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Nearly 5% of UK Adults Now Using GLP 1 Drugs as Market Impact Extends Beyond Weight Loss

Latest research from Lumina Intelligence reveals that GLP‑1 medications are reshaping UK consumer behaviour far beyond weight loss, with significant implications for food, retail and hospitality sectors.
According to the latest findings, 4.7% of UK adults are currently using GLP‑1 drugs, with a further 9.6% considering adoption, signalling rapid market expansion. Uptake is expected to accelerate further as new formats, including pill-based treatments, enter the UK market.
Affluent Millennials Driving Early Adoption
The research identifies a clear core user group: affluent millennials aged 25–44, particularly those living in London. Nearly one in five current users reside in the capital, and a high proportion report household incomes exceeding £100,000.
GLP‑1 users are also more likely to live in family households, reinforcing their influence on broader purchasing habits.
A Highly Segmented Consumer Base
Despite clear demographic trends, the report emphasises that GLP‑1 users are not a homogenous group. Behaviour varies significantly across income and location, requiring more nuanced targeting from brands and operators.
Across segments, protein intake is a key priority. However, wider health behaviours differ significantly by demographic: affluent, London-based, millennial GLP‑1 users are more likely to exhibit health-conscious habits such as eating fruit and vegetables and working out regularly, while users outside that group are less likely to engage in these broader health behaviours compared to the total population.
Major Shift in Food and Hospitality Behaviour
GLP‑1 usage is already reshaping out-of-home (OOH) consumption:
· Over 50% of users still eat out weekly, but their choices differ
· Restaurants and QSR outlets face declining share among active users
· Dinner, drinks and snack occasions are most impacted
Users are cutting back on routine or convenience-driven occasions, while continuing to prioritise social dining, relaxation and high-quality food experiences.
New Demand for Health-Led Food Innovation
The study highlights growing demand for:
· High-protein, high-fibre products
· Functional ingredients and “clean label” foods
· Smaller portions with high nutritional density
When dining out, GLP‑1 users are more likely to choose lighter, shareable options such as salads and wraps, while avoiding heavier items like fried foods, burgers and desserts.
Opportunities for Retailers and Operators
The findings point to substantial opportunities for brands willing to adapt:
· Premium positioning is key, with affluent users willing to pay more for quality
· Flexible portion sizes and modular menus can better meet changing appetites
· Clear nutritional information and ingredient transparency are increasingly important
Convenience stores, particularly in affluent urban areas, also stand to benefit from increased engagement among GLP‑1 users.
Looking Ahead
As GLP‑1 availability expands, including via the NHS, the demographic profile of users is expected to broaden. However, the report concludes that demographics will remain a stronger driver of behaviour than medication use alone.
For the food and drink industry, the rise of GLP‑1 represents a structural shift – one that demands menu innovation, targeted strategies and a rethinking of portion, nutrition and value.
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About our GLP‑1 Capabilities
Lumina Intelligence’s GLP‑1 data tracking delivers a real-time view of how weight loss medications are reshaping consumer behaviour across the UK. Through large-scale weekly tracking and targeted analysis, we monitor usage, intent and key demographic cohorts, alongside shifts in retail and out-of-home consumption.
By translating complex behavioural change into clear, actionable insight, our GLP‑1 capabilities help brands, operators and suppliers anticipate disruption, identify growth opportunities and make more confident strategic decisions in a rapidly evolving market.

Who We Are:
Lumina Intelligence helps food and drink brands understand their consumers and markets - so they can grow faster, plan smarter, and make better commercial decisions.
We specialise in insight for grocery retail and hospitality, combining trusted data with expert analysis to support your commercial, category, and insight teams.
https://www.lumina-intelligence.com/ 
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