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CANNABIS USE AND
ADOLESCENTS

Why does it even matter?
Why do we care?



CANNABIS USE AMONG
ADOLESCENTS IS UBIQUITOUS

o 31% of 12 graders have used Cannabis
o Perceived risk has continued a steep decline since the mid 2010s

o Disapproval in trying cannabis has been on considerable decline

since 2007

Monitoring the Future 2022



CANNABIS EFFECTS ON
DEVELOPING BRAIN

o Difficulty thinking and problem-solving
o Problems with memory and learning
o Difficulty maintaining attention

o Decreased high school graduation rates



CANNABIS EFFECTS ON
DEVELOPING BRAIN

o Increased risk of mental health issues
o Potential for addiction

o Impaired driving



TOBACCO INDUSTRY
PLAYBOOK

Play #1:
't's medicine




TOBACCO PLAYBOOK:
#1 IT'S MEDICINE



TOBACCO PLAYBOOK:
#1 IT'S MEDICINE

Why Physicians
Call Our New Brand

“A HEALTH CIGAR”

“l recommend Thompson’'s MELL-O-WELL cigars to
any who are interested in regaining or keeping physi-
cal fitness.”

“l am convinced that irritants, such as nicotines, gly-
cerides, albuminoids and carbons—dangerous when
used to excess by those who are physically below par—

are largely removed from Thompson's MELL-O-WELL

cigars.’
“Many former patients, friends and others who have
consulted me, and who, ordinarily, would be obliged
to greatly curtail smoking, are now enjoying their
vsual allotment of cigars in Thompson’'s MELL-O-
WELLS—with no loss of satisfaction or good health.”
med) G. Edward Roehrig, M. D.
715 South Bonnie Brae,

Los Angeles, Calif.
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TOBACCO PLAYBOOK:
#2 CELEBRITY ENDORSEMENT
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TOBACCO PLAYBOOK:
#2 CELEBRITY ENDORSEMENT
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TOBACCO PLAYBOOK:
#2 CELEBRITY ENDORSEMENT
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TOBACCO PLAYBOOK:
#2 PRODUCT PLACEMENT

Sylvasiar Btgiane
April 2=, 1923

Mz, Ech Koewvolofif
ASEQCTIATED FILM FPROMOTICN
10100 Santa Monica Biwd,
Loz Angales, CA 90067
Dear Bobk:

As disecesed, I guarantes that I will usse Brown £ ﬁi:liamson
tobaceo products in no less than five Feature films.

It is my understanding that Brown & Williamson will pay
a fae of S50G.003,00,

Hoping te hear from you scon;

Sincerely. P 5[:;:" =
AT 0

Sylvast

ES5 5D



M TOBACCO PLAYBOOK:
#2 PRODUCT PLACEMENT
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TOBACCO INDUSTRY:
PLAYBOOK

Play #3:
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING

Guard Against Throat-Seateh

enjoy the smooth smoking of fine tobaccos
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING

CHOICE OF

YOUNG AMERICA

SEST FOR YOU
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TOBACCO PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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NICOTINE PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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TOBACCO INDUSTRY
PLAYBOOK

Play #4:
Free glveaways/prizes




TOBACCO INDUSTRY PLAYBOOK:
#4 FREE GIVEAWAYS
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TOBACCO INDUSTRY PLAYBOOK:
#4 FREE GIVEAWAYS
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LEGAL ASPECT OF TOBACCO
ADVERTISING

1. 1970 Public Health Cigarette Smoking Act
A. Prohibited advertising on Radio and TV
B. Required health warning labels

2. 1998 Master Settlement Agreement
A. Prohibited advertising on transit and billboards

B. Prohibited use of cartoons and other marketing practices that targeted individuals
under 18

C. Prohibited sponsorships of sporting events and concerts
D. Prohibited paid product placement

3. 2009 Family Smoking Prevention and Tobacco Control Act
A. Gave the FDA control of marketing of Tobacco
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‘ ‘ Those who cannot , ’

remember the past are
condemned to repeat It.

-George Santayana




CANNABIS INDUSTRY
PLAYBOOK

Play #1:
't's medicine
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CANNABIS PLAYBOOK:
#1 IT'S MEDICINE
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CANNABIS PLAYBOOK:
#1 IT'S MEDICINE
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CANNABIS PLAYBOOK:
#2 CELEBRITY ENDORSEMENT
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CANNABIS PLAYBOOK:
#2 CELEBRITY ENDORSEMENT
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CANNABIS PLAYBOOK:
#2 CELEBRITY ENDORSEMENT

COMFORTABE
SMILEWEAR
.
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CANNABIS PLAYBOOK:
#2 PRODUCT PLACEMENT

MARTHA & SNOOP’S
POTLUCK DINNER PARTY

o Snoop: "He's got a blossoming cannabis line called Khalifa
Kush, which I use personally.”



. CANNABIS PLAYBOOK:
#2 PRODUCT PLACEMENT
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CANNABIS INDUSTRY
PLAYBOOK

Play #3:

nt”ze childlike messaging
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CANNABIS PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING



CANNABIS PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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kushypunchlife That Kushy bliss is faster than ever kushypunchmi Hit up your local licensed stores kushypunchmi GIVEAWAY!!
/7 melt into our full spectrum oil with juicy, fruity carrying Kushy & opt for delivery §&§ Quarantine @ Kushy Punch Limited Back Pack
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CANNABIS PLAYBOOK:
3 UTILIZE CHILDLIKE MESSAGING
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CANNABIS PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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CANNABIS PLAYBOOK:
#3 UTILIZE CHILDLIKE MESSAGING
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CANNABIS INDUSTRY
PLAYBOOK

Play #4:
Free giveaways/prizes




44

CANNABIS PLAYBOOK:
#4 FREE GIVEAWAYS



s CANNABIS PLAYBOOK:
#4 FREE GIVE AWAYS




.

CANNABIS ADVERTISING
IMPACT ON ADOLESCENTS

Exposure equals use
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WHY DOES ADVERTISING MATTER?

The cannabis industry spent $661 million U.S.
dollarsin 2018 and estimate 3.89 billion in
2028.

Why?

Exposure equals use.



CANNABIS ADVERTISING RESEARCH
IN YOUTH

Study in 2014 and 2015 of 8th, 10t", and 12t" graders looked at cannabis use and
exposure to advertisements on storefronts, magazines or newspapers, billboards,
internet. Adolescents who reported exposure from:

1 channel had a 60% increase in odds of being current marijuana users

2 types of channels increased the odds by 70%

3 or more types of channels more than doubled the odds

1. Dai H. Exposure to Advertisements and Marijuana Use Among US Adolescents. Prev Chronic Dis 2017;14:170253.
DOI: http://dx.doi.org/10.5888/pcd14.170253



http://dx.doi.org/10.5888/pcd14.170253

CANNABIS ADVERTISING RESEARCH
IN YOUTH

Study from followed 7th and 8th graders from 2010 until 2017 and looked at their
exposure and use over 7 years. Adolescents that reported higher than average
exposure to cannabis ads also tended to report:

Greater cannabis use
Stronger intentions to use cannabis in the future

Stronger positive expectancies about cannabis use

More negative consequences from use (trouble concentrating,, missed school, did something you later felt sorry
for, got into trouble at school or home)

D'Amico EJ, Rodriguez A, Tucker JS, Pedersen ER, Shih RA. Planting the seed for marijuana use: Changes in exposure to medical marijuana advertising
and subsequent adolescent marijuana use, cognitions, and consequences over seven years. Drug Alcohol Depend. 2018 Jul 1;188:385-391. doi:
10.1016/j.drugalcdep.2018.03.031.



CANNABIS ADVERTISING RESEARCH
IN YOUTH

Study in 2018 in 6 states that legalized recreational use looked at
adolescent users 15-19 years old:

Frequent exposure to cannabis billboards, liking/following cannabis promotions on social
media, and cannabis brand engagement were strongly associated with problematic
cannabis use, these teens meet criteria for a diagnosis of Cannabis Use Disorder.

Among adolescent lifetime cannabis users, seeing cannabis billboards most of the
time/always was uniquely associated with 7.3 times the odds of frequent cannabis use

(vs a control of never seeing these billboards).

3. Trangenstein PJ, Whitehill JM, Jenkins MC, Jernigan DH, Moreno MA. Cannabis Marketing and Problematic Cannabis Use Among Adolescents. J Stud Alcohol Drugs. 2021
Mar;82(2):288-296. doi: 10.15288/jsad.2021.82.288



CANNABIS ADVERTISING RESEARCH
IN YOUTH

Study in 2019 in Washington State looked at a sample of teens (13-17) and
college students and their exposure to pro-cannabis messages in
advertising on social media.

Exposure to pro-cannabis social media messages was positively associated with teens’ intentions to
use cannabis and perceptions of cannabis, as well as college students current use.
Participants reported seeing posts about:

a celebrity or song that positively portrayed cannabis (80.9%)

cannabis being harmless (79.4%)

cannabis helping to relieve stress (78%)

people using cannabis or being high (77.7%).

Willoughby, J. et al. Exposure to Pro and Anti-Cannabis Social Media Messages and Teens' and College Students’ Intentions to Use Cannabis. Health Communication 2023, Jan.
https://doi.org/10.1080/10410236.2022.2162707
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WHO ARE WE FIGHTING FOR?



THANK YOU
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