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A little bit about Brightfield.

Who we are:
We provide multi-source 
consumer insights and market 
intelligence for the CBD and 
Cannabis industries. We have 
been answering difficult 
business questions with data-
driven answers for these 
industries since 2015.

Our methodology:
We take a modern approach to 
a modern industry.

By integrating innovative 
technologies like machine 
learning, social listening, and 
natural language processing with 
robust human analysis across 
brand shares, market sizing, and 
more, we get a 360-degree view 
of the CBD and Cannabis 
industries.



We leveraged several sources for our COVID-19 analysis:

6

Social Listening Data
Tracking conversations about COVID-19, CBD and Cannabis.

Survey Data 
Measuring impact to consumer’s purchasing attitudes. 

Interviews with Brands & Data Share Agreements
Providing insight on sales and channel impacts throughout the supply chain.



Overview



Source: Brightfield Group Social Listening Data

We are seeing sustained 
volume in social conversations 
through March and into April. 

Last time, we explained how 
social conversations peaked 
during the start of the shelter-
in-place orders.

Unfiltered CBD + 
Cannabis social 
conversations

Filtered by 
COVID-19 
keywords

Social Conversations: March vs. April



Consumption frequency has accelerated in the last three weeks.

Cannabis consumers who use 5+ 
times per week make up 48.5% of 
overall cannabis users. These are the 
users who report plans to increase 
consumption most significantly!

Source: Brightfield Group COVID Cannabis Consumer Survey, N=2,217



What does this mean for sales and consumer demand? 
Many consumers are switching to online options.

Source: Brightfield Group COVID CBD Consumer Survey, N=: 2,638 Source: Brightfield Group COVID Cannabis Consumer Survey, N=2,217



Marketing Opportunities



27% of CBD consumers say they bought CBD online in the last six months. 
But which online channels are best?

51.7%

39.0%

37.3%

14.1%

5.6%

Specific CBD brand website

Site selling multiple CBD Brands
(marketplace)

Amazon.com

Store website (e.g. CVS.com, Ulta.com)

Other

Q: Where online do you purchase your CBD products? Select all that apply.
Source: Brightfield Group Quarter CBD Consumer Survey, Q4 2019 and Q1 2020, N = 11,429
Note: Q1 2020 results were pulled before the end of survey fielding, so final Q1 2020 sample size will be slightly larger. However, results 
are considered stable at this time.



Where’s the opportunity to build deeper customer relationships in Cannabis? 

67%
of Cannabis Consumers believe consumer 
reviews are very important when choosing 
new products.

46% of Cannabis Consumers believe celebrities 
usually make a brand more fashionable.

29% of Cannabis Consumers prefer ads that include 
samples or coupons.  

Source: Brightfield Group Cannabis Consumer Lifestyle Data, N=2,276 



Persona Deep-Dive



Definition: Millennials that report using CBD for psychological reasons (e.g. anxiety, depression, insomnia)

Motto: “There’s always too much”

How to Reach: Understand SOM’s motivators and stressors - especially during COVID-19 - and create content that supports their values.

Who are the Stressed-Out Millennials?

58% of Millennial CBD Consumers planned to 
stock up for COVID-19.

41% of Millennial CBD Consumers planned to 
switch to online for COVID-19.

45% of Online CBD Consumers are Millennials.

Source: Brightfield Group Cannabis Consumer Lifestyle Data, N=2,276Source: Brightfield Group CBD Consumer Insights, N=25,545



Becoming 
Consumer-Centric



State of the Industry

•Now more than ever, it’s not just a brand’s 
products and pricing that matter – it’s what you 
stand for.

•People want to buy from companies that fill a 
deeper psychological need in our lives.

•For marketers, this means that emotional 
connection and personalization is critical to 
building loyalty and awareness. 

Image Source: Gallup Research



The Key to Building Loyalty: Values

Values are the core motivations that define our individuality, humanity, and 
what we want out of life. Formed at an early age, they operate on a 
subconscious level and are highly influential in our decision making. 



The Six Primary Value Types

Primarily focused on personal 
needs (Individualistic)

Primarily focused on needs of 
others (Collectivist)

Take the survey>>>
http://bit.ly/valuesmarketing

http://Takhttp:0/bit.ly/valuesmarketing
http://Takhttp:0/bit.ly/valuesmarketing


Speaking to Millennial Values

Stand for Something

Align With Values

Attract your Tribe

Collaborate 



"People don’t buy 
what you do; they 

buy why you do it.”

- Simon Sinek



Stand for Something 
• Don’t sell your products, sell 

your purpose.

• Millennials want brands to be 
doing good in the world and 
making a difference.

• Diversity and inclusion are 
important to them.

• Build their trust and 
credibility by showing them 
how you are living your 
values every day.



Align with Values
When forming long-term relationships with brands, people are far 
more likely to be motivated by messaging that respects the deeper 
principles they stand for.

COMPANY
VALUES

CUSTOMER
VALUES

Your Most Loyal, Passionate Customers (and most Efficient Use of Ad Dollars)  



Attract Your Tribe
• Even more so than others, Millennials 

demand authenticity and transparency 
and hate feeling "marketed to.”

• Content should be lively, entertaining 
and interactive, not just fact-based.

• Add value through loyalty programs, 
recognition events, special access & 
offers.

• Find people who resonate with your 
message and nurture that relationship. 

<<<One Million Likes!! 



When you build a relationship 
based on a shared set of beliefs 
& values – trust is established.



Collaborate

• Millennials want to be co-creators, 
taking an active role in shaping the 
brand so they feel a sense of 
ownership.

• Real-time communication is mandatory.

• Recommendations and reviews are 
more trustworthy than brand 
messaging.

• They thrive when given the opportunity 
to personalize their experience with 
your brand.

6,400 Comments!! >>>



Ask yourself these questions
What inner needs and desires drive your customers? 

How do you fill a deeper need in their lives? 

What values are most aligned with your brand? 

Should your brand take a stand on social issues?

How do you choose the right cause? 

How do values affect sales messaging?

How do values play into loyalty programs? 



Resources and Next Steps 

Connect with your Account Manager
For strategy and planning support due to COVID-19. The Values model and 
additional capabilities will be included in your upcoming refresh.

Monitor the COVID-19 Insights Resource center
https://www.brightfieldgroup.com/covid-19

Identify what you stand for.
Whether you know it or not, you are projecting something to consumers. Strong 
brands are often able to survive during difficult times.

https://www.brightfieldgroup.com/covid-19


Thank you!
If you have any questions or would like to learn more, please reach out to 

marketing@brightfieldgroup.com

To complete the Values survey on your own, please click here.

http://brightfieldgroup.com
http://bit.ly/valuesmarketing

