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The U.S. weight management industry stands at the brink of unprecedented expansion, 
presenting immense opportunities for consumer-facing organizations. With more than 
80% of U.S. adults classified as overweight or obese, the demand for weight management 
solutions is skyrocketing. Spending in this category, which reached $90 billion in 2023, is 
projected to double in the next decade.

The introduction of glucagon-like peptide-1 (GLP-1) medications has further accelerated this 
transformation, leaving companies across life sciences, food and beverage, and health and 
wellness industries grappling with critical questions about the weight management industry. 
They want to gauge its revenue potential, the effect on usage of existing products and 
services and how to best serve customers going forward.

Traditional research methods present limitations to understanding this complex and rapidly 
evolving market. Consumer needs are diverse and often stigmatized, and the landscape 
of available solutions is sprawling and cross-category. Weight management journeys often 
span years and thousands of interactions that are challenging to fully capture at scale. As 
a result, most organizations tend to focus on only a small portion of available marketplace 
opportunities. 
 
However, organic online discourse through forums such as Reddit can provide the rich 
insights required to more deeply and comprehensively understand these consumers—when 
analyzed effectively. To do so, we used ZS Atlas Intelligence to rapidly mine these sources 
at scale and develop a holistic, consumer-centric understanding of the weight management 
category. Key implications for the industries that serve it were identified. 

GLP-1s capture headlines but don’t tell the whole 
weight management story
Over the past couple years, rising public interest in appetite suppressants has fueled a 
considerable increase in social media conversations about weight management. Reddit alone 
is on pace to see 4.2 million comments related to weight management by the end of 2024, 
more than twice as many in 2022. Nearly half of that growth is driven by subreddits specific 
to appetite suppressants.

GLP-1s have generated tremendous buzz, serving as a rising tide that lifts all ships, 
and helped fuel significant increases in consumer demand across all facets of weight 
management. And while GLP-1s and other medical interventions dominate the headlines, 
they remain relatively nascent in this ecosystem with fewer than 5% of consumers hoping to 
lose weight using them today. 

https://www.zs.com/insights/consumer-choice-in-evolving-weight-management-glp1s
https://www.zs.com/industries/consumer-goods
https://www.zs.com/insights/3-health-plan-strategies-managing-access-glp1s
https://www.zs.com/insights/3-health-plan-strategies-managing-access-glp1s
https://www.zs.com/insights/global-payer-perspective-glp-1-medications
https://www.zs.com/solutions/artificial-intelligence-and-analytics/atlas-intelligence
http://to rapidly mine these sources at scale and develop a holistic, consumer-centric understanding of the
http://to rapidly mine these sources at scale and develop a holistic, consumer-centric understanding of the
http://to rapidly mine these sources at scale and develop a holistic, consumer-centric understanding of the
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FIGURE 1: Comment volume share by weight loss solution
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Source: ZS Atlas Intelligence and Reddit discussion threads ( January 2022 to April 2024)

Data shown as a share of comments mentioning any solution. A given comment or post may ultimately mention 
multiple solutions
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Weight management opportunities extend 
beyond helping consumers lose weight
At the highest level, many of the largest consumer weight management needs such as 
building muscle, managing appetite and improving mental outlook are reasonably well met. 
However, consumers are still searching for solutions that more effectively sustain weight loss 
over longer periods and help manage stress and fatigue, among myriad other unmet needs.

No weight management solutions perform perfectly, as consumer net sentiment is only 
26%, on average, across solutions. Dietary supplements and physical activity receive the 
highest marks while medical interventions, including GLP-1s, are the least satisfying overall 
despite their effectiveness in appetite management and subsequent weight loss. Weight 
management needs extend beyond simply helping consumers lose weight. GLP-1 users face 
particularly tough trade-offs between finding their optimal dosage and balancing weight loss 
progress. They must navigate uncomfortable side effects such as fatigue, gastrointestinal 
distress, skin damage and muscle loss.

Our analysis also shows that these weight management solutions do not exist in a vacuum, 
and choices consumers make with one intervention can have notable impacts on their 
behaviors in other categories as well. For example, we see that GLP-1 users are more likely 
to increase consumption of water and “named” diets like keto while reducing consumption 
of sugar, alcohol and carbs. More concerning, though, GLP-1s may inadvertently inhibit 
key behavior changes required for long-term success such as tracking nutritional intake or 
participating in exercise.  

FIGURE 2: Effect of GLP-1 usage on adjacent behaviors
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Source: ZS Atlas Intelligence and Reddit discussion threads ( January 2022 to April 2024)
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Introducing the Demand Landscape
To navigate this complex ecosystem, brands need a more nuanced understanding of 
consumers’ weight management motivations and their expectations from related products. 
These factors collectively shape how consumers evaluate their options and make decisions, 
defining the overarching Demand Landscape. Understanding these “jobs-to-be-done” is 
crucial for brands to effectively position themselves in this evolving market.

 
FIGURE 3: Weight management motivations 
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Source: ZS Atlas Intelligence and Reddit discussion threads ( January 2022 to April 2024)

Atlas Intelligence, we identified six macro weight management motivations, each comprising 
several sub-motivations, that explain what weight loss outcomes consumers are ultimately 
looking for. Figure 3 reveals that consumers view “weight management” as more complex 
than “weight loss.” Grasping these underlying motivations is crucial to developing targeted 
products and crafting resonant messaging.  

https://www.zs.com/about/case-studies/how-demand-landscape-allows-brands-to-grow
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For example, consumers primarily motivated by appearance are more likely to place 
an outsized emphasis on outward signs of progress, such as waist size, or secondary 
considerations like skin blemishes. Those motivated by health show a bias toward unseen 
indicators such as biometric markers.

 
FIGURE 4: Weight management jobs-to-be-done
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Source: ZS Atlas Intelligence and Reddit discussion threads ( January 2022 to April 2024)

Motivations alone, however, are not sufficient to prioritize high potential business 
opportunities. Our analysis also enabled us to identify six core macro jobs-to-be-done, each 
encompassing several micro roles that describe the discrete roles consumers seek out to 
support them on their weight management journey. And because consumers are likely to be 
solving for multiple jobs-to-be-done at various points along the way, understanding them is 
critical to informing the products and product attributes organizations need to provide.

For example, consumers with less experience managing their weight may find themselves 
overwhelmed with finding the guidance they need to make informed decisions. They may be 
more likely to seek solutions such as personal trainers, educational videos and off-the-shelf 
exercise routines or diet plans. Many consumers struggle to maintain behavior changes over 
long periods of time, so they seek emotional support groups or offerings that help motivate 
them and keep them accountable. 
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FIGURE 5: Sizing consumer-centric opportunities
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Source: ZS Atlas Intelligence and Reddit discussion threads ( January 2022 to April 2024)

By integrating motivations into the jobs-to-be-done framework, we’re able to develop a 
unified Demand Landscape to better identify and understand opportunities. Each demand 
intersection presents discrete opportunities for organizations to serve the consumers in this 
category, with products that match their distinct underlying needs, product preferences and 
existing levels of satisfaction. 

And different solutions have substantially different “footprints” where they do and don’t 
command significant market share. For example, while interest may exist elsewhere, GLP-1s 
have a concentrated footprint within the broader weight management universe. Nearly half 
of all usage is concentrated at the intersection of the health and mortality motivations and 
the physiological boost job-to-be-done (Figure 5). We anticipated increased penetration 
of these drugs, bolstered by improved supply chains, relaxed insurance coverage criteria 
and broader consumer awareness and adoption. Open questions remain about where and 
how they may expand into new intersections. The implications for other solutions currently 
occupying those spaces are yet to be fully understood.
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Implications for consumer organizations at the 
intersection of weight management
GLP-1s are likely to create headwinds for a variety of industries based on the rise in demand 
for rapid weight loss and common side effects such as nausea, fatigue, skin health and 
muscle loss. However, the opportunity for consumer industries is much larger if they avoid 
fixating on GLP-1s and instead capitalize on the role they can play within and across the 
Demand Landscape more broadly. 

Organizations serving these consumers should anchor their strategy on solving for specific 
pockets of demand. Laddering up benefits to broader motivations and anchoring solutions 
to give consumers a sense of control in managing their weight will be critical. Strategic 
partnerships may become increasingly valuable because no one company is likely to go it 
alone, given the breadth and complexity of needs weight-conscious consumers face. The 
Demand Landscape framework developed here can help us to identify and investigate key 
potential implications across industries and business functions.

USE CASE: FOOD AND BEVERAGE INNOVATION

Food and beverage makers are now grappling with the medical weight loss trend. 
Some have already begun developing products tailored to these consumers’ specific 
nutritional needs. Tools like our Demand Landscape can help companies assess 
opportunities in this space. They can explore products that could dominate the 
“accessible wellness” market to help consumers “be the best version of myself day to 
day” (Figure 5). Organizations can also gauge whether consumers will pay more for 
foods with optimized macronutrient profiles to meet their health goals.

Wellness
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Developing consumer-centric strategies for 
growth in weight management
Organizations looking to capitalize on the unique opportunities the weight management 
category is anticipated to face will need to find ways to cut through the noise. This requires 
targeted strategies and investments centered on a current understanding of consumer 
demand. It also involves recognizing how their products and services fit into the broader 
consumer ecosystem. As the weight management industry continues to evolve and expand, 
companies that leverage advanced analytics and develop consumer-centric strategies will be 
best positioned to capitalize on the growing opportunities.

USE CASE: CONSUMER HEALTH MARKETING

Weight management consumers have diverse needs that overlap with traditional 
health products. GLP-1 drugs have amplified these demands, from enhancing skin 
health to managing fatigue. Consumer health companies can tap into this market by 
addressing “pain-free appearance” concerns to help people “look my best physically 
by ridding extra weight” (Figure 5). They can support customers throughout their 
journey, from tackling acne to minimizing stretch marks. For those using GLP-1s and 
experiencing rapid weight loss, specific needs like maintaining facial fullness present 
new opportunities. By focusing on these areas, brands can serve both general weight 
management consumers and those using medical interventions.

USE CASE: FITNESS BRAND POSITIONING

Fitness brands can forge strategic partnerships with GLP-1 manufacturers to address 
muscle loss concerns and establish behavioral changes that prevent post-treatment 
weight regain. However, a larger market awaits those who position themselves 
as vitality specialists that help consumers “better navigate life and participate in 
activities” (Figure 5). By emphasizing accessibility, motivation and accountability, these 
organizations can uniquely serve health-conscious consumers, even if they’re not using 
medical therapies. 

Appearance

Vitality  
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