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COMPARED TO THIS TIME LAST YEAR, ARE YOU BUYING MORE, LESS, OR THE SAME AMOUNT OF SNACK 
FOODS (E.G., CHIPS, CRACKERS, COOKIES, SNACK BARS, ETC.)?WE ARE REFERRING TO THE NUMBER OF 
UNITS YOU BUY, NOT HOW MUCH MONEY YOU SPEND.

Posed to all respondents
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Tickers: MDLZ, PEP, NESN
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WHY ARE YOU BUYING LESS SNACK FOODS? SELECT ALL THAT APPLY

Posed to all respondents who note that they are buying less snack foods. (N=167)
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ABOUT HOW MANY ALCOHOLIC DRINKS DO YOU HAVE EACH WEEK?

Posed to all respondents
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IF YOU WERE ASKED ONE YEAR AGO HOW MANY ALCOHOLIC DRINKS YOU DRINK EACH WEEK, WHAT 
WOULD YOU HAVE SAID?

Posed to all respondents
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NOW (MINUS) IF WE ASKED ONE YEAR AGO…

Posed to all respondents
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THINKING ABOUT THE PAST YEAR OR TWO, WOULD YOU SAY THE ALCOHOLIC BEVERAGE PRODUCTS 
YOU PURCHASE ARE...

Posed to all respondents
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NON-ALCOHOLIC BEER
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WHAT IS YOUR OPINION OF NON-ALCOHOLIC BEER?

Posed to all respondents
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Cross-tabbed by their experience with non-alcoholic beer…
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Tickers: BUD, STZ, TAP, SAM
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WHAT IS YOUR OPINION OF NON-ALCOHOLIC BEER?

Posed to all respondents
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HAVE YOU EVER CONSUMED NON-ALCOHOLIC BEER?

Posed to all respondents

PAGE 12

21.7%

23.5%

54.8%

19.7%

23.8%

56.5%

19.7%

20.4%

60.0%

25.2%

20.8%

54.0%

21.8%

18.6%

59.7%

24.4%

21.8%

53.9%

25.8%

20.8%

53.4%

0% 20% 40% 60% 80% 100%

Yes, multiple times

Once, but not again since

Never

Feb (26)
Nov (25)
Aug (25)
May (25)
Feb (25)
Nov (24)

Tickers: BUD, STZ, TAP, SAM



BESPOKE Surveys 
CPGs | February 2026

WHO IS THE CUSTOMER? EXPERIENCE WITH NON-ALCOHOLIC BEER

Age:
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WHO IS THE CUSTOMER? EXPERIENCE WITH NON-ALCOHOLIC BEER

Gender:
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HOW OFTEN DO YOU CONSUME NON-ALCOHOLIC BEER?

Posed to all respondents who consume non-alcoholic beer.
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WHAT ARE YOUR PRIMARY REASONS FOR CHOOSING NON-ALCOHOLIC BEER? (SELECT ALL THAT APPLY)

Posed to all respondents who consume non-alcoholic beer.
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WHERE DO YOU TYPICALLY PURCHASE NON-ALCOHOLIC BEER? (SELECT ALL THAT APPLY)

Posed to all respondents who consume non-alcoholic beer.
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DO YOU EXPECT TO CHANGE HOW OFTEN YOU DRINK NON-ALCOHOLIC BEER IN THE FUTURE?

Posed to all respondents who consume non-alcoholic beer.
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IS YOUR CONSUMPTION OF NON-ALCOHOLIC BEER...

Posed to all respondents who consume non-alcoholic beer.
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HAVE YOU HEARD OF ANY OF THE FOLLOWING NON-ALCOHOLIC BEER BRANDS? SELECT ALL THAT APPLY

Posed to all respondents
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HAVE YOU EVER TRIED ANY OF THE FOLLOWING NON-ALCOHOLIC BEER BRANDS? SELECT ALL THAT 
APPLY

Posed to all respondents

PAGE 21

0.7%

1.4%

3.5%

4.4%

4.9%

5.4%

5.8%

7.2%

7.5%

7.9%

74.2%

0% 20% 40% 60% 80% 100%

Other (please specify)

Gruvi

Bravus Brewing Company

Sober Carpenter

Surreal Brewing Company

WellBeing Brewing

Partake Brewing

Athletic Brewing Company

Brooklyn Brewery

BrewDog

None of the above

Feb (26)
Nov (25)
Aug (25)
May (25)
Feb (25)
Nov (24)

Tickers: BUD, STZ, TAP, SAM



BESPOKE Surveys 
CPGs | February 2026

HOW DID YOU FIRST LEARN ABOUT ATHLETIC BREWING COMPANY?

Posed to all respondents who have tried Athletic Brewing (N = 80).
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DO YOU VIEW YOUR CONSUMPTION OF ATHLETIC BREWING TO BE ADDITIONAL OR REPLACEMENT OF 
REGULAR BEER CONSUMPTION?
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HOW WOULD YOU RATE ATHLETIC BREWING WHEN IT COMES TO...
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Posed to all respondents who have tried Athletic Brewing (N = 80).
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HOW OFTEN DO YOU DRINK ATHLETIC BREWING PRODUCTS?
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YOU MENTIONED THAT YOU NEVER CONSUME NON-ALCOHOLIC BEER. COULD YOU SEE YOURSELF BEING 
A CONSUMER OF NON-ALCOHOLIC BEER IN THE FUTURE?

Posed to all respondents who never consume non-alcoholic beer. 

PAGE 26

12.3%

87.8%

8.8%

91.2%

7.0%

93.0%

10.9%

89.1%

7.9%

92.1%

10.4%

89.6%

8.7%

91.3%

0% 20% 40% 60% 80% 100%

Yes

No

Feb (26)
Nov (25)
Aug (25)
May (25)
Feb (25)
Nov (24)

Optional Comments: Summary Analyzed via LLM

Tickers: BUD, STZ, TAP, SAM



BESPOKE Surveys 
CPGs | February 2026

HOW OFTEN DO YOU CONSUME ALCOHOLIC BEVERAGES?

Posed to all respondents
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Tickers: BUD, STZ, TAP, SAM
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COMPARED TO ONE YEAR AGO, HOW HAS YOUR ALCOHOL CONSUMPTION CHANGED?

Posed to all respondents
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HOW OFTEN DO YOU DRINK BEER?
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Posed to all respondents
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HOW OFTEN DO YOU DRINK BEER?
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Posed to all respondents

Cross-Tabs: Male, by Age.
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HOW OFTEN DO YOU DRINK BEER?
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Posed to all respondents

Cross-Tabs: Female, by Age.

Tickers: BUD
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HAVE YOU PURCHASED BEER FROM ANY OF THE FOLLOWING IN THE PAST YEAR?
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Posed to all respondents
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Optional Comments Analyzed Via LLM

Tickers: BUD

Quarter 2023Q2 2023Q3 2023Q4 2024Q1 2024Q2 2024Q3 2024Q4 2025Q1 2025Q2 2025Q3 2025Q4 2026Q1 R-Squared P-Value Trend
Negative: Politics / 'Woke' / Mulvaney 40.00% 36.00% 22.58% 21.83% 20.66% 14.77% 12.17% 17.61% 15.69% 12.34% 12.37% 12.14% 0.732 <0.001 DOWN
Don't Drink Bud Light / Dislike Taste 9.58% 8.00% 17.51% 15.23% 14.08% 17.61% 15.34% 14.20% 11.76% 26.62% 16.13% 17.96% 0.311 0.059 Up
Positive: Brand Affinity / Inclusivity 10.83% 14.00% 9.22% 14.72% 8.45% 14.77% 11.11% 10.80% 16.34% 11.69% 17.74% 13.59% 0.167 0.187 Up
Teetotaler / Don't Drink Alcohol 14.17% 12.80% 20.74% 20.30% 24.41% 20.45% 29.63% 24.43% 21.57% 20.13% 23.66% 23.79% 0.355 0.041 UP
No Change / Neutral 3.33% 2.40% 6.91% 4.57% 2.35% 5.68% 3.17% 5.68% 4.58% 3.25% 6.45% 3.88% 0.04 0.535 Up
Other / Unclassified 22.08% 26.80% 23.04% 23.35% 30.05% 26.70% 28.57% 27.27% 30.07% 25.97% 23.66% 28.64% 0.173 0.178 Up
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Posed to all respondents

Cross-Tab: By how often respondents drink beer

Filter: In the past year purchased Bud Light frequently or very frequently.

Tickers: BUD

10.7%

1.6%

2.4%

2.3%

3.7%

7.4%

4.0%

4.2%

12.6%

11.6%

7.4%

1.8%

46.7%

61.1%

66.9%

74.4%

74.1%

86.9%

21.3%

22.6%

13.4%

11.6%

11.1%

1.6%

17.3%

10.5%

4.7%

0.0%

3.7%

2.5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Every day

A few times a week

About once a week

A few times a month

Once a month

Less than once a month

Significantly Worsened Slightly Worsened No Change Slightly Improved Significantly Improved



BESPOKE Surveys 
CPGs | February 2026

HAS YOUR OPINION OF BUD LIGHT / BUDWEISER CHANGED IN THE PAST MONTH?

PAGE 43

Posed to all respondents

Cross-Tab: Male and age

Cross-Tab: Female and age

Tickers: BUD



BESPOKE Surveys 
CPGs | February 2026

DOING FORWARD, WILL YOU WILL INCREASE OR DECREASE YOUR PURCHASING OF BUD LIGHT / 
BUDWEISER?

PAGE 44

Posed to all respondents

27.9%

5.3%

10.6%

48.7%

3.5%

4.0%

0% 20% 40% 60% 80% 100%

Not Applicable (I was never a Bud Light /

Budweiser drinker)

Significantly Increase

Slightly Increase

No Change

Slightly Decrease

Significantly Decrease

Feb (26)

Nov (25)

Aug (25)

May (25)

Feb (25)

Nov (24)

Aug (24)

Apr (24)

Feb (24)

Nov (23)

Aug (23)

Apr (23)

Tickers: BUD



BESPOKE Surveys 
CPGs | February 2026

DOING FORWARD, WILL YOU WILL INCREASE OR DECREASE YOUR PURCHASING OF BUD LIGHT / 
BUDWEISER?

PAGE 45
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Posed to all respondents who would decrease purchases of Bud Light/Budweiser.

Tickers: BUD

Quarter 2023Q2 2023Q3 2023Q4 2024Q1 2024Q2 2024Q3 2024Q4 2025Q1 2025Q2 2025Q3 2025Q4 2026Q1 R-Squared P-Value Trend
Coors 20.56% 15.38% 15.66% 11.84% 16.18% 10.53% 5.63% 12.07% 6.12% 10.71% 14.00% 13.33% 0.267 0.086 Down
Miller 14.95% 17.58% 15.66% 13.16% 4.41% 11.84% 11.27% 6.90% 14.29% 7.14% 6.00% 6.67% 0.477 0.013 DOWN
Corona 7.48% 7.69% 9.64% 7.89% 7.35% 10.53% 11.27% 6.90% 8.16% 3.57% 10.00% 13.33% 0.048 0.495 Up
Michelob Ultra 4.67% 2.20% 3.61% 3.95% 2.94% 6.58% 9.86% 10.34% 4.08% 5.36% 4.00% 2.22% 0.017 0.688 Up
Still drank Bud/Bud Light 0.93% 4.40% 3.61% 5.26% 2.94% 1.32% 2.82% 5.17% 12.24% 3.57% 4.00% 4.44% 0.118 0.275 Up
Modelo 2.80% 4.40% 6.02% 5.26% 5.88% 3.95% 2.82% 0.00% 6.12% 3.57% 2.00% 0.00% 0.244 0.103 Down
Heineken 2.80% 3.30% 0.00% 2.63% 2.94% 5.26% 5.63% 5.17% 6.12% 3.57% 8.00% 0.00% 0.104 0.307 Up
Craft Beer / Local 4.67% 5.49% 3.61% 2.63% 4.41% 2.63% 1.41% 1.72% 2.04% 1.79% 0.00% 2.22% 0.669 0.001 DOWN
Hard Seltzer / FMBs 1.87% 3.30% 2.41% 3.95% 4.41% 6.58% 4.23% 0.00% 2.04% 0.00% 2.00% 2.22% 0.112 0.287 Down
Other / Unclassified 24.30% 27.47% 24.10% 28.95% 26.47% 23.68% 28.17% 41.38% 34.69% 41.07% 38.00% 35.56% 0.624 0.002 UP

*Data on this page analyzed via LLM.
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BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Davids vs. Goliaths
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Posed to all respondents
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Posed to all respondents
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WHEN IT COMES TO HOUSEHOLD AND PERSONAL CARE PRODUCTS, WHAT IS YOUR OPINION OF THE 
FOLLOWING?
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Posed to all respondents
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