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Introduction

A Letter From the Publisher

Welcome to our 100% updated and revised report What Cannabis Patients
& Consumers Want, from the publishers of Marijuana Business Daily™. This
book marks the fourth time we’ve covered this important consumer mar-
ket data. The information, charts, graphs, analysis and insights in this re-
port are all brand new and a majority of this data has never been analyzed
and made available before.

In these past few years the market has grown exponentially, and corre-
spondingly so has the number of patients, consumers, dispensaries, rec-
reational retailers, strains, packaging, consumption techniques and devices, and on and on. As
the industry has moved out of the shadows and into the mainstream, retail innovation is flour-
ishing. That trend has led to more unique consumer experiences, more options for consumers
and ultimately more competition for those customers.

All of which has led to much more rich data to access, analyze and share.

The What Cannabis Patients & Consumers Want report provides key insights for dispensary
owners and recreational retailers to improve their businesses through a deeper understanding
of customers, driven by data.

It also provides analysis to help infused product manufacturers in their product development,
formulations, packaging design and dosage levels. For growers, it can aid in seeing how con-
sumers make strain choices, how important strain selection is compared to other determining
factors, and more. For anyone supplying the growers, retailers or infused products manufac-
turers, insights through the entire sales or production cycle are often the key to providing the
right solutions at the right time.

So in short, this book is for everyone in the cannabis industry.

Sound business decisions are always driven by sound data. I've heard many people in this in-

dustry say their goal is to be the McDonald’s, Apple, Costco or Starbucks of cannabis. Each of
those highly successful businesses created its legacy by leveraging customer insights to meet

needs better than the competition.

The data in this report is the result of surveying over 1,600 patients and recreational users
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from across the country and across the demographic spectrum, providing a statistically signifi-
cant sample within a nominal margin of error from which to draw insights.

Marijuana Business Daily is a business-to-business media company, so our reach into the con-
sumer market is limited. Hence, this report would not be possible without a little help from our
friends.

Several partner organizations helped us collect data through their broader consumer brand
reach. We would like to thank Marijuana Policy Project, Students for Sensible Drug Policy, The
Weed Blog, NORML, and Dixie Brands for their help in making this report possible.

Particular thanks is owed to Leafly for allowing our analysts access to anonymous and aggre-
gate data on user demographics, search terms, geocoding data on delivery services, and more
from their platform that serves over 1 million registered users. You can find results from our
independent analysis of that data in the pages of this report.

We would also like to extend our gratitude to Julianna Carella of Auntie Dolores, Ben Wu at
Kush Bottles, Ross Kirsh at Stink Sack, and Ricky Yuan from A&A Packaging Inc. for their valu-
able insights and data on packaging design.

At Marijuana Business Daily, we focus every day on bringing you the best and most unbiased in-
formation to help you make sound business decisions. Integrity and Quality are two of our five
core values. Our hope and expectation is that this report will help you run your business more
successfully, and in turn help move the entire industry forward.

Lastly, if you have suggestions or ideas on future research data, we always appreciate hearing
from you. After all, this is your industry benchmark data, developed and designed for your
needs. Contact us at editorial@emjbizmedia.com with your suggestions and comments.

Enjoy your report!

George Jage
President & Publisher

Want to publish or use our charts and numbers somewhere else? The charts and
tables in our Executive Summary are yours to use, with proper attribution, as
long as you don’t alter them in any way. However, the rest of the 150+ charts and
tables in this publication are for your personal use only and may not be reproduced.
We take copyright protection seriously - after all, it is our livelihood. Thank you
for understanding.
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Who’s Behind This Report?

Integrity O 1

Unbiased information
without paid influence
delivers the highest
value to all
participants.

05

Responsiveness

Serving the industry’s
rapidly changing needs
requires listening and
adapting.

Our 5
Core
Values

Inclusiveness

Connecting the
entirety of the
cannabis community is
the foundation of the
industry’s success.

02

Professionalism

Mainstream
acceptance hinges on
elevating the
industry’s business
practices.

05

Quality
O 4 Sound business
decisions are driven by

reliable news, data and

insights.

Founded in early 2011, Marijuana Business
Daily™ focuses solely on businesses and the
investors who back them.

If you are leading or financing a cannabis-
related company, we help you prosper via
trusted information services and exceptional
events.

Our publications have the highest business
readership in the industry. Our events are
sell-outs, year after year after year. And,
we’ve been cited everywhere from

= Marijuana
Business Daily

Harvard Business Review and the Wall
Street Journal to Forbes, Fortune and Fast
Company.

Do you need practical information, real-life
data or industry connections to help your
business grow? You'll find what you need in
one of our publications, or at our national
events.

We are here to help the multi-billion dollar
cannabis industry prosper. Let us know how
we can serve you.

A division of Anne Holland Ventures Inc. 1005 Main Street, Suite 2130, Pawtucket RI 02860
CustomerService@M|BizMedia.com « Phone: 401-354-7555 x1
The most trusted cannabusiness news source since 2011 | Twitter: @M)BizDaily « www.M]BizDaily.com
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Editor’s Introduction

Before You Get Started

We know you’re eager to start learning more about your customer
base, cannabis users in general and how you can take your business

to the next level. Before you dive into this report, however, we’d like
to cover some important information about our methodology, explain
what’s new, define some key terms and provide a quick overview of
how to use this book effectively.

N

Background & Methodology

«  Much of the data in this report originates from an online survey Marijuana Business
Daily conducted from June 19-27 targeting marijuana users across the U.S. We received
1,624 responses from individuals in 49 states plus Washington DC (North Dakota was
the only state not represented). We also received responses from several dozen users in
other countries, but we only incorporate those into our section on cannabis tourism.
Unless otherwise noted, charts reflect the results of our survey. You can see our full
methodology and demographic information about survey respondents in the appendix.

« Many of our charts and data incorporate the responses of all marijuana users in the
U.S., regardless of whether or not they live in a state that has legalized medical or
recreational marijuana. We feel this gives business owners and entrepreneurs the best
insight into what users as a whole desire. However, in some cases we believe it’s more
useful to focus solely on the responses of users in states that have legalized some form
of marijuana and/or have operating dispensaries/recreational stores. In these instances,
we clearly specify the user base in the chart title.

«  Numerous charts are broken down by “medical” vs. “recreational” users. These charts re-
flect the primary reason individuals consume marijuana - not necessarily whether they
are currently registered patients or buy from recreational stores. A user might primarily
consume for recreational reasons, for instance, but hold a patient card in a state that
has legalized MM.J.

«  We are constantly refining our questions and methodology to ensure we provide the
most accurate data. As a result, some data cannot be compared directly to the results of
our previous surveys (see Chapter 3 for valid year-over-year comparisons).
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What’s New?

We have enhanced our survey and this report in many ways to create the definitive source for
marijuana market data. In the past, we focused mainly on providing information specifically
for retailers. Now, however, we include many useful data points for growers, infused products
companies and other types of marijuana businesses. This year’s report covers everything from
black market purchases, popular online search terms and the preferences of home growers to
geographical and gender differences in purchasing habits as well as detailed spending trends
and preferences. Now that the adult-use marijuana industry is humming, we decided to include
a wealth of information about users who consume primarily for recreational purposes, con-
trasting that data with the preferences and habits of those who use mainly for medical reasons.
This is by far the most thorough market research report on the wants and needs of cannabis
users in the industry.

Key Terms

We use very specific terminology to help clear up confusion, as there are many different terms
- and meanings of those terms — out there today. Understanding how we use these words is key
to digesting and analyzing the data in this report. We've included a larger list in the appendix,
but here are the most important terms to understand:

« User - generic term for all people who consume/use medical and/or recreational
marijuana.

- Customer/recreational customers - refers to marijuana users who state that they
consume primarily for recreational, instead of medical, reasons. They may actually be
registered patients or participate in an MMJ program. They also may or may not pur-
chase cannabis from dispensaries/stores.

+ Retail - generic term for medical marijuana dispensaries and recreational storefronts.

« Legal states - all formally recognized states that have legalized medical and/or recre-
ational cannabis and are seen as having “workable” programs that at the very least allow
users to use/obtain marijuana, regardless of whether the states have operational
dispensaries/rec stores.

Where to Look

Sifting through a 160-page report with more than 150 charts is daunting, especially if you're
busy trying to run a company in the nation’s fastest-growing industry. Here’s a quick guide to
this report for those seeking specific information and professionals involved in a particular area
of the industry:

« If you currently operate a dispensary or recreational cannabis shop - or are hoping
to open one - read this cover-to-cover. All of the information in here will help you make
better business decisions and understand the market.
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« If you're primarily interested in a general overview of user demographics - including ev-
erything from age and gender to spending and black market data — focus on Chapter 1.

 If you operate an infused products company, pay particularly close attention to Chap-
ter 2, where we drill down into data about edibles, topicals and concentrates.

+ If yourun a cultivation site, focus on the strain preferences section in Chapter 2,
where you can also see our analysis of data provided exclusively for this report from the
dispensary/rec shop listing and strain review site Leafly.

+ If yourun an ancillary company that supplies growers, dispensaries/rec shops or in-
fused products companies - or your business targets consumers directly — use the Table
of Contents to find information that will help you understand your customers.

« If yourun a testing lab, check out the “Lab-Tested Marijuana” section in Chapter 2 to
get an idea of how users feel about this important topic.

+ If you want to get an idea of what “typical” marijuana customers might look like, jump
to the end of Chapter 2 for our user/marijuana consumer profiles.

+ If you're interested primarily in annual changes in user demographics and preferences,
focus on Chapter 3.

« Finally, everyone already in the cannabis business or thinking about getting in-
volved should check out the very end of Chapter 3 for a look at what trends are emerg-
ing as well as those that will materialize in the coming years.

Now you're ready to begin.

Enjoy!

( RS X S

Chris Walsh
Managing Editor, Marijuana Business Daily
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EXECUTIVE SUMMARY: 8 Key Charts

Chart 1: Average Amount Of Money Patients & Rec Customers Spend Each Year On Marijuana In
States Where Dispensaries/Rec Stores Are Open Vs. Other Consumer Spending

Average Amount Of Money Patients & Rec Customers Spend Each Year On
Marijuana In States Where Dispensaries/Rec Stores Are Open
Vs. Other Consumer Spending
Food away from home $2,661
Entertainment $2,560
Marijuana D 51,800
Personal care products & services $602
Pets $482
Alcoholic beverages $450
Tobacco products & smoking supplies S315
Source: Marijuana Business Daily, Bureau of Labor Statistics Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business D

Patient and recreational interest in marijuana has grown significantly since our last consumer
survey in early 2014, driven in large part by legislative, ballot box and regulatory advances
across the country. Media coverage of the improved legal access to cannabis products has
spurred conversations in press rooms and dining rooms around the country, demystifying
marijuana for many everyday Americans and bringing more people into dispensaries and rec
stores.

And alongside the increasing patient and customer counts, the typical amount spent per person
on cannabis products has remained relatively stable since our last report. Medical and recre-
ational users who have access to legal sales spend an average of $1,800 each year to buy mari-
juana. In some parts of the country, they spend much more. Overall, marijuana users spend
more annually on cannabis than Americans as a whole tend to spend on alcohol and tobacco.

Taken together, these trends add up to great news for businesses and entrepreneurs that want
to capitalize on the opportunities of an expanding legal cannabis marketplace.

© Copyright 2015, Marijuana Business Daily, a division of Anne Holland Ventures Inc. You may distribute copies of this Executive Summary as PDFs or in
print BUT ONLY if they are reproduced in their entirety! For permissions or service, contact CustomerService@M|BizMedia.com or call (401) 354-7555 x1.



http://mjbooks.com
mailto:customerservice%40mjbizmedia.com?subject=

Order at: M]BizBooks.com Page 8

Chart 2: Frequency Of Marijuana Consumption In The U.S.: Medical Vs. Recreational Users

Frequency Of Marijuana Consumption In The U.S.:
Medical Vs. Recreational Users
Medical B Recreational
. 82%
Daily I 5 7%
. 13%
A few times a week . 229%
2%
About once a week 5o
A few times a month é% 7%
About once a month -0%4%
. 1%
A few times a year 5%
Note: Values may not add up to 100% due to rounding Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business O

Another strong positive indicator for the industry is that the majority of people who use canna-
bis, both on the medical and recreational sides of the industry, consume marijuana every single
day. These individuals form the backbone of the industry. Their preferences should be taken
into careful account when developing plans to establish or update retail space, product offer-
ings and price points for cannabis products.

While everyday users dominate, a sizable segment of the market uses cannabis occasionally.
Data throughout this report helps business owners understand the differences in these popula-
tions and provides insights into how best to attract and serve users who consume less frequent-
ly as well as regular users.

Marijuana concentrates and edibles have experienced a meteoric rise in popularity now that
more users have access to them. Edibles have proven to be immensely popular in particular in
recreational markets where users are looking for discreet, on-the-go options to integrate can-
nabis with their activities and hobbies. Concentrates have also developed followings among cer-
tain demographics, and they are proving to be very profitable products for a business to offer.

Though flowers still enjoy the position as the most preferred product overall, the mix is quickly
changing, particularly in legal markets. Users are embracing new products and methods of con-
sumption that only proliferate under the innovation and sophistication of a regulated, legiti-
mate industry.
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Chart 3: Portion Of Users In States With Open Dispensaries/Rec Stores Who Typically Buy A Par-
ticular Marijuana Product: West Vs. East

Portion Of Users In States With Open Dispensaries/Rec Stores Who
Typically Buy A Particular Marijuana Product: West Vs. East
Western States B Eastern States
Flowers /0%
I 83%
32%
Concentrates I 21%
. 30%
Edibles . 12%
Topicals 12%
B 5%
Note: Multiple-choice question, respondent total may be more than 100% Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business Daily

The face of the typical marijuana user is changing too, with a growing portion of female con-
sumers exerting a noticeable influence on all aspects of the industry. Executives at all types of
marijuana companies should take note of the preferences of females in everything from adver-
tising to packaging to employee demographics at cannabis businesses.

Chart 4: Preferred Methods Of Marijuana Use In The U.S.: Women

Preferred Methods Of Marijuana Use In The U.S.: Women

Smoking I 5+
Vaporizing _ 23%

Ingestion _ 16%

Absorption - 5%

Dabbing . 3%
Note: Values may not add up to 100% due to rounding Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business Daily
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Women'’s preferences for consumption can be quite different from men’s, again presenting busi-
nesses with opportunities to attract new patients/customers and better serve existing ones.
Marijuana businesses that don’t acknowledge the unique preferences of women do so to their
own detriment. This report provides detailed insights from this influential consumer base.

Similarly, the insights to be gleaned from this report are critical both to your own business and
to the overall success of the industry. Marijuana companies that truly internalize the unique
preferences of medical vs. recreational users, women vs. men, and other demographic infor-
mation - as well as those that implement operational changes to cater to these groups - will be
the most successful not only at earning business from licensed competitors, but at earning the
business of users who are on the fence about whether to convert to legal markets.

This is particularly true in light of data from our exclusive patient and rec user survey, which
gets at the heart of the reasons why certain consumers remain in the black market. Hint: It
usually doesn’t have anything to do with prices.

Chart 5: Black Market Activity: States With Operational Dispensaries/Rec Stores Vs. Other States

Black Market Activity: States With Operational
Dispensaries/Rec Stores Vs. Other States

Dispensaries/Rec Stores Open
B Dispensaries/Rec Stores Not Open

Do You Purchase Marijuana
From The Black Market?

Yes 17%
I 81%
0,
| don't anymore, but | used to —Fm 36%
Sometimes, but | also purchase legall 16%
’ P 82V 7%
31%
e - 5%
Note: Values may not add up to 100% due to rounding Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business D

The momentum of the industry and its increasing mainstream acceptance has emboldened
many public figures to “come out” about their cannabis use, while at the same time it is giv-
ing certain personalities historically associated with the classic stoner culture an additional 15
minutes of fame.

However, businesses thinking of utilizing some of that star power to enhance their sales or reputa-
tion may want to think twice. Three out of every four respondents to our exclusive survey of mari-
juana users in the U.S. say they don’t care about endorsements from any of these “celebrities.”
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Chart 6: Least Important Factors To Users In Legal States When Visiting A Dispensary/Rec Store:
Medical Vs. Recreational

Least Important Factors To Users In Legal States When Visiting A
Dispensary/Rec Store: Medical Vs. Recreational
Medical Patients
Other wellness services _ 50%
% Of Users Who “Don’t Care” About Factor
Recreational Customers
% Of Users Who “Don’t Care” About Factor
Note: Multiple-choice question, respondent total may be more than 100% Marijuana
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc. Business Daily

So if you can skip high-profile endorsements and massages, then what do users really want?

That’s the question this report has been written to help answer. Medical patients and recre-
ational customers share some sentiments on the matter but also have plenty of differing opin-
ions. Recreational users are newer to legal sales than most medical users, and thus have some
unique preferences. One thing is for certain: Businesses in states with recreational sales that
elect to serve both types of users must understand the needs and desires of these different de-
mographics, or they risk losing one or both of these customer types to a competitor that does.
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Chart 7: Top 7 Critical Factors When Visiting A Rec Store: Recreational Customers
Top 7 Critical Factors When Visiting A Rec Store:
Recreational Customers
Inventory in stock . 7%
Knowledgeable budtender I 63%
MJ tested R 57%
Menu & prices on display —56%
Personal safety . 53%
Atmosphere 43%
High-THC products 43%

Note: Multiple-choice question, respondent total may be more than 100%
© 2015 Marijuana Business Daily, a division of Anne Holland Ventures Inc.

Marijuana
Business Daily

Both medical and recreational users have shifted slightly toward less frequent purchases of
higher dollar amounts in the past year and are therefore visiting fewer dispensaries/rec shops
each month. How much do they spend each time, and what are their preferred products? The

full report explores these questions and much, much more.

Chart 8: Changes In Average Number Of Retail Outlets Users In Legal States Visit Each Month

Changes In Average Number Of Retail Outlets
Users In Legal States Visit Each Month

2013 2014 2015

Marijuana
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This report shares the most comprehensive research conducted to date on the preferences and
buying behavior of both medical and recreational marijuana users in legal markets across the
United States, including for users who travel to other states to engage in legal cannatourism
(i.e., visiting a state where medical and/or recreational marijuana can be legally purchased). As
insiders know, the pace of change in this industry is unlike that in any other. It’s imperative
for businesses to keep a thumb on the pulse of consumers in order to capitalize on emerging
trends, meet users’ needs and best the competition.

Marijuana Business Daily would like to extend a special thanks to our premier sponsor, Leafly,
and to the following partners who helped get the word out about our survey to broaden its
reach and bring you the most accurate information possible:

Dixie Brands

The Weed Blog

NORML

Students for Sensible Drug Policy (SSDP)
Marijuana Policy Project (MPP)

We are committed to being a partner in marijuana business’ success and will continue to ex-
pand and improve this research each year. If you have any thoughts on how we can achieve that
objective, please don’t hesitate to contact us at CustomerService@MJBizMedia.com.
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Customers In The U.S. Who Purchase Marijuana From The
Black Market

Chart 1.40: Portion Of Users Still Making Black Market Purchases
In States Where Dispensaries/Rec Stores Are Open: Medical
Vs. Recreational Users

Chart 1.41: All U.S. Users: Why Do You Purchase Marijuana From
The Black Market?

Chart 1.42: Reasons Users Purchase From The Black Market In
States With Operating Dispensaries/Rec Stores: Medical Vs.
Recreational Users
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Chart 1.43: Reasons Users Stopped Buying From The Black
Market In States With Operating Dispensaries/Rec Stores:
Medical Vs. Recreational Users
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Table 1.14: Average Spend Per Purchase: All U.S. Patients & Rec
Customers

Table 1.15: Average Spend Per Purchase: Patients & Rec Custom-
ers In States Where Dispensaries/Stores Are Open

Chart 1.44: Average Amount Spent Per Purchase In States With
Operating Dispensaries/Rec Stores: Medical Vs. Recre-
ational Users

Chart 1.45: Range Of Average Amount Spent Per Purchase In
States Where Dispensaries/Rec Stores Are Open
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States With Operational Dispensaries/Rec Stores: Medical
Vs. Recreational Users

Chart 1.47: Regional Differences In Average Amount Spent Per
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Operating Dispensaries/Rec Stores Based On Frequency Of
Marijuana Use
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Table 1.17: Average Annual Amount Spent: Users In States With
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Chart 1.58: Top 15 States Without M Laws Where Medical & Rec
Users Spend The Most Money Each Year On Marijuana
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Table 1.19: Spending Quick Points: Concentrates

Chart 1.61: Average Amount Users Who Typically Buy Infused
Products Spend Annually In States With Operating Dispen-
saries/Rec Stores: Medical Vs. Recreational Users

Table 1.20: Spending Quick Points: Edibles

Table 1.21: Spending Quick Points: Topicals
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& Concentrates Spend Annually In States With Operating
Dispensaries/Rec Stores: Medical Vs. Recreational Users

Spending: Home Growers

Table 1.22: Average Annual Amount Spent To Home Grow: All U.S.
Users
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Spending Per Purchase: Black Market
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Chart 2.01: Preferred Methods Of Marijuana Use In The U.S.
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Medical Vs. Recreational Users
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Chart 2.05: Users In The U.S. Who Prefer To Smoke: What Para-
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Chart 2.06: Users In The U.S. Who Prefer To Vape: Which Prod-
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Chart 2.07: Users In The U.S. Who Prefer To Vape: What Para-
phernalia Do They Use?
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Trends In What Medical And Recreational Users Want From
Packaging
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Chart 2.23: U.S. Users Who Seek Out Specific Marijuana Strains:
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Chart 2.34: How Important Is Tested Marijuana To Different
Types Of Medical Users In States Where Dispensaries Are
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Stores To Visit
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Chart 2.40: Preferred Look And Feel Of A Dispensary/Rec Store
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Chart 2.52: Top “Nice To Have” Factors In A Dispensary/Rec
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