
GLP-1 Adoption and the 
Implications for QSRs
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The statistics are impressive: 

are currently 
taking some type 
of GLP-1 drug 1    

1 8IN

12%

have taken a GLP-1 
drug at some point in 
the last 12 months 2

1 5IN

18%

adults are currently 
clinically eligible to be 

prescribed a GLP-1 drug 3 

138
MILLION

There is no doubt we are in the middle of a lifestyle shift as more adults are choosing to take a GLP-1 
drug - and with the release of GLP-1s in pill form coming soon, there will be many more consumers opting 
to take part. The implications are far-ranging and having both positive and negative effects on gyms and 
fitness centers, apparel companies, alcohol and beer distributors, and most notably, the food service and 
grocery industries. 

And with adults who take GLP-1 drugs consuming approximately 16% - 39% less calories than during non-
GLP-1 use4, it’s easy to understand why QSR brands may be panicking about potential revenue loss created 
by the release of these wonder drugs. However, it’s important to understand that the impact of GLP-1 use 
on restaurants – especially QSRs – is more nuanced than the “restaurants will lose customers” narrative, 
and there are many ways, both from an operations and a marketing perspective, that QSR brands can thrive 
within the current GLP-1 landscape. In this paper we’ll assess the implications and outline steps Harmelin 
Media recommends that QSR operators take to succeed in the face of increasing GLP-1 usage. 

1 KFF, November 2025.           2 KFF, November 2025.          3 Beth Israel Deaconess Medical Center, November 2024.          4 Baylor Scott & White Health, May 2026 
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Why are GLP-1 drugs a threat to QSRs?

At the most basic level, GLP-1 drugs quiet the body’s 

hunger signals and reduce the “food noise” people often 

wrestle with on a regular basis. "Food noise" refers to 

intrusive thoughts people have about food, cravings, and 

eating that occur whether someone is physically hungry 

or not. It is a constant inner monologue that some 

people can easily suppress, while it entices others to give 

in to their cravings, regardless of physical hunger. It is 

constant and consistent, and can make it difficult to 

focus on daily tasks and maintain healthy habits5. 

When using GLP-1 drugs, people experience a 
physiological change that results in eating smaller meals, 
consuming fewer calories, and eating less often , while 
also altering their mental reward system which replaces 
food and snacking with some other treat. The impact is 
real, with transaction-based research showing that 
households using GLP-1 therapy reduced spending at 
fast-food, coffee, and other limited-service outlets by 
roughly 8% in the first six months after starting their 
prescription6.

5 Tufts Medicine, August 2025           6Cornell Chronicle, September 2025
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Implications of GLP-1 use for QSRs

Effective and successful use of GLP-1 drugs is best achieved by combining the drug use with a significant lifestyle 

change. People who use GLP-1s require high-protein meals, smaller and healthier snacks (think nuts, fruit, yogurt), 

nutrient-dense foods, and eat smaller meals at one sitting. It also potentially changes what food means to the 

consumer. In the face of these habitual changes, what does this mean for the QSR industry as a whole?

Lower calories per 
occasion: Many GLP-
1 users eat less at 
each meal, which can 
pressure average 
check size and reduce 
the effectiveness of 
traditional upsell 
tactics around 
appetizer and dessert 
menu items.

Shift in menu mix: 
Demand may soften 
for fried items, 
desserts, bread-heavy 
formats, and impulse 
snacking.

Redefinition of value: 
For smaller appetites, 
value is less about 
volume and more 
about quality, 
convenience, 
nutrition, and 
experience.

Selective indulgence: 
Consumers may still 
visit QSRs, but may 
partake with fewer 
add-ons, forego 
combo upgrades, and 
very likely have a 
specific idea of what 
they want to order 
before they arrive.

Segment divergence: 
QSRs dependent on 
large portions and 
frequent snacking are 
more exposed to 
revenue loss than 
operators offering 
flexibility and 
perceived better-for-
you choices.

Daypart changes: 
With lunch being the 
daypart most 
impacted by GLP-1 
use, QSR concepts 
focused on midday 
revenue generation 
may need to pivot 
towards breakfast / 
dinner or find another 
means of offsetting 
their losses in the 
lunchtime daypart.
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Harmelin’s POV on next steps 
for QSR operators

As with most things, the answer is never straightforward 
and is never just one thing. The best approach is layered and 
nuanced, designed to tackle the problem from multiple 
angles. However, there are two primary elements that need 
to be addressed: marketing and operations. If we are truly 
seeing a structural lifestyle change in consumers due to GLP-
1s, then it requires rethinking how QSRs market themselves 
and the way they operate their locations. Marketing plays a 
key role in how consumers perceive a QSR brand as being 
either GLP-1-friendly or a brand where they can reward 
themselves for their hard work and provide themselves with 
a hard-earned treat or indulgence; but marketing needs help 
from store operations to blunt the onslaught of GLP-1 
usage.
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From a marketing and media perspective, it’s important to understand that although GLP-1 usage is on the rise and 

represents a large part of the overall adult population, it is still only one segment of the US adult population. In 

no way should any QSR overcorrect and pivot fully into the GLP-1 craze - they should simply realize that GLP-1 

users are a new segment of the population that must be understood and to whom marketing dollars should be 

allocated. To that end, Harmelin recommends QSR operators consider the following:

Refine your messaging: Position your brand 
around balance, quality, and satisfaction rather 
than abundance. Remember, value takes on a 
different meaning to those fully adopting the GLP-1 
lifestyle. 

Track behavioral signals closely: Monitor attachment 
rates, combo mix, snack incidence, beverage mix, 
and protein-led item performance to understand 
how the shift is affecting your customer base. This is 
about education and the effects GLP-1 use is having 
on your brand.

Don’t mention GLP-1s: Although 59% of diners 
would be likely to order smaller, protein-based menu 
items, over 37% say they are absolutely not 
interested in a menu labeled as GLP-1 – meaning 
there is interest in the offering but not the identity7.

Segment your customer base: Know your customers 
and personalize your message to them. The GLP-1 
user has a never-before-seen unique profile. They 
might be a previous customer, but they are now part 
of a different segment with a different behavioral 
and psychological profile, and they have different 
triggers than they did previously. 

Follow lifestyle changes: A change in lifestyle is 
typically accompanied by a change in media 
consumption. A new lifestyle involves new habits, 
and new habits precede different behaviors. Those 
different behaviors mean GLP-1 users are now 
consuming different content – new videos, new 
websites, different books, magazines, and articles. 
Successful media placement is about meeting the 
consumer where they are, and being in front of GLP-
1 users is no different. 

7 Curion, March 2026



7

O PERAT IO NS THO UG HT-STARTE RS H
A

R
M

E
L

IN
 M

E
D

IA
 // G

L
P

-1
 A

D
O

P
T

IO
N

 A
N

D
 T

H
E

 IM
P

L
IC

A
T

IO
N

S
 F

O
R

 Q
S

R
S

From an operations standpoint, QSR brands can pull 

multiple levers to retain current GLP-1 customers or draw 

in new GLP-1 consumers:

Rebuild value architecture: Introduce 
smaller, premium-feeling meal 
formats and right-sized bundles 
to protect margins.

Lean into protein and functionality: 
Expand items that deliver protein, fiber, 
hydration, or other health-adjacent 
benefits without sacrificing convenience.

Use menu design to reduce friction: 
Highlight lighter options, customization, 
and nutrient-dense choices.

Protect a core indulgence, but moderate 
it: Keep signature craveable items, but 
offer mini formats, add-on flexibility, 
and portion choice.

Operational changes are not easily or quickly implemented, but GLP-1 usage is not going 
away, and only shows signs of growing. Even though consumers may change what they’re 
eating, how they’re eating, and when they’re eating, the fact remains consumers still dine 
out8  - whether for convenience, necessity, or indulgence - making operational alterations a 
necessity for QSRs to remain competitive and generate positive revenue flow. 

8 WSJ, “GLP-1 Users Are Taking a Bite Out of the Restaurant Business”, May 13, 2026
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Harmelin’s Bottom Line

GLP-1 medications are not eliminating 

restaurant demand, but they are changing the 

economics of food away from home. For 

quick-service restaurants, the primary risk isn’t 

a decrease in foot traffic; it’s in not 

identifying the shift in what consumers 

value, and how and what they purchase. As 

more consumers eat less per occasion, avoid 

indulgent items, and prioritize protein, QSR 

operators need to move beyond a model built 

primarily on calorie density, upsizing, 

and impulse add-ons. 

There is also the very real possibility there will be continual churn among GLP-1 users, 
as people cycle on and off the drugs throughout their lifetime. Most people - almost 
75% - discontinue GLP-1 use after 12 months9 , and we know that lifestyle changes are 
hard to adopt and very often do not stick. However, from a QSR standpoint, the more 
important numbers might be that 18% stop use after just three months, and 31% 
discontinue use after six months10. What is still unknown is how many people who 
cycle off GLP-1 drugs ultimately end up returning to their pre-GLP-1 lifestyle and 
eating habits. History would seem to indicate there will be plenty of people “falling off 
the GLP-1 lifestyle wagon”. 

From a marketing perspective, audience segmentation, message personalization, and 
message frequency are keys to thriving during the GLP-1 era of dining out. With 
millions of people constantly churning in and out of the GLP-1 lifestyle, maintaining a 
consistent presence is key. As important as this might be, proper messaging is more 
important. It is very clear that GLP-1 users do not want to be labeled as such when it 
comes to their menu selections, but they need to know those options exist and are 
embraced by the restaurant. This is where understanding your audience is paramount, 
and where matching your message to the correct audience is key.  

Ultimately - as is usually the case in QSR marketing - the winners are likely to be brands 
that can create a nuanced approach balancing the correct menu offerings with the 
proper messaging and marketing plan.

9 Northwestern Now, November 2024           10  Northwestern Now, November 2024
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About us

info@harmelin.com www.harmelin.com

Harmelin Media specializes in full-funnel performance media and marketing solutions 
and has nearly 45 years of experience helping clients navigate the rapidly changing, 
increasingly data-driven media landscape. Harmelin has grown with a diverse client 
roster including many Fortune 500 companies across an array of industries (including 
QSR) and is now one of the largest independent media service firms in the United 
States.

 

Harmelin’s expertise is in managing massive client and campaign data sets to develop 
strategic, innovative executions that generate immediate growth and long-term return 
on investment. We accomplish this through our proprietary technologies and data 
platforms, all while maintaining a long-term focus and operating with 100% 
transparency. 
Our approach has resulted in unprecedented retention rates with both employees and 
clients.

 

Harmelin’s current media billings exceed $700 million across all brand, demand and 
performance channels. We are a Google Premier Partner, Meta Business Partner, The 
Trade Desk Premier Partner and proud members of the ANA and IAB.

For more information, please contact info@harmelin.com or visit www.harmelin.com.
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