
Who buys cannabis in California? 

Our segmentation explains the six segments who are driving the market today.

The Six Types of Consumers
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To grow market share, consumer product companies target their 
brands to the specific needs and preferences of different consumer 
segments. Crest toothpaste, for example, offers different products 
for people who are interested most in value, whitening, clean gums, 
and tooth sensitivity. Brands like Crest build market share by 
developing scores of products, each targeted to the needs and 
preferences of specific consumer segments. 

What about cannabis? If you ask someone who sells cannabis, 
“Who buys your product?”,  they will likely tell you: “Everyone”. 
While that answer may be accurate, it is not sufficiently specific for 
today’s cannabis companies to develop successful new products 
and brands. 

Recognizing this, in the summer of 2019 NorCal Cannabis 
conducted a segmentation of legal age, California cannabis users. 
Our goal was to identify and profile the different types of consumers 
who use cannabis in California today, so that we could design specific 
products, brands and retail experiences suited for them. 

The value of a consumer segmentation is that it takes us beyond 
simplistic assumptions of demographic-driven differences. While 
women are more likely to use cannabis for sleep than men, for 
example, women as a group demonstrate a highly diverse set of 
cannabis preferences. It is not enough to target “women” or 
“Boomers,” given how different people in these demographics are 
when it comes to what they want in a cannabis product.  

For our segmentation, we collected the responses of 1,529 cannabis 
consumers, aged 21+, who reside in the state of California. The 
surveys were collected through a representative panel fielded 
online. Respondents answered questions about their demographics 
and lifestyle, as well as how and why they use cannabis. We used 
statistical modeling to identify six different segments, which we 
then profiled using the survey data. We believe that this is the first 
California cannabis consumer segmentation ever conducted. 

This segmentation has allowed NorCal Cannabis to make informed 
decisions about which products we should develop, and how to 
position and promote new brands. We believe that better serving 
these segments will help develop and grow the regulated cannabis 
market in California. For that reason, we are glad to share the 
following infographics which summarize the six different types of 
cannabis consumers in the state of California today. 

About the Segmentation



1Heritage Consumers
of consumers of spending

 $208
monthly spend

think that quality is 
very important

think that price is 
very important

care about strains

smoke flower 
multiple times a day

say THC level is 
very important

83%

%79

%94

%73

%98Heritage Consumers have been using 
cannabis continually since they started. 
It’s a huge part of their lifestyle. 

They are connoisseurs of flower, and know 
their strains. They don’t buy into brand hype. 

They are the heaviest and highest-spending 
segment, despite being the least affluent. 

OPPORTUNITIES

12% 22%

PRODUCT OPPORTUNITY 
IS HIGH QUALITY, HIGH 

THC FLOWER AND 
PRE-ROLL

BRAND SHOULD STAND 
FOR HIGHEST QUALITY 

AT A GOOD PRICE 

LINE CAN EXTEND TO 
CONCENTRATES AND 

CARTRIDGES 

OPPORTUNITY ACROSS A RANGE 
OF STRAINS THAT ADDRESS 

ANXIETY, DEPRESSION, 
AS WELL AS SLEEP

Long-time cannabis consumers who care about the value and quality of flower strains. 



2Supremes
of consumers of spending

 $186
monthly spend

use for sleep
lowest of all segments

want to know the 
story behind a 
cannabis brand

use when they 
wake

in the evening

use while playing 
video games

65%

%47

%54

%54

%31Supremes spend a lot on cannabis and use 
it all day long. Their spending is growing 
the fastest among all segments.

They are into hip hop, video games 
and exercise. 

Supremes care about cannabis branding. 
They are less concerned about quality and 
price than other segments.

They are the only segment with strong 
demographic skews: heavily male, young, 
non-white, and SoCal.

BIGGEST CHANNELS 
ARE WOM, 

THE WEB, AND 
INSTAGRAM

LAUNCH WITH A 
BRAND THAT HAS 

A STORY AND 
ASSOCIATED CONTENT

BRAND SHOULD 
EXPRESS 

EXCLUSIVITY AND 
HAVE A HIGHER 

PRICE POINT

MULTI-CULTURAL 
MARKETING KEY, ESP. 
AFRICAN AMERICAN, 

ASIAN

EXPLORE VIDEO 
GAME AND MUSIC 

TIE-INS, ESPECIALLY 
HIP-HOP

OPPORTUNITY FOR 
A FULL LINE OF 

PRODUCTS WITH 
MODERATE THC 

LEVELS 

OPPORTUNITIES

7% 12%

High-spending cannabis consumers who care about cannabis brands. 



3Happy Hour Hi�ers
of consumers of spending

 $129
monthly spend

think that price 
is very important

care a lot about 
THC level

use in the evening

use for relaxation

smoke flower 
at least once/day

65%

%90

%68

%93

%60Happy Hour Hitters primarily use cannabis 
in the evening, while doing things like 
watching TV or hanging out with friends.

Their favorite things are food, going to 
concerts, and comedy, and use cannabis 
to make those experiences better. 

Cannabis is part of their lifestyle, but they 
are not interested in cannabis brands or the 
stories behind cannabis products.

They almost exclusively use flower and vapes.

OPPORTUNITIES

19% 22%

Primarily use inhalable cannabis socially and in the evening. 

PRODUCT LINE OF 
HIGH-THC FLOWER, 

PRE-ROLLS AND VAPES

EVENT-MARKETING IS KEY 
SINCE ONLINE HAS 
NEGLIGIBLE REACH

EMPHASIZE SOCIAL LIFE, 
PARTYING, NIGHT-LIFE

PARTNER WITH FESTIVALS, 
OUTDOOR EVENTS 

FOR BRANDING



4Wellness Seekers
of consumers of spending

 $115
monthly spend

use before bed

consider their health 
when purchasing 
cannabis

use cannabis for pain

use edibles at least 
once a week

use CBD-only products 
at least once a week

71%

%67

%52

%45

%68Wellness Seekers have a high interest in the 
medical benefits of cannabis. They are nearly 
as interested in CBD as they are in THC. 

They are the most affluent group, with a 
$92k average income. Wellness Seekers 
are about as likely to be male as female. 

Their spending is growing the 
second-fastest of all segments.

Their use is much more solo than social. 

OPPORTUNITIES

18% 19%

Have a strong interest in the health benefits of cannabis. 

HEALTH-WELLNESS 
POSITIONING AT A 

PREMIUM PRICE

OPPORTUNITY FOR 
CBD-ONLY PRODUCTS, 
ALONG WITH EDIBLES 

AND VAPE

NATURAL/ORGANIC 
ETC. WOULD 
RESONATE

PAIN RELIEF 
MORE THAN 
RELAXATION

BUILD BRAND 
RELATIONSHIPS 

BASED ON TRUST IN 
FORMULATION AND 

CONSISTENCY



5Casuals
of consumers of spending

 $74
monthly spend

never use topicals

use flower daily or more 
highest usage product

never use vape pens

use before sleep

%14

%57

%77

%88A large, but low spending and light usage 
segment made up of slightly older and affluent 
consumers who use cannabis from time to time.

Less than 1 in 10 use cannabis for more 
than one reason. 

They are not a fast growing segment. 

They’ve been consuming cannabis on and off 
since they first tried it and are the least likely to 
consider cannabis part of their lifestyle.

30% 20%

Occasional users who use it from time to time to relax. 



6Dabblers
of consumers of spending

 $44
monthly spend

keep up with 
cannabis brands

never use topicals

never use CBD-only 
products

never use vape pens

%88

%62
use for wellness%3

%81

%0Dabblers are the oldest segment. They earn 
the most, but spend the least on cannabis.

While they mostly use flower, very few use 
it daily, and few have been using cannabis 
continually since they started. 

Health is their #1 interest, but they don’t 
think of cannabis as contributing to wellness. 

They have the lowest level of understanding 
of the product and tend to stick to flower. 

They are the most likely to get cannabis from 
friends and from private dealers. 

13% 5%

Use cannabis infrequently and tend to be older. 
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