Measuring your
Brand Health—
Critical Data You
Can’t Live Without
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What is Brand Health and How is it Measured?

« Brand Health is essentially a group of metrics that illustrates how your brand is performing in the
market and how it is contributing to your brand’s objectives. These Brand Health metrics start
with the basic brand funnel (Brand Awareness, Brand Purchase, and Brand Repeat Intent, also
known as Loyalty). Each of these metrics is important and reveals important aspects of your
brand’s health. Additional metrics specific to your brand are also captured, like meeting
expectations, satisfaction on specific attributes (e.g. price, taste/smell, etc.), willingness to
recommend the brand and brand associations.

 Brightfield Group tracks brand health through quarterly surveys among category users. These
surveys capture their category behavior, brand awareness, brand use and feeling about those
brands they're using. Comparing these metrics over time periods and versus other brands in the
market, brands can learn exactly how their brand is performing in the market.

At Brightfield Group, we currently track Brand Health for the US Cannabis Brands, US Cannabis
Retail, Canada Cannabis and US CBD markets quarterly, interviewing thousands of consumers
each quarter. We've been tracking the Cannabis industry since 2019. We know how challenging
the market is and how different tracking performance can be from other consumer packaged
goods.
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A note on the Cannabis Market

As the cannabis market matures, it is natural for people to want to
compare it to other Consumer Packaged Goods (CPGs). Unlike typical
CPG brands, where most people have the same ability to access and have
exposure to brands and marketing, an individual’'s behaviors, shopping
location, geography, experience level, product-type preference and
openness to new experiences all impact their knowledge and awareness
of the marketplace and brands.

While a few aspects of marketing Cannabis are similar to other CPGs, most
elements of the marketing process differ in rather important ways. This
difference impacts all the “Seven P's of Marketing":

1. Product: Features, unique selling points and the overall quality of product
Promotion: Methods used to promote the product across multiple channels
Price: The long-term pricing strategy of the product in question

Place: Where people find your product, learn about it and, ultimately, buy it
People: The people who encounter your target customers (e.g. Budtenders)

Process: Your methods for delivering the product to customers

N A w Db

Physical evidence: Tangible items and experiences for customers
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Cannabis

Consumers

Behaviors and buying patterns
impact exposure to brands,
subtypes, and understanding

Singular exposure location (e.g.
Cannabis stores/dispensaries) and
most consumers visit only one

New Category with minimal
historical knowledge for most

Non-users/new users have no
awareness of the marketplace

Other CPGs
Consumers

Equity in access and exposure to
most categories, regardless of
behaviors

Multiple exposure locations (e.g.
Grocery, neighborhood markets,
mass merchandiser)

Historical knowledge of category

Non-user awareness of major
brands and categories




Why Knowing your Brand Health is important?
" The “What” vs. The “Why”

= Competitive Benchmarking
= Who are my buyers?

®= Trend watching

SWOT Analysis

= Brand Saliency
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Sales data tell you what is happening at the shelf
at any given time—Brand Health trackers can tell
you why this is happening and what you may be
seeing in the shelf in coming quarters.

Brand Health can answer key questions like...
Who are you gaining/losing share from?
How have your user groups changed or shifted?
What habits do your users have that are driving
these changes?

Decline of purchasers buying CBD online corresponds with
the increase in smoke/vape shops—CBD brands highly
dependent on online sales will want to consider how this
changing environment will affect future sales and
distribution strategy

CBD Online & Smoke/Vape Shop Channel Purchaser Penetration

W1'22 W2'22

=—=Smoke and Vape Shop

Source: CBD Brand Health W3 2022




Sales dat h | . Back Forty decreases can be connected to the brand’s
ales data Can snow you your voiume in s increosiely beyimomore fadt-orowinG

comparison to other brands in the market competitors over the past year
but not the overlap of buyers across the
competitive landscape. Brand Health shows
you cross purchase and helps you better
understand the shelf dynamics that may be . 5031 g 525315

27/28A>
hidden behind pure sales data.
Ml wll
Brand Health can answer key questions | ]
|ike, .o Good Supply Tweed Spinach Pure Sunfarms
What other brands is my buyer purchasing? Rzl mwize Rz g0z WS 202
Are my consumers the same as my competitor?

What brands are Heavy Cannabis users most likely
to purchase?

Back Forty Purchasers other Brands Purchased

Source: Canada Cannabis Brand Health W3 2022




In the Cannabis industry, POS information
doesn’t often connect directly to the
purchaser. Not knowing who exactly is
purchasing your products lives a blank spot
in your marketing and strategy plan.

Brand Health can answer key questions
like...

Who is buying my brand?
What are their cannabis behaviors?

What can I figure out about them to help me
better cater to their needs?

How can I innovate to better address the market?

Generation

®
6 les California Purchasers

Income

Cookie
purchasers tend
Gender to be _y0U/7g€'/’,
Other 0.6% more multi-
cultural, heavy

users that have

strong spend
levels

Source: US Product Brand Health, H2 2022




Sometimes trends are slow growing, while
other times they explode on the scene.
Brand Health data can help you spot them
either way they come at you. Keep an eye on
brands or behavior switches that you might
otherwise discount before it is too late to
see they've taken a bite out of your sales.

Brand Health can answer key questions
like...

Are there any smaller brands making movements?

What movements may [ start seeing in sales
volume soon?

If you're only watching the Solei funnel you
wouldn’t notice the brands slowly building
strength, subtly overtaking the market

% of Heavy Adult Use who say they purchase

&
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Source: Canada Cannabis Brand Health Q2 2021




Are there some aspects of your brand that are

starting to show weakness or vulnerability? You 1906 New Highs
Illinois Analysis

can catch them before they become derailers.

Brand Health can answer key questions like... m

. Easy to understand branding . Mint/Lozenges category not
C An upfront experience with functional ingredients to support growing as strongly as gummies
Wh at a re my Stre n gth S I n th e M a rket a n d h OW Ca n I N the intended wellness effect is appealing to newbies and . Awareness for 1906 Highs is low at
. . ? experienced consumers alike 3%--Brand packaging architecture
. A product type that doesn't have a lot of strong competitors deemphasizes the brand for the
leverage them for increased penetration® e o5t o e
What areas do I need to be aware of that could pe—
1 ? . Improve branding vs. benefit call-outs J Awareness needs to grow for the
pOte n t I a | Iy Sta | | my g rOWth * . Trial inducing opportunities in market brand to be successful, once

consumers try, they're happy

What's happening in the category thatI need to be
aware of?

Source: US Cannabis Product, Brand Health H2 2022




Sometimes brand have strong sales but the
measured brand awareness is weak. This
dichotomy can be confusing to marketers,
but it may mean you have a brand saliency
issue. Consumers can’t recall your brand
name when asked, meaning their overall
connectionto your brand is tenuous and
easily broken by a competitor that can
standout more.

Understanding your brand’s awareness with
respect to the market is a vital piece to
continuing the brand’s market growth.

Although SHRED purchase is strong at the store,
consumers of SHRED seem to be less aware of the
brand name they are purchasing, so they are
reporting weaker purchase levels overall—this
points to a brand saliency issue for the brand

Ontario Ontario Cannabis Top
Top Brands sales in Brands Purchased
POS Data* Past 6 Months

#1 SHRED #8 SHRED (7%)

Source: Source: *Headset November 2022, Brightfield Canadian Cannabis Brand Health W3 2022




Does Brand Health data always
tell the same story as POS?
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Actually, these two sets of data often tell

different stories!
Think of them as two pieces of the same puzzle.

Brand

Health
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Some thoughts on why POS and Brand Health are often different

Lagging metrics: Brand perceptions shift slowly, unless something catastrophic or epic has happened on your brand, especially brands that have been
around awhile. They are often more predictive of where your brand is going vs. where it has been.

Big brands defy gravity: Large, well-know brand metrics fall much more slowly than smaller grands. Big brands will have strong metrics just from
longevity, it will take longer for them to see negative sentiment even if their sales are falling. Mainly because the feelings about the brand aren’talways
increasingly negative, consumers have just put their attention other places for a change.

People vs. Dollars: Sales metrics generally do not tie each individual purchase to an individual. Instead, it’s a record of the dollars spent on products by
all consumers combined. Each consumer is then counted multiple times in sales data, so their impact is amplified. Thus, high-volume consumers are
heavily weighted in this data. In Brand Health, each individual’s sentiment is counted once, regardless of how much or how often they purchase the
brand or category. Thus they measure different things; Brand health is measuring people and POS is measuring $ spent.

Sentiment alone doesn’t move sales: Many forces beyond sentiment can cause sales to fluctuate-promotions, distribution, media impact, etc. —these
tend to move short-term sales more than hearts and minds

Awareness vs. Purchase: Consumers aren’t always aware of the brand name they purchased. This is particularly an issue within saturated markets,
brands where there are similarly named brands, and/or where package design is key to awareness. Brand Health measures the awareness of the brand
name in it’s first funnel metric. If consumers don’t remember what they purchased, they will not enter the purchase funnel.
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Let’s take a sneak peek at some recent findings
in our US Retail Brand Health study...
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Brightfield Group started tracking Brand Health in the US Retail space in Q2
2022

* Dispensaries have cemented themselves as the premier retail establishment to purchase cannabis in the
US. Where other consumer categories are sold across channels, - like grocery stores, mass
merchandisers, and online - legal cannabis is limited to dispensaries. While there are states that allow
delivery, it is often from a brick-and-mortar dispensary or a delivery-only dispensary. No matter how
you look at it, cannabis is sold in its own distinct channel.

* So, what makes a consumer decide which dispensary to frequent? Brightfield Group’s new Brand Health
study of the US cannabis retail environment seeks to answer that question. This study looks at 11 legal
cannabis markets in the US - Arizona, California, Colorado, Florida, lllinois, Massachusetts, Michigan,
New Jersey, New York, Oregon, and Pennsylvania. Each retail environment is unique, and consumer
segments will be drawn in by different retail attributes.

Let’s explore what's driving favoritism for U.S. cannabis dispensaries.
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What are the Top US Retail Dispensary Drivers?

 Location, price, and quality are the top

Why is This Dispensary Your Favorite? drivers for favoritism among retail
% of consumers listing attribute as reason for favoritism establishments across the 11 markets
surveyed in the US Retail Brand Health
study.
Thelocation 36.2% - All three of these attributes regard the

accessibility of cannabis — is there a
dispensary near you? Do they have the
products you want? Can you afford it?

Variety of product types 27.4%

Lowest prices 27.0%
 As cannabis retail environments emerge,
consumers rely on these simple
attributes before they can become
concerned with less essential attributes
like atmosphere and brand variety.
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What are some examples of markets going beyond these basics?

Illinois vs. Colorado: The Evolution of Dispensary Favoritism

Coloradois a mature market without licensing caps that has existed since 2014, while
Illinoisis a limited-license market largely consisting of multi-state operators that has
struggled to add any operators in the nearly 3 years since adult-use sales began. Two very
differentscenarios that yield different attributes considered when determining dispensary

favoritism. With so few dispensariesinlllinois, there atmosphere of a store is largely Favorite Dispensary: lllinois vs. Colorado

determined by keeping the flow of customers moving, making consumerswant to simply -
go in and out. 25% = =
20%
20 16% 16%
In Illinois, shoppers cannot see actual products available until a budtender goes into the Ej 05
backroom to bringthem out. In Colorado, dispensaries are much more browsable, with o .
products on display and some dispensaries even having grow rooms within view 0%
Online ordering available Enjoyable atmosphere In-store experience
. ECO ®mIL
Thus we find that...

» Colorado consumers are the most likely of the 11 states surveyed to say, “enjoyable atmosphere” and
“in-store experience” determine their favorite dispensary.

* InIllinois, these attributes are significantly less important for consumers — IL consumers are 56% less
likely to say “enjoyable atmosphere” is a determining factor of favoritism. For Illinois consumers, “online
ordering available” is more likely to be a reason for favoritism than in-store experience and atmosphere
—25% of lllinoisans list this as a reason, while 20% of Coloradans report so.
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Retail Brand Health Deep Dive—Oregon

Nectar Dispensaries

Nectar is the top retailer in the Oregon Market with 22% of respondents claiming to have purchased from a Nectar
location within the past 6 months; the Nectar brand is considered Helpful and Trustworthy, offering good customer
service. Areas for potential improvement include atmosphere, wait times and quality.

Oregon Retail Brand Funnel Nectar Brand Overview

Brand Aware Consider Purchase Ever Purchase Past6 Loyal Purchase Funnel Net Promoter Score (D) Favorite Dispensary % (O
- Months Aveare 297%

Nectar 39.7% 29.4% 25.4% 22.1% 11.8% Consider B Promoter ® Detractor

Oregon’s Finest 331% 19.5% 14.3% 11.5% 6.6% Purchase Ever 254% 91.7%

La Mota 254% 15.4% 12.1% 8.5% 4.0% Purchase Past 221%

Chalice Farms 18.8% 12.1% 5.8% 3.7% 1.5% Loyal 138% 50%

Electric Lettuce 176% 10.7% 6.3% 33% 1.5%

Cannabliss & Co 16.5% 5.8% 5.5% 2.6% 1.1%

Kaleafa 147% 11.4% TI% 4.4% 3% visitagain (@ Overall Satistaction (D

Farma 121% 7.4% 40% 2.2% 0.4% Very Likely INEEGEG——— Very Satisied | IN—————

House of Leaves 10.7% 5.1% 26% 1.1% vey B Satsted R e

Unsure | 1.7% Neutral 7.8%

Green Cross Cannabis Emporium 10.3% 3.7% 23% 0.7% 0.7% uniikely [l 1.7% Dissatisfied ] 1.3%

Brothers Cannabis Dispensary 259% 58% 48% 26% 11% Very Unlikely 83% Very Dissatisfied [ 1.3%

Green Mart 99% 1.5% 1.5% 1.1% 0.4%

Altis Trading Co 96% T-4% 6.3% +4% 3% Likelihood to Recommend () Likelihood to Switch Dispensaries ()

Curaleaf 92% 4.8% 1.1% 0.4% 0.4%

; e %] I 0

Five Zero Trees 92% 4.8% 2.29% 0.7% 0.4% Very Likely Ve Likely ioan
Likely 21.7% Likely 9.4%
Bridge Cily Collective 5.8% 5.1% 2.9% 0.4% Unsure 3.3% Not Sure 329%
Fooled Northwest 81% 5.9% 22% 1.1% 0.4% Unikety | 17% Uity B
Very Unlikely 3.3% Very Unlikely 18.8%
Sera 6.6% 4.0% 3.3% 1.8% 1.5%
Growing Releaf 63% 26% 22% 18% 15% Why Favorite Dispensary? (1) Favorite Dispensary Description ()
Paradise Found 59% 22% 22% 1.1%
Shango 5.9% 3.3% 1.8% 1.1% 07% The location 454% Helpful 55.3%

. . Lowest prices 407% Trustworthy 52.9%
Diem Cannabis 48% 3.3% 22% 1.1% 0.7% Variety of product types 36.0% Reliable 50.6%
Plantae 44% 2.9% 2.6% 1.1% Customer service 37.0% Authentic 49.4%
Virtue Supply Co. 40% 1.8% 0.4% 0.4% 0.4% Enjoyable atmosphere 27.8% Caring 47.1%

Has the brands | want 27.8% Popular 45.5%
Wait fime 27.8% Fun 41.2%
Best quality 26.9% Do to earth 353%
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What Brand Health data does
Brightfield Group Have Available?

US Cannabis Retail Brand Health (4,000+ consumers 2x a year)
Canada Cannabis Product Brand Health (3,500+ consumers 4x year)
US CBD Product Brand Health (3,500+ consumers 4x year)

US Cannabis Product Brand Health (8,000+ consumers 4X year) -uncting oec 2022+
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Summary

Us CBD -

Funnel/Conversion

Year\Wave
~~ [m] 2022

| W3 2022

state (D
Arizona
Product Type @
Flower/Strain
Brand

All

Gender

All
Generation
All

Spend

All
Medical Card

All

Purchaser
Demographics

Brand

Cannabis Co

Marijuana Works

Pot Hero
Hempila

Smoke & Pot
Atgage
Cannabis Weed
Smokey Joe's
ClearCannabis
CannabisFly
Weed Freedom
Cannabisify
The Bitter Bud
Pot Smoke
Unigage
Arweed

Gage & Co.

US Cannabis ~

Canada -

Intl CBD ~

Custom Reporis |

Int| Cannabis -

US Cannabis Product Brand Health Demo

Cannabis Usage

Aware
v

Paths to Purchase

441%
41.0%
34.0%
31.9%
239%
249%
249%
243%
19.1%
18.2%
17.9%
17.3%
146%
11.9%
11.6%
10.6%

T9%
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Consumption

Behaviors

Purchase Ever

31.3%
26.7%
18.2%
22.2%
17.9%
15.5%
14.0%
10.3%
10.6%
1.2%
10.0%
8.5%
45%
6.7%
43%
6.4%
43%

Brand Overview

Purchase Again

25.0%
25.4%
15.5%
19.8%
14.9%
13.4%
11.9%
B5.8%
5.5%
87%
T0%
G.4%
43%
558%
3.3%
49%
3.3%

Comparison

Resources MB -

Erand List

Purchase Past 6 Months

252%
21.9%
10.6%
16.1%
122%
12.5%
T9%
T.0%
T0%
8.5%
49%
5.2%
40%
43%
27%
43%
21%

US Cannabis Product Brand Health
PREVIEW

* US Product Brand Health will launch in Mid-
December 2022, focused on the following states:
Arizona, California, Colorado, Florida, Illinois,
Maryland, Massachusetts, Michigan, Nevada, New
Jersey, Ohio, Pennsylvania

» The interactive dashboards will allow for cuts of
the data by state, product type, demographics,
medical vs. Recreational use and monthly spend

» Brand Health is not only by brand, by state, but by
category, so you can directly compare how your
brand is doing within any category you play.

Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study



DEMO DATA ONLY - NOT ACTUALS

US Cannabis Product Brand Health Demo

Purchaser

[ ]
(DU ot pabtoPuchre T dOmmion g Sondlia US Cannabis Product Brand
“earWave Top Brands Respondents Who Are Aware Of Cannabis Brands H ea It h P REVI EW
- [m] 2022

Summary

Generation Income
W3 2022 i
] Cannahis Co 44.1% Unemployed 455
GenzZ 205% $20,000 or less 17.0%
Marijuana Works 41.0% Millennial 580 $20,000-330.020 37.5% . . . | b
Avare sa00.5746 2% * Brand Funnel metrics will be viewable by
Purchase Ever Pot Hero 34.0% Generation X 23.2% $75,000-520,000 11.6% .
100,000-5150.000 © 1.8% h d I I l h
Purchase Past & Mo... Baby Boomer | 4.5% ® :;153 000 Do pU rC aser e Og rp ICS
Purchase Again Hempila 31.9% '
jici Gender
state (D Smoke & Pot 28.9% Ethnicity
- Other 1.8%
Arizona e Caucasian 65.2% = Male 41.1%
- @ Atgage 249% Hispanic 37.5%
Product Type Black 8.9%
FlowerStrain - Cannabis Weed 24.9% American Indian | 3 6%
e Asian | 09%
er
Smokey Jog's 243% Other | 0.9%
All W Middle Ezstern
Female 57.1%
Genaration ClearCannabis 19.1% Frefernet o =2y
All v _
CannabisFly 18.2% Sexuality Education
d 5%
Hatarosexual 75.0% High School 45,
Al hal iead Frasdom 17.8% Bisesual 17.9% Associates 40.2%
" rd Homosesual © 6.3% Bachelor's Degree 8.9%
Medical Cal Cannabisify 17.3% Other Graduate Degree | [.9%
All o Prefer not to disclose © (0.9% In Callege 4.5%
The Bitter Bud 14.6%
Children in Household Marital Status
Pot Smoke 11.9%
1 20.5% Single 71.4%
Unigage 11.6% 2 10.7% Married 17.9%
3 54A% Separated 10.7%
Arweed 10.6% 41 3E%
Children are adulis 7.1%
Gage & Co. 7.0% Children outside of h... © 2.7%
Mo children 50.0%

B R | G H T F | E |_ D G R O U P Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study
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US Cannabis Product Brand Health Demo °
US Cannabis Product Brand
Summary Purchaser Cannabis Usage  Paths fo Purchase  ConmSUmption g Overview Comparisan Erand List H ea It h P REVI EW

Demographics Eehaviors

Respondents Who Are Aware Of Cannabis Brands

‘Year(\Wave Top Brands
- [m] 2022 Usage Rate Usage History
B w3 2022 Cannabis Co 44.1% I I I i
|  Brand F I m Il b ble by C b
Multiple times per day 51.1% Used consistently 51.4% ra n u n n e et rl C S WI e VI eWa e a n n a I S
Marijuana Works 41.0% Dail 35.6% Uzad en and off 24.9% | i k d f .
e - ' usage, like usage rate, spenda and favorite
5 e days Mew Rec User
Purchase Ever Pot Hero 34.0% o merE aEys pEr 18.2% =wnee e T8 d t
2-4 days per wesk 3.0% Retuming User: Med... 6.7% p ro u C S
Purchase Past 6 Mo...
H I 31.9% i r: Rec
Purchase Again hd =mEE About onee par wesk 217% Returning User: Re: 6.4%
A few times per month 40.4% MNew Medicinal User | 2.1%
state (D) Smoke & Pot 259%
Arizona o A faw times per year 23.7% Other | 0.6%
Atgage 249%
Product Type @
[E— Medical User Favorite Product Type
wErStEn - Cannabis Weed 24.9% )
Gender niend to Reg;lségeg Flower/Strain 64.1%
Smokay Jog's 24.3% Pre-filled vape cartri__. 12.5%
All s Pre-rolls 7.9%
~ _ Concantrates (e.g.r.. | 58%
Generation ClearCannabis 19.1% Gummies/Gummy ca_. | 4.0%
Al " Cizposable all-in-onze_.. | 1.5%
CannabisFly 18.2% Registe Baked Goods | 1.2%
Spend 35.0% Chocolates | 0.9%
Mot a Registe... Other Edibles | 0.9%
\Wead Fraed 17.9%
Al e s s 57.1% Drinks  0.6%
Medical Card Cannabisify 17.3%
Al e Spend Per Month Spend Per Product
The Bitter Bud 14.6%
51-520 37% S0-510 3.3%,
Pot Smaks e 521-350 57%
511-330 14.6%
-3100
Unigage 11.6% =1 9%
$101-5150 14.2% 3231-350 325%
A d 10.6% _ )
nees 5151-5250 21.7% 551-5100 31.6%
$251-5350 10.8%
Gage & Co. 7.9%
S350 18.0% 5100+ 17.9%

@ B R | G H T F | E I_ D G R O U P Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study
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Summary

YearWave
A [m] 2022
B w3 2022

Aware
Purchase Ever
Purchase Past 6 Mo
Purchase Again

State (7)

Arizona

Product Type @

Flower/Strain

Medical Card
Al

US Cannabis Product Brand Health Demo

Purchaser
Demographics

Top Brands

Cannabis Co

Marijuana Works

Pot Hero

Hempila

Smoke & Pot

Atgage

Cannabis Wead

Smokey Jog's

ClearCannabis

CannabisFly

Weed Freedom

Cannabisify

The Bitter Bud

Pot Smoke

Unigage

Arwesd

Gage & Co.

. Consumption . § .
Cannabis Usage  Paths to Purchase Behaviors BErand Overview Comparison Brand List
Purchase Channel
Through the recreational market 71.9%

4a1% Through the medical marke! IEE—————— 4 7%
Through a friend or dealer I 25 00
41.0% Purchased and/or brought from out of state B 5 2%
grow my cwn B 4 4%
34.0% Other | 0.7%
3.9% . ) .
Purchase Dispensary Cannabis Delivery
28.9% Ci
City Leaves 1% . .
‘Welcomed Wellness 32.6% Y= through 2 eeliver... 13.3%
24.9% Frosmoks 215% ‘Yas, from my dispens... 30.4%
Cannabisbar 21.5%
Cannabisus 16.3% fes, through 2 friend M1%
24.9% Budeum 12.6%
Ceniral Cannibis 12 6% No 55.5%
2435 Gracious Green Thu... 12.6%
Murture Murseries 11.9%
Recannabis 14.8% Product Attribute Importance
19.1% Patway 11.1%
Weedero 11.1% THC % 733%
18.2% Cannabispro 9.6% Price 67.4%
Weedia 1% Tasta/Flavor/Scent 335%
Gageway 9.6% Prod i
17.9% Budding Business 21% reduses e cesre. 26 9%
- 7o Dosage 23.7%
ue suts . Type (tincture, topica. . 19.3%
17.3% Eagle Eye Supply 4.4% ~ _
. Medileaves 5 g3 Freshness 17.0%
Edsmoke = 3.79% Product size 14.8%
14.6% Potcast 529 Brand 9.6%
The Lovely Leaf = 4.4% ngredients & 3.7%
P Mone, | don'tshopat... © 1.5% Fackaging ¥ 3.7%
Budtender Recommendations
11.6%
| sometimes ask the budtender for recommenda.... 43.1%
10.68% | usually ask the budtender for recommendsations 25.2%
| den't usually ask the budtender for recommend. .. 215%
7.9%

Crher or not applicable to me 5.2%

© BRIGHTFIELD GROUP

US Cannabis Product Brand
Health PREVIEW

* Brand Funnel metrics will be viewable by purchase
channel, dispensaries shopped, attribute purchase

importance and budtender dependance.

Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study
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US Cannabis Product Brand Health Demo

Purchaser Consumption

Summary Demographics Cannabiz Usage  Paths to Purchase Behaviors BErand Overview Comparizon Brand List
“ear\Wave Top Brands Desired Product Effects
e E| 2022 Relaxation
Other Slesp
B w3 2022 Cannzhis Co 44.1%
Athletic Emgtional Refief
Marijuana Works 41.0%
Aware
Purchase Ever Pt Hero 24.0% Ci dress Physical Relief
Purchase Past 6 Mo
Purchase Again Hampila 31.9% Enargy Well-being
State ® Focus Fun
Smoke & Pot 289% Crestivity
Arizona
Atgage 24.9% Usage Occasions
Product Type @
. . . Relaxing at home T1.1%
FlaweriStrain Cannabis Weed 24.9% Right before bed 51.7%
Gender Hanging out with friends at one of our homes 38.3%
Smokey Jog's 24 3% Taking care of home duties (cleaning, cooking, ... 243%
All Beforeiwhile playing video games 21.9%
_ - . Just after waking up 21.6%
Generation ClezrCannatis 13.1% Ata family gathering [0 7.9%
All Before or after a workout/exercise §.4%
CannabisFly 18.2% In 3 bar or nightelub 6.4%
d At work 5.2%
f At a dinner party 4.6%
Weed Freed:
Al d Freedom 17.9% Other [| 2.1%
Medical Card o
Y Cannabisiy 17.3% Purchase Influence Attributes
The Bitter Bud 14.6% THCICED percentage (doszge) [N
Frice | =i
potsmoke [ 11.09 svsin | 35 %
Value for money N 3:.0%
Unigage 11.6% Taste or fiavor [ RGN 31.3%
High-quality ingredient= || N NI 255
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availzbiity [N 20.1%

US Cannabis Product Brand
Health PREVIEW

* Brand Funnel metrics will be viewable by Cannabis
behaviors desired effects by product type, usage
occasions by product type and key influencers for

purchase.

Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study



US Cannabis Product Brand Health Demo
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Year\Wave Purchase Funnel Met Promoter Score Favorite Brand
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P Search
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[ Cannabis Co
[1 Cannabis Weed ~
. Wery Megative 14.2% Unsure 14.3%
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[1 Marijuana WWorks
[] Pot Hero
£ e —— TH.
[] Smoke & Pot
0 sy |1 ae R
[[] The Bitter Bud
0 Urigege rasersmet |

@ BRIGHTFIELD GROUP

US Cannabis Product Brand
Health PREVIEW

« Brand Overview allows you to see your brand’s
performance beyond the funnel through NPS

scores, perceptions, satisfaction levels and
favoritism levels.

Note: All datais demo data only, brands are Al generatedanddo notreflect the final brandsin the study



In conclusion

Brand Health data provides the “Why is this happening” to the POS Data’s
“What is happening”

Without Brand Health deep purchaser understanding and competitive, trend
watching lacks dimension and brands can be caught off-guard, unable to
correct course before potential impact

Measuring your brand’s Health is an important piece to the brand
performance puzzle and can be difficult and expensive to do with consistency
and stability independently

Find a partner that has experience in the Cannabis industry, as Cannabis and
CBD don’t behave like other CPGs and can be challenging to track
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