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Cannabis & U.S. Adults

42% of U.S. adults say they have used cannabis and 
will likely use it again. 37% of U.S. adults are “current 
consumers” – those who use at least annually and plan to 
use cannabis again in the future. Unless otherwise specified, 
all charts in this report describe current consumers.

U.S. Adults' Relationship to Cannabis 42% 
of U.S. adults have 

used cannabis and say 
they will use it again.

37%

5%
13%

15%

30%
	� Current Consumers 

(use at least annually)

	� Lapsed Consumers 
(use less than annually,  
but will use again)

	� Former 
(used in the past, don't 
intend to use again)

	� Potential 
(never used, but would 
consider trying)

	� Never Used 
(don't intend to use)
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There has been a slight increase in the share of U.S. adults who are cannabis 
consumers since last year. The share of U.S. adults who say they never have and never 
will consume cannabis has decreased slightly from last year – down to 30% from 
34% – indicating an increase in openness to cannabis among U.S. adults.

42%39%

34% 30%

15%

14%

13%

13%

2022 2023

Consumers
(have used and
will use again)

Former
(used in past,
won't use again)

Potential
(never used, would
consider trying)

Never used
(don't intend to use)

U.S. Adults' Relationship to Cannabis: 2022 vs. 2023
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Source this page: SAMHSA
*Daily/almost daily rates were not available in 2021; growth rate for daily/almost daily use is based on 2020 data.

Changes in Past Month Use
Past month use of cannabis has increased between 2017 and 2021  
in every age group except among young adults ages 18-20.

U.S. Consumers in Context

0%

5%

10%

15%

20%

25%

30%

Ages
18-20

Ages
21-25

Ages
26-29

Ages
30-34

Ages
35-39

Ages
40-44

Ages
45-49

Ages
50-54

Ages
55-59

Ages
60-64

Ages
65+

-8%

+20%
+43%

+57%
+55%

+64%
+62% +49% +36% +58%

+96%

U.S. Adult Cannabis Consumption Rates

2003 2005 2007 2009 2011 2013 2015 2017 2019 2021*

CHANGES IN USE FREQUENCY

	� Lifetime
+23% arrow-up-right2

	� Past year
+118% arrow-up-right2

	� Past month
+150% arrow-up-right2

	� Daily / almost daily*
+238% arrow-up-right2

	� 2017
	� 2021
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Home State Cannabis Laws
Percent of total U.S. population.

Product Share 
of Sales
In legal markets, 
2022 average.

74% 
of the total U.S. population lives 
in a state with some form of 
legal cannabis framework.

Adult-use
states

Medical
only states

Illicit
states

48%

26%

26%

Growth of the U.S. Legal Cannabis Industry

2020 2022 2024 2026 2028 2030

$70B $74B $77B $73B $71B $69B $68B $67B $66B $66B $66B

2020 2021 2022 2023e 2024e 2025e 2026e 2027e 2028e 2029e 2030e
$11B $15B $16B $21B $25B $29B $33B $36B $39B $41B $42B
$9B

$12B $12B
$13B

$14B
$14B

$14B $15B $15B $15B $15B

$19B
$27B $29B

$34B
$39B

$43B $47B $50B $54B $56B $58B

	� Legal medical use 	� Legal adult-use 	Ů Illicit market

	� Flower: 43%
	� Preroll: 6% 
	� Vape: 29% 
	� Edible/ 

Beverage: 11%
	� Extract: 9% 
	� Tincture: 1% 
	� Topical: 0.5%
	� Other: 0.4% 

ADULT-USE STATE

160.2 million
MEDICAL STATE

87.7 million
ILLICIT STATE

88.7 million
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Current Consumers
Who are the current cannabis consumers?

57% 
of current consumers 
are under age 45.

Gender

T H I S  R E P O R T  F O C U S E S  O N 
C U R R E N T  CO N S U M E R S ,  O R 

T H O S E  W H O  U S E  C A N N A B I S 
AT  L E A S T  A N N UA L LY.

Age

18-24 25-34 35-44 45-54 55-64 65+

10%

24% 23%
18%

15%
10%

Racial/Ethnic Identity

White

Hispanic/Latinx

Black

Mixed/Multiracial

Asian

Other

63%

14%

14%

4%

3%

2%

Women: 46% 

Men: 54%

Political Alignment

15%

21%

28%

19%

10%
7%

Strongly
liberal/left

Moderately
liberal/left

Independent

Moderately
conservative/right

Strongly
conservative/right Not

political

36% 
LIB ER A L

29% 
CO N S ERVATI V E
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38% 
have a bachelors 
degree or higher.

Home State Cannabis Laws

Adult-use
state

Medical
only state

Illicit state

52%
25%

23%

Living Situation

With a spouse/partner and children

On my own

With a spouse/partner only

With parents/immediate family

With children only

With roommates

Extended/multigenerational family

27%

25%

24%

8%

7%

5%

3%

Education

Some high
school

High school
diploma

Some
college

Associate
degree/trade

school

Bachelor's
degree

Advanced
degree

3%

22% 21%
16%

24%

14%

Parenthood

Have adult 
children

22%
38% 40%

Have children
under 18

Don’t have
children

Annual Household Income

Under $25k

$25-$50k

$50-$75k

$75-$100k

$100-$125k

$125-$150k

$150-$175k

$175-$200k

$200k plus

17%

21%

19%

14%

8%

6%

4%

4%

5%
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Younger consumers generally 
use cannabis more frequently 
than do older consumers, 
and men use cannabis 
slightly more frequently 
than women on average. 

Use frequency 
does not vary 
significantly 
by home state 
market type.

Use Frequency

Multiple
times / day

1x / day A few
times /
week

1x / week A couple
times /
month

1x / month 1 to a few
times /

year

31%

12%

21%

5%

11%

5%

16%

41%

37%34%32% 32%

32%30% 29%

28%

26%

25% 23%22%

20%

19%17%

17%

15% 12%10%

Ages
18-34

Ages
35-54

Ages
55+ Men Women

Multiple
times/day

Once every
day or two

Once/week -
once/month

1 to a few
times/year

Use Frequency: By Age & Gender

33% 
use once every  
day or two. 

21% 
use once a week to 
once a month.
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Increased

Stayed
the same

Decreased

47%

40%

14%

38%

51%

11%

23%

60%

17%

Strongly
 agree

Somewhat
agree

Neither
agree nor
disagree

Somewhat
disagree

Strongly
disagree

6%

13%

32%

21%

28%

Change in Consumption  
Since 1 Year Ago: By Age
Younger consumers are more likely 
than older consumers to report that 
their use increased in the last year.

I would like to cut back on  
my cannabis consumption.
Despite some self-reported increases in 
use, fewer than one in five consumers 
want to cut back on their use.

14%

23%

49%

8%

5%

Increased a lot

Increased a little

Stayed the same

Decreased a little

Decreased a lot

Change in Consumption  
Since 1 Year Ago 37% 

IN CRE A S ED
13% 

D ECRE A S ED

19% 
AG REE

49% 
D I S AG REE

	� Ages 18-34
	� Ages 35-54
	� Ages 55+
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Unwinding (relaxation, 
stress relief, reducing 
anxiety), pain management, 
and aiding sleep are the 
leading reasons consumers 
report using cannabis.

Motivations for Use

Relaxation

Stress relief

Reducing anxiety

Pain management

Improving sleep quality

Falling asleep

Enjoying social experiences

Increasing overall wellness

Treating a medical condition

Appetite stimulation

Stimulating creativity

Making normal tasks more interesting

Increasing focus/attention

Reducing/replacing alcohol drinking

Enhancing sexual experiences

As a healthier alternative to another behavior

Feeling more energized

Making work more interesting

Reducing spending on other prescription drugs

Managing the negative e�ects of other medications

Enhancing meditation or religious experiences

Improving exercise/training performance

64%

59%

52%

48%

45%

45%

30%

22%

21%

21%

20%

18%

18%

16%

15%

15%

14%

10%

10%

9%

8%

8%

83% 
use for unwinding 
(relaxation, stress 

or anxiety).

61% 
use for sleep  

(improving quality 
or falling asleep).
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70% of current consumers say that their cannabis  
use helps them achieve a specific objective.

Primary Reason  
for Use 46% 

U NWIND IN G 
relaxation / stress / anxiety

21% 
MED IC A L
treating pain / a medical condition

11% 
S LEEP

Relaxation

Pain management

Reducing anxiety

Stress relief

Falling asleep

Improving sleep quality

Enjoying social experiences

Increasing overall wellness

Treating a medical condition

Making normal tasks more interesting

Stimulating creativity

As a healthier alternative to other behavior

19%

17%

14%

12%

6%

5%

5%

4%

4%

2%

2%

2%

Activities While/After Consuming

56% 52% 45% 37% 36% 35% 33%

Watching video
/TV/movies

at home

Listening
 to music at

home Sleeping
Browsing the

internet or
social media Eating

Spending time
with family

/partner

Socializing at
someone's

house

22% 25% 25% 29% 30% 32%

Drinking
alcohol

Spending time
in nature

Having sex Cooking House
cleaning/chores

Playing
video games
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Chronic pain
Migraines

PTSD
Osteoarthritis

Rheumatoid arthritis
Neuropathy

IBS
Fibromyalgia

Cancer
Autism

Glaucoma
Seizures/epilepsy
Anorexia nervosa

Crohn's disease

46%
21%

17%
10%

9%
9%

5%
5%
5%

4%
3%
3%
3%
3%

Medical Consumers

While more consumers 
consider themselves 
broadly “recreational” than 
“medical” cannabis users, 
a majority (53%) describe 
their cannabis use as both 
medical and recreational.

Self-Identified User Type

Diagnosed Medical Conditions Being Treated with Cannabis

75%
of self-identified medical 
consumers say they are treating 
a specific medical condition 
a diagnosed by a doctor.

42% 
MED IC A L

53% 
D UA L  US E

58% 
RECRE ATIO N A L

Exclusively
medical

Primarily
medical

Primarily
recreational

Exclusively
recreational

15%

28%

25%

32%

Among current (annual+) consumers who describe their use as primarily or exclusively medical.
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51% 
of self-identified 
medical consumers 
say they have replaced 
at least some of their 
prescription medication 
use with cannabis. 

94% 
say their medical 
condition/symptom 
has improved. 

Cannabis Impact on Medical Condition/Symptoms 

Improved
significantly

Improved
slightly

Stayed
the same

Worsened:

Don't know:

55%

39%

5%

1%
1%

Among current (annual+) consumers who describe their use as primarily or exclusively medical.

Pain Anxiety Depression Insomnia Inflam-
mation

Lack of
appetite

Nausea/
vomiting

Other
mood

disturbance

Trouble
socializing

Night-
mares

Spasms/
seizures

64%

55%

41% 40%

28%

18%
14% 13%

10% 10% 9%

What Symptoms Are You Treating with Cannabis?
Among current (annual+) consumers who describe their use as primarily or exclusively medical.
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Current consumers

1

Ages 18-34

Ages 35-54

Ages 55+

2

Men

Women

56%

66%

59%

36%

59%

52%

23%

22%

21%

28%

27%

19%

21%

12%

19%

36%

15%

29%

Since last year, there has 
been a small increase in the 
share of consumers who 
say they use exclusively 
non-smokable forms of 
cannabis (from 17% to 21%). 

Product Forms

Flower vs. Nonflower

USE

AGE

GENDER

BY CONSUMER SEGMENT

2022 VS. 2023

23%

40%

8%

7%

21%

Exclusively
flower

Mostly flower

Flower as often
as nonflower

Mostly
nonflower

Exclusively
nonflower

2022

2023

25%

23%

57%

56%

17%

21%

	� Flower only 	� Both 	� Nonflower only
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61%

58%

36%

32%

32%

30%

19%

18%

16%

15%

13%

13%

8%
6%

3%
2%

Joints

Edibles 

Blunts

Hand pipes

Vape pens

Bongs

Topicals 

Dabs

Joints with added concentrate

Infused beverages

Tinctures 

Spli�s 

Pills/capsules 

Tabletop vaporizers
Transdermal patches
Sublingual strips

Joints and edibles are the leading forms, each used by a majority of 
current consumers. Vape pens are the next most commonly used 
non-flower form, with about a third (32%) of consumers using them.

Popular Product Forms

FORM
MOST 

FREQUENTLY 
USED

FAVORITE

Flower 60% 56%

Edibles 21% 24%

Vape pens 10% 9%

Topicals 3% 3%

Tinctures/capsules 3% 3%

Dabs 2% 3%

Beverages 1% 1%
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ACCESS

Which forms consumers use is limited  
by what they have access to.
Fewer than half of consumers report having access to any 
forms of cannabis other than flower, prerolls, and edibles, 
even in adult-use states. We expect use of many of these 
forms to gradually increase in popularity as legal markets 
expand and dispensaries diversify their product offerings.

What forms of cannabis 
do you have access to?

Younger consumers 
are especially 
interested in 
new products.

44% 
of current consumers 
express interest in trying 
new cannabis products. 

Flower

Edibles

Prerolls

Disposable vape cartridges

Vape oil 

Concentrates

Topicals 

Ready-to-drink beverages 

Tinctures 

Drink mix/tea bags/honey

Prerolls with added concentrate

Pills/capsules

Transdermal patch

Sublingual strip

69%

60%

51%

43%

36%

30%

28%

26%

23%

20%

18%

16%

6%

3%

73%

65%

62%

49%

42%

35%

34%

34%

28%

25%

26%

20%

8%

5%

When I hear about a new 
cannabis product, I am 
eager to try it.

Ages
18-34

Ages
35-54

Ages
55+

23%

48%

54%

	� All consumers
	� Consumers in 

adult-use states
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Among current (annual+) consumers who 
use more than one form of cannabis.

Among current (annual+) consumers who use more than one form of cannabis.

USE OF MULTIPLE FORMS

I choose different forms of cannabis...

I choose different forms of cannabis: By Age
Younger consumers are more likely to have reasoning behind their 
selection of different product forms than are consumers over 55.

To engage in
di�erent
activities

To create
di�erent moods

At di�erent
times of day

To consume in
di�erent
locations

When I am
around di�erent

people

None of these

45%

37%

29%

18% 17% 17%

To engage in
di�erent
activities

To create
di�erent moods

At di�erent
times of day

To consume in
di�erent
locations

When I am
around di�erent

people

None of these

51%
45%

31%

19% 19%

11%

49%

36%

29%

21%
17%

14%

24% 24% 26%

13% 15%

36%

	� Ages 18-34
	� Ages 35-54
	� Ages 55+
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PRODUCT SELECTION

THC potency and effect 
of the product are the 
attributes that consumers 
say are most relevant in 
deciding which product to 
choose. 56% of consumers 
named one of these as the 
most important attribute 
to know about a product.

Which information is most helpful to you when 
choosing which cannabis product to purchase or use?

THC content
/potency

E�ect the
product will

have

Whether it is
sativa, indica,

or hybrid

Strain name Aroma or
flavor profile

Minor
cannabinoid
or terpenes

None of
these

29% 27%

15%

9% 8% 6% 6%

−20% 0% 20% 40% 60% 80%−40% 100%

THC potency

The e�ect it says it will create

Price

Familiarity with the strain/product name

Total chemical profile

Recommendations from friends

Online product reviews

Non-cannabis ingredients

Which company made the product

Design of packaging

72%

67%

64%

44%

43%

42%

35%

35%

31%

22%

Product Purchase Selection Factors

	� Not 
important

	� Slightly 
important

	� Moderately 
important

	� Very 
important

	� Extremely 
important

	� Very + 
Extremely 
important

Among current (annual+) 
legal consumers. Legal 
consumers are defined as 
consumers who are using 
cannabis in compliance 
with their states’ cannabis 
laws, encompassing: 
consumers age 21 
and over in adult-use 
states, or consumers 
who are registered 
medical patients in 
medical-only states.
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THC potency and effect have an outsized importance for older consumers. 
64% of consumers 55 and older name one of these as the most important, 
compared to 55% of 35-54-year-olds and 52% of 18-34-year-olds. 

Among men, the most important attribute to know about a 
product is its THC potency; for women it is the effect. 

Which information is most helpful to you when choosing  
which cannabis product to purchase or use: By Age & Gender

33% 33%

31%30%

28% 28%

27%

26%

24% 23%

17% 16%15% 14%13%

12%

11%

10%

10%

9%

9%

9%

8%

8%

7% 7%

7%

7%6%5%

5%

5%4%

3%

3%

Ages
18-34

Ages
35-54

Ages
55+ Men Women

THC content
/potency

E�ect the
product
will have

Whether it is
sativa, indica,

or hybrid

Strain name

Aroma or
flavor profile

Minor
cannabinoid
or terpenes

None of these
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All charts this page: Among current (annual+) consumers who use smokable forms of cannabis.

STRAINS VS. MINOR CANNABINOIDS & TERPENES

Despite recently increased 
industry focus on minor 
cannabinoids and terpenes, 
most consumers still use 
strains to make decisions.

77% 
of flower consumers say 

strains are important.

47% 
say minor cannabinoid 

and terpene profile 
is important.

What type of cannabis do you prefer?

Sativa Hybrid Indica I don’t care I don’t know

27% 26% 23%
14% 10%

Importance of Minor  
Cannabinoid/Terpene Profile 

22%

26%

15%

26%

11%

Very important

Somewhat important

Not important

I don't know what a minor
cannabinoid/ terpene profile is

I don't have access to information about
minor cannabinoids/ terpenes in my cannabis

84%

50%

42%

22%

19%
15%

11%
11%

Gummies

Cookies/brownies

Chocolates

Beverages

Hard candies

Savory snacks

Caramel/ta�y
Mints

How important are strains to you? 

40%

37%

23%

	� Very 
important

	� Somewhat 
important

	� Not 
important



Among current (annual+) consumers who use 
edibles/beverages and typically know how many 

milligrams of THC they consume at a time
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EDIBLES

Less
than
2mg

2-4mg 5mg 6-9mg 10mg 11-15
mg

16-20
mg

21-30
mg

31-50
mg

51-100
mg

101-250
mg

More
than

250mg

5%

14%

18%

7%

17%

5%
6% 6%

5%
4% 4%

2%

Among current (annual+) consumers who use edibles.

84%

50%

42%

22%

19%
15%

11%
11%

Gummies

Cookies/brownies

Chocolates

Beverages

Hard candies

Savory snacks

Caramel/ta�y
Mints

Most Commonly Used Edible Type

THC Dose per Session in Edibles/Beverages
The most common doses for manufactured edibles and 
drinks are 2mg, 5mg, and 10mg, which accounts for 
the relative popularity of these doses per session.
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Among respondents who do not use cannabis. 
*Among respondents in medical-only or illicit states

If I become ill with a condition which
might be helped with cannabis

I would not consider trying
cannabis in any circumstance

If my doctor recommends it

If it becomes
legal in my state*

If I had access to cannabis
I knew was safe

If it becomes legal nationally

If a friend I trust
o�ers it to me

If I travel to a state or
country where it is legal

If I had any access at all

64%

60%

49%

33%

25%

15%

13%

12%

28%

43%

35%

6%

4%

4%

2%

2%

2%

36%

31%

29%

22%

13%

12%

7%

6%

4%

Non-consumers & Potential Use

Medical/health motivators – medical 
conditions or a doctor’s recommendation 
– are the leading reasons non-consumers 
would consider using cannabis (or using it 
again, in the case of former consumers). 

While smokable products are the most commonly used 
forms of cannabis among consumers, ingestible and 
topical forms are most appealing to non-consumers.

Circumstances When Non-consumers 
Would Consider Using Cannabis

Potential Forms of Interest to Non-consumers

Edible Topical Beverage Tincture Flower Vaporizer

71%

44% 39%
26% 22% 23%

40%
25% 25% 13% 11% 9%

	� Potential 
(never used, but would consider)

	� Never Used 
(don't intend to)

	� Former 
(used before, will not again)

Among respondents who have never used cannabis.
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Among respondents who used cannabis in 
the past but do not intend to use again.Former Consumers: Reasons for Stopping

The leading reasons former consumers stopped using 
cannabis relate to the effects of cannabis use.

Non-consumers Likely to Use Cannabis  
in the Next 6 Months

16% 
of all non-consumers 
say they are likely 
to use cannabis in 
the next 6 months.

I disliked the feeling of being high

I disliked the e�ect on my motivation/behavior

I disliked a side e�ect

It was too expensive

It interfered with professional responsibilities

I had children

It interfered with personal responsibilities

Too di�cult/risky to obtain

People important in my life want me to abstain

It interfered with personal relationships

I am now drug tested

37%

32%

31%

17%

16%

14%

14%

12%

10%

9%

8%

Potential
Never used, 

would consider

40%

Never Used
Don’t intend to

7%

Former
Used before, 
will not again

11%

 Among respondents who do not use cannabis.
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Sourcing & Spending

More than 2 in 5 U.S. 
consumers say a brick-and-
mortar dispensary is their 
primary source for cannabis. 
Friends are the next 
leading source, followed 
by delivery services. 

This pattern does not 
vary significantly between 
different ages and genders. 

Home state market type 
continues to be the biggest 
determinant of consumers’ 
method of sourcing cannabis. 
In adult-use markets, a 
majority (52%) of consumers 
report brick-and-mortar 
dispensaries as their primary 
source. In illicit markets, 
friends are the leading 
primary source (31%).

Primary Source of Cannabis

Primary Source: By Home State Market

Brick-and-mortar
dispensary

Friend Delivery Dealer

52%

16% 17%

6%

37%

26%

14%
12%

29%
31%

12%

17%

	� Brick-and-mortar 
dispensary: 43%

	� Friend: 22% 
	� Delivery: 15% 
	� Dealer: 10%
	� Family: 7% 
	� Homegrow: 2%

	� Adult-use state
	� Medical only state
	� Illicit state
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In the last year, the share 
of consumers who source 
primarily from brick-and-
mortar dispensaries has 
increased significantly, from 
34% to 43%. It is expected 
that this share will continue to 
grow over the next few years 
as more states legalize and 
markets become operational. 

Despite the dramatic 
growth in use of brick-
and-mortar dispensaries, 
friends and family continue 
to be a prevalent source.

39% of current 
consumers report 
supplying cannabis 
for their family or 
friends, including 
nearly half (49%) 
of consumers 
under age 35. 

Primary Source: 2022 vs. 2023

23% 
of consumers acquire cannabis 

from a friend or family member 
and consume with that person. 

31% 
of consumers acquire cannabis 

from a friend or family member 
to consume at a later time. 

Ever supply family or friends with cannabis.

Brick-and-mortar
dispensary

Friend/family Delivery Dealer

34%

29%

18%

13%

43%

29%

15%

10%

49% 44%42% 34%22%

Ages
18-34

Ages
35-54

Ages
55+ Men Women

	� Brick-and-mortar 
dispensary: 43%

	� Friend: 22% 
	� Delivery: 15% 
	� Dealer: 10%
	� Family: 7% 
	� Homegrow: 2%

	� 2022
	� 2023
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Among current (annual+) consumers 
who source cannabis from a business 

(brick & mortar or delivery service).

OUT-OF-STATE SOURCING

42% 
of consumers have 
sourced cannabis 
from out of state. 

BUSINESS SOURCING DECISIONS

Source Decision Factors

	� Acquired themselves
	� Had someone else acquire

	� Not 
important

	� Slightly 
important

	� Moderately 
important

	� Very 
important

	� Extremely 
important

	� Very + 
Extremely 
important

−20% 0% 20% 40% 60% 80%−40% 100%

Product quality

Product selection

Price

Knowledgeable sta�

Convenient location

Friendly sta�

Speed of purchase/transaction

Current promotions/sales

Loyalty rewards or discounts

Availability of online ordering

Cashless payment option

Woman, BIPOC, or veteran owned
27%

41%

47%

50%

60%

61%

71%

73%

76%

79%

82%

90%

25% 15% 8% 6% 4%

Acquired
out-of-state
to consume

there

Acquired
out-of-state

to bring home

Had someone
else acquire

from another
state

Acquired
out-of-state
and shipped

home

Had someone
else ship

to me
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Among consumers who always or usually 
source from the same cannabis business.

Among consumers who source from 
different cannabis businesses.

I am familiar
with it

The location is
convenient

The sta� is
knowledgeable

They carry the
products I want

They o�er great
discounts

Convenient
payment
options

Customer
loyalty rewards

program

58%

48%

36% 35%

25% 24%
22%

Take advantage of
promotions at

di�erent stores

Visit di�erent 
businesses based

on what is near me

Try somewhere new
/check out 

unfamiliar businesses

Find specific
products/strains

not available 
at every source

54% 44% 35% 33%

Business Loyalty Reasons

Business Switching Reasons
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ACQUISITION FREQUENCY

Two in five current consumers acquire cannabis at least 
once per week. Younger consumers are more likely 
than older consumers to acquire at least weekly.

13%

10%

33%

42%

Once to a couple times/year

Every couple months

Once to a couple times/month

Once/week or more

42% 
of current consumers 
acquire cannabis at 
least once a week. 

Acquisition Frequency: By Age

Once/week or more Once to a couple
times/month

Every couple
months

Once to a couple
times/year

56%

28%

6% 8%

44%

34%

9% 11%

19%

37%

18%
22%

	� Ages 18-34
	� Ages 35-54
	� Ages 55+
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All of it
Most of it

Half or less

None of it

61%21%

14%
4%

Never pay Under $20 $20 - $49 $50 - $99 $100 - $199 $200 - $399 $400+

4%

8%

30%
32%

19%

5%

1%

How much of the cannabis you consume do you pay for?

Typical Spend per Purchase

SPENDING

82% 
of consumers pay 
for most or all of the 
cannabis they consume.

Only 4% say 
they never pay 
for cannabis.

62% 
of consumers say they 

typically spend $20-99 
each time they purchase.



Social Factors & Use

Most current consumers 
(63%) report always or usually 
consuming cannabis alone. 
Of the 17% who always or 
usually consume with others, 
about half typically use with 
just one other person.

Use Context

If you consume with others, how many people are you typically with?

Always
 consume

alone

Usually
consume

alone

Consume
alone and with
others equally

Usually
consume with

others

Always
 consume with

others

33%
30%

21%

11%

6%

49%
43%

8%

	� 1 other person
	� 2-3 other people
	� 4+ other people

Among current 
(annual+) consumers 
who always or usually 
consume with others.
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Among consumers who typically use cannabis with others, 
women are more likely to consume with just one other person, 
whereas men are more likely to consume with 2-3 others. 

If you consume with others, how many people are you typically with: By Gender

With whom have you consumed 
cannabis in the last year?

56%

52%40%

36%

8%

8%

1 other person 2-3 other people 4+ other people

Men

Women

Friends

Spouse/partner

Sibling(s)

Coworker(s)

Extended family

People I did not previously know

My parent(s)

My child(ren)

45%

39%

13%

10%

9%

6%

6%

4%

26% 
of consumers 
say cannabis is 
sometimes a part of 
holiday gatherings/
celebrations 
with family.

Among current (annual+) consumers who always or usually consume with others.



Among current (annual+) 
consumers who have 

friends or family that know 
about their cannabis use.

34

OPENNESS

93%

89%

48%

Friends

Family

Coworkers

They generally
support it

They generally
tolerate it

They are generally
against it

There are a 
mix of opinions

59% 25%

2% 8%

68%

61%

35%

Who knows you consume cannabis?

Most of my friends are cannabis consumers: By Age
Nearly 3 in 5 consumers 
report that most of their 
friends are also cannabis users. 
Among consumers under 
35 years old, it is two thirds. 
Likelihood of friends also being 
cannabis consumers did not 
differ significantly by gender 
or home state market type.

How do your friends/
family feel about your 
cannabis use? 

57% 
of current consumers say 
most of their friends are 
cannabis consumers.

	� Ages 18-34
	� Ages 35-54
	� Ages 55+
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Policy Beliefs

Legalized/
decriminalized

Legal for medical
use only

Entirely illegal Don’t know

89%

5% 3% 3%

46%

31%

11% 12%

People should not be incarcerated for any cannabis o�enses

There should be public spaces, like bars and cafes,
where smoking cannabis is permitted

Legal cannabis is safer than illegal cannabis

People can become addicted to cannabis

Local jurisdictions should be able to limit cannabis operations

Employers should be allowed to drug test their employees for cannabis

I worry that legalizing cannabis will do more harm than good

74%

73%

68%

46%

40%

35%

17%

44%

33%

50%

63%

55%

56%

41%

General Population: 
Which best describes your 
views on cannabis 
legalization? 

Which best describes your views on cannabis legalization: 
Consumers vs. Non-consumers

Policy Beliefs: Consumers vs. Non-consumers

Should be 
legalized/
decriminalized

Should be legal 
for medical 
use only

Should be 
entirely illegal

Don't know

	� Consumers 	� Non-consumers

64%

20%

8%

8%
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Among respondents who have ever tried CBD.

Other Consumption

At least a few
times/week

A few times/month
to once/week

Once/month or less Never

34%
30%

21%

15%

21%
26% 26% 27%

36%

26%

22%

20%19% 18%17%

15%14%13%

Daily

Once to a
couple

times/week

Once to a
couple

times/month

Once to a
couple

times/year

Only ever
tried CBD

once or twice

ALCOHOL

Frequency of Alcohol Use: Consumers vs. Non-consumers

CBD

Frequency of CBD Use:  
Consumers vs. Non-consumers

Cannabis consumers are more likely than non-consumers to 
also consume alcohol, and generally use it more frequently. 

54% 
of cannabis consumers 
have tried CBD.

16%
of non-consumers 
have tried CBD.

	� Consumers 	� Non-consumers
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Among respondents who have used 
CBD more than once or twice. 

62% 15%

23%

Oil/
tincture

Edibles

Topicals/cosmetics
/bath products

Vapes Pills/
capsules

Smokable
hemp flower

Infused
beverage

25% 24% 18% 12% 8% 8% 6%27% 18% 25% 11% 11% 4% 4%

Most Frequently Used CBD Form: 
Consumers vs. Non-consumers

Among consumers of both CBD and THC,  
most consider themselves primarily THC users.

	� Consumers
	� Non-consumers

	� I'm primarily a THC consumer
	� Primarily a CBD consumer
	� I'm an equal consumer of both
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As legalization of cannabis expands, 
acceptance and use continue to grow 
among Americans. With 42% of U.S. 
adults having used cannabis and likely to use 
it again, and 15% expressing interest in trying 
it in the future, the industry can expect a 
steady increase in consumer base. As the 
number of adults who have not tried cannabis 
and do not intend to decreases, this trend 
signifies growing receptiveness and potential 
opportunities for market expansion.

The cannabis consumer demographic 
is diverse, with users spread across age 
groups, genders, economic brackets, 
and political affiliations. Instead of trying 
to speak to the whole range of consumer 
identities at once, brands and retailers 
should identify a specific target consumer 
type and cater to their specialized needs. 

Cannabis prohibition does not materially 
affect the frequency with which 
consumers use cannabis. Use frequency 
patterns among consumers vary by widely 
by age and somewhat by gender, but not by 
the cannabis laws of consumer’s home state. 
Use frequency distribution across adult-use, 
medical only, and illicit states is constant. 
Regulators, legislators, and policymakers 
should not expect to be able to affect the 
frequency with which consumers use cannabis.   

Key Takeaways

The cannabis consumer 
demographic is diverse...
brands and retailers should 
identify a specific target 
consumer type and cater to 
their specialized needs.
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Access to forms of cannabis other than 
flower and edibles remains limited for 
many consumers, even in adult-use 
states. As such, regulators should work 
to ensure that a wider variety of cannabis 
products are made available to consumers, 
and existing operators who have focused 
primarily on flower and edibles should 
expand their product offerings to reach 
new consumers, as well as providing existing 
consumers with additional product options. 

A majority of cannabis consumers 
use the product for both medical and 
recreational purposes. This underscores the 
need for product development that focuses 
on delivering specific effects, such as boosting 
energy or relieving pain, and understanding that 
one consumer may seek several distinct effects 
in different contexts. Brands should invest 
resources in understanding the constellation of 
desired effects among their target users to be 
able to deliver across many potential use cases. 

Unwinding, pain management, and 
aiding sleep have stabilized as the leading 
reasons consumers report using cannabis. 
With consumers and non-consumers alike 
becoming increasingly comfortable openly 
discussing cannabis use, it is likely some 
individuals who do not currently use cannabis 
but experience problems their friends and 
loved ones commonly address with cannabis 
will be persuaded to try using cannabis to 
address pain, stress, or sleep disorders. 

Despite expanding legalization, many 
consumers still face limited access to 
cannabis. Although 74% of Americans live in 
states with legal adult-use or medical markets, 
local regulatory restrictions and geographical 
distribution of dispensaries result in barriers to 
fully participating in the legal market for some, 
especially outside major metropolitan areas. 

A majority of cannabis 
consumers use the product 
for both medical and 
recreational purposes.
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Despite the growth in dispensary 
usage, friends and family continue to 
be a significant source of cannabis. 
The use of informal sources such as friends 
and family will never entirely disappear, 
but the importance of this channel can be 
capitalized upon by brands and by leveraging 
referral programs and other initiatives to 
encourage word-of-mouth marketing.

Younger consumers are not only 
shopping for themselves, but for older 
family members as well. Half of current 
consumers ages 18-34 report supplying friends 
& family, and 10% of consumers ages 55 and 
older say family is their primary source of 
cannabis. This underscores the importance of 
educating younger consumers on products 
that would benefit their older relatives.

Which forms consumers use is limited 
by what they have access to. Fewer than 
half of all consumers report having access 
to any forms of cannabis other than flower, 
prerolls, and edibles, even in adult use states. 
The shift toward non-flower products will 
continue slowly as access to and familiarity with 
these forms increases over the coming years.

As legal markets expand and dispensaries 
diversify their product offerings, 
consumer interest in trying new cannabis 
products will grow in the short term. 
This presents an opportunity for operators and 
investors to explore innovative product forms 
and delivery methods. In particular, younger 
consumers are more likely to be interested in 
new products and are more likely to use both 
flower and non-flower products, so focusing on 
this demographic could yield positive results.

The increasing prevalence of brick-
and-mortar dispensaries as the primary 
source of cannabis reflects the expansion 
of legal markets. The share of sales 
captured by brick-and-mortar dispensaries 
will increase over the coming years as more 
states legalize and regulate cannabis and this 
channel becomes available to more consumers. 
The degree to which illicit dealers continue to 
prevail as a source within a state will depend 
on the cost of cannabis and the retail options 
created by that state’s regulatory framework. 

Younger consumers are 
more likely to be 
interested in new 
products and are more 
likely to use both flower 
and non-flower products.
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NEW FRONTIER DATA designed 
and conducted an online survey to assess 
cannabis consumer attitudes, perceptions, 
and consumption across legal and unregulated 
markets in the United States. Survey themes 
included: cannabis use, purchasing behavior and 
decision influencers, product preferences and 
expenditures, beliefs about cannabis, and other 
consumption behaviors. U.S. adults who were 
not cannabis consumers were also surveyed 
about potential future cannabis use, and beliefs 
and attitudes about cannabis, and social and 
personal connections to cannabis consumers.  

Sampling was demographically representative 
of the adult population in the United States. 
Analyses were conducted among 4,358 can-
nabis consumers – respondents who indicated 
that they consumed cannabis in the past, and 
will consume it again, as well as 1,176 non-con-
sumers. The survey was conducted in Q1 2023. 

Methodology

SURVEY OVERVIEW

Methodology Online Survey

Sample Size

Total Respondents 5,534

Consumers 4,358

Non-consumers 1,176

Fielding Dates Feb 17 - Feb 26, 2023

Mean Duration 16 minutes

Margin of Error
Consumers ±1.48%

Non-consumers ±2.86%
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SAMPLE DESCRIPTIVES

SURVEY SAMPLE DEMOGRAPHICS CURRENT CONSUMERS NON-CONSUMERS

Sample Size 3867 1176
Age

18-24 10.1% 10.7%
25-34 23.8% 12.2%
35-44 23.1% 13.4%
45-54 17.7% 16.8%
55-64 15.0% 18.5%
65+ 10.3% 28.5%

Gender
Male 54.2% 45.0%
Female 45.6% 55.0%
Nonbinary/other 0.2% 0.0%

Home State Cannabis Market
Adult-use 52.1% 43.9%
Medical only 25.3% 26.8%
Illicit 22.6% 29.3%

User Type Self-Identification
Only medical 14.8% n/a
Primarily medical 27.7% n/a
Primarily recreational 25.2% n/a
Only recreational 32.4% n/a

Household Annual Gross Income
Under $25,000 16.7% 15.2%
$25,000 - $49,999 20.6% 21.9%
$50,000 - $74,999 19.2% 17.3%
$75,000 - $99,999 14.0% 13.0%
$100,000 - $124,999 8.4% 8.8%
$125,000 - $149,999 6.5% 6.5%
$150,000 - $174,999 4.2% 4.6%
$175,000 - $199,999 4.3% 3.1%
$200,000 or more 5.4% 7.9%
Prefer not to say 0.7% 1.7%

Education
Some high school 3.0% 2.6%
High school diploma 21.9% 17.6%
Some college 21.4% 17.3%
Associate's degree/Trade school 15.6% 15.0%
Bachelor's degree 24.5% 29.1%
Advanced degree 13.7% 18.4%
Other 0.1% 0.1%

Racial/Ethnic Identity
White 62.6% 63.4%
Hispanic/Latinx 14.4% 12.6%
Black 14.2% 12.4%
Asian 3.2% 6.5%
Mixed 3.7% 2.7%
Middle Eastern/North African 0.3% 0.5%
Pacific Islander/Native Hawaiian 0.2% 0.3%
Native American/First Nations 1.0% 0.3%
Other 0.2% 0.3%
Prefer not to answer 0.3% 1.1%
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NEW FRONTIER DATA is the  
premier data, analytics, and technology firm 
specializing in the global cannabis industry,  
delivering solutions that enable investors, 
operators, advertisers, brands, researchers, 
and policymakers tow, engage, and transact 
with the cannabis industry and its consumers. 
New Frontier Data's global reach and 
reputation is evidenced by research and 
analysis citations in more than 85 countries. 
Founded in 2014, New Frontier Data is 
headquartered in Washington, D.C., with 
presence in Europe, Latin America, and Africa.

Mission
New Frontier Data’s mission is to inform policy 
and commercial activity for the global legal 
cannabis industry. We maintain a neutral position 
on the merits of cannabis legalization through 
comprehensive and transparent data analysis 
and projections that shape industry trends, 
dynamics, demand and opportunity drivers.

Core Values
	� Honesty

	� Respect

	� Understanding

Vision

To be the nexus of data for the 
global cannabis industry.

Commitment to Our Clients
The trusted one-stop shop for cannabis 
business intelligence, New Frontier Data 
provides individuals and organizations 
operating, researching, or investing in the 
cannabis industry with unparalleled access to 
actionable industry intelligence and insight, 
helping them leverage the power of big data 
to succeed in a fast-paced and dynamic 
market. We are committed to the highest 
standards and most rigorous protocols in data 
collection, analysis, and reporting, protecting 
all IP and sources, as we continue to improve 
transparency into the global cannabis industry.

About Us
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