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A little bit about us.

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 regulations, 
market sizing, and more, we are able 
to get a 360-degree view of the CBD 
and Cannabis industries.



Consumer 
Behavior Shifts



CBD consumers went from this...

Source: Brightfield Group March/April 2020 COVID CBD Consumer Survey, N=1,676



...to this.

Source: Brightfield Group Q3’20 Consumer Insights July/Aug, N=4,620

75% 
agree “CBD helps me deal with the 

stress of the pandemic”
Up from 69% in Q2

44%
switched to buying CBD online 

41%
recently started purchasing CBD at 

physical stores againTotal: Increased to 44%, up from 39% in Q2 



Persona Deep Dive

Source: Brightfield Group Q2’20 Consumer Insights, N=5,000

53% buy CBD online

More likely to be:
• Multicultural
• Women
• Age 40+

55% use CBD at least 5 days/week

50% use gummies



With fewer consumers entering, brands need to optimize 
their purchase funnel.

Source: Brightfield Group Q2’20 US CBD Consumer Insights + Brand Health, N=5,000

% of CBD consumers using 
for 6 months or less

46%

25%

Q2’19 Q2’20

% of CBD consumers using 
5+ times/wk

33%

55%

Q2’19 Q2’20



Marketing 
Tactics



Brands well-positioned for e-comm rise in the ranks.

Source: Brightfield Group Q2’20 US CBD Market Landscape



Brand campaigns triple down on a singular message.

Source: Brightfield Group Q2’20 US CBD Brand Health, N=5,000 + Charlotte’s Web

Trustworthy

66%

Charlotte’s Web Top Brand Descriptors

69%

71%

High Quality

Reliable



Directly driving consumers to purchase helps relieve 
awareness gaps.

Source: Brightfield Group Q2’20 US CBD Brand Health, N=5,000

No brand is above 27% awareness 
among CBD consumers.

Once consumers enter the funnel, 
conversion rates skyrocket.

Source: CBDistillery



CSR initiatives create deeper 
relationships with customers.

67% 
of consumers who have purchased Lazarus 

Naturals products say they are buying from a 
socially responsible company – the highest among 

any brand.

Source: Lazarus NaturalsSource: Brightfield Group Q2’20 US CBD Brand Health, N=5,000



Developing an organic social strategy is more than just 
increasing follower count.



Deliver an easy + helpful shopping experience.

Source: Medterra

Medterra among the top 
CBD brands with Caring 
(56%) and Authentic (62%) 
as brand descriptors from
purchasers.

Source: Brightfield Group Q2’20 US CBD Brand Health, N=5,000



Brands double down on e-comm positioning.

cbdMD Consider to Purchase conversion rate

65%
71%

Source: Brightfield Group Q2’20 US CBD Brand Health, N=5,000 Source: cbdMD, Bellator MMA

Q1 Q2



Key Takeaways



Awareness grabs are more 
important than ever.



Consistently hit on a single
message, especially on social.



Understanding your customers’ values drives 
better marketing.

For example...

97% of CBD brands fit within small business guidelines and 66% of US 
shoppers plan to shop local this year.

Ask yourself: Should my brand use SMB positioning as a competitive 
advantage? More importantly, do my customers care about locally-sourced 

CBD brands?

Data provided by:



Your customers need a helpful + 
enjoyable shopping experience.



Thank you!
For more information, please contact 

marketing@brightfieldgroup.com or visit 
brightfieldgroup.com

mailto:marketing@brightfieldgroup.com

