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C A N N A B I S  U S E  A N D   
A D O L E S C E N T S

Why does it even matter? 

Why do we care? 
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Monitoring the Future 2022

C A N N A B I S  U S E  A M O N G  
A D O L E S C E N T S  I S  U B I Q U I T O U S

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
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C A N N A B I S  E F F E C T S  O N  T H E  
D E V E L O P I N G  B R A I N

o Difficulty thinking and problem-solving

o Problems with memory and learning

o Difficulty maintaining attention

o Decreased high school graduation rates
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C A N N A B I S  E F F E C T S  O N  T H E  
D E V E L O P I N G  B R A I N

o Increased risk of mental health issues

o Potential for addiction

o Impaired driving



T O B AC C O  I N D U S T RY  
P L AY B O O K

Play #1: 

It’s medicine



T O BAC C O  P L AY B O O K :  
# 1  I T ’ S  M E D I C I N E  
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T O B AC C O  I N D U S T RY :  
P L AY B O O K

Play #2: 

Celebrity endorsement/Product 
placement to “make it cool”



T O BAC C O  P L AY B O O K :
# 2  C E L E B R I T Y  E N D O R S E M E N T
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T O B AC C O  I N D U S T RY :  
P L AY B O O K

Play #3: 

Utilize childlike messaging 



T O BAC C O  P L AY B O O K :
# 3  U T I L I Z E  C H I L D L I K E  M E S S AG I N G  
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T O BAC C O  P L AY B O O K :
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N I C O T I N E  P L AY B O O K :
# 3  U T I L I Z E  C H I L D L I K E  M E S S AG I N G
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T O B AC C O  I N D U S T RY  
P L AY B O O K

Play #4: 

Free giveaways/prizes



T O BAC C O  I N D U S T RY  P L AY B O O K :
# 4  F R E E  G I V E AWAY S
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# 4  F R E E  G I V E AWAY S
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L E G A L  A S P E C T  O F  T O BAC C O
A DV E R T I S I N G
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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



-George Santayana

Those who cannot 

remember the past are 

condemned to repeat it.



C A N N A B I S  I N D U S T RY  
P L AY B O O K

Play #1: 

It’s medicine
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C A N N A B I S  I N D U S T RY  
P L AY B O O K

Play #2: 

Celebrity endorsement/Product 
placement to “make it cool”
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C A N N A B I S  P L AY B O O K :  
# 2  P RO D U C T  P L AC E M E N T

o Snoop: "He's got a blossoming cannabis line called Khalifa 
Kush, which I use personally."
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Play #3: 

Utilize childlike messaging
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C A N N A B I S  I N D U S T RY  
P L AY B O O K

Play #4: 

Free giveaways/prizes
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# 4  F R E E  G I V E  AWAY S

45



C A N N A B I S  A D V E R T I S I N G  
I M PA C T  O N  A D O L E S C E N T S

Exposure equals use



W H Y  D O E S  A DV E R T I S I N G  M AT T E R ?

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

Why? 

Exposure equals use.
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C A N N A B I S  A DV E R T I S I N G  R E S E A RC H  
I N  YO U T H

• Study in 2014 and 2015 of 8th, 10th, and 12th 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
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http://dx.doi.org/10.5888/pcd14.170253


C A N N A B I S  A DV E R T I S I N G  R E S E A RC H  
I N  YO U T H

• 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.
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C A N N A B I S  A DV E R T I S I N G  R E S E A RC H  
I N  YO U T H

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

o 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. 

o 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



C A N N A B I S  A DV E R T I S I N G  R E S E A RC H  
I N  YO U T H

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. 

o 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. 

o Participants reported seeing posts about:

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

o cannabis being harmless (79.4%)

o cannabis helping to relieve stress (78%)

o 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



W H O  A R E  W E  F I G H T I N G  F O R ?
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THANK YOU
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