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The effect of weight loss drugs on shopping behaviour is well documented in the press

www.alpineonline.co.uk 

Source: 
www.thegrocer.com 
16th June 2026

Source: 
https://www.bbc.co.uk/news/articles/cj6wy85l3x5o 
25th January 2026

Source: https://www.independent.co.uk/news/business/weight-loss-
jabs-mounjaro-ozempic-supermaket-sales-b2993119.html 
10th June 2026

Source: https://www.telegraph.co.uk/business/2026/06/10/ozempic-
wegovy-supermarkets-weight-loss-retail/ 
10th June 2026
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We wanted to know if and how consumers are changing their behaviour because of 
taking weight loss drugs, and what impact this is having on the UK grocery channel 
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1) We undertook a direct-to-consumer 
survey to understand the implications 
that weight loss drugs are having on 
behaviour

2) We analysed the latest Nielsen IQ 
data to find out what is happening to 
volumes in the UK right now

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 **Online consumer survey on 16th June 2026 (104 respondents)

Survey make up:

§ 104 total respondents

§ Gender: 52% female / 48% male

§ Age brackets: 
§ 31% aged 45 – 54
§ 21% aged 35 – 44

3) Based on the data insights, we’ve 
forecasted how certain categories 
could react by 2030
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Since starting a GLP-1 medication, how has the frequency of your snacking between 
meals changed? 
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36.5% of respondents claimed ‘I snack much less than before’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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Which food or drink categories have you reduced your spending on since taking a GLP-1 
drug? (Select all that apply)
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19.2% of respondents claimed they had reduced spending on chocolate and confectionary

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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How has your alcohol consumption changed since starting a GLP-1 medication?
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35.6% of respondents claimed, ‘I drink less than before’, and 13.5% claimed ‘I’ve switched 
to low / no-alcohol alternatives

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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How much more attention do you pay to nutritional labels when grocery shopping 
compared to before starting a GLP-1 drug?
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A combined 62.5% of respondents claimed they check labels either ‘A lot more - I check 
labels on almost everything now’ or ‘Somewhat more – I check on certain products’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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Weight Loss drugs have been linked to changes in skin, hair and nails (hair shedding, dry skin 
and brittle nails). Have you noticed changes and are you taking supplements to combat this?
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26.0% of respondents claimed, ‘Yes, I have noticed negative changes to my skin, hair 
and nails’, and are either taking vitamins or diet adjustments to help with this

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI

http://www.alpineonline.co.uk/


Have you shifted towards smaller pack sizes or single-serve formats since starting a GLP-1 
medication?
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24.0% of respondents claimed they have shifted towards smaller pack sizes or single 
serve formats ‘across most of my grocery shop’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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How do you currently feel about your overall diet quality since starting a GLP-1 drug?
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A combined 58.7% of respondents claimed they are making ‘much healthier’ or 
‘somewhat healthier’ food choices since starting a GLP-1 drug

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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If you intend to stop or have already stopped taking a GLP-1 drug, how confident are you 
that your healthier eating habits will stick?
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Of the respondents that either intend to stop or are planning to stop taking GLP-1 drugs, 
24.0% of respondents were ’very confident – my habits have genuinely changed long term’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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Since starting a GLP-1 medication, have you experienced dry mouth, and has this changed 
what you buy?
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22.1% of respondents claimed ‘Yes – I’ve noticed dry mouth and I’m buying more 
mouthwash as a result’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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What do you wish supermarkets or food brands did more of to support people on GLP-1 
medications? (Select up to 2)
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28.9% of respondents claimed they wished food brands offered ‘smaller portion / single 
serve product options’

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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If weight loss pills were available, would you be more interested in pills over injections
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60.6% of respondents claimed they would ‘prefer to take weight loss pills’ over weight 
loss injections.

*Analysis: Alpine Online | Data: **Online consumer survey on 16th June 2026 (104 respondents) ***Image generated by AI
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What was the annual household income of the survey respondents?
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In terms of annual 
income, 11.5% of 
respondents sat in 
the £10k - £15k 

bracket, whereas the 
second highest 

bracket was 10.6% 
sitting in the £100k 
and above bracket 

highlighting the 
income polarization 
of weight loss drug 

consumers  
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We wanted to know if and how consumers are changing their behaviour because of 
taking weight loss drugs, and what impact this is having on the UK grocery channel? 
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1) We undertook a direct-to-consumer 
survey to understand the implications 
that weight loss drugs are having on 
behaviour

2) We analysed the latest Nielsen IQ 
data to find out what is happening to 
volumes in the UK right now

Survey respondents were:

§ Gender: 52% female / 48% male

§ Age brackets: 
§ 31% aged 45 – 54
§ 21% aged 35 - 44

3) Based on the data insights, we’ve 
forecasted how certain categories 
could react by 2030
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What is happening to total beer volume?

www.alpineonline.co.uk 

Insight: Total beer volumes are down -2.4% over latest 52 weeks vs LY. Over same time frame, despite the mainstream and craft 
sectors suffering volume declines, Low and no is +7.3% vs LY and world / discover is +0.6% vs. LY, highlighting the trend towards 
moderation and premiumisation in beer. It is worth noting total beer is worth £5.6Bn / 2.0bn litres, so despite the marginal YoY 

volume decline, it is still a significant category, and will be for some time.  

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | MNDH BEER | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Beer 
-2.4% YoY

World / Discovery 
+0.6% YoY

Mainstream 
-3.6% YoY

Craft 
-11.4% YoY

Low / No  
+7.3% YoY
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What is happening to total frozen pizza volume?
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Insight: Total frozen pizza volumes are down -1.6% over latest 52 weeks vs LY. 

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | MNDH FROZEN PIZZA| GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Frozen Pizza 
-1.6% YoY
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Insight: The total cola category is in +2.8% volume growth over 52 weeks, vs LY. This jumps to +10.1% over the 
latest 4 weeks vs LY as we experience a hot weather period. Perhaps the cola category is benefiting from the 

moderation trend.

*Analysis: Alpine Online | Data: NIELSEN IQ |MNDH COLA| Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

What is happening to total cola volume?

Total Cola 
+2.8% YoY
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Insight: Total wine volumes are down -3.5% over the latest 52 weeks vs LY. We see this across both white and red still wine down 
3.1% and 5.5% respectively YoY. Rosé wine is +0.8% vs. LY over the latest 52 weeks, jumping to +10.2% vs LY over the latest 4 

weeks. Low and now wine declining -3.5% YoY, suggesting wine doesn’t resonate as well as beer (+7.3% YoY) within the moderation 
trend. 

What is happening to total still wine volume?

*Analysis: Alpine Online | Data: NIELSEN IQ |MNDH STILL WINE| Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Still wine 
-3.5% YoY

Red 
-5.5% YoY

White
-3.1% YoY

Rosé
+0.8% YoY

Low / No  
-3.5% YoY
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Insight: Total mineral water volumes are +8.1% over the latest 52 weeks vs. LY, jumping to +14.5% over the latest 
4 weeks vs LY as we have experienced a hot weather period in the U.K. 

What is happening to total mineral water volume?

*Analysis: Alpine Online | Data: NIELSEN IQ |MNDH MINERAL WATER| Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Total Water
+8.1% YoY
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Insight: Total vitamins, minerals and supplements volumes are +6.5% over the latest 52 
weeks vs. LY 

What is happening to total vitamins, minerals and supplements volume?

*Analysis: Alpine Online | Data: NIELSEN IQ |MNDH VITAMINS, MINERALS & SUPPLEMENTS| Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Total VMS
+6.5% YoY
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www.alpineonline.co.uk 
*Analysis: Alpine Online | Data: NIELSEN IQ | MNDH FLAVOURED CARBONATES| Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 ***Includes non-kombucha kefir water 
variants from the following brands: Poppi, Hip Pop, Living Things, XOXO, Vital, The Gut Stuff, Fibe 

What is happening to total pre and pro-biotic soda volume?

Insight: Total pre and pro-biotic sodas benefit from the growth within the wider ‘functional’ category 
and have jumped +1.23k% from a low base to 3.4m litres over the latest 52 weeks

Total pre & pro-
biotic soda
+1.2k% YoY
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Insight: total egg volumes are +2.6% YoY, however this is in units, and there is a trend with consumers moving from 6 packs to larger 
pack sizes, so overall KG growth is likely to be higher than this. We believe the well documented high-protein consumer trend is one 

of the factors contributing to a higher consumer egg demand within; free range (+5.0%), organic (+16.3%) and egg alternatives 
(+32.6%), although it is worth noting consumers are moving away from bar and caged eggs which are -17.3% YoY.  

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

What is happening to total Egg volume?

Barn & caged
-17.3% YoY

Eggs 
+2.6% YoY

Organic 
+16.3% YoY

Free-range
+5.0% YoY

Alternatives 
+32.6% YoY
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Volume winners and losers over 52 weeks
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Pre and Pro Biotic soda & mineral 
water

Mainstream and craft beer

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026

Red and White wine

Low and no Beer and Cola

Frozen Pizza

Free range, organic and liquid 
eggs

Barn Eggs

W
in
ne

rs
Lo
se
rs

Vitamins, minerals and supplements

+1.2k% +8.1% 

-3.6% -11.4% 

+7.3% +2.8% +5.0% +16.3% +32.6% +6.5% 

-1.6% -17.3% -5.5% -3.1% 
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We wanted to know if and how consumers are changing their behaviour because of 
taking weight loss drugs, and what impact this is having on the UK grocery channel 
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1) We undertook a direct-to-consumer 
survey to understand the implications 
that weight loss drugs are having on 
behaviour

2) We analysed the latest Nielsen IQ 
data to find out what is happening to 
volumes in the UK right now

Survey respondents were:

§ Gender: 52% female / 48% male

§ Age brackets: 
§ 31% aged 45 – 54
§ 21% aged 35 - 44

3) Based on the data insights, we’ve 
forecasted how certain categories 
could react by 2030
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Insight: Total beer volume has dropped by -2.4% over the 
latest 52 weeks vs LY. Based on these assumptions, the beer 

category volumes may drop by a further -166.8m litres / 
-8.3% between 2026 – 2030. Despite this, price inflation may 

drive £ sales +£120.8m / +2.1% to £5.7bn***

Assumptions

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | MNDH BEER | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 ***Based on forecast by Dave Knowles from Alpine Online

What do we think will happen to the beer category by 2030? Based on the below 
assumptions, we anticipate a circa -167m / -8% litre volume drop by 2030. 

£ sales +£120.8m / +2.1% growth between 2026 - 2030 Volumes decline of -166.8m litres / -8.3% between 2026 - 2030  

§ Expected volume decline in mainstream & 
craft. Modest volume growth anticipated in 
world / discover, with more in low and no

§ We anticipate between 1.9% - 3.4% YoY 
£PPL inflation across the sectors

http://www.alpineonline.co.uk/
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Insight: Total wine volume has dropped by -3.5% over the 
latest 52 weeks vs LY. Based on these assumptions, the wine 

category volumes may drop by a further -92.5m litres / 
-11.9% between 2026 – 2030. Despite this, price inflation 

may drive £ sales +£58.2m / +0.8% to £7.2bn***

Assumptions

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | MNDH STILL WINE | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 ***Based on forecast by Dave Knowles from Alpine Online

What do we think will happen to the wine category by 2030? Based on the below 
assumptions, we anticipate a circa -90m / -12% litre volume drop by 2030. 

£ sales +£58.2m / +0.8% growth between 2026 - 2030 Volumes decline of -92.5m litres / -11.9% between 2026 - 2030  

§ As wine consumers grow older and 
moderation continues to rise, all wine 
sectors may decline in volume terms by 
2030

§ We anticipate between 2.5% - 3.5% 
YoY £PPL inflation across the sectors

http://www.alpineonline.co.uk/
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Insight: Total egg volume has grown by +2.6% over the latest 
52 weeks vs LY. Based on these assumptions, the egg 

category volumes may increase by +97.9m units / +10.8% 
between 2026 – 2030. Total £ sales will grow +£508.5m / 

+23.0% to £2.7bn***

Assumptions

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | MNDH EGGS | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 ***Based on forecast by Dave Knowles from Alpine Online

What do we think will happen to the eggs category by 2030? Based on the below 
assumptions, we anticipate a +98m / +11% unit volume increase by 2030. 

£ sales +£799.1m / +36.2% growth between 2026 - 2030 Volumes increase of +97.9m units / +10.8% between 2026 - 2030  

§ As a high-protein diet becomes more 
important to consumers, we anticipate unit 
volume growth in all sectors except barn & 
caged 

§ We anticipate between 1.0 – 2.5% unit 
price increase driven by inflation and 
larger pack sizes. Egg alternatives £PPU 
declines as competition increases

http://www.alpineonline.co.uk/


We hope you found this report interesting. Please see a summary of key points below

www.alpineonline.co.uk 

Consumers who take weight loss drugs are 
snacking less than before

The weight loss drug and alcohol moderation 
sub-trends are part of a wider ‘health and 

wellness’ macro trend, which will likely lead to 
reduced alcohol volume consumption

Consumers are checking labels for nutritional 
information more than ever. 

By 2030, we anticipate further volume declines 
in both beer and wine, however price inflation 
will keep £ sales in slight growth vs. 2026. We 

expect to see both £ sales and unit volume 
growth in the egg category.

Volume losers: beer, wine and frozen pizza.
Volume winners: low and no beer, eggs, water 

and vitamins, minerals & supplements 

The shift form jabs to pills will likely increase the 
% of population taking weight loss drugs 

*Analysis: Alpine Online | Data: NIELSEN IQ |Retail Measurement | GB TOTAL COVERAGE – 52 WEEKS TO WE 13/06/2026 **Online consumer survey on 16th June 2026 (104 respondents)

£ sales

Volume

So What? 
Supermarkets will 

look to range 
more ‘healthier’ 

snacking products 
to protect £ sales

So What? 
Consumers are 

moderating their 
drinking and 
drinking more 

premium options

So What? 
Label design / 
information to 

become more ‘front 
of mind’ with health-

conscious  
consumers

So What? 
The trends we 

have noticed in 
this report are 

likely to become 
more prevalent 

over time

http://www.alpineonline.co.uk/


This report was brought to you by Alpine Online. 
We are a family run, data insights company that specialises in the UK grocery market.  

Danielle Knowles
Director & 

Category Manager

Phil Knowles
Finance 
Director

Dave Knowles
Founder & 

Managing Director

UK Grocery expertise FlexibilityCredibility

§ Over 20 year’s experience in the 
UK Grocery market

§ We understand the requirements of 
both suppliers and retailers

§ We provide insights to help you 
grow your brand

§ A range of services to suit your 
analysis requirements

§ Options for one-off projects and 
ongoing reporting

§ Price discounts for longer term 
reporting

Alex Chapman
Business 

Intelligence Analyst

www.alpineonline.co.uk 

Trusted

§ Accredited NIQ partner

§ We also analyse data from all other 
major providers

§ 50+ positive reviews on LinkedIn

http://www.alpineonline.co.uk/


Alpine Online provides the below client solutions

www.alpineonline.co.uk 

1) Category Reporting 2) Analyze – Retailer profitability tracking 3) Humanalysis – Consumer Surveys

6) Bespoke client analysis5) Range Review Planogram Analysis4) Power BI reporting

http://www.alpineonline.co.uk/


Client testimonials

We have lots of happy clients on LinkedIn

www.alpineonline.co.uk https://www.linkedin.com/in/dave-knowles/ 
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If you are interested in finding out more about analysis from Alpine Online or data from 
NIQ, please get in touch with the team to find out more

Dave Knowles
Managing Director

Dave.Knowles@alpineonline.co.uk 

Danielle Knowles- Director & 
Category Manager

Danielle.Knowles@alpineonline.co.uk 

www.alpineonline.co.uk 

www.alpineonline.co.uk 

Alex Chapman – Business 
Intelligence Analyst

Alex.Chapman@alpineonline.co.uk 

Rachel Havers
Nielsen IQ

Rachel.Havers@nielseniq.com 

Alpine Online partners with Nielsen IQ.

If you would like to talk to them about data for 
your category, please drop Rachel an email.
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Report compiled by Dave Knowles.
 
any questions please get in touch:

www.alpineonline.co.uk 

Dave.Knowles@alpineonline.co.uk
 
+44 (0) 7849146296
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