


The Ozempic-era supermarket aisle is a very different place.

From Coles and Woolworths to fast food chains, a phalanx of thinner and 
healthier customers are forcing a rethink of what products are going to sell.”

(AFR, Carrie LaFrenz and Simon Evans, Mar 13, 2026)

“We’re seeing a huge trend from customers generally 
around healthful eating,” says Leah Weckert, the Chief 
Executive of Coles.

“We are looking at that customer and seeing this 
behavioural change as there is a bit of a generational shift 
into healthful eating. We’re excited by that. We think that’s 
a really big opportunity…”

It’s estimated that approx. 500,000 Australians are on GLP-
1 medications - over 2% of Australia’s adult population. 
Sales of GLP-1 medications have increased tenfold in the 
last 5 years, with strong growth predicted to continue

How do users of GLP-1 meds shop? These meds suppress 
appetite and slow digestion. As appetites drop, users buy 
smaller portions, fewer items and shop less – with a 
greater focus on nutrition per bite.

From the article:



Shopper Intelligence USA Survey
Time Period: Rolling Year thru Q2 2025



Question: Thinking about your intention – how you’d wanted or intended to shop 
for CATEGORY at RETAILER.  

Question: Did you specially plan to buy CATEGORY before you went to the store?  What triggered you to buy?   
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Question: In the last months when shopping for CATEGORY at RETAILER have you ever left a store or website 
without buying product because of the following experiences? Select all that apply?

Question: Apart from Price, if you had to improve CATEGORY in RETAILER, which ones would you choose?



Shopper Intelligence USA Survey
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Affluent ($100k+) Snacking Department Shoppers
n = 3,918 Shoppers.  

780 GLP-1 users & 3,138 non GLP-1 users

Question: What role does price play in your 
purchase decision? % of shoppers who scored 4 or 5 
out of 5.

Question: How do prices today compare to what 
you normally see in CATEGORY

Question: Have you switched recently to a 
different brand in CATEGORY due to price?

Question: I’m usually willing to consider RETAILER own 
label products in the CATEGORY



Opportunities for Snack Brands & Retailers:

1. Pre-Trip & In-Store Influence: GLP-1 snack shoppers are planning to buy the category but 

browse more and are more promotionally incentivized. Use digital media, shelf messaging 

and inspiration to capture them before/during the trip.  

2. Simplify & Support the Aisle: High leakage shows they get overwhelmed or can’t find what 

they want. Improve layout, signage and at shelf education to reduce frustration and 

abandonment.

3. Value & Private Label Strategy: GLP-1 Shoppers are more price-sensitive and open to store 

brands. Highlight price/value messaging and extend “better-for-you” private label options 

to win switching shoppers.
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Building the best and most persuasive category 

strategy starts here!

Get in touch today:

https://meetings.hubspot.com/dshukri
https://meetings.hubspot.com/andrew-arnold1

	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8

