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executive summary

a time of transformation

The country is undergoing a sea change in how the general 
population views cannabis. With Colorado and Washington 
leading the way on legalization of recreational use and increasing 
mainstream acceptance of the medical benefits of cannabis, 
tremendous opportunities are emerging.

Change hasn’t come without challenge. Colorado’s expected tax windfall has fallen 
short. Washington State’s roll-out of retail shops has been anything but smooth. And 
on the medical side of the fence the patchwork of regulations limits the industry to 
regional focus. Finally, industrial hemp is emerging from the shadows of THC 
producing cannabis.

Our expectation is that the coming months and years will be tumultuous. Laws will 
be amended, local jurisdictions will exert their wishes and the lawyers will be kept 
very busy. Regardless, the years of cannabis prohibition are numbered. Firms and 
entrepreneurs who are the first movers at the forefront of the industry stand to gain 
an upper hand over those who wait to establish themselves.

overview of key findings

Approval of legalization does not equal a proclivity to consume, yet. Whereas our 
sample revealed 71.3% generally approved of the legalization efforts in Colorado  
and Washington State, a much smaller 21.8% indicated they were at least “somewhat 
likely” to use cannabis products if legal in their state. As social stigmas subside  
and the effects of edibles are more predictable, we expect the percentage of users  
to increase.

It’s Us versus Them. In the broadest sense there are two distinct mindsets uncovered 
by the study which took on an ‘us versus them’ in terms of their overall worldview on 
cannabis. There are those who have been waiting for the day to come when cannabis 
legalization would become a reality. Then there are those who have paid much less 
attention and may or may not support it.

Consumer segments emerge. Of the four groups uncovered, only two are worthy of 
pursuing with marketing investments. The segments are unique in their worldview. 
While there are commonalities there are also differences in attributes preferred  
in brands.

We’re consumers not ‘stoners.’ The study revealed that quickest way to turn off 
consumers is by using stereotypes and imagery of the past. Such visuals appeal to 
those longing for nostalgia of days past. The take-away is that today’s customers want 
to be respected with sophisticated messaging. They want to understand the product 
and seek consistency in the experience. Brands more likely to realize success will 
utilize brand strategies that respect and educate the consumer.
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study Intent: What It Is, What It Is not

Who is the Cannabis Consumer? Well, that’s what we aim to find out. Despite many 
clichés and stereotypes, no research exists about who uses cannabis, who would possibly 
use cannabis or what type of branding would appeal to them. That’s a little outrageous 
considering the dawning of a new recreational industry. So, we intend this study to 
uncover the types of recreational cannabis consumers by getting a better understanding 
of how they see the world and what they want in a brand.

We had no interest in our respondents’ political views. Instead, we wanted to gather 
perspective on each person’s lifestyle experience, expectations and desires to find out 
what drives their interaction and adoption of brands.

We also had limited interest in demographics. We wanted to focus on worldviews 
and did not want to miss that forest for the ‘demo’ trees. People who share those same 
worldviews are more likely to have the same opinions about brands over people of the 
same demographic. 

Here’s what we want to know:

u  How do you develop a cannabis brand in the most profitable way?

u  What types of people will most strongly patronize a cannabis brand?

u  What are the attitudes, behaviors, lifestyles and demographic characteristics of 
cannabis consumers? 

u  What is the cannabis consumer seeking in the “ideal” cannabis brand? 

u  What world views and outlooks do these consumers want to see expressed in brands?

u  How can emerging brands harness insights like these to find and sell to the most 
receptive consumers?

This study unmasks the cannabis consumer so that we can start to understand and 
communicate with them more effectively.

Methodology

Our study conducted an 
online survey of United 
States residents between 
the ages of 21 and 64 from 
July 29 to August 14, 2014. 
These respondents were 
randomly selected  
and represent a wide 
geographic swath across 
the country.

We weighted the sample  
to reflect the actual age 
distribution within the U.S. 
in accordance with U.S. 
Census Bureau data  
(2012 update).

We received 1,000  
total valid respondents  
(Or n=1,000 for the  
smart kids).

PresentatIon of study fIndIngs

We wanted to tell the story of the cannabis consumer as more of a narrative instead of a 
highly detailed report stuffed with numbers and charts. Don’t worry, we still have those. 
However, we intend to present the specific characteristics of these emerging audiences and 
then use those dry data tables as supporting evidence.

In determining how best to approach dividing our respondents, we found a four-group 
approach the best option. This gave us enough subgroups to analyze closely and then break 
apart into distinct attributes and attitudes. It still leaves their demographics distinguishable 
for communication strategies.
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national market considerations

Even though Colorado and Washington State remain the only states to legalize 
recreational marijuana, we felt it important to include respondents from all over the 
country. This perspective gives an understanding of what influences the general 
market. In the future, we may include state or regional level data in this study. 

recreational regulatory environment 

During the course of upcoming legislative sessions in Colorado and Washington 
State we expect amendments to the currently enacted laws. Therefore this study 
is not intended to assist firms in navigating the laws as they pertain to marketing 
cannabis-based products. For questions on the execution of product marketing  
tactics in accordance with local laws, we encourage you to seek the advise of 
experienced counsel. 

tetrahydrocannabinol (thc) vs. cannabidiol (cbd)

We neither distinguished brand attributes for THC vs. CBD products nor gauged the 
consumer’s understanding of them. 

it’s us versus them, but who are we?

Our data tells a very interesting story about the two main ‘sides’ in the recreational 
marijuana environment. Two of our four main groups will support and patronize 
cannabis brands, while the remaining two most likely will not. You could look at  
it as an ‘Us vs. Them’ scenario, but that doesn’t tell the whole tale.

Intriguingly, those two groups who would support and patronize cannabis brands 
don’t always see eye to eye. Likewise, the two groups that would stay away from 
cannabis brands do not have a great deal in common. Each ‘side’ of this consumer 
issue complicates the matter with disagreements on everything from general 
worldview to the question of marijuana’s legality. The result is that marketers  
and brand builders will need to navigate issues unlike those faced in other  
consumer verticals.

meet the market segments

As previously said, we divided our respondents into four groups based on their 
perspectives, attitudes and probability of supporting a cannabis brand. These 
four segments provide an outline of the country’s general outlook on recreational 
marijuana. They also offer a window into what they want in a cannabis brand.
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Meet the Indies. They consider themselves independent people 
and unaligned with any political party or religious group. Think 
of them as relatively radical social libertarians, fierce in their 
self-sufficiency and servant to none. These free-thinkers believe 
strongly in the power of the individual to live life as they want as 
long as they mind their own business. Everyone else can butt out. 

As such, the Indies do not cop well with government or civic leaders, but at the same 
time don’t need change to occur immediately. They believe they have seen much in 
life and know not to expect real impact from government. If change does come, they 
believe it will happen with the speed of a limping turtle.

Not all of the Indies are cut from the same cloth. The group includes rich and poor, 
young and old. If they have one thing in common, it’s an independent “to each their 
own” attitude.

More than any other of the four segments in our study, the Indies strongly and 
vocally supported the legalization of marijuana. They will back emerging brands. 
The Indies used marijuana before it was legal and feel vindicated that the rest of 
the world is finally catching on. A full 28.9% of them said they would be “extremely 
likely” to patronize recreational marijuana if their state legalizes it.

Having been around the block a time or two, the Indies told us they want product 
branding have a responsible, non-radical message. They want canna branding to tout 
what they see as the real benefits of marijuana, without going overboard. The idea of 
consuming to get incapacitated and become one with the couch is not desired.

The Indies told us they love to travel, watch sports on TV, shop and find 
entertainment. And they are fairly likely to do this while using cannabis. 

Cannabis branding, packaging and new product development would do well to 
consider this group of eager early adopters. They talk the talk, walk the walk and will 
prove influential in these early days of legal recreational marijuana.

the indies
15% of the population

the indies

84.7%
support legalization 

of marijuana

the indies

28.9%
extremely likely to patronize 

cannabis if legal in their state

meet the market segments
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Meet our largest segment by far: the Outsiders. Unfortunately, 
they feel pretty disaffected these days. 

Mostly in their 20’s and early 30’s, more female and less educated, they work hard 
for middle class income and often struggle to make ends meet. This group feels 
like life has stacked its deck against them, especially with coming of age in these 
economically challenging times. They complain a lot about the world, yet hesitate to 
initiate change. They see government as a cold relic, which could have something to 
do with that hesitation.

Like our friends the Indies, the Outsiders don’t really subscribe to religious or 
political groups. However, they don’t really think people should live however they 
choose. To the Outsiders, life resembles a game and with prescribed right and wrong 
ways to play. Unfortunately for them, playing by these rules has not given them all 
they feel they deserve. Others got ahead at the Outsiders expense or cut corners to 
climb the social ladder around this large segment.

The Outsiders are an ethnically and culturally diverse group and its members are 
comfortable with that. More, they believe a greater portion of the population should 
share their openness to diversity.

The Outsiders do love going outside, in fact. They spend their time engaging in 
more outdoor activities than the other groups, including team and recreational sports 
such as hiking, biking and jogging. Their households are also more likely to have at 
least one child.

This group is fine with the legalization of marijuana. They have been socially around 
it for some time. They also think other states should legalize it as well. They may 
not welcome it with the enthusiasm of the Indies, but they don’t have that kind of 
enthusiasm for many things. Regardless, its sheer size and easy acceptance of legal 
marijuana make the Outsiders a prime opportunity for cannabis brands
.

the outsiders
44% of the population

the outsiders

44%
the largest group &
opportunity by size

the outsiders

20’s & 30’s
more female and

less educated
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Meet the Now-ists. Younger and least wealthy than any other 
segment, this group is anxious. The group is about the same 
size as the Indies and struggles economically like the Outsiders. 
However, they have more education and less cynicism, which 
makes it easier for them to believe they can affect change. They 
live in the present and want to see positive change now.

The Now-ists are actually impatient for change. They feel frustrated with the current 
state of the country, but remain hopeful that things will change for the better. They 
believe their current situations will improve. 

Now-ists enjoy similar pursuits as the Outsider group. They both like outdoor 
physical activities such as team sports, jogging or running. Now-ists also enjoy 
volunteering, photography, travel and wine-tasting. These distinguished pastimes 
likely stem from their higher levels of education. 

This segment agrees that legalization of marijuana is a positive step. It reflects  
how they see the world. However, this support of marijuana does not extend to 
branded product consumption, as only 16.3% of them say they would support 
cannabis brands.

the now-ists
15% of the population

the now- ists

16.3%
tepid support for
cannabis brands

the now- ists

78.9%
see legalization

as a positive step
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Meet the Traditionalists. As the only major opponents of 
marijuana our study found, this segment does mostly fit the 
assumed demographic. They are older, better educated and 
wealthier that our other segments. This group considers itself 
patriotic, structured and self-directed. They do not see themselves 
as reckless, impetuous, progressive or prone to taking risk. 

The Traditionalists don’t want change, because the status quo treats them well. They 
believe in rules and moral order — the ones that set them up so well. They don’t 
believe the country is going down the tubes. Rather, they believe society is suffering 
a breakdown of that basic moral order that led them through their life.

This explains their firm opposition to the legalization of recreational cannabis 
usage and their unwillingness to support any branded cannabis products. The 
Traditionalists won’t convert to cannabis — they will actively work against it. 

the traditionalists
26% of the population
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the indies

Being vocal advocates of legalization, Indies are 
comfortable with cannabis products using brand 
communication techniques common in other  
consumer verticals. Indies are likely to consume on  
a more frequent basis. As such they are likely to vary  
in their use of products. While smoking is the primary 
delivery vehicle of choice, the Indie will be among  
the first to try alternatives. 

These laid back supporters favored fashionable, 
innuendo-driven, sexy, humorous, even naughty 
branding. Communication tactics common in more 
sophisticated consumer products. There is a resentment 
of messages being pushed. Avoid the “hard sell” with 
Indies as they choose to live life on their terms
. 

consumer segment drivers

the outsiders

The Outsiders may use cannabis products as an escape 
from their daily, disaffected life. For them, it helps leave 
the workday behind or celebrate the weekend. They 
embrace themes of affluence, fashion, sophistication, 
intellectualism, adventure, self-assuredness and creativity.
Those frustrated feelings towards life may indicate 
the qualities they seek in a brand. They may want that 
disgruntlement reflected in brand attributes or see 
qualities they feel they do not possess.

It’s worth noting that the Outsiders indexed above the 
average on every brand characteristic presented in the 
survey. They desired each characteristic presented to 
be represented. The characteristic “least” preferred is 
Affordable while the most preferred brand characteristic 
is Affluence. The takeaway being Outsiders don’t want to 
be reminded of their economic challenges. 

the now-ists

The Now-ists represent the antithesis of  
The Outsiders. They are not likely to patronize 
cannabis product brands, though they generally 
support legalization. This group rejects every  
branding attribute, except Sexy and Organic. 
Advertising messages in general viewed with 
skepticism by the Now-ists.

Among the brand attributes presented in the study, 
those indexing lowest were Affluence, Naughtiness, 
and Prudence

the traditionalists

What branding would the Traditionalists prefer? 
None. The Traditionalist doesn’t support legalization 
and will not patronize cannabis brands. Investing 
resources in an attempt to win them over would 
be wasteful. There may be a political rationale for 
communicating with this audience but it would be a 
long-term effort to change the perception of cannabis 
legalization.

cannabis brand development study u know your target market u10
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what does this mean for brand development? 

There are two segments to focus on when developing a brand, messaging and 
go to market activities. The Indie and Outsiders will comprise the most feasible, 
targetable and profitable audiences for brands. Together they comprise 59% of the 
legal-age general population. They overlap in worldview and brand attributes, but 
nuanced strategies are required for maximum brand adoption. The Now-ists will 
use marijuana. However, given their resistance to brand messaging, significant 
investments to attract this audience is not advised. 

implications for brand development

what should a cannabis brand  
stand for? 

speaking to the indie

The Indies accept cannabis. For many it is a part of their 
lives. Whether through regular consumption or vocal 
support for legalization, the Indie is very comfortable 
with messages about cannabis. In their mainstream 
world, common branding communication techniques 
are quite accepted. Creatively using the brand messages 
that they favored will lead to greater adoption and 
profitable market segments. 

While Indies enjoy a more affordable product (who 
doesn’t?) they also had a fondness for cannabis products 
portrayed as fashionable. The Indies are aficionados. 
These are your influencers and tastemakers. Being 
“advanced” users, Indies can appreciate a more technical 
interaction with a brand. Communicating different 
types of highs and nuances between strains will be 
appreciated. Their vocal support for legalization and 
higher consumption rates underscore their desire to 
associate with a fashionable product but also one that 
acknowledges their understanding of cannabis.

The desired quality relating to localism could be 
emphasized in a number of ways. Think of the local 
food trends and associating positive regional qualities. In 

some food and beverage verticals, the notion  
of location has been elevated to a brand in itself.  
Think recognized viticultural regions such as Napa  
for wine, Cascade Hops in brewing and of course 
Kentucky bourbons.

For particular products types, determine if there are 
vehicles that can be used to associate your brand with 
sexiness and humor. For example, try using celebrities or 
people of notoriety with an edge to deliver your message 
through creativity in a sexy, humorous or a bit naughty 
way. It will connect more deeply and will create loyal, 
high value customers. 

In the naming of products the Indies preferred those 
that did not create a radical response. Their preference 
was for a relaxed mellow-sounding brand name. They 
want it to be inoffensive and not relate to excess. The 
Indies often mentioned “nice and easy”, which connotes 
a sensation of relaxation.

What did come through loud and clear was a rejection 
of “stupid names.” Our analysis revealed a desire to treat 
Indies and their embracing of cannabis with respect. 
We recommend cannabis brand builders avoid past 
stereotypes and present brands in a manner that honors 
the newly established legitimacy. The Indies will thank 
you for it with their wallets.

u11



canna ventures u be found. grow revenue. u www.canna-ventures.com u (206) 420-6121

speaking to the outsider

At 44% of our study population, the Outsiders 
represent the largest contingent. However, there is 
one consideration: simply because they supported 
legalization does not guarantee they will consume. 

A sizable 72.1% of Outsiders agreed with legalization, 
yet when asked about use of recreational cannabis if it 
were available in their state, only 26.3% stated they were 
“somewhat” or “extremely” likely to use. Additionally, 
they are not likely to be vocal advocates or consumers. 
Not only do they feel “outside” of mainstream society, 
they are a quiet majority on the continuum of cannabis. 
Cannabis has long been in their lives to some degree 
and it’s simply not that big of a deal.

The typical Outsider prefers aspirational brands 
compared to where they view themselves in society. 
As stated earlier, they appreciate brands that espouse 
affluence, fashion, sophistication, intellect, adventure, 
self-assuredness and creativity. The Outsiders certainly 
have these qualities, but within the context of their 
worldview, the most desirable brand attributes are those 
they do not see in their current life situation. Which 
returns us to our presumption that the Outsiders who 
do use cannabis do so as an escape mechanism. Brands 
strategically positioned as aspirational and delivering an 
experience of escaping the daily routine will connect 
with the Outsider’s desires.   

This large group wants brands to avoid immaturity 
or recklessness. And while many consume cannabis 
products for fun, they preferred responsibility in 
messaging. How does this translate into branding? Well 
if you’re looking for a spokesperson, this large supportive 
audience doesn’t want to see historical or current day 
stereotypes pitching your product. They want to see 
themselves perhaps a bit further ahead in life than where 
they are now. They want to see someone a little more 
sophisticated and creative discussing your product in a 
thoughtful way.

The traditional audiences may have a hard time hearing 
this, but in our nationwide survey, there is overwhelming 
rejection of the historical stereotypes. For today’s 
emerging cannabis consumer, the past is the past. The 
new reality portrays products as positive and upscale but 
not out of reach. Again the strongest indexed attributes 
for Outsiders were affluence, fashionable, sophistication, 
intellectual, adventurous, self-assured and creative 
– what brand would not want those attributes? This
influential and lucrative audience segment is demanding
them. Along with the Indies, the Outsiders demand
respect. Missing these clear signals is a recipe for a
brand with short life.

Successful brands will use sophisticated, plotted 
humor to craft unique stories conveying the merits 
of their products. Images of enjoyable, intellectual or 
adventurous pursuits will connect with the Outsiders. 
Work with them and they will reward your brands  
with loyalty.

brand developmentimplications for brand development
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hypothetical brand names

The most effective brands connect with 
consumers at deeply personal level.

Much of the effort in strategic brand development 
occurs well before creative execution. Though it’s easy 
to get energized by brainstorming visual concepts. 
Developing a brand involves much more than a color 
pallet, logo and slogan. It is an emotional response 
triggered by trust established between the brand 
and consumer. The foundation for trust begins with 
understanding needs and desires and delivering a 
supportive experience. 

Products begin with addressing consumer’s unmet 
needs. Brands connect with the target audiences by 
communicating the qualities the consumer seeks 
and how the product can deliver. Brand execution 
continuously reinforces the appropriate product qualities 
across the spectrum of, but not limited to:
 

u  Positioning 
u  Naming
u  Packaging
u  Pricing
u  Availability
u  Advertising and promotional messages 
u  User experience
u  Service

Successful brands in any market will pay close attention 
to all the consumer touch points. They will make 
a promise to consumers and consistently fulfill that 
promise with each interaction. 

hypothetical brand name exercise

For our study we included an exercise in an attempt to 
push survey participants. We presented the following 
survey question: 

“Assume for a moment that you live in a state that has 
legalized recreational marijuana, and assume that brands 
of marijuana cigarettes exist in your state. Given that, 
which one of these brand names for pre-rolled marijuana 
cigarettes do you like best?”

The options available for respondents to choose  
from were:
 

u  Ease
u  Smack
u  Enhance
u  jZIG
u  SmoothHi
u  Hit21 

The fictitious brand names selected are meant to evoke 
an emotional response, be it positive or negative. An 
open text field response allowed the respondent to 
voice their feelings for them. The responses were then 
analyzed for common themes and concepts.

The scenario presented to respondents only applied to 
pre-rolled cannabis cigarettes. Pre-rolled cigarettes were 
selected because it is the most common and familiar 
delivery system. Future research is expected to assess 
naming concepts for varying product types and  
delivery methods.

implications for branding exercises
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branding exercises

the winner is…

Ease was far and away the preferred name across all segments. 

the loser(s) are…

All the other hypothetical names tested. A distant second place was SmoothHi. 

The take away is that when naming brands, reflecting desired attributes is more likely 
to lead to a favorable response in consumers. 

Brand names that evoke harder drug use or that do not convey elements of the user 
experience will have a more difficult time gaining widespread acceptance by the 
Indie and Outsider markets. 

The fictitious brand name exercise is but one of several exercises conducted during 
brand development. For the study we limited the survey to one scenario to illustrate 
the point.

names indie outsider now-ist traditionalist total

ease 31.9% 29.6% 39.9%  26.0% 30.6%

smack 7.4% 6.0% 9.2% 7.6% 7.1%

enhance 5.6% 14.1% 20.1% 17.7% 14.6%

jzig 3.5% 3.8% 0.6% 4.2% 3.4%

smoothhi 24.1% 14.3% 18.9% 24.3% 19.0%

hit21 7.6% 9.8% 4.4% 6.7% 7.8%

implications for branding exercises
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appendix

about canna ventures

The team that forms Canna Ventures solves business 
and marketing problems for clients large and small. 
Experience spans both client and agency side with 
nearly 100 years combined experience. Clients have 
included Fortune-1000 consumer and business brands 
as well as niche upstarts launching into new markets.

Research and data are the foundation of strategy 
development and campaign execution. Key services 
include brand development, marketing strategy, web 
development, traditional & digital advertising, creative 
services and market research.

the research team

Market research veteran Jerry Johnson directed the 
data collection phase and delivered initial insights. 
The applied research methodology adheres to industry 
standard practices and is statistically valid. The report 
was compiled through a collaborative effort with the 
entire Canna Ventures team interpreting data and 
providing perspective.

  percent 

 indie outsider now-ist traditionalist total

  under $30,000 35.3% 30.0% 29.4% 22.0% 28.8%

  $30,000 - $49,000 19.4% 21.1% 30.1% 19.4% 22.1%

  $50,000 - $74,999 14.7% 27.8% 25.8% 25.7% 24.9%

  $75,000 - $99,999 15.6% 10.8% 3.5% 15.3% 11.6%

  $100,000 - $124,999 6.0% 5.5% 7.4% 7.3% 6.3%

  $125,000 - $149,999 0.6% 1.7% 3.7% 3.3% 2.2%

  $150,000 or more 8.4% 2.4% 0.0% 6.9% 4.1%

  total 100.0% 100.0% 100.0% 100.0% 100.0%

annual household income

  percent 

 indie outsider now-ist traditionalist total

   17.1% 30.2% 21.0% 51.4% 28.3%

  once a month 29.8% 24.5% 57.1% 19.0% 28.8%

2-3 times a month 29.7% 15.4% 3.7% 9.5% 17.0%

   23.4% 29.9% 18.2% 20.1% 25.9%

  total 100.0% 100.0% 100.0% 100.0% 100.0%

frequency of use

less often than 
once a month

more often than 
2-3 times a month

contact 

for additional information or to 

schedule a personal briefing of the 

findings and how they may be used to 

influence your strategic branding 

initiatives, please contact: 

eric layland

canna ventures

email: ericl@canna-ventures.com

phone: (206) 420-6121

web: www.canna-ventures.com

key data tables
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more states should 
have done what these 
states did

they shouldn’t 
have done that

it’s okay with me if 
they want to do it

   percent     index

 now-ist indie outsider traditionalist total now-ist indie outsider traditionalist total

   21.1% 15.3% 28.0% 42.4% 28.7% 74 53 98 148 100

  54.4% 38.0% 27.4% 32.0% 34.2% 159 111 80 94 100

    24.5% 46.7% 44.7% 25.6% 37.1% 66 126 120 69 100

   total 100.0% 100.0% 100.0% 100.0% 100.0% 100 100 100 100 100

agree with legalization

key data tables

neither unlikely 
nor likely

likelihood to use cannabis

   percent     index

 now-ist indie outsider traditionalist total now-ist indie outsider traditionalist total

   extremely unlikely 56.8% 32.3% 50.4% 65.8% 52.5% 108 62 96 125 100

   somewhat unlikely 11.1% 15.0% 11.9% 17.8% 13.8% 80 109 86 129 100

    15.8% 17.5% 11.3% 7.2% 11.9% 133 147 95 61 100

   somewhat likely 8.4% 6.3% 9.8% 6.2% 8.1% 104 78 121 77 100

   extremely likely 7.9% 28.9% 16.5% 3.1% 13.7% 58 211 120 23 100

   total 100.0% 100.0% 100.0% 100.0% 100.0% 100 100 100 100 100

appendix
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key data tables

appendix

   percent 

 indie outsider now-ist traditionalist total

21 to 24 3.7% 12.9% 15.1% 4.5% 9.7%

25 to 34 21.1% 28.0% 21.4% 15.6% 22.8%

35 to 44 23.4% 17.7% 26.0% 26.7% 22.1%

45 to 54 26.4% 21.7% 22.2% 29.1% 24.3%

55 to 64 25.4% 19.8% 15.2% 24.1% 21.0%

  total 100.0% 100.0% 100.0% 100.0% 100.0%

age group

net meaning for emerging canna brands

type benefit promise credential behavior

origin
strain

function

relaxation
escape

consistency
quality

legitimacy
inclusion

responsibility
circumspection

brand

canna consumer typology

indie
15%

now-ist
15%

outsider
44%

traditionalist
26%

low                           patronage                           high

di
sa

gr
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ag

re
e

u17



is now

thematters.group 

info@thematters.group

(206)2      420-6121


