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Beyond the needle

What GLP-1 means for brands, categories
and the consumer behind the prescription
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From a niche therapy
to a mass-market force

Global GLP-1 market, US$ billions
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A global consumer phenomenon
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GLP-1 in plain terms
(O

The gut releases GLP-1,
a natural hormone
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GLP-1 in plain terms
(O

Insulin

responds

The gut releases GLP-1, GLP-1 prompts insulin
a natural hormone only when blood sugar is high
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GLP-1 in plain terms
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Insulin Digestion
responds slows

The gut releases GLP-1, GLP-1 prompts insulin Food empties from the stomach
a natural hormone only when blood sugar is high more slowly
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GLP-1 in plain terms
@I =

Digestion Satiety
slows arrives sooner

Insulin

responds

The gut releases GLP-1, GLP-1 prompts insulin Food empties from the stomach
a natural hormone only when blood sugar is high more slowly
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“Food noise” quiets down



Whilst GLP-1 users aren’t ready to disclose their
use to close ones, they told us

100% -
90% -
80% -
709 | m Past GLP-1 user (N=197)
63% Current GLP-1 user (N=518)
60% - 27% Intend to use GLP-1 (N=554)
23% 52%
50%
] A6%
m 45%
i 38%
40% 36% 35%
30% A
20% - 1% 19%
14% 11%
9%
10% -
0%
G% A T T T T T T _ 1
Spouse / partner Other family members Close friends My doctor / healthcare Work colleagues MNone: | have kept it Prefer not to say
provider only private
Q1. Who inyour life is aware that you have been or are currently taking GLP-1 medication? Source: CRG Global, July 2026, N=1,269 V

Q2. Who in your life do you intend to tell about taking GLP-1 medication?



There is no single “GLP-1 user / consumer”

Longer term Shorter term “Zebra striping” Considering

Clinical Cosmetic Most likely cosmetic Clinical / Cosmetic



The users’ tensions

Some of the good
 Health / Metabolic benefits
e Calorie decrease

* Reduce craving for: high-fat, high sugar
food and beverages, alcohol
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The users’ tensions

Some of the good

 Health / Metabolic benefits

* Calorie decrease

* Reduce craving for: high-fat, high sugar
food and beverages, alcohol

Some of the not so good

* Nutrient gap

 Lean muscle / bone density loss
* Gl side effects

* Olfactory & taste impairment

» Skin laxity and volume depletion

The unexpected : Craving drops but desirability remains



One drug > Ripples across every category
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Food & Grocery : a structural headwind

Change in spend
within 6 months of adoption, %
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Source: Hristakeva et. al (2026), redrawn and adjusted
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Food & Grocery : a structural headwind

Change in spend
within 6 months of adoption, % * Industry response is reformulation, not retreat.

* Micro-indulgence is a live opportunity: small-format
dark chocolate and gum are both finding a place in the
Sweets & baked goods baS ket

1
(o]
I L
N

Savoury shacks

—> Smaller portion offering

—> Healthy(ier) choice ranges

Total grocery

|
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- Messaging around satiety & health rather than volume
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Declared body shape pre- vs. post-treatment
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Tensions every brand has to navigate
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Tensions every brand has to navigate

Saving vs

cost concerns




Tensions every brand has to navigate

Quality vs

quantity
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Tensions every brand has to navigate

Visibility vs

stigma
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The impacts on the CPG industry and beyond
are only ripples today.

The tsunami is yet to come.
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From simple tracking to shaping category strategy
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From simple tracking to shaping category strategy

©)

Validate

Using dedicated GLP-1 consumer panel across markets
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Relevant
segmentation

—> this is no longer
demographics
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c CSS/datatelligence

Beyond the needle
How to embrace the tsunami

Robust predictive Relevant Show-up with

approaches segmentation consumers’ benefits
- models based - this is no longer - NOT labels

on (even recent) demographics

past data won’t

get you the full

picture




_ CSS/datatelligence

A CRG GLOBAL COMPANY

Thank you

For more information, please contact our team:

S > crGGobal

Laurence Brillault Find us Booth 311

Senior Research Director crgsales-team@crgglobalinc.com
CSS/datatelligence

Phone: +44 (0)7998 535169
Laurencebrillault@crgglobalinc.com

www.crgglobalinc.com
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