f?r'

"’(_’ 7\ CANNABIS fgfjvs

RISK MANAGER

CannabisIndustry Neglects Medical M ar ket
Potential

Patients Built the Industry—Now They’re Being L eft Behind by a
Market Focused on Profits

Before branding, capital, and mass-market competition, there were patients. The legal cannabis industry owes
its very existence to those living with chronic and life-altering conditions—people with AIDS, epilepsy,
cancer, autism, and multiple sclerosis—who advocated for safe access when there were no legal protections
or commercial incentives.

Their needs and voices made cannabis reform possible. Y et in today’ s legal marketplace, those same patients
are too often overlooked, underserved, and underserved by an industry now dominated by recreational
branding and high-THC offerings.

The Market IsFaltering, But a Clear and Sustainable Path Lies Ahead

The cannabis market is under pressure. Wholesale flower prices have plummeted. Margins are tightening.
Brands are struggling to stand out in a saturated landscape defined by sameness. At the same time, millions
of patients continue to search for cannabis products tailored to their medical needs—with little success.

Today’ s dispensary shelves are packed with high-dose edibles and limited CBD/THC variations, making it
difficult for patientsto follow clinical guidance such as “start low and go slow.” Finding reliable, low-dose,
full-spectrum products is a challenge, especially for those using cannabis as part of a therapeutic regimen.

The industry needsto recalibrate. The foundation for future growth is not just in serving the adult-use
market—it’ sin returning to the patients who launched this movement in the first place.

A Vast, Underserved Medical Cannabis Market |s Ready and Waiting

The medical market is not just morally important—it’s economically powerful. Medical conditions connected
to the endocannabinoid system represent a multi-billion dollar opportunity, yet remain underserved by
current product offerings.

Consider the following:
Chronic Pain affects 50 million adults in the U.S. The pain management market alone is expected to reach

$115.5 billion by 2031.

Endometriosis impacts approximately 190 million women wor ldwide, many of whom seek alternativesto
opioids and hormone therapies.



Alzheimer’s Disease currently affects nearly 7 million Americans, a number expected to double by 2050.

Autism Spectrum Disorder impacts 5.4 million U.S. adultsand 1 in 36 children. Many families are
already turning to cannabis for relief from symptoms such as anxiety, insomnia, and aggression.

Despite this demand, most cannabis products are developed for recreational use. Patients often face
inconsistent formulations, poor labeling, and alack of education at the point of sale.

This represents not just a missed opportunity—it’s a systemic failure that could cost the industry billionsin
future revenue.

How Cannabis Brands Can Lead by Innovating for the Medical Market

The brands that choose to invest in patient-first strategies today will define the medical cannabis category
tomorrow. Success in this space requires more than repackaging existing products—it demands intention,
innovation, and trust.

Here are four clear pathways forward:

Develop Targeted Medical Formulations: Focused cannabinoid profiles and terpene blends for specific
conditions—such as neuropathic pain, inflammation, insomnia, or hormone-related disorders—will help
patients and providersidentify effective solutions.

Invest in Research and Patient Trials: Clinical validation doesn’t have to be large-scale to be meaningful.
Even small studies can prove product efficacy, build brand trust, and open doors to healthcare partnerships.

Improve Packaging and L abeling Standards: Medical patients need precise dosing, clear storage
guidelines, expiration dates, and informative labeling to ensure safety, consistency, and usability.

Engage Health Care Providers and Patient Networ ks: Building relationships with physicians, nurses, and
advocacy organizations strengthens credibility and creates lasting referral and education pipelines.

These investments can’t be treated as side projects—they must be core pillars of a brand’s identity and
strategy.

The Window of Opportunity |s Open—nbut It Won’'t Stay That Way Forever

The medical cannabis market iswide open—but it’s not guaranteed to stay that way. As cannabis policy
evolves globally and big pharmaceutical companies take interest, multinational corporations will eventually
enter the space with deeper pockets and larger infrastructure.

The cannabis brands that move now—those that invest in medical research, clinical development, and patient
relationships—will be the ones best positioned for acquisition, partnership, or category leadership in the next
phase of the industry’s evolution.



Medical CannabisWill Bea Pillar of the Industry—The Only Question |s: Who Will
Lead It?
Medical cannabisisn’t going away. In fact, it will become one of the most important pillars of the global

cannabis economy. The only question is whether today’ s cannabis brands are prepared to lead—or if they
will be overtaken by entities better prepared to meet the needs of this massive, underserved market.

The timeto pivot, invest, and innovate is now. Brands that recognize and respond to this moment will not
only honor the legacy of the patients who built the industry—but secure a profitable, purpose-driven future

within it.
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