promote “consciousness hacking,” “quantum jumping,” “Kundalini 
activation,” and access to “alternate versions of yourself.” Speaker credentials include titles 
like “World’s #1 Manifestation Coach” and “Consciousness Architect.”³⁵ The platform’s 
marketing blurs the boundary between commerce and consciousness so thoroughly that the 
prospect cannot distinguish between buying a product and undergoing a spiritual 
experience. Robbins (2004) documents the same structural dynamic in his analysis of 
prosperity gospel movements, where spiritual promises and financial transactions become 
so tightly interwoven that faith itself becomes transactionalized.³⁶ 

The countdown timer on a summit replay page — frozen at zero, maintaining a perpetual 
state of urgency for a pre-recorded event — sits alongside language about “energy 
awakenings” and “deep manifestation.”³⁵ The overt extraction mechanism (the timer) and 
the metaphysical framing (the awakening) operate simultaneously, each reinforcing the 
other. The timer creates urgency. The spiritual language makes the urgency feel cosmic 
rather than commercial. 

The Unfalsifiability Mechanism 
The Metaphysical Snare’s most consequential structural feature is unfalsifiability. When a 
coaching program promises to increase revenue, the outcome is measurable — the prospect 
can evaluate whether her revenue increased. When a coaching program promises to “raise 
your vibration,” “align your consciousness,” or “activate your wealth frequency,” the outcome 
is not measurable by any external standard. The only person who can evaluate whether the 
transformation occurred is the prospect herself — and she evaluates it using the vocabulary 
the program installed. As Ehrenreich (2009) argues, the self-help industry systematically 
defines success in subjective terms that immunize programs from external evaluation — a 
structural feature that the coaching industry has refined into an art form.³⁷ 

This creates a closed evaluation loop. If the prospect feels transformed, the program 

succeeded. If she does not feel transformed, the program’s framework provides a diagnosis: 
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she has not done the inner work deeply enough, her “blocks” persist, her consciousness has 
not yet shifted. In either case, the remedy is continued enrollment. The architecture produces 
permanent dependency because it defines success in terms that can never be conclusively 
achieved and failure in terms that always point back to the need for more of the 
practitioner’s intervention. 

The unfalsifiability mechanism also insulates the practitioner from accountability. A 
business coach who promises revenue growth can be evaluated against that promise. A 
spiritual business coach who promises “alignment” cannot be — because alignment is 
defined within the practitioner’s proprietary framework, measured by the practitioner’s 
proprietary standards, and achievable only through the practitioner’s proprietary methods. 
The customer cannot seek a refund for a product that defines its own success criteria. 

The Secular Equivalent: Belonging as Spiritual Proxy 
The Metaphysical Snare as described above operates within explicitly spiritual frameworks. 
But the research reveals a broader pattern that functions identically without spiritual 
language: the deployment of belonging, community, and relational intimacy as extraction 
mechanisms. 

Across the full dataset — including practitioners who use no metaphysical language 
whatsoever — the evidence documents a consistent architecture of manufactured belonging. 
Email sequences cultivate a sense of personal relationship between the practitioner and the 
prospect. Community membership is offered as a benefit of enrollment. Insider language 
creates in-group identity. The practitioner’s ecosystem is positioned not merely as a business 
education platform but as a home — a place where the prospect is understood, valued, and 
connected to others who share her aspirations. 

This manufactured belonging performs the same structural function as the Metaphysical 
Snare: it makes refusal emotionally costly. Declining to enroll is not merely a financial 
decision. It is a decision to remain outside the community — to choose isolation over 
connection, to reject the belonging the practitioner has cultivated. The prospect experiences 
the enrollment decision not as a purchase but as a choice about who she is and where she 
belongs. 

One practitioner in the dataset uses the term “Soul Family” to describe his email subscribers. 
Another frames her mastermind as a space where “the Queen within us craves connection.” 
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Another positions her community as a “movement” that subscribers are invited to join.³⁸ In 
each case, the language of belonging — family, royalty, movement — transforms a 
commercial transaction into an identity commitment. The prospect does not buy a program. 
She joins something. And leaving something you have joined carries a different emotional 
weight than canceling something you have purchased. 

This is the secular equivalent of the Metaphysical Snare, and it is universal across the 
dataset. Even practitioners who never mention God, vibration, or consciousness deploy 
belonging as an extraction mechanism. The Metaphysical Snare is the concentrated, explicit 
version of a pattern that operates implicitly everywhere the extraction architecture is found. 

Affective Extraction and the Sophistication Spectrum 

The Metaphysical Snare is where the paper’s core analytical distinction — between overt and 
affective extraction — becomes most visible. 

Overt extraction operates through pressure: countdown timers, false scarcity, aggressive 
follow-up. The consumer can, in principle, recognize these mechanisms and resist them. 
Research on time pressure and decision-making (Hermans et al., 2014) demonstrates that 
urgency impairs prefrontal cortex function while activating amygdala-driven threat 
responses — a neurological mechanism that countdown timers exploit by design.³⁹ Affective 
extraction operates through care: warmth, generosity, spiritual meaning, relational intimacy. 
The consumer cannot resist what she cannot identify as a mechanism — because it does not 
feel like a mechanism. It feels like being cared for. 

The evidence suggests that extraction sophistication operates on two axes (see Figure 3). The 
first axis is content volume: low-content funnels rely on urgency and pressure; high-content 
funnels deliver genuine value while embedding covert conversion architecture. The second 
axis is emotional register: fear-dominant funnels activate the sympathetic nervous system; 
warmth-dominant funnels activate relational bonding and identity integration. 

The most sophisticated extraction occupies the quadrant where content is high and warmth 
is dominant. These are the practitioners who deliver real value, cultivate authentic-feeling 
relationships, and embed their commercial architecture within frameworks of care and 
spiritual meaning. Their extraction is the hardest to identify because the content quality and 
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relational warmth function as camouflage — the very qualities that make the practitioner 
appealing are the qualities that conceal the extraction. 

Consumer protection instincts calibrated for overt pressure — the ability to recognize a 
countdown timer as manufactured urgency, or a “limited spots” claim as false scarcity — are 
systematically inadequate against affective extraction. Bargh and Morsella (2008) document 
that attitudes and decisions are often shaped by automatic, nonconscious processes 
triggered by social warmth cues — processes that operate below the threshold of the critical 
scrutiny consumers deploy against recognized sales pressure.⁴⁰ The defense mechanism and 
the attack vector operate on different frequencies. This is why intelligent, discerning women 
engage with these programs. Their defenses are active. Their defenses are simply pointed at 
the wrong threat. 

 

FIGURE 3. The Extraction Sophistication Spectrum​
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³⁰ Welwood, J. (2000). Toward a psychology of awakening: Buddhism, psychotherapy, and the path of 
personal and spiritual transformation. Shambhala. (Original concept published 1985.) 

³¹ Evidence IDs: DK-LM-001, DK-EM-034, DK-EM-051, DK-EM-052. Over 200-page lead magnet with 
90/10 content-to-marketing ratio; Wealth Consciousness Workshop emails; “Survival Energy BLOCKS 
Money” framing. 

³² Hochschild, A. R. (2003). The commercialization of intimate life: Notes from home and work. University 
of California Press. 

³³ Evidence IDs: GD-EM series (99 emails), Evidence IDs: GD-LP-001, GD-LP-002, GD-LP-006, 
GD-LP-008.. Email dataset spanning nearly six years documenting sustained spiritual-commercial 
integration. 

³⁴ Boerman, S. C., & Waddell, J. R. (2021). The parasocial relationships between influencers and 
consumers. Journal of Consumer Behaviour, 20(3), 492–504. https://doi.org/10.1002/cb.1895 

³⁵ Evidence IDs: MV-LP-002, MV-LP-003. Summit landing pages documenting “Quantum Jumping,” 
“Kundalini activation,” “Consciousness Architect” credentials, and countdown timer frozen at zero on 
the replay page. 

³⁶ Robbins, J. (2004). The globalization of Pentecostal and charismatic Christianity. Annual Review of 
Anthropology, 33, 117–143. https://doi.org/10.1146/annurev.anthro.33.070203.143901 

³⁷ Ehrenreich, B. (2009). Bright-sided: How the relentless promotion of positive thinking has undermined 
America. Metropolitan Books. 

³⁸ Evidence IDs: DK-EM-021 (“Soul Family”); GD-EM-010 (“the Queen within us craves connection”); 
SL-EM series (Authority Accelerator community as “movement”). 

³⁹ Hermans, E. J., Henckens, M. J. A. G., Joëls, M., & Fernández, G. (2014). Dynamic adaptation of 
large-scale brain networks in response to acute stress. Trends in Neurosciences, 37(6), 304–314. 
https://doi.org/10.1016/j.tins.2014.03.006 

⁴⁰ Bargh, J. A., & Morsella, E. (2008). The unconscious mind. Perspectives on Psychological Science, 3(1), 
73–79. https://doi.org/10.1111/j.1745-6916.2008.00064.x 

 

Pillar Four: Status Taxation 
The first three pillars engineer the psychological conditions for extraction: inadequacy as 
motivation, vocabulary replacement as dependency, and spiritual or relational framing as 
consent mechanism. The fourth pillar converts those psychological conditions into financial 
transactions. Status Taxation is the revenue architecture of the extraction system — the set 
of mechanisms through which the prospect’s destabilized confidence, adopted vocabulary, 
and emotional commitment are translated into payment. 

The term “taxation” is deliberate. In a conventional transaction, the buyer pays a price that 
reflects the value of what she receives. In Status Taxation, the buyer pays a price that reflects 
the identity she has been sold — the aspirational self she has been told she will become. The 
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price is not correlated to the deliverable. It is correlated to the status the deliverable promises. 
And like a tax, it is presented not as optional but as obligatory: the cost of entry into the 
identity the previous three pillars have made her desperate to achieve. 

The Price Anchor Illusion 
The most prevalent pricing mechanism across the dataset is the Price Anchor Illusion: the 
strategic presentation of a high reference price against which the actual price appears to be a 
discount, a bargain, or — in the most sophisticated variants — a moral imperative. The 
mechanism exploits the well-documented scarcity-and-anchoring effects on perceived value 
(Cialdini et al., 1999), in which framing an offer against a higher reference point 
systematically distorts the prospect’s evaluation of the actual price.⁴¹ 

The mechanism operates at every price tier in the dataset. At the entry level, free content — 
webinars, lead magnets, training replays — is assigned a retrospective dollar value. A free 
three-day training is described as content that will cost three thousand dollars the next time 
it is offered. A free webinar is framed as a session that would “normally cost a couple 
hundred dollars.”⁴² The prospect who consumes free content is trained to perceive herself as 
already receiving exceptional value — before any purchase has occurred. This manufactured 
sense of debt creates a psychological obligation to reciprocate — consistent with Gouldner’s 
(1960) foundational analysis of the reciprocity norm, which demonstrates that receiving a 
benefit creates felt obligation to return value, even when the benefit was unsolicited.⁴³ 

At the mid-tier, the illusion is arithmetic. A program priced at approximately eighteen 
hundred dollars is presented against a “normal” price of ten thousand dollars, with the 
“discount” of over eight thousand dollars featured in email subject lines and repeated 
throughout the marketing sequence.⁴⁴ The prospect does not experience herself as spending 
eighteen hundred dollars. She experiences herself as saving eight thousand. The 
psychological transaction is inverted: the purchase feels like a financial gain rather than a 
cost. 

At the high tier, the illusion is comparative. A program priced at twenty-seven thousand 
dollars is anchored against a thirty-thousand-dollar total achievable through a 
twelve-month payment plan. A done-for-you service priced at fifty thousand dollars is 
compared to a “retail value” of one hundred fifty to two hundred thousand dollars.⁴⁵ At this 
level, the Price Anchor Illusion does not merely make the price feel reasonable. It makes the 
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price feel like evidence of the practitioner’s generosity — a favor being done for the prospect, 
rather than a transaction being completed. 

One practitioner in the dataset reduced a program price from four thousand dollars to 
approximately two thousand dollars while simultaneously offering financing options — 
presenting the discount as evidence of accessibility and commitment to the prospect’s 
transformation.⁴⁶ The price reduction is real. But the structural function of the reduction 
within the funnel architecture is to lower the barrier to entry for a product whose value 
proposition is built on unfalsifiable spiritual outcomes. The prospect pays less, and the 
practitioner captures a client whose lifetime value — through the dependency mechanisms 
documented in the first three pillars — far exceeds the initial transaction. 

Debt-as-Investment Reframing 
Where the Price Anchor Illusion manipulates the perception of price, Debt-as-Investment 
Reframing manipulates the perception of financial risk. Its function is to transform the 
prospect’s rational price resistance — the reasonable calculation of whether she can afford 
the program — into a character assessment. Financial caution becomes evidence of limited 
thinking. Debt becomes evidence of commitment. 

The evidence for this mechanism is concentrated in the high-ticket segment of the dataset, 
where program prices routinely exceed five thousand dollars and in some cases exceed 
twenty-five thousand. At these price points, most prospects cannot pay from available cash. 
They require financing — credit cards, payment plans, loans. The marketing architecture 
anticipates this and preemptively reframes the financing as a positive signal. 

One practitioner’s sales page presents a twenty-seven-thousand-dollar price point as the 
“best value” option, explicitly contrasting it with a payment plan alternative that totals thirty 
thousand dollars.⁴⁷ The prospect who can pay in full is rewarded. The prospect who cannot is 
penalized with a higher total cost — and simultaneously told that this investment is a 
requirement of her new identity as a “Strategic CEO.” The price is not just expensive. It is 
aspirational. The act of paying it — regardless of the financial strain — is framed as stepping 
into the identity the program promises. 

Another practitioner’s email sequence makes the reframing explicit: self-doubt about pricing 
is “a luxury you can’t afford.”⁴⁸ The prospect’s hesitation is not treated as financial prudence. 
It is treated as the very obstacle the program exists to overcome. The architecture is circular: 
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the prospect’s inability to comfortably afford the program is reframed as proof that she 
needs the program. This mechanism exploits the same self-discrepancy dynamics Higgins 
(1987) describes — the gap between the actual self (who hesitates) and the ideal self (who 
invests boldly) generates negative affect that the purchase is positioned to resolve.¹⁶ 

The Ethical Permission Lever — an emergent pattern identified across multiple practitioners 
— extends debt reframing into moral territory. Under this mechanism, the prospect’s 
reluctance to invest is framed not merely as a personal limitation but as a failure of ethical 
responsibility. One practitioner tells prospects that if they are not charging premium prices, 
they are “keeping their clients in hell.” Another frames the purchase decision as a choice 
between selfishness and service: “the longer you wait, the longer your dream clients are 
stuck in their pain.”⁴⁹ The prospect is not merely buying a coaching program. She is 
performing an act of moral courage. Financial caution is repositioned as moral cowardice. 

The structural function of the Ethical Permission Lever is to bypass the prospect’s last 
remaining defense: her financial judgment. The Strategic Inadequacy Loop has already 
undermined her professional confidence. Intellectual Liquidation has replaced her analytical 
framework. The Metaphysical Snare has embedded the transaction in spiritual or relational 
meaning. What remains is the practical question: can she afford this? The Ethical Permission 
Lever answers that question by making it irrelevant. Affordability is not the issue. Character 
is. 

Liquidity-Gated Sales Entry 
A distinctive mechanism documented in the dataset is the use of application forms as 
financial surveillance — what the evidence processing identified as Liquidity-Gated Sales 
Entry. 

The application form is presented as a qualification process: the practitioner is selective, 
accepting only prospects who are “serious” and “ready.” The form asks standard qualifying 
questions — business stage, revenue level, goals. It also asks financial questions. One 
practitioner’s application form requires the prospect to declare her financial state by 
selecting from options that distinguish between having financial resources available, having 
“access to resources” — a euphemism for credit or debt capacity — and “preferring to do 
things as cheaply as possible.”⁵⁰ 
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The architecture of this question is significant. The prospect who selects the third option has 
self-identified as someone the practitioner will likely not accept. The prospect who selects 
the first or second option has provided a self-reported declaration of liquidity that the sales 
team can reference during the enrollment call. She has pre-committed to her own financial 
capacity before the price has been revealed. 

The application form performs a dual function. It creates a sense of exclusivity — the 
program is not available to everyone, which increases its perceived value. And it extracts 
financial intelligence — the practitioner knows, before the sales conversation begins, what 
the prospect believes she can afford. The enrollment call is not a conversation between 
equals. It is a conversation in which one party has already disclosed her financial position 
and the other party has not yet disclosed the price. 

This mechanism transforms the standard sales dynamic. In a conventional purchase, the 
buyer evaluates the price and decides whether it is worth the cost. In a liquidity-gated 
architecture, the buyer declares her financial capacity first and the seller adjusts the pitch 
accordingly. The prospect’s financial sovereignty — her right to evaluate a price on her own 
terms, without having disclosed her resources in advance — is surrendered as a condition of 
entry. 

The Accountability Vacuum 
The final mechanism of Status Taxation is not a pricing technique but a liability architecture. 
Across the dataset, practitioners deploy what the evidence processing identified as Footer 
Hegemony: the systematic detachment of marketing promises from legal accountability 
through earnings disclaimers positioned in email footers, landing page fine print, and 
application page legal language. 

The pattern is structurally consistent. The body of the email promises transformation: 
“attract a flood of dream clients,” “build a sustainable, predictable business,” “achieve the 
income, the impact, and the freedom.” The footer of the same email states: “Success is hard. 
We do not guarantee success in our services. Results show that most clients who are not 
cooperative and do not use our strategies have a greater chance of failure.”⁵¹ 

The juxtaposition is not accidental. It is the architecture. The marketing body creates the 
emotional conditions for purchase — aspiration, urgency, belonging, moral obligation. The 
legal footer creates the conditions for non-accountability — the practitioner cannot be held 
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to the promises the marketing body made, because the footer explicitly disclaims them. And 
the disclaimer does something more: it preemptively attributes failure to the client. If the 
program does not produce results, the client was “not cooperative.” She did not “use the 
strategies.” The FTC’s (2024) updated Endorsement Guides require that testimonials not be 
misleading and that material connections be disclosed — yet the coaching industry’s 
standard footer architecture exploits the gap between what the Guides require and what 
enforcement can reach.⁵² 

The architecture assigns accountability upward — toward the aspirational self the marketing 
promised — and assigns blame downward — toward the client who failed to become that 
self. 

This is the closing mechanism of the extraction architecture. The four pillars work in 
sequence: inadequacy creates motivation, vocabulary replacement creates dependency, 
spiritual or relational framing creates consent, and status taxation converts all three into 
revenue — while the accountability vacuum ensures that if the conversion does not produce 
the promised transformation, the architecture itself is never held responsible. The system is 
self-insulating. It extracts with one hand and disclaims with the other, and the prospect — 
who entered the funnel capable, intelligent, and discerning — exits it lighter in resources and 
heavier in self-doubt, with nowhere to direct her dissatisfaction except inward. 

⁴¹ Cialdini, R. B., Wosinska, W., Barrett, D. W., Butner, J., & Gornik-Durose, M. (1999). Compliance with a 
request has a deadline: The effects of explicit versus implicit time constraints. Basic and Applied Social 
Psychology, 21(2), 115–125. https://doi.org/10.1207/s15324834basp2102_2 

⁴² Evidence IDs: RR-EM-015, RR-EM-021 (free training anchored to future $3K cost); DK-EM-036 
(webinar framed as “normally cost a couple hundred dollars”). 

⁴³ Gouldner, A. W. (1960). The norm of reciprocity: A preliminary statement. American Sociological 
Review, 25(2), 161–178. https://doi.org/10.2307/2092623 

⁴⁴ Evidence IDs: RR-EM-155, RR-EM-156. Program priced at $1,776 against “normal” price of $10,000, 
with “$8,224 savings” featured in email subject lines. 

⁴⁵ Evidence IDs: JY-LP-001 ($27K “best value” / $30K payment plan); RR-EM-042 ($50K 
vs. “$150K-$200K retail value”). 

⁴⁶ Evidence ID: DK-LP-001. Program reduced from $4K to approximately $2K with financing options. 

⁴⁷ Evidence ID: JY-LP-001. Twenty-seven-thousand-dollar price point presented as “best value” against 
$30K payment plan total. 

⁴⁸ Evidence ID: RR-EM-066. “Self-doubt is a luxury you can’t afford.” 
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⁴⁹ Evidence IDs: RR-EM-041 (“your dream clients are stuck in their pain”); RR-EM-067 (“if you’re not 
charging $5K-$10K, you’re not actually helping people”; “keeping clients in hell” with low prices); 
RR-EM-042 ($50K framed as flooding the world with “goodness”). 

⁵⁰ Evidence ID: JY-LP-002. Application form with financial disclosure dropdown distinguishing 
“having resources” from “access to resources” from “preferring to do things as cheaply as possible.” 

⁵¹ Evidence IDs: RR-EM-041, RR-EM-043, RR-EM-067, RR-EM-084, RR-EM-103, RR-EM-155. Footer 
disclaimer language appearing in virtually every email from this practitioner. 

⁵² Federal Trade Commission. (2024). Guides concerning the use of endorsements and testimonials in 
advertising. 16 C.F.R. § 255. 
https://www.ftc.gov/legal-library/browse/federal-register-notices/guides-concerning-use-endorsemen
ts-testimonials-advertising 

Implications 
This research documents an extraction architecture — a coordinated set of structural 
mechanisms that operate across practitioners, niches, and price points to convert the 
prospect’s professional aspiration into financial commitment through the systematic 
manufacture of inadequacy, dependency, spiritual or relational entanglement, and 
identity-based pricing. The implications of this finding extend to three audiences: 
consumers navigating the coaching ecosystem, practitioners operating within it, and the 
industry as a whole. 

For Consumers: Recognition as Protection 

The most immediate implication of this research is practical. The four pillars described here 
— the Strategic Inadequacy Loop, Intellectual Liquidation, the Metaphysical Snare, and 
Status Taxation — are structural patterns. They recur because they work. And they work, in 
significant part, because they are unrecognized. 

A prospect who can identify a Pain Amplification Sequence as it unfolds — who can name 
the moment when a legitimate professional challenge is being amplified into an artificial 
crisis — has a fundamentally different relationship to the marketing she encounters. She is 
not immune to it. Extraction architectures are designed by professionals and refined across 
thousands of interactions. But she is no longer navigating blind. She has language for what is 
happening to her. 

This paper does not prescribe a set of defenses. It does not offer a checklist of red flags. The 
“red flags” framework, as discussed in the Background section, places the burden of 
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protection on the consumer and implicitly blames her when she fails to protect herself. What 
this paper offers instead is structural literacy — a map of the architecture itself, so that the 
prospect can see the system she is inside of rather than experiencing each element in 
isolation. 

Recognition is not a guarantee of protection. But recognition changes the encounter. A 
prospect who recognizes Vocabulary Overlay — who notices that standard business concepts 
are being renamed with proprietary language designed to make her existing knowledge feel 
insufficient — does not need to be told what to do. She already knows. She knows because 
the architecture, once visible, speaks for itself. 

For Practitioners: Examining the Inherited Architecture 

A significant finding of this research is that the extraction architecture operates 
independently of individual practitioners. The same structural patterns appear across 
practitioners who have never met, operate in different niches, and deploy different emotional 
registers. This suggests that much of the architecture is inherited — absorbed through 
industry templates, coaching-the-coaches programs, funnel-building courses, and the 
broader culture of online marketing education. 

The supply-side evidence strengthens this finding. The major funnel-building platforms — 
ClickFunnels, Kajabi, GoHighLevel — explicitly teach the funnel spine this paper documents: 
opt-in to nurture emails to webinar or event to call-to-action to enrollment conversation to 
purchase. Countdown timers are not rogue additions by individual practitioners; they are 
standard platform features with dedicated help center documentation. Objection-handling 
scripts are sold as products. Coach-the-coaches programs priced between two thousand and 
fifteen thousand dollars use the same funnel architecture they teach — the architecture is 
recursive.⁵³ The International Coaching Federation’s own ethics case study on Standard 5.2 
acknowledges that marketing in the coaching industry has “blurred ethical lines” — the 
industry’s self-regulatory body recognizing the problem from inside.⁵⁴ 

Many practitioners deploying these patterns may not have designed them. They may have 
learned them. They may have been told — by their own coaches, mentors, and funnel 
consultants — that this is simply how marketing works. The Pain Amplification Sequence is 
taught as “meeting the prospect where she is.” Vocabulary Overlay is taught as “building a 
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proprietary methodology.” The Ethical Permission Lever is taught as “selling the 
transformation, not the transaction.” 

This paper does not make claims about practitioner intent. The analysis focuses on 
structural function rather than individual motivation. But the structural analysis invites a 
question that each practitioner must answer for herself: does the architecture she operates 
serve her clients, or does it serve her revenue at her clients’ expense? The distinction is not 
always obvious. The most sophisticated extraction architectures — the ones that deliver 
genuine value, cultivate authentic relationships, and embed their commercial mechanics 
within frameworks of care — make the distinction extraordinarily difficult to draw. 

What this research makes available is the structural vocabulary to draw it. A practitioner who 
examines her own funnel through the lens of the four pillars — who asks whether her 
marketing manufactures inadequacy, whether her proprietary vocabulary creates 
dependency, whether her community architecture makes refusal emotionally costly, whether 
her pricing leverages identity rather than value — is engaging in the kind of reflective 
practice that distinguishes education from extraction. The architecture, once named, can be 
examined. And what can be examined can be changed. 

For the Industry: Beyond Individual Policing 

The coaching industry’s current approach to quality assurance operates primarily through 
individual policing: identify bad actors, flag fraudulent claims, protect consumers from 
specific practitioners who cross identifiable lines. This approach is necessary but 
insufficient. 

The evidence in this paper demonstrates that extraction is architectural, not individual. The 
same structural patterns replicate across practitioners operating independently. Removing a 
single practitioner does not remove the architecture — it simply redistributes the template to 
the next practitioner who adopts it. An industry that polices individuals while leaving the 
architecture intact will always be playing defense against a system that regenerates faster 
than it can be policed. As Rothschild and Stiglitz (1976) demonstrate in their analysis of 
adverse selection, markets with asymmetric information tend toward equilibrium states in 
which low-quality providers proliferate unless external signals — licensing, standardized 
quality measures, independent evaluation — intervene.⁵⁵ 
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The structural alternative is to develop industry-wide standards that address the 
architecture itself. What would it mean for the coaching industry to develop standards 
around information asymmetry — to require that a lead magnet deliver genuinely useful 
standalone content rather than functioning primarily as a dependency engine? What would 
it mean to develop standards around pricing transparency — to require that price be 
disclosed before the prospect is asked to disclose her financial resources? What would it 
mean to develop standards around accountability — to require that marketing claims be 
evaluable against the same standards used in the earnings disclaimers? 

These are not questions this paper answers. They are questions this paper makes it possible 
to ask — by providing the structural vocabulary that moves the conversation beyond 
individual malpractice toward systemic design. 

Conclusion 
This paper has documented an extraction architecture that operates across the online 
coaching industry through four structural pillars: the Strategic Inadequacy Loop, which 
manufactures the prospect’s sense of professional insufficiency; Intellectual Liquidation, 
which replaces her independent analytical framework with proprietary vocabulary; the 
Metaphysical Snare, which embeds commercial transactions within spiritual, aspirational, or 
relational frameworks; and Status Taxation, which converts the psychological conditions 
engineered by the first three pillars into financial transactions while insulating the 
architecture from accountability. 

The evidence base — 1,559 individually processed marketing artifacts across twelve 
practitioners, spanning six years — demonstrates that these patterns are architectural rather 
than individual. The same structural mechanisms appear independently across practitioners 
operating in different niches, at different price points, and with different emotional registers. 
The extraction is systemic. It is replicable. And it functions regardless of whether the 
individual practitioner designed it deliberately or inherited it from the broader culture of 
online marketing. 

The paper’s most significant analytical contribution is the distinction between overt and 
affective extraction. Overt extraction — countdown timers, false scarcity, aggressive 

 

Affluent Era™ Working Paper Series​
AE-WP-2026-Q1-001 

© 2026 Dr. Sheri James, PhD. All rights reserved. 
Affluent Era™ is a trademark of Affluent Era LLC 

 

44 

 



James (2026) | The Architecture of Extraction | Working Paper Series | March 
 

follow-up — is recognizable once named, and the consumer can in principle defend against 
it. Affective extraction — warmth, generosity, belonging, intellectual validation deployed as 
positioning tactics within the conversion architecture — is not recognizable through the 
same defenses, because it does not register as pressure. It registers as care. The consumer’s 
defenses are active but aimed at the wrong target. This distinction explains what existing 
consumer protection frameworks cannot: why intelligent, educated, discerning women 
engage with extractive programs. They are not failing to recognize manipulation. They are 
encountering manipulation that operates on a frequency their defenses were not built to 
detect. 

This paper does not prescribe solutions. It does not offer a reformist agenda for the coaching 
industry. It does not propose a regulatory framework. What it does is name the architecture 
— clearly, structurally, and with sufficient evidence that the naming cannot be easily 
dismissed. 

The patterns documented here are not secrets. They are visible in every coaching industry 
email sequence, every high-ticket landing page, every lead magnet that diagnoses a problem 
and withholds the cure. What has been missing is not the evidence. What has been missing 
is the structural vocabulary to describe what the evidence shows — and the analytical 
framework to demonstrate that what looks like a collection of isolated marketing tactics is, 
in fact, a coordinated architecture of extraction. 

This paper provides that vocabulary and that framework. It is not the final word on 
extraction in the coaching industry. It is intended as a first word — a structural analysis that 
names the patterns, maps the architecture, and makes it intellectually legitimate to examine 
this industry with the same rigor applied to any other system that shapes human behavior 
and captures human resources at scale. 

Once named, the architecture speaks for itself. Once visible, it cannot be unseen. What 
readers, practitioners, and the industry choose to do with that visibility is the work that 
follows. 

⁵³ Supply-side documentation: ClickFunnels, Kajabi, and GoHighLevel help centers document 
countdown timers as standard platform features. Coach-the-coaches programs at documented price 
points include Stacey Boehman ($2K), Amy Porterfield ($1,997–$3,500), Marie Forleo ($1,997), and 
Brendon Burchard ($15K). Enrollment conversation scripts sold as products by Brave Thinking Institute 
(“Discovery Call Framework”) and Mindvalley Coach (“only 4 steps to coaching enrollment with 12 
questions”). 
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⁵⁴ International Coaching Federation. (2020). ICF Code of Ethics interpretive statements. Standard 5.2 on 
truthful marketing; ICF ethics case study (April 2025) on marketing practices that “blurred ethical 
lines.” 

⁵⁵ Rothschild, M., & Stiglitz, J. E. (1976). Equilibrium in competitive insurance markets: An essay on the 
economics of imperfect information. Quarterly Journal of Economics, 90(4), 629–649. 
https://doi.org/10.2307/1885326 
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Appendix A: Selected Evidence Protocol 
The Architecture of Extraction — Affluent Era™ Working Paper Series​
Dr. Sheri James, PhD | March 2026 

 

This appendix documents the specific marketing artifacts cited in the analysis. Each entry 
references the standardized Evidence ID assigned through the chronological sorting pipeline. 
The full dataset comprises 1,559 individually processed artifacts across twelve practitioners; 
this table presents only those entries directly referenced in the paper’s footnotes. 

 

Pillar One: The Strategic Inadequacy Loop 
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EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

RR-LM-002 Lead Magnet Practitioner RR Pain Amplification 
Sequence 

~5% strategy, ~95% psychological 
escalation and social proof. Opens 
with a “gnawing doubt” recognition 
hook. 

RR-EM-009 Email Practitioner RR Burnout/Debt 
Targeting 

Targets financial stress and 
overwork as entry points for crisis 
amplification. 

RR-EM-043 Email Practitioner RR “Broken System” 
Framing 

Reframes professional plateau as 
fundamental strategic error 
requiring practitioner intervention. 

RR-EM-084 Email Practitioner RR Pain Amplification Sustained crisis escalation across 
email sequence. 

JY-LP-001 Landing Page Practitioner JY Destabilization Grid “Do any of these sound like you?” 
diagnostic grid designed to 
produce recognition and 
inadequacy. 

JY-EM-085 Email Practitioner JY Competence 
Devaluation 

“If you haven’t done it by now, 
you’re not going to.” Direct attack 
on independent capacity. 

JY-EM-086 Email Practitioner JY “DIY Mindset Trap” Self-directed learning labeled as 
self-sabotage. “Analysis paralysis” 
framing. 

JY-EM-059 Email Practitioner JY Professional 
Infantilization 

“Were never taught” framing strips 
professional maturity from 
experienced practitioners. 
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Pillar Two: Intellectual Liquidation 

EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

RR-LM-002 Lead Magnet Practitioner RR Vocabulary Overlay Standard concepts renamed: 
“Authority Video” (webinar), 
“Enrollment Call” (sales call). 

SL-LM-001 Lead Magnet Practitioner SL Vocabulary Overlay 
/ Info Asymmetry 

Three proprietary tools 
(trademarked names) introduced 
but not provided. Tools accessible 
only through paid consultation. 

SL-EM series Email (328) Practitioner SL Epistemological 
Capture 

Longitudinal dataset 
documenting progressive 
vocabulary adoption across 
extended engagement periods. 

JY-LM-001 Lead Magnet Practitioner JY Vocabulary Overlay 
/ Info Asymmetry 

Five proprietary “Systems” 
(Impact, Influence, Money, 
Freedom, Scale). ~30% 
framework, ~70% marketing. 14 
mentions of paid programs across 
33 pages. 

DK-LM-001 Lead Magnet Practitioner DK Spiritual Vocabulary 
Overlay 

“Christ-consciousness,” “spiritual 
parasites,” 
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EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

JY-EM-043 Email Practitioner JY Professional 
Infantilization 

Existing expertise reframed as 
“foundation only.” 

GD-EM-010 Email Practitioner GD Identity 
Destabilization 

Comparative identity shaming 
through archetypal binary 
framework. 

GD-EM-011 Email Practitioner GD Identity 
Destabilization 

Diminutive vs. sovereign archetype 
positioning. 

JR-LM-001 Lead Magnet Practitioner JR Gendered Variant Pathologized “hustle” modes using 
trauma psychology language. 
“Internal operating system” 
branded vocabulary. 

JR-LP-001 Landing Page Practitioner JR Gendered Variant “Scarcity Hustle” / “Trauma Hustle” 
diagnostic framework. 

SL-EM-135 Email Practitioner SL “Broken System” 
Framing 

Sustained inadequacy messaging 
within 328-email longitudinal 
sequence. 
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EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

fight/flight/freeze/fawn as 
financial “blocks.” 200+ pages, 
90/10 content-to-marketing ratio. 

TZ-EM series Email (242) Practitioner TZ Epistemological 
Capture 

Second-largest email dataset 
documenting progressive 
framework replacement over 
time. 

AH-EM series Email (71) Practitioner AH Dual-Brand Variant Two separate brands operated by 
a single practitioner with different 
proprietary vocabulary for 
substantially similar methodology. 

 

Pillar Three: The Metaphysical Snare 

EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

DK-EM-034 Email Practitioner DK Wealth 
Consciousness 
Workshop 

Commercial workshop embedded 
within spiritual framework. 

DK-EM-051 Email Practitioner DK Overt Spiritual 
Economy 

“Survival Energy BLOCKS Money.” 
Fight/flight/freeze/fawn 
reframed as financial blocks. 

DK-EM-052 Email Practitioner DK Overt Spiritual 
Economy 

Continued wealth consciousness 
framing in email sequence. 

DK-EM-021 Email Practitioner DK Secular Belonging “Soul Family” language applied to 
email subscriber list. 

GD-EM series Email (99) Practitioner GD Affective Spiritual 
Integration 

Six-year email dataset 
documenting sustained warmth + 
spiritual framing as conversion 
positioning. Prayer, meditation, 
Queen archetype. 

GD-EM-012 Email Practitioner GD Rule-Set Inversion Funnels and hard work branded 
as negative; “manifesting your 
vision” framed as an alternative 
path. 

GD-LP-001 Landing Page Practitioner GD Identity Binary 
(Archetypal 
Hijacking) 

"THE AGE OF QUEEN IS NOW!" 
homepage framing; Queen 
archetype as proprietary identity 
gate. 

GD-LP-002 Landing Page Practitioner GD Identity Binary 
(Rule-Set Inversion) 

Free course opt-in positions 
Master's degree as "struggling" 
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EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

past; "Queen mentality" as 
superior replacement path. 

GD-LP-006 Landing Page Practitioner GD Identity Binary 
(State-Shifting 
Shaming) 

Q Club trial frames 
non-membership as "committed 
to living in Princess mode"; FAQ 
screens out those "uninspired by 
luxury." 

GD-LP-008 Landing Page Practitioner GD Identity Binary 
(Destiny Access 
Claim) 

About page states "only from the 
position of Queen can you fulfill 
your purpose"; "struggling 
psychotherapist" origin narrative. 

MV-LP-002 Landing Page Practitioner MV Platform-Scale 
Metaphysical 

“Quantum Jumping,” “Kundalini 
activation,” “Consciousness 
Architect.” Countdown timer 
frozen at zero on the replay page. 

MV-LP-003 Landing Page Practitioner MV Platform-Scale 
Metaphysical 

“$100M+ manifested by students” 
claim alongside metaphysical 
speaker credentials. 

 

Pillar Four: Status Taxation 

EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

RR-EM-015 Email Practitioner RR Price Anchor Illusion 
(Entry) 

Free training anchored to a future 
$3K cost. Manufactured 
reciprocity obligation. 

RR-EM-021 Email Practitioner RR Price Anchor Illusion 
(Entry) 

Continued anchor: free content 
assigned retrospective dollar 
value. 

RR-EM-155 Email Practitioner RR Price Anchor Illusion 
(Mid-Tier) 

$10K “normal” price vs. $1,776 
actual. “$8,224 savings” featured 
in the subject line. 

RR-EM-156 Email Practitioner RR Price Anchor Illusion 
(Mid-Tier) 

Continuation of arithmetic 
discount illusion. 

RR-EM-042 Email Practitioner RR Price Anchor Illusion 
(High-Tier) / Ethical 
Permission 

$50K vs. “$150K-$200K retail.” 
Purchase framed as flooding the 
world with “goodness.” 

DK-EM-036 Email Practitioner DK Price Anchor Illusion 
(Entry) 

Webinar framed as “normally cost 
a couple hundred dollars.” 
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EVIDENCE ID TYPE PRACTITIONER 
PATTERN 
DOCUMENTED KEY FINDING 

DK-LP-001 Landing Page Practitioner DK Price Reduction 
Architecture 

$4K → ~$2K with financing. 
Discount as evidence of 
accessibility/commitment. 

JY-LP-001 Landing Page Practitioner JY Debt-as-Investment $27K “best value” / $30K 
payment plan. “Strategic CEO” 
identity tied to price point. 

JY-LP-002 Landing Page Practitioner JY Liquidity-Gated 
Sales Entry 

Application form with financial 
disclosure dropdown: “having 
resources” vs. “access to 
resources” vs. “cheaply.” 

RR-EM-066 Email Practitioner RR Ethical Permission 
Lever 

“Self-doubt is a luxury you can’t 
afford.” Financial caution reframed 
as character deficit. 

RR-EM-041 Email Practitioner RR Ethical Permission 
Lever 

“Your dream clients are stuck in 
their pain.” Purchasing is framed 
as a moral obligation. 

RR-EM-067 Email Practitioner RR Ethical Permission 
Lever 

“If you’re not charging $5K-$10K, 
you’re not actually helping 
people.” Low pricing is framed as 
“keeping clients in hell.” 

RR-EM-041 Email Practitioner RR Footer Hegemony “Success is hard… we do not 
guarantee success… most clients 
who are not cooperative…” — 
disclaimer in the same email 
promising transformation. 

RR-EM-103 Email Practitioner RR Footer Hegemony Continued pattern: marketing 
body promises vs. footer 
disclaimers. Documented across 
virtually every email in this 
practitioner’s dataset. 

 

 

 

Affluent Era™ Working Paper Series​
AE-WP-2026-Q1-001 

© 2026 Dr. Sheri James, PhD. All rights reserved. 
Affluent Era™ is a trademark of Affluent Era LLC 

 

53 

 



James (2026) | The Architecture of Extraction | Working Paper Series | March 
 

Data Summary 

Note: Practitioner codes (RR, JY, GD, DK, SL, TZ, AH, MV, JR, etc.) correspond to the evidence identification 
system used throughout the research. The full evidence archive — with complete chronological sorting, 
deduplication logs, and sequential numbering — is maintained by the researcher and available for verification 
upon request.​
​
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METRIC VALUE 

Total artifacts processed 1,559 

Email sequences 1,273 entries across 10 practitioners 

Landing pages 97 entries across 9 practitioners 

Lead magnets 12 entries across 7 practitioners 

Total practitioners 12 

Collection period 2020–2026 (6 years) 

Largest individual email dataset 328 entries (Practitioner SL) 

Cross-practitioner patterns identified 41 emergent patterns 

Evidence entries cited in paper 40+ individual artifacts 

Chronological sorting pipeline completed February 22–23, 2026 
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