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Source: NIQ Annual Shopper Health Study, 2024, Q. Below is a list of health-related conditions / ailments. Please read the list carefully and then select the condition(s) that anyone in your household, including yourself, has experienced during the past 6 

months. Please select all that apply

Obesity/overweight is one of the top consumer household self-reported health conditions

Insomnia/Sleeplessness16%

Joint/Neck/Back pain 
(not arthritis)

26%

Depression/Anxiety22%

Imperfect vision 24%

High Blood Pressure / 

Hypertension 
29%

Obesity/Overweight 23%

Arthritis24%

Cholesterol problems20%

Headache/Chronic tension13%

Headache/Migraine 15%

Lactose intolerance11%

Other skin condition 
(skin rash, irritation, dermatitis)

7%

Gum disease (gingivitis, 

inflammation, periodontitis)
6%

Pre-Diabetes7%

Eye disease (glaucoma, 

cataracts, macular degeneration)
6%

Hair loss10%

Acne9%

Attention deficit disorder / 

Hyperactivity
9%

Upper respiratory illness 
(RSV, Coronavirus, COVID-19)

8%

Asthma11%

Diabetes – Type II13%

Muscle, Musculoskeletal 

pain/Spasms
11%

Urinary incontinence / 

Overactive bladder
7%

Allergies (food related)7%

Menopause/Perimenopause8%

Eczema9%

Dry eye 9%

Restless leg syndrome (RLS)6%

Irritable bowel syndrome 
(IBS)

7%

Allergies (non-food)40%

Acid Reflux / GERD / 

Heartburn
34%

Constipation (chronic)5%

Percent of household in NIQ Consumer Panel reporting conditions in 2024
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Source: Centers for Disease Control

Note: ¹Defined as overweight/obese/diabetic; ²Overweight with one or more comorbidities

4

obese
~100M

over-weight²

~45M

T2D
~35M

~260M 
US adults

The market is large

~130M 
clinically indicated
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Source: NIQ Health Shopper Survey – 2016 to 2024; Q: Select the condition(s)/ailment(s) that anyone in your household, including yourself, has experienced during the past 6 months. Please select all that apply.

28.2

29.2

26.7

22.9

2016 2017 2018 2019 2020 2021 2022 2023 2024

Households with self-reported obesity/overweight is surprisingly declining but those 
households also have higher likelihood to report other ailments 

Households reporting obesity/overweight 

conditions are 2-3 times more likely to also 

report the following health conditions:

• Pre-diabetes

• Urinary incontinence/overactive bladder

• Type II Diabetes

• Menopause/perimenopause

• Restless leg syndrome

• Irritable bowel syndrome

• Gum disease

• Hair loss

Obesity/Overweight

Percent of NIQ Panel self-reporting household 

members with Overweight/Obese condition

61% were diagnosed by a health professional

66% having been diagnosed more than 5 years ago 
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Source: NIQ Health Shopper Survey, 2016 to 2024; Q. What influenced the decision for you/your household member to treat or manage the [ailment] in the ways mentioned? Select all that apply.

1 – Source: NIQ, Retail Measurement Services; Total US xAOC; Total Supplements; $ % Change vs year ago; 52 week ending June 15, 2024

Treatment and management has shifted over time
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Diet

58 56 53 52 51 51

23 22 23 25 26 24

15 14 14 15 14 14

8 8 8 8 12 15

4 5 5 5 9 13

11 11 11 11 12 11

4 4 4 4 3 3

Exercise

Did not treat/manage 

Vitamins

Prescription and or OTC net

Prescription medication(s)/products

Supplements (e.g. herbal, fish oil etc.)

Non-prescription/over-the-counter product(s)

9 pts (since 2016)

7 pts

1 pts

1 pts

7 pts

9 pts

No change

1 pts

How did members treat or 
manage their obesity/overweight 
condition?

Percent of households self-reporting how they treat/manage 

obesity/overweight condition

Weight management supplements are 

down -10% in sales over the last four 

years, however, berberine, which went 

viral on many social media platforms, up 

438% in the last year1



© 2024 Nielsen Consumer LLC. All Rights Reserved. 7

• GLP-1s work through multiple 

pathways, influencing hunger 

and taste perception, making 

them more effective than many 

past AOMs

• NIQ consumer panel research

- Ozempic has largest 

share of GLP-1 users 

followed by

- Mounjaro

- Trulicity

- Wegovy

- Generic/Compound

Source: GoodRx, NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024)

Today’s GLP-1 Players

➔ Zepbound, (TIRZEPATIDE), 

approved 2023,weight loss, SBQ weekly

Amgen's weight-loss drug fails to impress in study; 

shares plunge – Reuters, Nov 26. 2024 

What’s next…

A new stronger Ozempic is coming. Here's 

what to know; Novo Nordisk revealed more 

about CagriSema, its potential successor to the 

weight loss drug Ozempic – Quartz, Nov 6 2024

An Ozempic rival is getting closer to market — 

and it's hurting Novo Nordisk and Eli Lilly 

stock  Stock in Viking Therapeutics, the maker of 

the new treatment, soared almost 40% - Quartz, 

July 25, 2024

AstraZeneca Says Obesity Pill Shows 

Minimal Side Effects in Early Trial –

WSJ, Nov 4 2024
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Retailers engaged in GLP-1
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These new medications 

are able to drive 

substantial weight loss 

in patients 

Next focus: 

Quality of 
weight loss

Relative to other known interventions

How Effective are GLP-1 Agonists?
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Wilding JP, Batterham RL, Calanna S, et al. Once-weekly semaglutide in adults with obesity. New Eng J Med. 2021;384:11, Jastreboff AM, Aronne LJ, Ahmad NN. Tirzepatide once weekly for the treatment of obesity. New Eng J Med. 2022; 387:3

Weight Loss at Trial End

A Deeper Dive Into Clinical Outcomes

Semaglutide

86.4
87.5

16.5

69.1

76.7

8.9

65.4

50.5

32

44.7

4.2

100

80

60

40

20

0
2.2

Tirzepatide

Placebo (tz)

✓ 10-15% of study participants experience 

5% or less weight loss

✓ 25-30% of study participants experience 

10% or less weight loss

✓ GI side effects most common, but 

generally do not cause study dropouts

Placebo (%)

SURMOUNT 1

Semaglutide (%) 

STEP 1

Tirzepatide (%) 

SURMOUNT 1

Nausea 10 44 31

Diarrhea 7 30 23

Constipation 6 23 12

Dyspepsia 4 9 11

Vomiting 2 24 12

Headache 7 15 7

Alopecia 1 3 6

Eructation <1 7 6

Dizziness 4 8 4

Fatigue 5 11 NR

≥5 ≥10 ≥15 ≥20

Percent Weight Loss at Trial End
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1 – Source: Management Science Associates

2 – Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024) – Q13. What are the reasons you or others in your household have stopped using prescription injections for diabetes or weight loss?  Please select all that apply.

Usage lapse indicates challenges and potential opportunities 

• Too expensive is top reason panelists have 

stopped using prescription injections for 

diabetes or weight loss.

• No longer have diabetes and lost weight 

needed top reason for lapsed usage as well.

• Followed by side effects (experiencing, concern 

over)

• Using a different approach to losing weight 

higher than have plateaued, not able to lose 

any more weight also reasons for stopping 

injections

© 2024 Nielsen Consumer LLC. All Rights Reserved.

Average days on prescription lower 

for GLP-1 for obesity, not diabetic1 

Obese 

NOT 

Diabetic

Obese 

AND 

Diabetic

Avg. Days 673.0 776.5

NIQ survey2 found…
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A Whole New Ballgame 

• GLP-1s work through multiple pathways, influencing hunger and taste perception, making them more effective than many past AOMs

Not a Homogenous Response and GLP-1 drugs not as cost-effective compared to lifestyle-based interventions

• The GLP-1 medications do not work for everyone, with ~30% of study participants not losing >10% of body weight on semaglutide and ~25% 

not losing >10% on tirzepatide

• The majority of GLP-1 users are female, especially for non-T2Ds weight loss, furthermore women tend to lose more weight on GLP-1s over 

the course of a year

Significant side effects for some consumers, particularly those newly on the drugs and those taking higher doses

• Side effects include lean body mass loss (upwards of 40% lean mass loss on GLP-1s versus 25% with traditional weight loss), nausea, 

diarrhea, vomiting, constipation, abdominal pain, heart burn, dehydration, and for some, serious side effects like pancreatitis and bowel 

obstructions. 

Long-term Usage

• Weight loss plateaus about 1 yr post treatment, and without chronic therapy, it appears participants regain a major portion of the lost weight; 

potential impact of cycling

Cost

• Hefty price tag, can cost more than $10K per year

What we know today…
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NIQ approach to understanding GLP-1 impact

Since 2016, NielsenIQ tracks health conditions annually in our NIQ Health Shopper Survey

Nov/Dec 2023 

GLP-1 Survey

February/March 2024 

GLP-1 Survey

August/Sept 2024 

GLP-1 Survey

Partnership with Management Science Associates to measure electronic medical 

records (MSA has a multi-patented de-identification and matching technology; 

HIPAA compliant)

• National consumer purchase panel data

o Approximately 330,000 lives

• Lab test results (e.g., HbA1C and cholesterol)

o Approximately 200 million lives

• Electronic health records (e.g., GLP-1 Medications)

o Approximately 80 million lives

• Client first party data
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Source: MSA through integration of NCP and EMR data, 

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco); Unit % Change, 13 weeks ending September 28, 2024

GLP-1 for weight loss is on the rise, indicating opportunity to segment shoppers

13% 14% 16% 19%

55% 54% 53% 52%

31% 32% 31% 29%
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19-44 years 45-64 65+

Age at first prescription is 

trending younger1
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Obese, Non-Diabetic GLP-1 

users are trending up1

Obese AND Diabetic

Obese NOT Diabetic

Diabetic NOT Obese

Segment by treatment start date

• Started GLP-1 1-3 months ago

• Started GLP-1 4-6 months ago

• Started GLP-1 7-11 months ago

Segment by purpose 
(weight loss, diabetes or both)

• 48% of GLP-1 are diabetes only

• 31% of GLP-1 are for weight-loss only

• 19% of GLP-1 are both diabetes and 

weight loss

NIQ GLP-1 segmentation2
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Source: NielsenIQ, Spectra – Homescan, 2024 Census Household base; Consumer profile demographics; NIQ GLP-1 Survey (Aug/Sep 2024) buyer groups

Varying consumer need states create distinct GLP1 user groups

GLP-1 Only Diabetes GLP-1 for Weight Loss GLP-1 for Weight Loss, 
Started 1-3 months ago

GLP-1 consumer varies based on usage; newest GLP-1 weight loss users trending younger

58% age 55-74

(Index 163)

81% have no children

(Index 116)

36% HH income <$50K

(Index 107)

23.4% age 45-54​

(Index 139)

21% kids aged 6-17

(Index 116)

29% HH income $150K+​

(Index 143)

Trending younger with 

younger children with 

income under $100K



© 2024 Nielsen Consumer LLC. All Rights Reserved.

Sources: Motivbase, Management Science Associates + NielsenIQ Homescan Panel, NielsenIQ Product Insight

Past work in diabetes patient journey informed need for expanded perspective

Behavior

Attitude

Medical
results

First receive high A1C test

“Reclaiming a normal 

life” Consumers experience 

mental and emotional demands 

of disease

Diabetics index high on frozen 

desserts, granola, cookies, 

chocolate candy

Pre-Diabetic/Prevention Diagnosis

A1C approaching high level

Increased purchasing of soft 

drinks and water, especially in 

convenience channel due to 

symptoms of thirst

Diabetes preventers are 

watching sugar, added sugar, 

carbohydrates, calories and 

types of sweeteners

Understanding attitudes and behavior pre and post diagnosis

Post-Diagnosis

Change from high 

consumption in 3+ 

categories to low 

(more than 50%)

Decrease A1C 

20%

Dietary changes drive 

category and brand 

performance

▪ Shifts to drinking water 

and diet soda

▪ Shifts in alcohol to focus 

on reducing carbs

▪ Average diabetic makes 

modest decreases in ice 

cream and pasta but 

ultimately regress

▪ Had the most difficulty 

cutting cakes and 

doughnuts
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Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco); Unit % 

Change, 52 weeks ending September 28, 2024

1 – Q11. What are you/others in your household using/used the prescription injection to treat? Please select all that apply.

Unit Volume % Chg. 

Compared to prior year

Overall, 

shoppers on 

GLP-1 for 

weight loss 

increase 

volume

-1.8%

17.0%

-2.7%

Non GLP-1 Users Any GLP-1 for Weight Loss
only

Any GLP-1 for Diabetes only

52 weeks versus year ago

Non GLP-1 Users1 Weight Loss only1 Diabetes only1

GLP-1 users treating… GLP-1 users treating…
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1.5%

15.6%

-2.5%

-0.2%

22.1%

-0.3%-0.2%

3.5%
2.0%

-0.2%

4.5%

-9.6%

Non GLP-1 Users Any GLP-1 for Weight Loss only Any GLP-1 for Diabetes only

1-3 months ago (vs prior 13 wks) 1-3 months ago (vs 13 wks YA) 4-6 months ago (vs 13 wks YA) 7-11 months ago (vs 13 wks YA)

21

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco); Unit % Change, 13 weeks ending September 28, 2024

1 – Q11. What are you/others in your household using/used the prescription injection to treat? Please select all that apply.

2 – Q12. When did the first person in your household start using one of these prescription injections for the first time? (and currently using the injections)

TOTAL STORE | Unit Volume % Chg. by GLP-1 User Group 

When households started taking a GLP-1 prescription2

Non GLP-1 Users1 Weight Loss only1 Diabetes only1

GLP-1 users treating… GLP-1 users treating…

GLP-1 users for weight loss tend to spend more in the store, especially early in journey
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1.5%

14.8%

-2.6%
-0.6%

20.1%

-0.2%-0.6%

4.3% 3.8%

-0.6%

0.0%

-8.8%

Non GLP-1 Users Any GLP-1 for Weight Loss only Any GLP-1 for Diabetes only

1-3 months ago (vs prior 13 wks) 1-3 months ago (vs 13 wks YA) 4-6 months ago (vs 13 wks YA) 7-11 months ago (vs 13 wks YA)

22

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Food & Beverage; Unit % Change, 13 weeks ending September 28, 2024

1 – Q11. What are you/others in your household using/used the prescription injection to treat? Please select all that apply.

2 – Q12. When did the first person in your household start using one of these prescription injections for the first time? (and currently using the injections)

FOOD & BEVERAGE | Unit Volume % Chg. by GLP-1 User Group 

When households started taking a GLP-1 prescription2

Non GLP-1 Users1 Weight Loss only1 Diabetes only1

GLP-1 users treating… GLP-1 users treating…

Food and Beverage looks similar, except latest 13 weeks flat for long term GLP-1 weight loss
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0.2%

11.6%

-7.8%

3.0%

23.1%

-3.9%

3.0%

-13.0%

16.3%

3.0%

18.0%

-2.2%

Non GLP-1 Users Any GLP-1 for Weight Loss only Any GLP-1 for Diabetes only

1-3 months ago (vs prior 13 wks) 1-3 months ago (vs 13 wks YA) 4-6 months ago (vs 13 wks YA) 7-11 months ago (vs 13 wks YA)

23

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Health & Beauty Care; Unit % Change, 13 weeks ending September 28, 2024

1 – Q11. What are you/others in your household using/used the prescription injection to treat? Please select all that apply.

2 – Q12. When did the first person in your household start using one of these prescription injections for the first time? (and currently using the injections)

HEALTH & BEAUTY CARE | Unit Volume % Chg. by GLP-1 User Group 

When households started taking a GLP-1 prescription2

Non GLP-1 Users1 Weight Loss only1 Diabetes only1

GLP-1 users treating… GLP-1 users treating…

For GLP-1 weight loss, those starting 4-6 months ago see declines in HBC
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-1.5%

-7.3%
-9.0%

-4.5%

5.6%

-11.6%

Non GLP-1 Users Any GLP-1 for Weight Loss only Any GLP-1 for Diabetes only

7-11 months ago (vs 52 wks YA) 7-11 months ago (vs 52 wks 2YA)

24

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco); Unit % Change, 52 weeks ending September 28, 2024

1 – Q11. What are you/others in your household using/used the prescription injection to treat? Please select all that apply.

2 – Q12. When did the first person in your household start using one of these prescription injections for the first time? (and currently using the injections)

-1.7%

-8.5%
-10.0%

-4.1%

3.7%

-13.1%

Non GLP-1 Users Any GLP-1 for Weight Loss only Any GLP-1 for Diabetes only

Non GLP-1 Users1 Weight Loss only1 Diabetes only1

GLP-1 users treating… GLP-1 users treating…

Unit Volume % Chg. by GLP-1 User Group 

When households started taking a GLP-1 prescription2

Longer view illustrates value of the GLP-1 for weight loss shoppers
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Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Food & Beverage vs Vitamins, Minerals & Supplements; Unit % Change; Quarterly periods through 13 weeks ending September 28, 2024

Over time, shopping behavior shifts across categories 

GLP-1 Buyers (started 7-11 months ago) compared to Non-Users

$0

$50
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10/02/2022 -
12/31/2022
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07/01/2023
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09/30/2023

10/01/2023 -
12/30/2023

12/31/2023 -
03/30/2024

03/31/2024 -
06/29/2024

06/30/2024 -
09/28/2024

VMS for Non Users VMS for only WL* VMS for only DM*

*WL = Weight Loss; DM = Diabetes Management

Buy rate ($/buyer) trended over last two years

$0

$200

$400

$600

$800

$1,000

$1,200

$1,400

$1,600

$1,800

$2,000

10/02/2022 -
12/31/2022

01/01/2023 -
04/01/2023

04/02/2023 -
07/01/2023

07/02/2023 -
09/30/2023
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Food & Beverage for Non Users F&B for only WL* F&B for only DM*

Food and Beverage Vitamins and Supplements

Started GLP-1 Started GLP-1
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Decreases in frozen, produce, deli in 

latest 13 weeks versus year ago

*Survey respondents who stated that someone in their household began taking any of the GLP-1 injection prescriptions  7-11 months ago, with the purpose of only treating weight loss

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco), Dollar and Unit % Change vs YA, 52 vs 13 weeks ending September 28, 2024 

A look at the shifting behavior of those GLP-1 weight loss shoppers on 7-11 months

Decreases across the board, except for 

increases in frozen, bakery and alcohol

52 weeks Latest 13 weeks 



© 2023 Nielsen Consumer LLC. All Rights Reserved. 27

Bakery

Dairy 

Deli

Frozen

Grocery

Meat

Produce

Alcohol

Health & 
Beauty Care

Household Care

Bakery WL

Dairy WL

Deli WL

Frozen WL Grocery WL

Meat WL

Produce WL

Alcohol WL

Health & Beauty Care WL

Household Care WL

-5.0%

0.0%

5.0%
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15.0%

20.0%

25.0%
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40.0%
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Unit % Chg YA

GLP-1 weight loss users who started 1-3 months ago increase units across store

Department Trends Across the Store amongst Weight Loss Users (1-3 mos. ago)

L13 Wks. vs Previous Period

Non GLP-1 UsersAny GLP-1 Users (1-3 months ago) for Weight Loss only*

*Survey respondents who stated that someone in their household began taking any of the GLP-1 injection prescriptions  1-3 months ago, with the purpose of only treating weight loss

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024) ; Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco), Dollar and Unit % Change vs YA, Latest 13 weeks ending September 28, 2024
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Linking behavior directly to electronic medical records/GLP-1 start illustrates shifting

Pre 90 Days Post 90 Days Post 180 Days Post 270 Days

Category
Volume 

(per person)
Vol Vol Chg Vol Vol Chg Vol Vol Chg

Sports Drinks 220.40 300.95 36.5% 279.67 26.9% 286.69 30.1%

Corn Chips 10.17 7.28 -28.5% 7.57 -25.6% 6.84 -32.8%

Meat Snacks 6.08 7.28 19.8% 7.88 29.5% 10.81 77.9%
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Department Category
Non Rx 

Users

Any GLP-1 

for WL*

Health & Beauty Deodorant +2.0% +36.2%

Health & Beauty Fragrances – Body powder -8.6% +22.3%

Health & Beauty Fragrances – Perfume -10.0% +23.4%

Health & Beauty GI Care -1.6% +23.6%

Health & Beauty GI Care – Anti-Nausea -9.4% +77.3%

Health & Beauty GI Care – Anti-Diarrhea +17.3% +47.5%

Health & Beauty Hair Care -0.0% +35.3%

Health & Beauty Hair Care – Conditioner -0.1% +53.2%

Health & Beauty Hair Care – Hair growth product -9.7% +108.4%

Health & Beauty Oral – Toothpaste -1.1% +29.2%

Health & Beauty Sexual Health – Pregnancy test kit -19.9% +148.1%

Health & Beauty VMS – Vitamins – Vitamin B +4.9% +34.6%

Health & Beauty VMS – Vitamins – Vitamin D -5.1% +25.5%

Health & Beauty VMS – Minerals – Calcium -12.0% +21.8%

Health & Beauty VMS – Minerals – Iron +7.1% +62.4%

Health & Beauty VMS – Supp – Digestive supplement +1.2% +46.6%

Health & Beauty VMS – Supp – Electrolyte supplement +107.9% +202.3%

Health & Beauty VMS – Supp – Sleep Aid supplement -4.9% +25.8%

29

GLP-1 Weight Loss Shoppers are strong HBC shoppers

Health & 
Beauty Care

-0.5% +14.2%
Non GLP-1 users Any GLP-1 users for 

only Weight Loss 

*Survey respondents who stated that someone in their household began taking any of the GLP-1 injection prescriptions with the purpose of only treating weight loss

Source: NielsenIQ, Homescan GLP-1 Panel Survey; Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco), Dollar and Unit % Change vs YA, Latest 52 weeks ending September 28, 2024

-29% decline in 

medical 

accessories

(-12% for Non Rx)
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GLP-1 weight loss shoppers increasing across many categories

*Survey respondents who stated that someone in their household began taking any of the GLP-1 injection prescriptions with the purpose of only treating weight loss

Source: NielsenIQ, Homescan GLP-1 Panel Survey; Total US; Total Outlets; Total Store (excluding General Merchandise and Tobacco), Dollar and Unit % Change vs YA, Latest 52 weeks ending September 28, 2024

Diet & Nutrition
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• Immune health

• Joint health

• Muscle health

• Osteoporosis 

• Bone Health

• Digestive Health 

• Hair, Skin Nail support

• Clinically tested

• Free from aluminum

• Free from antibiotics, hormones

• Free from high fructose corn syrup

• Free from artificial colors, flavors, 

fragrances, ingredients

• Free from parabens and phthalates

• Free from sulfates

Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Food & Beverage; Product Insight stated claims on package; Unit % Change, 52 weeks ending September 28, 2024

Growth of GLP-1 Weight Loss versus Non Rx users

GLP-1 weight loss shoppers seem to be increasingly intentional

Some attributes GLP-1 weight loss 

users showing stronger growth

-2.0%

6.1%

-2.1%

0.8%

-4.6% -1.6%

10.6%

73.9%

-1.0%

21.2%

32.6% 30.8%

79.4%

44.7%

85.1%

37.5%

107.6%
114.7%

Non Users GLP-1 for Only WL

• Natural, natural flavors

• Calorie conscious, fat conscious

• Sodium conscious 

(especially very low sodium)

• Contains added sugar

• Nutrient dense

• Antioxidants stated

• Paleo

• Non-GMO

• Plant-based

• Free from gluten

• Excellent and good source of 

protein

Health needs states, nutrition, clean label all showing strong growth

$ Index to 

Total Panel

17991

$ Index to 

Total Panel

14093

$ Index to 

Total Panel

12697

$ Index to 

Total Panel

19099
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1 – Source: NielsenIQ, Homescan GLP-1 Panel Survey (Aug/Sep 2024); Total US; Total Outlets; Total Store – All Departments; $ Share of Wallet; 13 weeks ending September 28, 2024

2 – Source: NIQ  Omnishopper Panel; Total US; Total Personal Care categories vs Total Store across channels; $ Share Index; 52 weeks ending January 27, 2024 

Drug channel1

• GLP-1 WL shoppers tend to over index in the Drug channel, driven 

by weight loss shoppers who started 7-11 and 4-6 months ago  

• GLP-1 for Weight Loss shoppers who started 1-3 months ago, 

under-index in the Drug channel.  

• Most recent declines in 7-11 GLP-1 for weight loss shoppers in Drug 
channel may be of concern.1 

Channel behavior highlights shifting across GLP-1 users

Grocery channel1

• Gained the most share across all channels for GLP-1 for weight 

loss shoppers (counter to grocery trends for non-users)

• Grocery trip frequency is up for all GLP-WL (especially those who 

started 4-6 months ago)

Mass channel1

• Saw greatest share gains for the 7-11 month GLP-1 weight loss 

shoppers

• While shoppers who started a GLP-1 for weight loss 4-6 months and 

1-3 months ago are showing declines in Mass channel share.1 

Warehouse/Club

• Lost share across all GLP-1 (except 7-11 weight loss), trip frequency is 

up, for 1-3 months and 7-11 months 
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Source: NIQ  Omnishopper Panel; Total US; Total Personal Care categories vs Total Store; $ Share Index; 52 weeks ending January 27, 2024

Channel shifting will drive opportunities and potential vulnerabilitieshow to own the GLP-1 

shopper journey?

33

Mass
Value leader

Drug
Specific immediate 

need/health destination

Grocery
convenience when 

shopping for other things

Amazon
Routine, higher price point, 

efficient to ship, privacy

Warehouse Dollar
Routine & immediate, 

opportunistic

ADULT INCONTINENCE

FEMININE CARE

FOOTCARE

ITCH RELIEF

ORAL HYGIENE

SUN CARE

EAR CARE

EYE CARE

FIRST AID

GI CARE

ITCH RELIEF

PAIN RELIEF

SEXUAL HEALTH

UPPER RESPIRATORY

FEMININE CARE

GI CARE

ITCH RELIEF

PAIN RELIEF

SLEEPING & ALERTNESS AIDS

UPPER RESPIRATORY

EAR CARE

FOOTCARE

MEDICAL ACCESSORY

VITAMINS & SUPPLEMENTS

EYE CARE

GI CARE

ORAL HYGIENE

VITAMINS & SUPPLEMENTS

ADULT INCONTINENCE

FEMININE CARE

FIRST AID

GI CARE

ORAL HYGIENE

PAIN RELIEF

SLEEPING & ALERTNESS AIDS

UPPER RESPIRATORY

EAR CARE

MEDICAL ACCESSORY

VITAMINS & SUPPLEMENTS

ORAL HYGIENE

SUN CARE

VITAMINS & SUPPLEMENTS

EAR CARE

FOOTCARE

MEDICAL ACCESSORY

SEXUAL HEALTH

ORAL HYGIENE

EYE CARE

FEMININE CARE

GI CARE

ITCH RELIEF

PAIN RELIEF

SEXUAL HEALTH

SUN CARE

UPPER RESPIRATORY EAR CARE

FEMININE CARE

FIRST AID

FOOTCARE

ITCH RELIEF

MEDICAL ACCESSORY

SEXUAL HEALTH

SLEEPING & ALERTNESS AIDS

SUN CARE

EAR CARE

EYE CARE

ITCH RELIEF

MEDICAL ACCESSORY

SUN CARE

VITAMINS & SUPPLEMENTS

O
v
e

r 
in

d
e
x

 (
>

1
2
0
)

Note: this index is across all consumers, not only GLP-1 shoppers
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Pathways

1. As prevention: without or 

before GLP-1s

2. Onboarding/companion 

products

3. Off-boarding/step-down/after 

GLP-1
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What’s next…

RFK Jr., though, seemingly wants to avoid all of that. In an interview with Fox 
News, he called out the high price tag of Novo's Ozempic. A bill called the 
Treat and Reduce Obesity Act would help expand reimbursement coverage 
for the cost of weight-loss drugs.
"That alone will cost $3 trillion a year," he said, according to Newsweek. "If 
we spend about one-fifth of that giving good food, three meals a day to every 
man, woman, and child in our country we can solve the obesity and diabetes 
epidemic overnight for a tiny fraction of the cost."

https://www.newsweek.com/what-rfk-jr-has-said-about-ozempic-popular-weight-loss-drug-1987159
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Closing thoughts 

GLP-1 is creating a catalyzing moment in health; 
shift in the conversation around obesity

Trends shifting and will continue to shift with marketplace 
dynamic of GLP-1 drug innovations, compounding 
pharmacies, legislation, funding, 
new consumers trying drugs and lapsing

36

Upcoming GLP-1 Webinar

February 5, 2025

retailmediaIQ

NielsenIQ

Kearney

ThinkBlueThe opportunity to support consumers throughout their 
health journey opens doors for product and retail 
innovation
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