
Wizard of Lightbulb Moments:
While the arƟ cle reports a signifi cant 11% drop in grocery spending by 
paƟ ents on GLP-1 drugs, it’s crucial to consider the bigger picture. 🧩 

Grocery sales have actually risen overall, hinƟ ng that other factors are 
at play. Infl aƟ on and shiŌ ing consumer prioriƟ es are leading to reduced 

spending on non-essenƟ al items like sweets, desserts, and beverages. 🍬🍷 

It’s not just the meds—it’s a broader consumer behavior trend. 
Here is a glimpse of this trend:
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Weight-Loss Meds Cut Grocery Spending By 11%

35% of paƟ ents using GLP-
1 drugs eat more while on 

medicaƟ on

Individuals ages 12 to 25 
years taking wt lost drugs 
rose 594.4% 2020-2023 

74% of Ozempic users stock 
up on frozen foods when they 

are on sale

61% reporƟ ng eaƟ ng fewer 
meals and 51% reporƟ ng 

eaƟ ng fewer snacks

Nearly all shoppers (97%) taking GLP-1 inhibitor drugs like Ozempic have cut their 
grocery spending this year by an average of 11%, according to the State of Digital Grocery 
Performance Scorecard by Grocery Doppio.

The data analyƟ cs company, in partnership with Wynshop and Incisiv, reports that snacks 
and confecƟ onary, prepared baked goods, and sugary beverages experienced the biggest 
pullback from consumers. 

Survey respondents said they increased their purchases of products like lean proteins 
(27%) and diet foods and meal replacements (19%). 

Grocers are responding to the trending weight-loss meds by 
altering their product assortment (77%), increasing health-
oriented digital markeƟ ng (71%), and off ering in-store 
nutriƟ onal educaƟ on (43%).  

Overall, grocery sales were up 3.8% year over year for the fi rst 
half of 2024 to $458.5 billion

https://www.culinarytides.com/
https://www.supermarketnews.com/news/weight-loss-meds-cut-grocery-spending-11


The number of adolescents and young adults prescribed a glucagon-like pepƟ de-1 (GLP-1) receptor agonist increased 
nearly 600% over the past few years, pharmacy data indicated. From 2020 to 2023, the number of individuals ages 12 
to 25 years who received a prescripƟ on for the diabetes or weight-loss drugs grew from 8,722 to 60,567 per month, 
represenƟ ng a 594.4% increase, reported the University of Michigan. 

As a point-of-reference, the prescripƟ on rate of all other pharmacy drugs doled out to individuals in this age group 
decreased by 3.1% during the same Ɵ meframe. In 2023, 60% of adolescents dispensed medicaƟ ons were female and 
76.4% of young adults dispensed medicaƟ ons were female. 

Wizard of Lightbulb Moments: 
The arƟ cle highlights a surprising twist—many paƟ ents are consuming more calories, not less, while on 
weight loss drugs. 

This underscores a crucial insight: these drugs don’t change underlying eaƟ ng behaviors, making 
rebound weight gain inevitable if the medicaƟ on is stopped. It’s a clear reminder that sustainable weight 

management goes beyond medicaƟ on alone. 
Here is a glimpse of this trend:

Wizard of Lightbulb Moments:
The 600% surge in GLP-1 agonist prescripƟ ons for teens and young adults since 2020 is alarming. While 
these medicaƟ ons can aid weight loss, they risk teaching young people to rely on drugs rather than 
learning to manage their health through nutriƟ on and exercise. 

It’s crucial to integrate dieƟ Ɵ ans into weight loss therapy to address and correct underlying eaƟ ng paƩ erns 
early. PrevenƟ on starts with educaƟ on. The food industry is taking some of the blame for the obesity crisis however. 
Here is a glimpse of this trend:

A survey conducted by Deutsche Bank suggests that individuals might increase their calorie intake 
aŌ er disconƟ nuing weight loss medicaƟ ons. The survey revealed that while calorie consumpƟ on 
tends to decrease when paƟ ents are on GLP-1 medicaƟ ons such as Novo Nordisk’s Ozempic or 
Wegovy, it rebounds once the medicaƟ on is ceased. 

In certain cases, individuals even consume more calories than they did before starƟ ng treatment. 
The survey, which polled 600 U.S. consumers in December, noted that 70% of parƟ cipants were using 
a GLP-1 drug at the Ɵ me of quesƟ oning, while the remaining 30% had ceased using such medicaƟ on. 

Among respondents sƟ ll on medicaƟ on, around 30% reported eaƟ ng “a liƩ le less,” and 22% said they 
were eaƟ ng “a lot less. However, 17% menƟ oned consuming “a lot more,” while 18% indicated consuming “a liƩ le more.” 
Overall, a net 18% of GLP-1 users reported eaƟ ng less. However, among those who had stopped using GLP-1 medicaƟ on, 
there was a signifi cant reversal, with a net 30% staƟ ng they were now consuming more calories than before starƟ ng the 
medicaƟ on.

ConƟ nue reading arƟ cle here

Source: Deutsche Bank

People May Eat More Calories AŌ er Stopping Weight Loss Drugs

GLP-1 Agonist Scripts Jumped 600% for Teens, Young Adults Since 2020

https://www.nbcsandiego.com/news/national-international/people-may-eat-more-calories-after-stopping-weight-loss-drugs-according-to-deutsche-bank-survey/3398857/


From 2020 to 2023, there was a 503.8% increase in monthly GLP-1 agonist dispensing among male adolescents (from 
692 to 4,178 per month) and a 587.5% increase among female adolescents (from 961 to 6,607). As for young adults, 

there was a 481.1% increase in monthly GLP-1 agonist dispensing among men (from 2,180 to 
12,667) and 659.4% increase for women (from 4,886 to 37,111). 

As for young adults, they were most oŌ en prescribed a GLP-1 agonist by nurse pracƟ Ɵ oners 
(33%), followed by family medicine providers (22.9%) and endocrinologists (13.7%). 

A study by MaƩ son fi nds that those taking anƟ -obesity medicaƟ ons such as Ozempic, Wegovy and Zepbound, are 
changing their eaƟ ng habits. They are looking for foods that are packed with protein, come in smaller porƟ ons and help 
to keep them hydrated. 

In addiƟ on to smaller porƟ ons, those taking anƟ -obesity medicaƟ ons also look for food products that help quell nausea 
and other gastrointesƟ nal side eff ects experienced by some. GLP-1 receptor agonists and other anƟ -obesity medicaƟ ons 
work by slowing the transit of food through the body, making those who take them eat less and feel fuller longer. 

The study, which included about 100 parƟ cipants, also found that those taking these 
medicaƟ ons reported drinking more tap or sƟ ll water (59%) and decreasing their consumpƟ on 
of soda and alcohol (66%). On the other hand, 38% reported that they were drinking more 
protein beverages. 

In general, 92% of parƟ cipants said they were eaƟ ng less, with 61% reporƟ ng eaƟ ng fewer 
meals and 51% reporƟ ng eaƟ ng fewer snacks. ParƟ cipants also reported exercising more 
frequently, and 61% said they spend “much less” or a “liƩ le less” Ɵ me thinking about food. 

Wizard of Lightbulb Moments: 
While the Ozempic eff ect is real, changing eaƟ ng behaviors, these changes oŌ en don’t last once the drug 
use stops. Without educaƟ onal and therapeuƟ c support, there’s a risk that the original behaviors leading 
to obesity will return. 

To help maintain weight loss, creaƟ ng smaller, complete meal soluƟ ons can support the transiƟ on to 
healthier, sustainable habits. 

Here is a glimpse of this trend:

Sources: University of Michigan, MaƩ son
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 The Ozempic Eff ect is Real: Study Zeroes in on GLP-1 Users’ Food Needs

Wizard of Lightbulb Moments:
This research highlights what Ozempic users are eaƟ ng, but there’s more beneath the surface. The be-
haviors described—such as relying on sales for food—are common among lower-income consumers, who 
also tend to have higher obesity rates. 

The limited Ɵ me reported by these users might be a factor in their obesity, potenƟ ally leading to poor 
food choices driven by convenience rather than health benefi ts. Exploring this link could off er valuable insights. 
Here is a glimpse of this trend:

https://www.culinarytides.com/
https://www.medpagetoday.com/pediatrics/obesity/110262
https://www.fooddive.com/news/the-ozempic-effect-real-study-zeroes-glp-1-users-food-needs/715549/
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Ozempic Users SƟ ll GoƩ a Eat, But What Are They EaƟ ng?
Ozempic users sƟ ll goƩ a eat, but what are they eaƟ ng? The rise in popularity of hunger-suppression drugs like Ozempic 
has been troubling grocers, restaurateurs, and others in the food industry for a couple of years now, but a new report 
from data analyƟ cs fi rm YouGov suggests Nestlé might have cracked the GLP-1 code. 

YouGov noted that 38% would take a GLP-1 drug if prescribed by a doctor. As their use becomes 
more common, grocers are parƟ cularly concerned that it will negaƟ vely impact their boƩ om line 
Nearly three-quarters of Ozempic users (74%) said they tend to stock up on frozen foods when 
they are on sale. That’s compared to just under two-thirds (65%) of consumers not using the 
GLP-1 drug. 

Ozempic users are also more loyal to frozen food brands, with 57% saying they sƟ ck to the same 
brands, while 51% of the rest of the public. But 36% of Ozempic current customers say they only 
buy foods that can be cooked or eaten from frozen compared to the naƟ onal average of 30%. 
Over a third (36%) of Ozempic users say their lifestyle doesn’t allow them Ɵ me to prepare and 
cook food compared to a 31% naƟ onal average.

Wizard of Lightbulb Moments:
As weight loss medicaƟ ons like Ozempic conƟ nue to widen their reach, there's a growing concern over 
the high paƟ ent dropout rates. This trend raises an important quesƟ on: why is the drive to disconƟ nue 
therapy stronger than the desire to achieve weight loss? 

Understanding these underlying factors is criƟ cal for developing more eff ecƟ ve and lasƟ ng treatments. 
ConducƟ ng follow-up research to explore these drivers could unlock insights that lead to more successful therapies and 
beƩ er paƟ ent outcomes. 
Here is a glimpse of this trend:

As Weight Loss Pharma Widens Its Reach, NutriƟ on Brands Vie For PosiƟ on 
Ozempic, a weight loss drug, and other similar medicaƟ ons are facing challenges as up to two-thirds of users stop taking 
them within the fi rst year. This trend has led major companies to target the nutriƟ on gaps created by the low-calorie 
intake associated with these drugs. 

In 2007, GSK introduced its weight-loss drug Orlistat as Alli, available over the counter, 
posing compeƟ Ɵ on to brands like Hydroxycut. IniƟ ally, there was a slight decline in 
Hydroxycut sales, but this was short-lived. When Alli's side eff ects, including the infamous 
"fecal leakage," became widely known, Hydroxycut sales surged by over 50%. 

While SP NutraceuƟ cals CEO Contardo sees similariƟ es in dynamics between Alli and 
Ozempic-like drugs, he notes recent reports of muscle and hair loss alongside well-
known gastric side eff ects add complexity. Prime TherapeuƟ cs reported that only 32% of 
paƟ ents stuck with the drug for a full year, and headlines about rapid weight regain aŌ er 
disconƟ nuaƟ on have also surfaced.

ConƟ nue reading arƟ cle here

https://www.culinarytides.com/
https://www.supermarketnews.com/news/ozempic-users-still-gotta-eat-what-are-they-eating
https://www.naturalproductsinsider.com/sports-nutrition/ozempic-update-as-weight-loss-pharma-widens-its-reach-nutrition-brands-vie-for-position-on-its-100-billion-coattails


Culinary Tides, Inc.
TURNING CHAOS INTO STRATEGY

We’re always available to set up an exploratory iniƟ al meeƟ ng and discuss your needs and goals, even if you’re 
just invesƟ gaƟ ng the opƟ ons available for the future. Based on that discussion, we’ll develop an in-depth proposal 

customized to your business and needs, for when you’re ready.

Interested? We off er a simple process:
1. Schedule 1-hour CapabiliƟ es meeƟ ng to demonstrate our analyƟ cs
2. Review a tailored proposal
3. Start receiving monthly / quarterly reports and stay a step ahead

Schedule Now

Culinary Tides, Inc. doesn’t just address your immediate needs; we envision the future. Instead of passively reacƟ ng 
to industry trends and changes, Culinary Tides, Inc. challenges brands to proacƟ vely navigate a trend’s lifecycle and 
landscape. Don’t pay for overlapping sources that will be underleveraged. Invest in insights that produce lightbulb 

moments. 

Below is a complete list of our services.
 Think Tank Services Workshops & Training Bespoke Services (Ad Hoc)

Streaming Intelligence: 
(Ongoing Data CollecƟ on &        
OrganizaƟ on)
• Emerging Trends
• CompeƟ Ɵ ve Intelligence
• Technology Launches
• Economic ForecasƟ ng
• Government LegislaƟ on 
• QuanƟ taƟ ve Research:          

Industry, Trend, Survey,         
Behavioral, Clinical Health

ApplicaƟ on Services:
(Think Tank Contract)
• AnƟ cipatory Intelligence
• Trend Origin, Longevity, & 

Trajectory Reports 
• Trend Profi ling
• CollaboraƟ ve Concept          

Development 
• Current Concept Refi nement  
• Foodservice / Retail Category 

Gap Analysis
• Whitespace IdenƟ fi caƟ on & 

NavigaƟ on
• Brainstorming Sessions
• Technical Product 

ReformulaƟ ons
• B2B PresentaƟ on Materials
• Conference Booth MarkeƟ ng / 

Sales Materials
• Conference CompeƟ Ɵ ve        

Intelligence
• Speaking Engagements:        

Internal, External, B2B

Workshops:
• IdeaƟ on 
• Current Concept Review 
• Strategy Review 

Corporate Training:
• IntroducƟ on to Foresights
• Advanced Foresights

• AnƟ cipatory Intelligence
• Trend Origin, Longevity, & 

Trajectory Reports 
• Trend Profi ling
• CollaboraƟ ve Concept          

Development 
• Current Concept Refi nement  
• Foodservice / Retail Category 

Gap Analysis
• Whitespace NavigaƟ on
• Brainstorming Sessions
• Technical Product 

ReformulaƟ ons
• B2B PresentaƟ on Materials
• Conference Booth MarkeƟ ng / 

Sales Materials
• Conference CompeƟ tor         

Intelligence
• Speaking Engagements:        

Internal, External, B2B

PredicƟ ve AnalyƟ cs:
(Chaos & Military)

• AcƟ on ReacƟ on Maps
• Affi  nity Scales
• Fault Fix Trees
• Gap Analysis
• Link Diagrams
• Longevity Charts
• NavigaƟ on Tables
• Pathway Analysis
• Quadrant Analysis
• STEEP Analysis
• Timeline Diagrams
• Time-Link Diagrams
_____________________

• AI (assist)

https://calendly.com/suzyculinarytides/capabilities-meeting



