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This issue focuses on the cannabis sector,
the macro consumer trends that are driving
behavioural change in this fast emerging
category and the implications for brands.
We also look at two divergent sides of the new
‘green economy’; cannabis influencer Jennie Roy
and, recently appointed COO of Cannabiniers,
Victor Jerez. Both provide a fascinating view
of the future of the cannabis category.
We’ll also share something we’re very excited
about and very proud of – ELXR. We have taken
the liberty of imagining what the first British
premium cannabis brand might look like;
the naming, the positioning, the product,
the packaging and the place.

We’ll also share some of our recent work that
explores how brands can create new rituals
and more intimate moments with consumers.
And finally we’ll provide an insider’s view
of Hong Kong where we have recently
set up a satellite office.
As ever, we hope you enjoy the read and do
get in touch if you want to discuss the following
content, or your individual brand challenges.
Stuart and Paul
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SPIRITUALITY
PARADOX
IMAGES BY SOULCYCLE AND HEADSPACE

MACRO CONSUMER TRENDS

Medicinal cannabis use has been legal in the UK since November 2018, and
a recent opinion poll from The Independent shows full legalisation may not be
far-off. It seems that 52% of Britons aged 18-44 years old support
the selling of cannabis in licensed shops.
In Europe, ‘The Local’ newspaper has been reporting that the German police
are calling for legalisation of recreational cannabis in Germany, supported
34% of the German public who think adults should be able to purchase
marijuana for their own use.
In addition, the recent legalisation in some U.S states has shown that
once legislation has been introduced and more resource and effort has
been channelled into public education, more people will start to view the
consumption of cannabis more favourably.
As the economic, social and cultural benefits start to emerge across
the Atlantic, we believe the acceptance of heavy handed legislation
will start to dissipate in the UK and across Europe.
However, more general resistance of cannabis is very often linked
to misconception, and it will take more than just lifting the ban for
the industry to go mainstream. Years of prohibition, negative associations
with gang-related crime, and the mainstream media’s long portrayal
of ‘stoner culture’ have created unattractive stereotypes.
Looking to the future we have identified 3 macro trends that brands both in
and out of the cannabis category must be mindful of when looking to appeal
to early adopters and the more demanding Gen Z and Millennial consumers.

52%

of Britons aged 18-44 support
the selling of cannabis

(Edelman)

SoulCycle: An American chain of boutique spin studios with a tightly-knit community of
fitness fanatics seeking to ‘find their soul’ through cycling.

Religion has long been on the decline across the Western world. In 2017,
the number of Britons saying they have no religion hit a record high of 53%.
(Source: The Independent).
A recent study by Vice suggests that only 20% of Millennials and Gen Z attend
organised religious practices. In fact, religion comes at the very bottom in their
list of priorities – with just 24% of them claiming it to be an important part
of their lives. However, although religion is not top of mind, spirituality
is on the rise.
The same study shows that 80% claim to have a sense of spirituality.

As the economic, social
and cultural benefits start
to emerge across the Atlantic,
we believe the acceptance of
heavy handed legislation will
start to dissipate in the UK
and across Europe.

With both cases of anxiety and depression rising, and technology taking
increasingly more of their free time, Millennials and Gen Z are turning to ancient
spirituality and alternative practices to better connect with themselves
and each other.

Headspace: A British start-up, subscription app providing no-nonsense, guided meditation to
make mindfulness accessible to everyone.

20%

of Millenials and Gen Z attend
organized religious practices.
(Vice)
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ALTERNATIVE
INTOXICATION

AUGMENTED
WELLNESS

IMAGES BY MONQ AND HIMOMENT

Hi-Fi Hops: an ‘IPA-inspired’ sparkling water infused with cannabis, owned by
Heineken’s Lagunitas Brewing Company, in Northern California.

As 1 in 5 young adults turn their back on alcohol altogether, we will see
a growing demand for cannabis-infused products and drinks that can
recreate the enjoyment of alcoholic drinks without the harmful effects.
Seedlip founder, Ben Branson, views legalisation in the US as a great
opportunity for brands in his category: ‘The legalisation of
cannabis is a threat to the alcohol industry, and a huge opportunity
for the non-alcoholic category. As the paradigm shifts, the way
people drink will continue to disrupt how and where we socialise.
Cannabis cocktail bars anyone?’
According to Business Insider, cannabis-infused drinks could become
a $600 million market in the US in the next 4 years, and the revenue
from it could outpace the general demand for cannabis products by
over two times.

IMAGES BY HEINEKEN

$600M

is the estimated value of cannabis-infused
drinks market in the U.S in the next 4 years.

hiMoment: an app using AI to stimulate happiness; it teaches users
how to focus on their past and present memories to increase their mood.

Wellness has been a booming trend for many years now, but the rules are
shifting as Gen Z enters the wellness market place.
While Millennials’ approach to wellbeing was about the balance between
physical, mental and spiritual wellness, the Gen Z way is shaping up to be
about control. They are proactively hacking environments, diets and regimes
to max up gains and stimulate their mind and emotions.
Some brands have already taken notice of Gen Z’s desire to augment health
rituals and are creating products to give them full control over their wellbeing.

(Sprout Social)

The legalisation of cannabis
is a threat to the alcohol industry
and a huge opportunity for the
non-alcoholic category

- Ben Branson, Seedlip

Pale Haze: THC-infused, non-alcoholic beer craft beer from
San Diego that is part of High-Style Brewery’s portfolio.

MONQ: a portable aromatherapy diffuser that uses essential oils from organic and natural
ingredients to help users achieve their desired state-of-mind (zen, happy, active, sexy etc.).

Wouldn’t it be nice to do something
positive for the world, merging new
technology, and ancient knowledge?
What if it were possible to merge
science and style to allow everyone
to discover the benefits of
ancient aromatherapy?
- Eric Fishman, M.D. of Monq

UNDER THE
INFLUENCE
Meet the Canadian cannabis influencer who sees
cannabis as a way to learn more about herself.

IMAGES BY JENNIE ROY

1. You are a cannabis influencer from Québec,
with over 88k followers on Instagram.
What made you venture into the cannabis
industry and pursue a career in content creation?

3. How do you think cannabis fits with other
lifestyle elements that you promote in your
Instagram page such as wellness
and spirituality?

Honestly, it happened without any expectation.
I don’t really consider myself an influencer, and
I never thought I would be in the cannabis industry
one day. When I started my page, I had no idea what
I was doing, but the reason behind it was that my
family felt very strongly against cannabis. Because
none of them were on Instagram, I started to use
the platform to share my own views. Soon my page
started to grow in popularity, and that made me
realise the true power of social media.

That’s a tough one! I would say that it depends on
different factors, like the strain, dosage, and even
the person. In my case, cannabis has helped me to
find peace of mind. I smoke to do anything. It’s my
natural state of being. Cannabis helps me to feel a
deeper connection with my inner-self. It entices my
sensibility to better understand what my body and
mind are saying. It’s like I learn more about myself
through smoking.

2. What role do you think internet influencers
are playing in the development of the
cannabis industry?

Jennie
Roy

AKA Lonely Stoney
Instagram
Influencer

@lonely.stoney.420

Nowadays, most people own a smartphone, so
influencers are playing a massive role. It’s the new
way to advertise, as it allows brands to reach more
people while spending less than they would with
traditional media. And although educating people
was never my objective when I started my page,
I did a lot of sponsored posts like this before.
However, I will launch my own business in the
industry soon, so I’m no longer willing to fill up
my page with promotion for other brands.

4. What are the biggest misconceptions around
cannabis consumption that brands will need
to overcome if they are to go mainstream as
alcohol or tobacco brands?
One of the most common misconceptions is that
cannabis is harmful. Yes, it can irritate the lungs, but
it has not been linked to causing cancer. The other
one being that cannabis will open the door to harder
drugs. This has been the main struggle with my own
family, as they always thought I was going to move
on to something stronger, which I never did.

Cannabis is my medicine, and we really need brands
to be more vocal about the benefits of this plant.
I don’t even drink alcohol. It doesn’t make me feel
very sociable, and I don’t like the environment and
how people behave when they drink. I feel healthier
if I smoke weed, and I don’t get any of the
downsides like feeling too full, or hangovers.
5. What do you believe cannabis brands should
do to expand their appeal beyond and recruit the
mainstream public?
The biggest opportunity is online. In most of
Canada, online shopping is thriving, so for cannabis
brands, the internet represents the best way to
expand their businesses.
The exception is Québec, where you buy cannabis
from the government, like a commodity.
Here, the government also wants to sell cannabis
in the same places where people buy alcohol.
This to me doesn’t make any sense at all; they are
completely different things. I believe quality, variety
and price will also play a role in winning
over new consumers.

AN INDUSTRY
IN GROWTH
Ex-Pernod Ricard executive and newly appointed
COO of Cannabiniers, a company offering
healthy and sustainable products to the cannabis
community, shares his view on the category.

IMAGES BY TWO ROOTS, UNSPLASH AND OCTOBER

1. Why did you quit the spirits business and
venture into the US cannabis business?
First, I'm not entering the U.S. cannabis business.
I'm entering the cannabis business, which for the
time being is focused on North America because
Canada was the first G7 nation that's gone legal.
It's a tell-tale of what I see will happen globally.
It's not a question of ‘If’, it's a question of ‘When’.
The spirits industry is fantastic. I love it, and
I've spent almost a dozen years there. You've
got so much opportunity for branding and for
real appreciation of outstanding products. What
attracted me to the cannabis industry was that
I could see it will undergo an evolution that will
bring it more or less in line with spirits. I had a
realization over the summer that if I didn't move
now, it would be too late. As a bit of background,
I had been advocating since 2011 to the spirits
companies that I was involved in, that we should be
looking very seriously at cannabis. And the reason
for that was that it's an adjacent product to alcohol.
The rituals involved are actually really close
to alcohol. This isn’t a tectonic shift.
This is a generational shift.

Victor
Jerez

Cannabis
Entrepreneur

@victor.jerez

2. What's the difference between marketing
cannabis in its broader form and spirits?
I'm not a marketeer, but I realise by working in spirits
that marketing is the most important thing. How do
you communicate what is essentially a commodity
product? Chivas Whisky has done it beautifully.
And I think there's something similar to that within
the cannabis space. Yes, there's going to be lifestyle
– Snoop Dogg, Martin's Naturals, and all that stuff
– but I think for the broader consumer, they just
want to know 'Hang on a second, am I getting a
consistent product, of quality, that I can put into my
body?’. Right now, it's really the wild west within

cannabis. It's a mind-blurring array of different
strains, and few people understand that product
spectrum. But at a certain point, it's almost like
wines, and you've got to cut through the clutter and
come through with a proposition which just works,
like Yellowtail for example. There's definitely going to
be an angle, very similar to terroir within wines and
with all the complexity for the connoisseurs.
There will certainly be a market for that. But I think
there will also be the mainstream, and my conviction
is that's where the market will jump to.
3. Is there a legal minefield pulling cannabis
and alcohol together? Do you see it as a spirit
but with infusion? Or do you see it as two very
separate things?
From a regulatory standpoint, I think it'll be very
difficult to see alcohol and marijuana coming
together. I don't see any of the established spirits
companies going there, and the reason for that it's
because alcohol is a drug, but it's not considered
a drug. It's socially accepted. That makes it very
difficult for the hardened spirits companies to look
at cannabis at the moment. But ultimately, I think
that there will be a convergence of alcohol and
cannabis. If the regulatory barriers are not there,
it would make sense for somebody to start out
experimenting with that. But THC edibles in the
United States with alcohol, I just don't see it.
In other markets maybe, like in Spain, where
people have a much more relaxed attitude
towards alcohol and cannabis.

4. We all know young millennials are drinking
less alcohol, are you seeing that binary choice
played out in the US market - 'I'm a cannabis
smoker, I'm not an alcohol drinker’
or vice-versa?
There has been work done by BDS Analytics on
this, and there was some data points around what
percentage of alcohol drinkers consume cannabis
and vice versa. I think it's difficult at this stage to
subsegment it down to millennials, there's just not
enough data out there. But I've got two millennial
kids myself, who are above drinking age, and their
attitude towards alcohol is quite different from
the previous generations. They're tapping into the
whole health and wellness trend and choosing
marijuana in occasions where you'd normally chose
alcohol. In fact, I think lower alcohol plays directly
into cannabis. It's tied up in the fact that marijuana
does have medicinal purposes. And I think that all
the buzz around CBD and the cannabinoid system,
as that gets more mainstream, will only play further
into that trend as an alternative to drinking with the
addition of some health benefits.
5. What do you believe will be the main
challenges for cannabis to become as
mainstream as alcoholic drinks?
If you think about it - smoking is never going to
be normalized again. But when you put a beer or
another alcohol analog on the table, and you explain
to people ‘Hey, it's really similar!’, I think that's the
vector which allows for very fast normalisation.
And once that happens, I think there's a proposition
out there for a THC-powered spirits analog. It's not
catching on yet, but there will be space for that.
I do think that there's a huge opportunity for the
beer category – and it’s going to be a really,
really big one.

ELXR

IMAGINING THE FUTURE: WHY ELXR?

THE STORY OF ELXR

There has been plenty of news on the medicinal benefits of cannabis and
its potential to disrupt categories from food and drink to health and beauty.
Cannabis has become the fastest growing industry in America and according
to Business Insider, legal marijuana sales in the US will hit $75 billion by 2030.

In Britain the tradition of herbalism dates back thousands of years to
pre-Christian times when Pagan communities created poultices, remedies
and potions to prevent and cure illness, keep in balance with nature
and get closer to their spiritual selves.

But what about the UK?

These Pagan communities understood the land and the rhythms of
nature – they used plants for their power and believed in the spirituality
of the natural world.

Medical marijuana use became legal in the UK from November 2018 and
a recent opinion poll shows full legalisation may not be far-off, with 52%
of Britons aged 18-44 years old supporting the selling of cannabis
in licensed shops.
So if you want to imagine what the future of the UK cannabis industry might
look like, we believed it was time to invent it.
We assembled a team of multi-disciplinary thinkers, creators and doers from
diverse cultural backgrounds and asked them to imagine the British cannabis
brand of the future; the naming, the positioning, the product, the packaging
and the place.
And ELXR was born – the first British premium cannabis brand.

Two thousand years later, we once again embrace this ancient herbal tradition,
but reimagined for today with ELXR, a range super premium cannabis teas,
tinctures and tonics created specifically for Mindfulness, Wellness
and Recreation.
Organically grown in the mineral rich chalk soils of Sussex, we have developed
the perfect conditions for the first small batch, premium quality cannabis
production in the UK. We carefully cultivate only the finest Sativa and Indica
strains and micro-manage and moderate the potency of our crop.

THE BRAND

TEAS

TONICS

TINCTURES

The ELXR brand world is inspired by ancient Pagan symbolism but is conceived
for a discerning, contemporary urban audience. This is not hip hop or ‘stoner’
culture – our audience is mindful and seeks deeper connections with the natural
world. Suspicious of big pharma and the over-prescription of medicines
and beyond the vagaries and moral ambiguity of recreational drug use,
our consumer wants to balance the Spiritual, the Mindful and the Recreational.

We create unique small batch teas with local dried
flowers, seeds and roots for both day and night
consumption – blends that elevate, stimulate
and focus your senses to blends that relax, calm,
aid digestion and provide relief from pain.

Local Sussex ingredients are added to our
tonics and steeped to add depth, flavour
and herbal notes and properties to our tonics,
creating the perfect compliment to both light
and dark spirits or simple, refreshing
serves over ice.

Our tinctures are concentrates and infusions
that can be added to short or long drinks much
the same way as traditional bitters, or added
to cakes, bakes or brownies to either elevate
your experience or alleviate the symptoms
of a variety of medical conditions.

ELXR is a super-premium lifestyle brand that utilizes the power of design
and visual storytelling to enhance the contemporary cannabis experience.
Soft pastel tones are complimented by rich and luxurious touches of gold
to add tactility and interest to packaging, communications and environments.
At ELXR we use simple and elegant iconography to allow for navigation,
exploration and self-discovery.

RETAIL
Rituals are central to the experience and the subtle shifting of acceptance,
normalization and the changing dynamics of consumer behavior. At ELXR
we provide the product, the tools for the preparation, the process
and the pleasure of contemporary cannabis consumption.

RECENT
WORK

This edition of Show Me focuses on our work with
Chivas Regal Whisky, bringing alive product stories
through intimate experiences with consumers and
creating new rituals that help to strengthen a deeper
relationship with the brand.

CLIENT:

CHIVAS 18
THE STORY:
Chivas 18 is establishing itself as the antidote to simplicity – creating
a complex, multi-dimensional whisky that has 85 identifiable flavours in
every drop. We explored what motivated our discerning audience to
purchase Chivas 18 ‘mixed’ drinks, how we engage them in a richer
storytelling experience through the serving ritual and provide the tools to
raise interest and trigger others to order. As a result consumers will share
and amplify their experiences across their social media channels to create
additional ‘buzz’ in the marketplace.
THE SOLUTION:
After a long day, how do you want to feel? Invigorated and alert, relaxed
and tranquil or indulgent and warm? We have a drink for that. The complexity
of Chivas 18 is enhanced with the addition of a carefully curated range of bitters
and infusions, allowing you to alter your mood and emotions. The ingredients
have been selected to enhance happiness, facilitate focus and encourage
relaxation. We present mindfulness in a glass – 85 unique flavours in every
drop, amplified and elevated. Let your emotions be your guide as you explore
our world of emotional drinking experiences.

OUR INVOLVEMENT:
Drinks Strategy
Creative Concept
Product Design
Manufacturing Specification
Art Direction

THE STORY:
Chivas Mizunara is a unique blended scotch with a difference.
Inspired by a trip Master Distiller Colin Scott took to Japan,
this Chivas Regal special edition is aged in white Japanese Mizunara
oak barrels for a rich and intriguing finish. As a revered visitor to
Japan he experienced Omotenashi - ‘the Japanese way of treating
a guest’. It’s a welcoming spirit with warmth, understanding,
and respect. When authentic, Japanese hospitality and service
exceed the expectations of the guests. At its most exquisite,
Omotenashi offers a guest a once-in-a-life-time experience.
THE SOLUTION:
The serving ritual for Mizunara was inspired by the Japanese Bento boxa traditional way of serving cuisine in Japan. Functional, minimalistic
and beautifully crafted the guest is presented the box at the table.
Wrapped around the exterior is a piece of twine, which holds a handwritten
note that when opened, gives a step-by-step guidance on how to best enjoy
the Mizunara experience. An experience inspired by Omotenashi - where the
guest must leave better than how they arrived.

CLIENT:

CHIVAS
MIZUNARA

OUR INVOLVEMENT:
Drinks Strategy
Creative Concept
Product Design
Manufacturing Specification
Art Direction

SHOW
ME
HONG
KONG

ROSIE MOVED TO HONG
KONG SIX MONTHS AGO
TO SET UP SHOP IN THE
WORLD’S MOST VERTICAL
CITY. HERE’S HER GUIDE
TO THE EAST-MEETSWEST MELTING POT.

Hong Kong is a city of extremes – skyscrapers
and hills, break-neck speed taxis and stately junk
boats, heatwaves and typhoons, tradition and
modernity. It’s also an eclectic mix of East and
West, and therefore viewed as the gateway to Asia
for many brands, with a pool of young, affluent
consumers who enjoy and want to be
seen shopping.

be missed. Once an unused building,
it’s recently been renovated into a retail
space and creative hub. PMQ has a range
of great stores to browse - try Kapok or
Goods of Desire for a curation of local design
talent, or SOIL for traditional Cantonese
lacquered homeware in bright
modern colours.

The city has a long history of cultural crosspollination, and anyone who has spent time in
Hong Kong will have come across milk tea;
the super-charged Chinese black tea and
condensed milk brew that is one of the culinary
results of British Colonial rule on the island.
In 2019, tea drinking is still firmly entrenched in
Hong Kong, but has been re-imagined to become
more portable, visible and well – Instagrammable.
Stop by at super minimalist Taiwanese tea shop
‘Don’t Yell at Me’ to grab a customised Mandarin
Milk Tea (we recommend the 50% sugar option) and
take away for all to see.

For a contemporary take Cantonese food,
grab a Lai Wong Bao (custard bun) from
Social Place in Central, which caters to millennial
consumers looking for picture-perfect dim sum.
Expect a heady mix of cultures – and maybe a
sugar headache too.

Asia’s cutting-edge beauty products and trends
have also found a niche here, and Korean brands
like Shangpree and Dr Jart+ have made the
ten-step daily skincare ritual commonplace
(oil cleanser, foam cleanser, exfoliator, toner,
essence, serum, ampoule, eye cream, moisturiser
and sun cream. Simple!). To pick up some core
essentials, head to a Sasa store for cult products.
Flagship stores for luxury brands are ubiquitous, but
if you’re looking for something else, the old Police
Married Quarters (PMQ) on Aberdeen Street can’t

Find out more on our blog: missouri-creative.com/blog/
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WE ARE MISSOURI
MISSOURI CREATIVE IS A BRANDING AND
CREATIVE COMMUNICATIONS CONSULTANCY.
WE CREATE MULTI-DIMENSIONAL BRAND WORLDS;
BRANDS THAT YOU CAN TOUCH, TASTE, HEAR AND FEEL.
BRANDS THAT HAVE THE POWER TO MOTIVATE AND
MOVE YOU. BECAUSE WE ARE UNBOUND BY DISCIPLINE
AND WORK ACROSS CHANNELS, WE DELIVER MORE
CONNECTED AND DEMONSTRABLE EXPERIENCES FOR
CONSUMERS AND TANGIBLE BUSINESS RESULTS
FOR OUR CLIENTS.

Missouri Creative
7.02 The Tea Building
56 Shoreditch High Street
London, E1 6JJ
United Kingdom
P: +44 (0)207 749 2605

WWW.MISSOURI-CREATIVE.COM

