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regulation that has the aim of protecting youth, 

minimizing associated harms, maintaining public 

health and safety, and redirecting resources from 

criminal prohibition to a legalized environment 

(Cannabis Act, 2018). Policies surrounding con-

sumption are the responsibility of individual prov-

inces and territories, but nationally adults (18 years 

Introduction

With the passing of bill C-45, or The Cannabis 

Act, on October 17, 2018, the cultivation, process-

ing, selling, and possession of cannabis for rec-

reational adult-use purposes in Canada is legal. 

The Cannabis Act is a public health approach to 
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The 2018 legalization of cannabis in Canada provides an opportunity within a federally legalized 
context to offer recreational and leisure experiences that incorporate the purchase, consumption, 
production, and education of cannabis. The establishment of cannabis tourism as a tolerated and 
increasingly widespread and socially significant practice under the frameworks of legalization and 
normalization challenges its association with deviance in the tourism literature. The purpose of this 
article to rethink cannabis tourism as an agent of normalization. In adopting cannabis as a 
resource, the tourism industry sets standards that become embedded in a broader context of social 
acceptance. Evidence from a study that documents cannabis tourism in Canada in the first few 
years following legalization is used to illustrate how tourism suppliers have adopted cannabis as a 
resource. This article contributes a qualitative assessment of normalization to the literature through 
an examination of both a database of cannabis tourism-related businesses and the narratives of 
suppliers in the can- nabis tourism industry. Tourism is conceptualized as an agent of 
normalization by illustrating how it facilitates the accessibility and availability, everyday 
prevalence, increased tolerance, and social and cultural accommodation of cannabis.
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2010; Hathaway, 2004; Osborne & Fogel, 2008). 

Normalization describes the changing attitudes 

towards cannabis in the West where it becomes 

accepted and embedded into already existing social 

practices (Parker, 2005; Parker et al., 1998, 2002). 

Moral boundaries are adjusted to incorporate pre-

viously stigmatized and stereotyped acts into the 

realm of normality (Hathaway et al., 2018). Can-

nabis tourism in legal contexts is identified as chal-

lenging the boundaries of legal consumption (Keul 

& Eisenhauer, 2019) and is the springboard from 

which tourism is conceptualized as an agent of nor-

malization in this article.

The purpose of this article is to rethink canna-

bis tourism as an agent of normalization. Tourism 

is an example of an already existing social institu-

tion that, in adopting cannabis as a resource, plays 

a role in normalizing processes by setting standards 

of age or older depending on the province or terri-

tory) are able to purchase fresh or dried cannabis, 

cannabis oil, cannabis seeds and plants for cultiva-

tion from authorized retailers, possess up to 30 g 

of dried cannabis in public, grow up to four can-

nabis plants per household for personal use, share 

up to 30 g of dried cannabis with other adults, and 

make food and beverages at home containing can-

nabis (Cannabis Act, 2018; Cox, 2018). As the first 

G7 country to nationally legalize cannabis, Canada 

offers very rare economic and social opportuni-

ties for entrepreneurs. Although much of the focus 

has been on growers and sellers, another sector 

impacted by legalization is tourism.

The establishment of cannabis tourism as a toler-

ated and increasingly widespread and economically 

significant practice under the frameworks of legal-

ization and normalization challenges its historical 

association with deviance, social unacceptability, 

and drug tourism as discussed in the tourism litera-

ture. Drug tourism involves tourist use of drugs that 

are considered illegal or illegitimate at either the 

destination or in the tourist’s home country (Uri-

ely & Belhassen, 2005), is a socially condemned 

activity involving undesirable and deviant tourist 

behavior (Wen & Meng, 2021; Ying et al., 2019), 

and implies a moral assessment of a behavior that 

departs from the norms of everyday life (Ryan & 

Kinder, 1996). In this literature, cannabis consump-

tion as it relates to tourism is positioned as a mar-

ginal and noninstitutional activity operating at the 

edge of social legitimacy and disconnected from the 

formal tourism industry established at a destination 

(MacCoun, 2011; Peretti-Watel & Lorente, 2004; 

Skliamis & Korf, 2018; Uriely & Belhassen, 2005; 

Wen et al., 2018). Given that cannabis use is his-

torically, and currently in many parts of the world, 

an activity that has largely taken place within ille-

gal environments, it is not surprising that tourism 

research addresses cannabis and its consumption in 

these terms.

 Only with state-level legalization in Colorado, 
USA, in 2012 has cannabis emerged in the tourism 
literature as a form of nondeviant leisure and recre- 
ation with norms around tolerance and social accep- 
tance. Legalization is a liberal policy that supports 
broader trends in normalization, which in Canada 
were under way prior to the implementation of the 
Cannabis Act in 2018 (Erickson & Hathaway,

 The incorporation of cannabis into the tourism 
experience “as a tourism product is directly related 
to the structure set by the law” (Keul & Eisenhauer, 
2019, p. 150). Cannabis tourism challenges social 
perceptions that connect cannabis consumption and 
deviancy (Keul & Eisenhauer, 2019), and confirms 
that tourism, as well as cannabis more broadly in 
contemporary society, needs to be explored outside 
the frameworks of abnormal and deviant behav- 
ior (Hammersley et al., 2001; Parker et al., 1998; 
Peretti-Watel & Lorete, 2004). Kang et al. (2019) 
suggested cannabis tourism is “travel to experience 
recreational or medical cannabis consumption and 
its links to the local lifestyle” (p. 268). In the past 5 
years, cannabis tourism has emerged as a segment 
of special interest tourism (SIT). Framing tourism 
as an agent of normalization contributes to under- 
standing cannabis within the realm of legitimacy as 
a type of SIT, which will generate questions and 
issues that concern major tourism stakeholders 
including visitors, residents, tourism authorities, 
hospitality sectors, and government at those des- 
tinations where cannabis is legalized. The number 
of countries that allow for recreational cannabis 
consumption is currently limited; however, there 
is a worldwide movement towards legalization, as 
evidenced in Mexico, Israel, the European Union, 
South Africa, Australia, the US, and New Zealand. 
The cannabis tourism industry emerging in Canada 
is indicative of future opportunities for tourism at 
destinations around the world.
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Normalization Theory

A definition of “marijuana” tourism offered by 

Taylor (2016) is “purchasing with the intent to 

consume marijuana [sic] products while tempo-

rarily traveling away from one’s normal place of 

work or residence” (p. 6). The places traveled to are 

selected in whole or in part because of the availabil-

ity of legal (or illegal) cannabis for purchase and/

or consumption as part of the experience (Carter, 

2017; Taylor, 2016, 2019). Tourist motives to con-

sume cannabis while traveling are understood to be 

influenced by the normalization of cannabis use in 

Western societies, which makes tourism a context 

in which to examine the implications of normaliz-

ing processes (Belhassen et al., 2007). Reconcep-

tualizing cannabis tourism builds from the work 

of Keul and Eisenhauer (2019) addressing how 

tourism shapes and changes narratives of deviance. 

Although not framed in this way, their work sug-

gests that the conscious challenging of political 

boundaries through activism is part of the processes 

of normalization.

Normalization is a framework that provides a 

way to assess shifts in social contexts with respect 

to the social acceptability of certain drugs, which 

in addition to cannabis also include amphetamines, 

LSD, and ecstasy (Parker et al., 1998, 2002). On 

a general level, the normalization of cannabis is 

understood as a representative move away from 

deviant activities on the margins towards main-

stream activities of the center (Aldridge et al., 

2011), and is concerned with “recreational drug 

use,” or the occasional and sensible use of certain 

substances in certain settings in a controlled way 

(Parker et al., 2002). As demonstrated by several 

studies that highlight how cannabis is an increas-

ingly acceptable part of mainstream culture (Erick-

son & Hathaway, 2010; Parker, 2005; Sznitman & 

Taubman, 2016), the inclusion of stigmatized or 

deviant behaviors into everyday life, and the poten-

tial they have for eventually being valued by soci-

ety, is fundamental to normalization (Parker, 2005). 

It is within the realm of normality that preferred 

kinds of behavior (Burns, 1992), which incorpo-

rate society’s wider standards and expectations, are 

enforced (Hathaway et al., 2011).

Increasingly, cannabis is considered a “lifestyle 

choice” and is commonly consumed by many 

that become embedded in the broader social accep-

tance of cannabis. The article’s objectives are to: 

(1) identify the ways tourism-related businesses 

use cannabis as a resource; (2) illustrate the several 

ways in which the tourism industry facilitates nor-

malization; and (3) argue for cannabis tourism as a 

category onto itself that is disassociated from the 

deviant framings of drug tourism. Cannabis-related 

attractions and activities “demonstrate the growing 

interest in cannabis in the West and should, in turn, 

be seen as signifiers of the contemporary normal-

ization process of cannabis in Western societies” 

(Belhassen et al., 2007, p. 317). In this article tour-

ism is considered a context in which normalizing 

processes play out and is evidenced by empirical 

research that documents the diversity and availabil-

ity of cannabis tourism products and experiences 

in Canada.

Although research has investigated cannabis and 

tourism in places like Amsterdam and Colorado, 

it has yet to be addressed as a topic of study in a 

federally legal context within the framework of 

normalization. It is critical that a Canadian perspec-

tive, specifically, is developed because, currently, it 

is the only country in the world that has federally 

legalized cannabis and permits tourism to emerge 

around its consumption for leisure and recreational 

purposes. States like California and Colorado are 

setting the bar for cannabis tourism, but Canada is 

in a position of global leadership with respect to 

developing informed policy for a socially accept-

able leisure activity (i.e., tourism) that involves an 

historically illegal, stigmatized, and misunderstood, 

but now widely used and tolerated, substance. 

Given the infancy of this industry, the application 

of concepts and theory to new types of tourism 

emerging in a federally legal context is necessary 

for establishing a research agenda that can serve as 

a baseline for future work.

 It is important to note that cannabis has a mul- 
titude of names. “Marijuana,” “weed,” “pot,” 
“ganga,” “Mary jane,” and “grass” are all exam- 
ples of words that colloquially refer to cannabis 
and carry with them connotations that reproduce 
stigma. Cannabis is part of the formal, scientific 
name of the plant (Cannabis sativa L.) and is 
recognized as the industry standard not only in 
Colorado (Keul & Eisenhauer, 2019), but in 
Canada. For this reason, the word cannabis is used 
throughout the article.
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Existing studies largely frame cannabis normal-

ization as a “youth phenomenon” (Aldridge et al., 

2011; Erickson & Hathaway, 2010; Hathaway et 

al., 2018) or in the context of life course transitions 

(Duff et al., 2012; Duff & Erickson, 2014). These 

studies emphasize the individual and peer group 

factors that influence cannabis use; however, they 

do not address the social, cultural, and structural 

contexts of cannabis use cognizant of local culture 

(Measham & Shiner, 2009; Pennay & Moore, 2010). 

It is argued that the processes of normalization are 

more situated and will vary depending on the inter-

play between macrolevel cultural processes and 

structural forces and microlevel behavior and social 

norms that are specific to particular sites, settings, 

and social groups (Duff et al., 2012; Measham & 

Shiner, 2009; Pennay & Moore, 2010). In addition 

to addressing consumption, normalization is con-

cerned with the cultural context and social setting 

in which cannabis consumption takes place (Parker 

et al., 2002), as well as the way in which canna-

bis use is constructed, perceived, and tolerated as 

a social practice (Duff et al., 2012). The “supply 

transaction” and the “ritual and enjoyment” in 

obtaining cannabis among social groups (Coomer 

et al., 2016), for example, are considered “adjunct 

to the relative normalization of drug use” (p. 256) 

proposed by Parker et al. (1998). Context is an 

extension of use inherent to normal regular recre-

ational consumption that cannot be easily separated 

from the act of consumption itself. This makes way 

for a “generalized normalization” that applies to the 

exchanges and sites where social supply takes place 

and is integrated into “mainstream” society (Kolar 

et al., 2018), which includes tourism.

Studies that address processes of normalization 

within legal contexts are minimal, which points to 

the significance this article has beyond the tourism 

literature. Although not in the context of tourism, 

Dickenson and Jacques (2021) address the struc-

tural forces behind normalization and symbolic 

boundaries in Amsterdam coffee shops by high-

lighting how legal frameworks guide standards of 

moral acceptability. In this article, the analysis of 

normalization and its features in a legal context is 

extended by highlighting how a diverse range of 

tourism suppliers in Canada have adopted canna-

bis as a resource. In doing so, it responds to calls 

for investigations into the social determinants and 

Canadians in their leisure time (Duff et al., 2012; 

Erickson, 1999; Osborne & Fogel, 2008). For this 

reason, cannabis use needs to be addressed in terms 

of lifestyle, leisure, and consumption preferences 

(Parker, 2005). Cannabis consumption is labeled as 

a form of leisure behavior undertaken in an individ-

ual’s recreational time (Liebregts et al., 2015), often 

used for the purposes of enhancing other activities, 

stimulating creativity (Lau et al., 2015), and posi-

tively effecting social experiences (Dekker et al., 

2009). Relaxation (Hathaway, 2004), experiencing 

nature, contemplating existential matters, and mak-

ing physical activities more enjoyable are cited as 

examples of how cannabis consumption is related 

to other leisure choices (Moffat et al., 2009; Sharp 

et al., 2011). The variation in reasons for consum-

ing cannabis for leisure is likely to be reflected in 

the variation in consumer leisure interests (Gould 

et al., 2019), which lends tourism as an ideal con-

text for integrating cannabis as a “reasoned choice” 

(Williams & Parker, 2001) into leisure time. In fact, 

both cannabis use and tourism are viewed as prac-

tices that take place in leisure time in Western soci-

ety (Peretti-Watel & Lorenete, 2004).

Parker (2005, pp. 206–207) originally suggests 

six indicators of normalization with reference to 

cannabis, which have since been reworked: (1) 

increased access and availability of illicit drugs in 

the community; (2) increased prevalence of drug 

use; (3) increased tolerance of drug use among both 

users and nonusers; (4) expectations among current 

abstainers regarding future initiation of illicit drug 

use; (5) the “cultural accommodation” of drug cul-

tures in youth-oriented film, TV, and music; and 

(6) more liberal policy shifts. With legalization 

comes the substantial increase in the accessibility 

and availability of cannabis (Parker et al., 2002). 

Legalization itself is a policy shift that informs nor-

malization (Dickenson & Jacques, 2021). As pre-

viously mentioned, in Canada, The Cannabis Act 

federally regulates how cannabis is produced, mar-

keted, and distributed. The legal context reflects a 

broader shift in values towards tolerance of canna-

bis use by users and nonusers, alike. Tolerant atti-

tudes towards and increased prevalence of cannabis 

reinforce one another in the progression of normal-

ization (Aldridge et al., 2011) as do positive and/

or supportive representations of cannabis use in the 

media (Gruber et al., 2005; Primack et al., 2008).
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involving cannabis. Table 2 provides a summary 

of the examples of cannabis tourism-related busi-

nesses mentioned in each category of the database. 

The examples give an overall quick snapshot of 

where cannabis tourism is occurring in Canada and 

how cannabis is connected to the formal tourism 

industry as a resource.

To populate the database, a comprehensive 

Internet search was performed, which included 

reviewing news stories and posts made by canna-

bis tourism-related businesses to social media sites 

such as Instagram, Twitter, and Facebook. Estab-

lishing personal contacts with business owners and 

other key industry actors as well as attending con-

sumer trade shows and industry conferences, prior 

to COVID-19, were also informative in revealing 

developments in and linkages among actors in the 

cannabis tourism industry. Also, going on several 

tours allowed for information to be collected by 

way of direct observation and first-hand experience 

as a cannabis tourist. From the database, potential 

participants were recruited for interviews. In many 

instances, interviewees were another source of 

contexts of normalization (Measham & Shiner, 

2009; Pennay & Moore, 2010), and positions can-

nabis tourism more broadly in cultural discussions 

around challenging stigma.

Methodology

This article draws from a study that investigates 

cannabis tourism as it emerges in the first few years 

of legalization in Canada. A database of all cannabis 

tourism-related businesses in Canada was developed 

and updated on an ongoing basis over the course of 

2 years (2018–2020). This generated an inventory 

of the various ways in which legal cannabis is a 

resource for Canada’s network of tourism supply. 

Table 1 shows a classification of cannabis tourism 

resources in Canada based on several components 

or sectors of the tourism industry identified by the 

North American Industrial Classification System 

(Polovitz-Nickerson et al., 2014). Collectively, 

these components make up a network of linkages 

among various suppliers that operate across several 

sectors to provide a normalized tourism experience 

Table 1

Cannabis Tourism in Canada

Sector Facilities/Amenities/Service Provided Activities

Accommodation “Bud and breakfasts”; Resorts; Condo/apart-

ment rentals; Boutique hotels; Hostels; 

Cottage/cabin/yurt rentals; Campsites; 

Chain hotels; Independent hotels/inns; Pri-

vate and/or shared house; Loft; Guestroom

Getaways; Retreats; spas

Food & beverage Restaurants; Catering companies; Private 

chefs

Cooking classes; Sushi rolling classes; Pairings; 

Tastings; Infused food and drink

Attractions & special 

events

Cannabis retail stores; Lounges; Accessory 

shops; Production facilities; Yoga studios; 

Convention centers; Spa; Visitors centers; 

Glass blowing/art studio; Nightclubs; Bud-

tending service

Purchasing cannabis and related parapher-

nalia; Public spaces of consumption; Grow 

room viewing; Comedy shows; Yoga classes; 

Festivals; Consumer trade shows; Cooking 

class; Massage/spa; Joint rolling classes; Glass 

blowing demonstrations; “Puff ‘n paint”; Virtual 

reality; Growing competitions; Cannabis wed-

ding shows; Cannabis weddings; Bachelor/

bachelorette parties; Business conventions

Adventure and outdoor 

recreation

Golf courses; Parks Canada; Mountains/

ski hills

Hiking; Camping; “Glamping”; Snowmobiling; 

Skiing (downhill and cross country); now shoe-

ing; Fishing; Ice fishing; Canoeing; Wilderness 

trips

Travel services (ser-

vices that support the 

tourist)

Tour guides; Websites; Cannabis concierge; 

Accommodations host

City tours (walking); Bus tours (driving); Grow 

facility tours; Curated experiences; Shuttle 

service; Booking capabilities; Planning tool

Tourism services (ser-

vices that support the 

tourism industry)

Government regulations; Marketing and 

promotions; Safety; Education; Training; 

Research (data collection)

Industry summits and conferences; Consulting 

businesses; Regulating bodies; Accreditation 

organizations; National organizations
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information because they inform notions of what 

is acceptable and normal behavior by those that 

adhere to the rules set by the state (Dickenson & 

Jacques, 2021). Although normalization from the 

side of demand would reveal insights into tolerance 

around consumption, for instance, this investigation 

is beyond the scope of this article, but well suited 

for future research. Both the supply and demand 

sides of tourism offer insights into normalization, 

but in this article supply-side perspectives are used 

information about cannabis tourism-related busi-

nesses that could be added to the database.

Structured, in-depth interviews gathered qualita-

tive data on the experiences and perceptions of 32 

Canadian cannabis tourism-related suppliers from 

each of the tourism sectors identified. In relaying 

how sense is made of an experience, interviews 

collect narrative resources that convey a situated 

context (Gubrium & Holstien, 2003, 2008). The 

views of tourism suppliers are valuable sources of 

Table 2

Examples of Cannabis Tourism Across Canada

Sector/Business Name Classification Location Activity Details 

Tours

Cannanaskis Tour company Calgary, Alberta Tours

Wicked Weed Tours Tour company Kelowna, British Columbia Tours

TourBuds Tour company Toronto, Ontario Tours

Accommodation

Quality Suites Chain hotel Regina, Saskatchewan; 

Montreal, Quebec

In-room consumption

The Pink Elephant Boutique hotel Hamilton, Ontario In-room consumption

The Farmhouse Private house/cottage Penticton, British Columbia Outdoor common consumption 

areas

Sir Sam’s Inn & Spa Resort Haliburton, Ontario Indoor & outdoor common 

consumption areas

Food & beverage

Cannabis Cooking Company Education Toronto, Ontario Cooking classes

The Green Chef Catering Company Toronto, Ontario Infused food

Attractions

Tweed Production Facility Visitor facility Smith’s Falls, Ontario Education, grow operation

Hotbox Café Lounge Toronto, Ontario Consumption and events

Vapor Central Lounge Toronto, Ontario Consumption and events

New Amsterdam Cafe Lounge Vancouver, British Columbia Consumption and events

Kelly’s Green Lounge Lounge Orono, Ontario Consumption and events

Rolling Greens Golf Course Smith’s Falls, Ontario Consumption and recreation

Events

Ontario Cannabis Festival Festival Kitchener, Ontario Consumption and celebration

Lift & Co Consumer trade 

show

Toronto, Ontario; Vancouver, 

British Columbia

Education and cannabis accessories

HempFest Cannabis Expo Consumer trade 

show

Calgary, Alberta Education and cannabis accessories

The Karma Cup Competition Toronto, Ontario Education and cannabis accessories

Okanagan Cannabis Cup Competition Kelowna, British Columbia Education and cannabis accessories

Bud Buffet Bud-tending service Toronto, Ontario Events supplier

High Bar Bud-tending service Toronto, Ontario Events supplier

Cannabis Comedy Festival Comedy show Toronto, Ontario Events and consumption 

Adventure & outdoor recreation

Algonquin Provincial Park Park Algonquin (Ontario) Camping and hiking

Butiqescaqpes Tour company Vancouver (British Columbia) Helicopter ride, “glamping”

Travel services

Cannabis Hotels.com Travel website Canada-wide Search engine

HiBnb Travel website Canada-wide Search engine

Tourism services

The National Association of 

Cannabis Tourism

Industry organization Canada-wide Association

GoCanna Industry organization Canada-wide Accreditation 
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doesn’t bother or offend anyone. Some people also 

think they can smoke as much as they want. Also, 

no, you can’t. I will cut you off, although that is 

extremely rare. I show people how to have a good 

experience with cannabis. I want them to be satis-

fied. (Tour Operator B)

Typically, before being invited to consume on 

the tour, tourists are presented with an opportunity 

to legally purchase cannabis at a retail location. In 

Colorado, the “dispensary” is generally the first 

stop on a tour (Keul & Eisenhauer, 2019). Brick 

and mortar retail stores that supply legal cannabis 

act as tourism attractions from which tourists can 

legally purchase cannabis and are in every major 

city across Canada. Government or privately oper-

ated walk-in retail stores are regulated by the fed-

eral government and, in many cases, resemble an 

upscale shopping experience. Purchasing cannabis 

does not require the customer be a Canadian citizen, 

but it does require the consumer to be 18 years or 

older, depending on the province or territory. Indi-

viduals, including tourists, are allowed to possess, 

carry, and share up to 30 g of cannabis anywhere in 

Canada. Visitors can also order regulated cannabis 

from online stores and have it delivered within days 

to their accommodation. Of the eight Canadian tour 

companies interviewed, all eight had retail loca-

tions as a stop on the tour. While at the retail store, 

“budtenders” educate customers about the products 

they are purchasing, which has the goal of increas-

ing levels of customer confidence:

Once they’ve been on the tour and have made a 

purchase in the store, they now know how to do it. 

They go back home and become popular with their 

friends because they show their friends how to buy 

legal weed. I guess maybe people are intimidated 

to come into the stores because they don’t know 

what to expect. Once you come on the tour, you 

will know what to expect. I think that helps with 

the stigma! (Retail Operator H)

Previous research identified that learning how to 

buy and consume cannabis are important reasons 

among tourists for taking a cannabis tour. Also 

identified is the hope among tour guides that infor-

mation learned on the tour will be taken back to 

family and friends at home (Keul & Eisenhauer, 

2019). Other important stops on the tour include 

accessory stores (“head shops”), restaurants, and 

to examine the social and structural contexts that 

determine normalization.

Transcripts and field notes were coded according 

to preset themes, as well as themes that emerged 

from the data. A content analysis of coded themes 

(i.e., textual data) was performed wherein related 

data were grouped into subcategories to reveal pat-

terns within the wider theme. This article contrib-

utes a qualitative assessment of normalization to 

the literature through an examination of a database 

of tourism-related businesses and the narratives of 

suppliers in the cannabis tourism industry. The find-

ings reflect experiences and attitudes that convey an 

understanding of social practices and processes by 

which cannabis is utilized as a resource for tourism 

that facilitates normalized constructions. Illustrat-

ing the ways in which cannabis is used as a tourism 

resource is theoretically significant for advancing 

studies in normalization.

Cannabis Tourism in Canada

This section paints a picture of the cannabis tour-

ism industry as it has emerged in Canada within the 

first few years of legalization. Tables 1 and 2 are 

used along with interview narratives, expert com-

ments, and participant observation to illustrate the 

numerous ways in which tourism suppliers utilize 

cannabis as a resource.

Tours

Tours take a variety of forms and involve an 

array of activities, depending on the tour. Walk-

ing or driven tours move around small groups of 

individuals (10 or less), who may or may not know 

one another and who may or may not be cannabis 

consumers. Either on foot, by passenger bus/van, 

or by luxury vehicle, tourists are moved around to 

various locations to experience a mix of education, 

entertainment, adventure, and local sights. Tour-

ists are briefed on local rules around consumption, 

which vary around the country, and are made aware 

of the etiquette expected while on the tour:

It is important to lay out what is allowed and what 

is not allowed. You don’t want people to get into 

trouble; you want people to be safe. Some people 

think you can smoke anywhere. No, you can’t. 

I will show you where you can smoke so that it 
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guide’s desire to educate people about the plant is 

linked to cannabis’ deviance and illegality, which 

made it difficult to access information about it for 

so long. Strain information, methods of consump-

tion, plant pharmacology (Keul & Eisenhauer, 

2019), and different consumption methods (Taylor, 

2019) are common types of information sought by 

tourists. To this list can be added knowledge about 

the plant’s history and growing process as well as 

details around new products and how to use them.

Accommodation

Various forms of accommodation have leveraged 

cannabis as part of their offerings. As per the Can-

nabis Act (2018), the edible consumption of can-

nabis is allowed in hotel, motel, or inn rooms that 

are primarily designated as a sleeping accommoda-

tion. Under the Act, it is assumed that if smoking 

is allowed in rooms, it is understood that guests 

are allowed to smoke and/or vape cannabis in the 

room, unless otherwise stated.

Although most chain hotels in the country are 

smoke free, there are increasingly more options 

opening up for tourists interested in consum-

ing cannabis in a semiprivate setting. “Bud and 

breakfasts” are smaller scale, often independently 

owned, cannabis-friendly accommodations that 

allow some degree of cannabis consumption on the 

premises. One “host” described the additional ben-

efits of staying at a bud and breakfast:

When people stay with us, we are their information 

reference point for all things cannabis—whether it 

be answering questions like “where’s the local dis-

pensary?,” or “where’s a local cannabis-friendly 

show?”—guiding them through the authentic local 

experience with the cannabis culture in the area is 

part of it. (Accommodation Host G)

Although breakfast might not always be part 

of the package, the hosts often have connections 

in the community and can direct the guest to the 

right eating establishments, especially if it is a 

cannabis-infused meal they are after. This service 

is similar to “cann-cierge” services in which tour 

guides establish connections with hotel employees 

(Keul & Eisenhauer, 2019) in efforts to provide 

tourists with the information and services they are 

looking for.

lounges at which cannabis-themed activities can 

take place include learning how to roll a joint, talks 

about cannabis edibles, a yoga class, or “puff and 

paint” events. Depending on the tour, the itinerary 

is set ahead of time or the tourist might be offered 

a list of activities from which to choose their own 

adventure. Tours can be based around different 

themes and activities that combine various aspects 

of a city’s cannabis scene along with sightseeing. 

In Canada, cannabis consumption in a vehicle, even 

as a passenger, is not legal, and several bus tours 

invite guests to consume cannabis off-vehicle, at 

designated stops.

Tours provide opportunities for tourists to 

immerse themselves in a cannabis-friendly expe-

rience with like-minded folk (Keul & Eisenhauer, 

2019). It is also an opportunity for tourists to learn 

from the in-depth knowledge of the tour guide on 

numerous aspects of the plant, which is an impor-

tant part of the overall experience:

I want people to have a good time, but I want to 

educate people. I want people to walk away with 

something they didn’t know before. I think that 

is what will chip away at the stigma. The more 

people that take the tour, the more people will be 

educated about the plant. (Tour Operator D)

Cannabis is a resource for tourism and vice versa. 

Tours provide a point of education for learning 

about a product that is new to, or not well known 

by, a lot of consumers:

Cannabis has been an illegal substance for so 

long that not only has the physical product been 

inaccessible but the knowledge with anything to 

do with cannabis has been inaccessible, too. Now 

that it is legal, people are thirsty for information; 

they want to learn about the different strains and 

the difference between cannabinoids and terpenes 

and their effects. They’re also interested in learn-

ing about different types of products. There have 

been people on the tour who have never heard of 

a vape pen or don’t know what concentrates are. 

They can learn all about these things on the tour, 

so it is really well-suited for those who have less 

experience with cannabis or who are cannabis 

curious. They go home a savvier cannabis con-

sumer, really, even if they don’t consume! (Tour 

Operator E)

Similar findings in Colorado identify that educa-

tion is an integral part of the tour and that the tour 
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members, the municipality, businesses, and tour-

ism experts working together to chart a path for an 

economic future based around cannabis. “Rolling 

Greens,” North America’s first cannabis-themed 

golf course, is another unique cannabis-themed 

attraction located outside of Smiths Falls and pro-

vides a space where golfers can safely enjoy can-

nabis while they golf.

Lounges are also attractions associated with can-

nabis tourism. Similar to “coffee shops” in Amster-

dam, lounges are spaces where cannabis can be 

consumed publicly to some degree. Antismoking 

laws minimally permit lounges in Canada; how-

ever, this has not stopped creative business own-

ers from finding ways to operate as lounges, which 

have attracted tourists:

We’ve had lots of people from Brazil and India, 

and people from the States. Typically, they show 

up thinking they can buy weed here, which they 

can’t, and we send them down the street to the 

store. When they come back, they go through 

the whole product offering; they rent a bong or a 

vaporizer. These are things that are new to them 

and showing them how they work is part of the 

lounge’s service offering. The comedy shows 

attract a lot of people from out of town, so I guess 

that is tourism, too. (Lounge Operator E)

Lounges do not provide cannabis but are spaces 

in which patrons can bring and consume their own 

in specially designated indoor areas (which are 

rare) or outside patios. Many lounges hold comedy 

nights or other types of entertainment and activi-

ties, not only for tourists but for local members of 

the community. One of the services some lounges 

provide is to offer consumption accessories such 

as volcanoes (for vaporizing cannabis flower), 

dab rigs, pipes, and bongs. Lounge employees are 

available to guide guests through using more com-

plex equipment, especially if it is for first time use. 

This is similar to the role tour guides in Colorado 

play in educating tourists on different consumption 

methods and devices (Taylor, 2019).

The lounge is an example of how education 

around cannabis is not necessarily directed towards 

cannabis consumers. As one lounge operator 

noted:

People come by the lounge and they can see 

that nothing bad is happening; no one’s life is in 

Accommodations that self-identify as cannabis 

friendly include renting private homes, cottages/

cabins, condos, apartments, chalets, lofts, and 

rooms in houses. Rooms in small boutique hotels 

offer cannabis-centric amenities for guests as do 

opportunities to rent a yurt, which include com-

munal spaces both indoors and out to consume 

cannabis with other guests. Spas, resorts, and get-

aways that incorporate elements of wellness also 

designate spaces for cannabis consumption and are 

considered destinations in and of themselves.

Attractions

Tourism attractions that feature cannabis are 

part of a destination’s recreation and entertainment 

offerings. The Tweed visitor’s center in the small 

town of Smiths Falls, Ontario is noteworthy in that 

it is part of a licensed production facility:

The Tweed Visitor Centre is a captivating and 

interactive way to learn all about our facility and 

our favourite plant. Take a peek into real grow 

rooms, learn about cannabis from the inside out, 

and travel through its fascinating history. (Tweed, 

2021)

Viewing windows that look into growing rooms 

with plants at various stages of growth are part of 

the experience, but visitors do not enter the grow-

ing rooms, nor do they get a chance to touch the 

plant. As noted in research in Colorado, grow facil-

ities are important tourism attractions that are often 

a stop the tour (Keul & Eisenhauer, 2019). Despite 

the importance of visitors centers to cannabis tour-

ism, which function much like a museum in exhib-

iting information and material related to a specific 

item, it is a place where tourists neither consume 

nor purchase cannabis (although, in the future this 

might change). Rather, it is an attraction where the 

primary experience with the plant revolves around 

learning and education.

The town of Smiths Falls has leveraged the 

visitor’s center as part of a 3-year economic devel-

opment strategy in which cannabis tourism is pri-

oritized as a major source of income in hopes of 

making the town a tourist attraction. The town’s 

strategy is to brand Smiths Falls as the top canna-

bis tourism destination in Canada (Town of Smiths 

Falls, 2020). The strategy is a result of community 
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folk, of course, but there are also people in their 

40s and 50s and even in their 70s and 80s. And, 

they are all just wanting to learn about cannabis 

and take in the scene and enjoy it. People might 

have fear around cannabis, but the more attendees 

we can attract, the more we can shatter stereotyped 

beliefs. (Competition Organizer F)

“Lift & Co” (Toronto and Vancouver), “Cannabis 

Living Expo” (Toronto), and “HempFest Cannabis 

Expo” (Calgary) are larger consumer and business 

trade shows that draw in a significant amount of 

people. These events offer cannabis enthusiasts an 

opportunity to expand their knowledge of the prod-

uct and the industry by talking to experienced pro-

fessionals at every stage of the commodity chain, 

from growing equipment to consulting agencies for 

medical prescriptions. In referring to a trade show 

attendee, one vendor identified a market segment 

of non-cannabis consumers attending the show:

This guy was not a cannabis consumer. He was 

a business tourist interested in knowing about the 

industry. He wanted to know about Canadian com-

panies that infuse cannabis into food products. 

He had some kind of retail business in the States, 

California, I think. (Trade Show Vendor I)

Although not events in and of themselves, “Bud 

Buffet” and “High Bar” are hospitality and event 

businesses that provide “full-service bud tending 

experiences.” Unlike festivals and trade shows, 

these are businesses that serve cannabis to of-age 

guests at several types of events. Mobile and in-

house locations at certain venues are available for 

weddings, corporate events, and private functions. 

Certified staff are on site to supervise distribution 

and educate guests around dosage.

Adventure and Outdoor Recreation

Like special events and attractions, activities 

related to adventure and outdoor recreation are part 

of a destination’s entertainment offerings. Given 

that Canada’s destination image incorporates wil-

derness and the natural environment (Draper & 

Minca, 1997), the integration of cannabis into these 

experiences is a natural fit for travel to Canada. 

A close relationship is seen as existing between 

nature and cannabis, which is leveraged by one tour 

company:

danger. People get to see the social consumption 

of cannabis in action, and it’s not threatening. 

People are just chilling and hanging and having 

conversations. The lounge is a platform for can-

nabis to exist in a normal way and I want people to 

see that, whether they consume weed or not. Weed 

is legal now. And, people who are nonconsumers 

are becoming more accustomed to cannabis as 

part of life. They might not interact with it on a 

daily basis, but at least they can see it is not an evil 

thing. (Lounge Operator J)

Cannabis tourism encompasses attending canna-

bis festivals, some of which are a well-established 

part of the tourism industry, especially in the US. 

The city-approved cannabis-themed festival held 

on April 20 every year in Denver, Colorado, for 

example, contributes to visitation by out-of-state 

tourists for the purpose of recreational cannabis 

consumption (Kang et al., 2019). Although not as 

large as some cannabis festivals in the US, “The 

Ontario Cannabis Festival” held in Kitchener in the 

summer of 2019 was a small–medium-sized event 

that provided a space where goers could celebrate 

cannabis with entertainment, education, and food. 

Vendors and exhibitors were also part of the fes-

tival where consumers could learn about and pur-

chase new cannabis-related products available on 

the market, but not cannabis itself. In this way, the 

festival serves as a commercial fair dominated by 

entrepreneurs selling new products and services to 

the market (Sklamis & Korf, 2018). Goers were 

encouraged to “bring your own cannabis” and 

enjoy consumption in designated areas on the festi-

val grounds. Several festival goers expressed their 

disbelief of openly consuming cannabis in a public 

space.

Competitions that recognize the work of the best 

cannabis growers and producers are another type of 

event that function as attractions (Belhassen et al. 

2007). The “Karma Cup” and “Okanagan Cannabis 

Cup,” and several others, are Canadian examples of 

competitions and often include a “vendor village,” 

DJs, speakers’ panel, live music, art installations, 

and an awards ceremony. In describing the atmo-

sphere of the competition, one organizer noted the 

broader importance of the event for educating the 

public:

The competition is an event that brings together 

a diverse group of people: there are the younger 
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Travel and Tourism Services

Several cannabis-focused websites offer travel 

services that support tourists interested in incorporat-

ing some degree of cannabis into their trip, including 

finding cannabis-friendly accommodations, events, 

and activities. CannabisHotels.com and HiBnb.com 

are two Canadian-based websites where tourists can 

search for cannabis-friendly rental listings in Can-

ada and worldwide. The websites are an important 

planning resource for tourists:

People can come to the site and get all the infor-

mation they need to plan their trip. They educate 

themselves on the destination and then they have a 

more enjoyable time. They feel more comfortable 

knowing that they booked a room at a place that 

won’t bother them about smoking pot. (Website 

Operator K)

Tourism services are those organizations that 

support the development and needs of the tour-

ism industry, as opposed to the needs of the visi-

tor. These services include marketing, consulting, 

training, and accrediting, which are supplied by a 

variety of organizations, associations, government 

agencies, and businesses. The National Association 

of Cannabis Tourism (NACT), for example, is an 

organization with the aim of promoting a sustainable 

and ethical tourism industry-related to cannabis in 

Canada. The organization brings together industry 

stakeholders in encouraging positive dialogue and 

change at all levels of government. Industry leader 

Brian Applegarth (2020b) sees these large organiz-

ing associations as “lending credibility to cannabis 

tourism as an industry.”

Discussion

The adoption of cannabis as a resource by the 

tourism industry facilitates normalization in several 

ways that have yet to be examined in tourism or 

normalization literatures. In what follows, several 

elements of the normalizing framework presented 

by Kolar et al. (2018) are used to conceptualize can-

nabis tourism as: (1) facilitating the accessibility, 

availability, and prevalence of cannabis in every-

day life; (2) encouraging tolerance among users 

and nonusers through experiences and knowledge; 

and (3) enabling the social and cultural accommo-

dation of cannabis. This framework is an updated 

All of our hikes are 420-friendly. Cannabis can 

help people take on a different perspective; to 

really appreciate the environment and to connect 

with nature. It affords people the chance to just 

be themselves. That’s what they experience on the 

tour. (Tour Operator F)

Luxury tour companies offer novelty experi-

ences such as taking guests to remote mountain 

wilderness areas via helicopter, where at the des-

tination, guests participate in a “glamping” expe-

rience. Some tour companies specialize in fully 

guided cannabis-friendly backcountry canoe trips 

in Provincial Parks. Included in the package is 

equipment, transport, food (some of it infused), and 

guides who are experienced with cannabis. Down-

hill and cross-country skiing as well as snowmo-

biling, snow showing, fishing, and ice-fishing are 

opportunities to engage in heightened experiences 

with cannabis by way of outdoor activities.

Food and Beverage

Although the regulation, availability, and con-

sumption of edibles is still in process, cannabis 

intersects the food and beverage sector in several 

ways. Infused cuisine with multicourse meals pre-

pared by private chefs or catering companies for 

dinner parties and events is one option. Cooking 

classes organized by chefs and owners of restau-

rants for people who want to learn about a broad 

range of topics including dosing edibles, infusing 

food with cannabis, and making a cannabis-infused 

meal are also on offer. Although not yet regulated, 

tourism experts predict that “the on-premise sale of 

packaged goods is likely to develop the food and 

beverage sector of tourism” (Potter, 2020). Recip-

rocally, as another cannabis tourism expert identi-

fies, “the food and beverage sector in tourism will 

evolve the way people get educated about dosing 

cannabis edibles” (Applegarth, 2020a). Enabling 

legislation around the sale and consumption of 

cannabis is identified by the industry as “commu-

nicating to future tourists that the destination is a 

safe place to come and have an experience with 

cannabis—this is part of the product” (Applegarth 

2020a). This understanding aligns with the impor-

tance that potential visitors place on safety when 

it comes to consuming cannabis at a destination 

(Parnes et al., 2018).
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around cannabis as well as the spaces in which it 

is consumed are also facilitated by tourism, all of 

which work to increase the prevalence of cannabis 

in everyday life. Tourism is a platform for educa-

tion in which to share knowledge about growing the 

plant, understanding how cannabis interacts with 

the body, how to purchase legal cannabis, the differ-

ent product types/cannabis forms available, how to 

consume/the different ways to consume cannabis, 

as well as the cultural context surrounding canna-

bis in different locations. Sharing information with 

family and friends on how to purchase legal canna-

bis in a retail store, for example, demonstrates the 

normalizing power of social interactions (Misztal, 

2001) in the context of tourism. Similar to the way 

normalization incorporates stigmatized individuals 

into many features of everyday life (Parker, 2005), 

the stigmatized behavior of purchasing cannabis is 

re-coded through tourism. The knowledge of how 

to purchase legal cannabis at a retail store is part 

of the normalized supply of cannabis as is the ease 

of the relationship between customer and sales per-

son. Normalization requires an understanding that 

the transaction between those who supply canna-

bis and those who purchase cannabis is one that 

reinforces nondeviant perceptions (Coomber et 

al., 2016). Tourism reinforces the “appearance of 

normality” (Hathaway et al., 2018) in the way that 

it constructs the purchase of cannabis as normal, 

which is then incorporated as valuable information 

into everyday life.

Several other examples demonstrate how tour-

ism facilitates education around cannabis. Knowl-

edgeable and experienced retail staff, also referred 

to as “budtenders,” are available to educate cus-

tomers about different strains and their effects. 

Lounge employees provide instructions to patrons 

on how to use more complicated devices like a 

vaporizer. Tour guides offer a wealth of infor-

mation on a broad range of topics and encour-

age guests to ask questions and take advantage 

of their expertise. “Bud and breakfast” operators 

are a direct link to the area’s cannabis scene and 

can connect guests to the culture of place. In all 

of these examples, tourism highlights that nor-

malization includes the increase in accessibility 

to and availability of information and knowledge 

that surround the plant in addition to being able to 

access the plant itself.

version of the indicators of normalization offered 

by Parker et al. (2002).

Accessibility, Availability, & Prevalence

By way of retail, tourism is part of the normalized 

supply of cannabis. Retail stores in and of them-

selves are indicative of an “intent to supply,” which 

is a key measure of normalization (Parker et al., 

2002). The widespread accessibility and availability 

of cannabis is an indication of a recreational sub-

stance becoming an increasingly common aspect of 

life among cannabis consumers and nonconsumers 

(Aldridge et al., 2011; Duff et al., 2012). Increas-

ing the availability and accessibility of cannabis to 

tourists by way of retail locations and/or tours facili-

tates the ease through which regulated cannabis is 

accessed by both domestic and international tourists. 

It also supports the objectives of the Cannabis Act, 

which include redirecting focus and resources from 

criminal prohibition to governmental regulation, as 

well as minimizing the associated harms with the 

illicit market (Cannabis Act, 2018). In partnership 

with storefronts, tour companies play an important 

role in connecting tourists to retail locations and 

increasing the accessibility and availability of the 

normalized supply of legal cannabis.

An entire industry exists wherein cannabis is 

utilized as a resource in the development of rec-

reational, leisure, and/or wellness designed to 

accommodate tourists. The diverse ways in which 

cannabis is integrated into tourism products, ser-

vices, and experiences, and the increasingly grow-

ing range of choice when it comes to cannabis 

tourism experiences lends legitimacy to cannabis 

use as appropriate, and even desirable, in many 

contexts. This is similar to the way a diverse array 

of cannabis products is indicative of the extent to 

which assumptions about cannabis as deviant need 

reconsideration given the broader societal changes 

surrounding the plant (Duff et al., 2012). Legaliza-

tion increases the accessibility and availability of 

cannabis and are important indicators of normaliza-

tion (Parker et al., 2002). The increased varieties of 

cannabis products as well as the incorporation of 

cannabis into any number of tourism experiences, 

similarly, reflects a normalizing trend.

In addition to the availability of cannabis itself, 

the availability of different types of education 
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because education and changing attitudes is part of 

the social accommodation of sensible recreational 

cannabis use, especially by nonusers (Parker et al., 

2002). It also points to the importance of consid-

ering educational activities not related to the pur-

chase or consumption of cannabis in definitions of 

cannabis tourism.

Social Accommodation

Tourism facilitates social accommodation by 

imposing an acceptable order on cannabis and its 

recreational consumption. According to Goffman 

(1983), order is maintained through activities that 

foster feelings of certainty, familiarity, and safety. 

Rules are key to creating a collective sense of pre-

dictability, reliability, and legibility that reduce the 

complexity of a situation by relaying shared under-

standings of the generalized expectations of social 

behavior for a situation (Hathaway et al., 2018; 

Misztal, 2001). In the context of cannabis, to follow 

the rules is to engage in normal behavior (Dickin-

son & Jacques, 2021). Tourism is a social institution 

with rules, codes of conduct, and behavioral expec-

tations (Barley & Tolbert, 1997) and, especially 

in relation to cannabis, has the ability to influence 

interactions between people, organizations, and 

social actors in accordance with legal, normalized, 

and moral assumptions. In fact, “cannabis tourism 

is practiced through a set of common experiences 

which are reproduced across businesses” (Keul 

& Eisenhauer, 2019, p. 154). Setting standards of 

acceptability is a feature associated with normal-

ization (Duff & Erickson, 2014). Tourism sets the 

standards and morals surrounding the appropriate 

etiquette and behavior in contexts where cannabis 

is available. The rules and etiquette emerging from 

cannabis tourism are social and structural dimen-

sions of normalizing cannabis.

Several examples demonstrate how tourism cre-

ates order around cannabis. Cannabis tours in part-

nership with retail locations create order around 

the purchase of legal cannabis that reduces the per-

ceived complexity of an unfamiliar social practice. 

Likewise, lounges create a socially acceptable order 

around cannabis consumption that reduces risk and 

promotes safety. The label “cannabis friendly” 

conveys a message about what type of behaviors 

and practices are acceptable in an accommodation 

Spaces of cannabis consumption are also made 

accessible and available through tourism, not only 

to those who consume, but also to nonconsumers. 

The establishment of legal spaces where canna-

bis can be purchased and consumed are important 

resources for both the tourism and cannabis indus-

tries. Lounges, for example, are a tourism-related 

offering that strengthens the relationship between 

cannabis consumption and leisure activities. They 

are also important spaces in which the social, eco-

nomic and cultural reproduction of normal canna-

bis use takes place. Constructing what is normal in 

tourism related contexts points to the broader role 

tourism plays in the formation of public policy 

around cannabis consumption in public spaces.

Tolerance Through Experiences and Knowledge

Increasing the tolerance of consumers and non-

consumers through experiences and knowledge is a 

characteristic of normalization (Kolar et al., 2018). 

The education and experiences offered by several 

types of tourism-related businesses, including 

lounges, tours, and competitions, are identified by 

their owners, operators, and organizers as targeting 

both consumers and nonconsumers of cannabis. The 

increased visibility of cannabis culture provided by 

tourism-related businesses is one way of achiev-

ing greater tolerance in that it offers an education 

to the non-cannabis consumer with respect to can-

nabis consumption. In bringing groups of strangers 

together around a single focus (i.e., cannabis), this 

demonstrates how cannabis tourism is “an early 

form of the public production of cannabis culture” 

(Keul & Eisenhauer, 2019, p. 149).

Tourism also offers opportunities for educa-

tion outside of consumptive activities. In several 

instances, tourism provides “points of exposure” for 

nonconsumers to consider tolerance and acceptance 

of cannabis use. Production facilities are a good 

example of a cannabis tourism attraction where the 

primary experience with the plant revolves around 

learning and education. Consumer trade shows are 

also nonconsumptive events that offer opportuni-

ties for nonconsumers of cannabis, the cannabis 

cautious, or the cannabis curious to be exposed 

to education about cannabis without necessarily 

having to consume it, be exposed to consump-

tion, or purchase it. This connection is significant 
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suppliers represents a shared series of norms, val-

ues, and practices that reflect a “common-sense” 

understanding of cannabis and cannabis consump-

tion that shapes the way it is used by consumers 

to maximize benefits, comfort, and safety while 

minimizing the associated risks. The activities and 

spaces around which cannabis is organized by tour-

ism suppliers shapes the production of a legalized 

cannabis culture (Keul & Eisenhauer, 2019).

As a “cultural cognitive system” (Hathaway 

et al., 2016), tourism generates shared meanings 

that are a source of legitimacy and offers a way 

to assess how the realities of recreational canna-

bis consumption are accommodated for in cultural 

understandings of normality. Similar to Canadian 

media, such as film, television, and music that rep-

resent cannabis in mainstream formats (Gruber et 

al., 2005; Primack et al., 2008) tourism also rein-

terprets an historically stigmatized substance as 

socially and culturally valued. As represented by 

supplier perspectives, cannabis tourism works to 

unravel stigma and make cannabis more common 

(Keul & Eisenhauer, 2019). The erosion of stigma 

is a significant force of normalization (Hathaway, 

2004) and the legalized context that influences a 

language distinguishing cannabis as nonthreaten-

ing (Dickenson & Jacques, 2021) is both leveraged 

and facilitated by tourism.

Conclusions

The purpose of this article is to show how the 

legalization of recreational cannabis in Canada 

opens up opportunities for tourism, and in doing so 

plays a role in normalizing processes that are part 

of a broader social shift that sets cannabis apart 

from framings as a deviant drug in the tourism lit-

erature. Normalization is helpful for societies that 

are committed to social inclusion and a “pro-active 

approach to recognizing that social policy and laws 

must adapt to social and cultural change” (Parker et 

al., 2002, p. 943). Insight into understanding what 

normalization looks like in a federally legal space 

is provided by illustrating the ways in which canna-

bis is utilized as a resource for tourism. The incor-

poration of cannabis into services, attractions, and/

or amenities in Canada’s tourism industry is evi-

dence of the changing attitudes towards cannabis 

and its “sensible” recreational consumption where 

setting. In each of these circumstances, tourism 

organizes cannabis use by setting the standards for 

responsible and sensible consumption and direct-

ing consumption to the places, times, and circum-

stances that are deemed appropriate. Importantly, 

disapproval of problematic cannabis consumption 

as well as being conscious of potential harms of 

use are features of normalization (Duff & Erickson, 

2014) that are evident in a shared understanding 

of cannabis tourism among suppliers. Normalcy is 

achieved through such shared understandings that 

contribute to expectations of social behavior dur-

ing these times and at these places (Hathaway et 

al., 2018).

Cultural Accommodation

The ability of tourism to accommodate a cultural 

shift in meaning is highlighted by legal contexts 

that support the legitimacy of cannabis as a resource 

for tourism. As identified by Keul and Eisenhauer 

(2019), understanding changes in the law and the 

economic response to those changes are key to illus-

trating the production of touristed spaces. Interest in 

cannabis as a legitimate economic opportunity, in 

general, signifies normalization as does the emer-

gence of professionally managed businesses that 

provide services around it (Hathaway et al., 2011), 

like tourism. Businesses that offer opportunities to 

experience place by incorporating recreational can-

nabis consumption are part of a normalizing process 

that work to re-define the perceptions surrounding 

cannabis. Like in Colorado, the emerging supply of 

cannabis-related tourism activities and amenities in 

Canada suggests businesses are capitalizing on an 

emerging demand for new experiences, which are 

only likely to increase as attitudes become more 

open towards cannabis consumption as a recre-

ational activity (Kang et al., 2016).

The largely socially accepted status of tour-

ism offers credibility to cannabis consumption as 

a recreational activity in which people engage in 

their free time. Tourism is a well-established social 

institution and the industry’s acknowledgment that 

cannabis is a resource for recreation and leisure is a 

sign of social tolerance that undermines associations 

with deviancy and lends legitimacy to standards of 

acceptability around consumption. The “cultural 

consensus” (Duff et al., 2012) of cannabis tourism 
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similar business-to-business relationships will be of 

equal importance to the cannabis tourism industry. 

Describing the functional linkages among the vari-

ous components of the supply chain and exploration 

of the basic relationships and issues experienced by 

specific types of tourism producers is fertile ground 

for future study. Also of interest from the supply 

side perspective are explorations of best practices 

among cannabis tourism suppliers with respect to 

the social responsibility exercised in keeping can-

nabis tourists safe while on vacation in Canada.

Cannabis legalization in Canada has created 

a new landscape for tourism. Given the recency 

of changes made to the law, this article serves in 

understanding and documenting the early era of 

the legalized cannabis tourism market in Canada. 

In doing so, it demonstrates how social practices 

related to recreation and leisure create new ideas 

around cannabis and illustrates the value tourism 

offers in the study of emerging norms and customs 

of a once highly stigmatized plant. Finally, this arti-

cle serves as a foundation for establishing a future 

research agenda that potentially offers a diverse 

range of study to better understand cannabis tour-

ism as it emerges in Canada and in other legal con-

texts abroad.

References

Aldridge, J., Measham, F., & Williams, L. (2011). Illegal 

leisure revisited: Changing patterns of alcohol and drug 

use in adolesencts and young adults. Routledge.

Applegarth, B. (2020a). On-premise cannabis infused con-

sumption virtual event. Hosted by the Tourism Industry 

Association of Ontario and Canopy Growth Corporation. 

Held on November 23, 2020. https://cannabistourism-

summit.com/canopy-growth-presents/

Applegarth, B. (2020b). California Cannabis Tourism Asso-

ciation (CCTA) annual summit. Hosted by the CCTA. 

Held on December 9–11, 2020.

Barley, S. R., & Tolbert, P. (1997). Institutionalization and 

structuration: Studying the links between action and 

institution. Organization Studies, 18(1), 93–117.

Belhassen, Y., Santos, C. A., & Uriely, N. (2007). Canna-

bis usage in tourism: A sociological perspective. Leisure 

Studies, 23(3), 303–319.

Burns, T. R. (1992). Erving Goffman. Routledge

Cannabis Act Parliament of Canada. (2018). The House of 

Commons of Canada: Bill C-45: An act respecting canna-

bis and to amend the CDSA Criminal Code, and other Acts. 

https://laws-lois.justice.gc.ca/eng/acts/C-24.5/page-1.html

Carter, E. (2017). Marijuana tourism. In L. Lowery (Ed.), 

International encyclopedia of travel and tourism (pp. 

799–801). SAGE.

it becomes accepted and embedded into already 

existing social practices.

Understanding how cannabis is a resource 

for tourism is significant for illustrating how a 

once highly demonized and secretive substance 

gets reframed as a feature, or attraction, that is 

embraced and celebrated by, and sold to, the public. 

Tourism places cannabis into full public view, giv-

ing it greater visibility as a legitimate recreational 

resource. In doing so, it calls into question the fram-

ing of cannabis as deviant in the tourism literature 

and highlights the need for establishing cannabis 

tourism as a category set apart from “drug use.” 

As Lashley and Pollock (2020) suggested, “part of 

the process for reducing a category’s stigma can 

involve establishing a new category” (p. 439). The 

ways in which cannabis is utilized as a resource in 

legal contexts justifies the application of cannabis 

tourism as having its own label, separate from drug 

tourism.

Future research in cannabis tourism can take 

any number of directions. First, more research is 

needed in refining definitions of cannabis tour-

ism. Although purchasing and/or consuming while 

on vacation are types of “cannabis experiences,” 

the definition of “cannabis experience” needs to 

be broadened to include educational activities at 

places where tourists neither consume nor purchase 

cannabis. To date, definitions of cannabis tourism 

are consumption centered. However, given the 

role growers play in offering tourism experiences 

through educational and learning components, can-

nabis tourism needs to be considered with respect 

to including nonconsumptive elements. The litera-

ture would benefit from research that investigates 

the tourist’s understanding of what constitutes a 

cannabis tourism experience in establishing a defi-

nition of cannabis tourism. Of interest to geogra-

phers is how the material attractions and amenities 

on the landscape that are part of the cannabis tour-

ism industry implicate space. Tourism lends to the 

analysis of how normalization is a spatial process 

and research is necessary to better understand the 

spatial elements of cannabis normalization in the 

context of tourism. A spatial approach potentially 

offers a way to build on and strengthen normaliza-

tion theory.

Given the importance of networks in wine tour-

ism (Telfer, 2001), it is reasonable to assume that 



368	 DUPEJ AND NEPAL

Hathaway, A. D., Mostaghim, A., Erickson, P. G., Kolar, K., 

& Osborne, G. (2018). “It’s really no big deal”: The role 

of social supply networks in normalizing use of cannabis 

by students at Canadian universities. Deviant Behavior, 

39(12), 1672–1680.

Hathaway, A., Mostaghim, A., Kolar, K., Erickson, P. G., & 

Osborne, G. (2016). A nuanced view of normalization: 

Attitudes of cannabis non-users in a study of undergradu-

ate students at three Canadian universities. Drugs: Edu-

cation, Prevention & Policy, 23(3), 238–246.

Kang, S. K., O’Leary, J. O., & Miller, J. (2016). From for-

bidden fruit to the goose that lays the golden eggs: Mari-

juana tourism in Colorado. Sage Open, 6(4).

Kang, S., Miller, J., & Lee, J. (2019). The cannabis festi-

val: Quality, satisfaction and intention to return. Interna-

tional Journal of Event and Festival Management, 10(3), 

267–283.

Keul, A., & Eisenhauer, B. (2019). Making the high country: 

Cannabis tourism in Colorado, USA. Annals of Leisure 

Research, 22(2), 1–18.

Kolar, K., Erickson, P., Hathaway, A., & Osborne, G. (2018). 

Differentiating the drug normalization framework: A 

quantitative assessment of cannabis use patterns, acces-

sibility and acceptability attitudes among University 

Undergraduates. Substances Use and Misuse, 53(4), 

2339–2349.

Lashley, K., & Pollock, T. G. (2020). Waiting to inhale: 

Reducing stigma in the medical cannabis industry. 

Administrative Science Quarterly, 65(2), 434–482.

Lau, N., Sales, P., Averill, S., Murphy, F., Sato, S., & Mur-

phy, S. (2015). Responsible and controlled use: Older 

cannabis users and harm reduction. International Jour-

nal of Drug Policy, 26, 709–718.

Liebregts, N., van der Pol, P., van Larr, M., De Graaf, R., van 

den Brink, W., & Korf, K. (2015). The role of leisure and 

delinquency in frequent cannabis use and dependence 

trajectories among young adults. International Journal 

of Drug Policy, 26, 143–152.

MacCoun, R. J. (2011). What can we learn from the Dutch 

Cannabis coffeeshop system? Addiction: Policy Case 

Studies, 106, 1899–1910.

Measham, F., & Shiner, M. (2009). The legacy of ‘nor-

malisation’: The role of classical and contemporary 

criminological theory in understanding young people’s 

drug use. International Journal of Drug Policy, 20(6), 

502–508.

Misztal, B. (2001). Normality and trust in Goffman’s theory 

of interaction order. Sociological Theory, 19, 312–324.

Moffat, B., Johnson, J., & Shoveller, J. (2009). A gateway 

to nature: Teenagers’ narratives on smoking marijuana 

outdoors. Journal of Environmental Psychology, 29(1), 

86–94.

Osborne, G., & Fogel, C. (2008). Understanding the motiva-

tions for recreational marijuana use among adult Canadi-

ans. Substance Use and Misuse, 43, 539–572.

Parker, H. (2005). Normalization as a barometer: Recre-

ational drug use and the consumption of leisure by young 

Britons. Addiction Research and Theory, 13, 205–215.

Coomber, R., Moyle, L., & South, N. (2016). The normal-

ization of drug supply: The social supply of drugs as the 

‘other side’ of the history of normalization. Drugs: Edu-

cation, Prevention and Policy, 23(3), 255, 263.

Cox, C. (2018). The Canadian Cannabis Act legalizes and 

regulates recreational cannabis use in 2018. Health Pol-

icy, 122(3), 205–209.

Dekker, N., Linszen, D., & De Haan, L. (2009). Reasons for 

cannabis use and effects of cannabis use as reported by 

patients with psychonic disorders. Psychopathology, 42, 

350–360.

Dickinson, T., & Jacques, S. (2021). Drug control policy, 

normalization and symbolic boundaries in Amster-

dam’s coffee shops. British Journal of Criminology, 61, 

22–40.

Draper, D., & Minca, C. (1997). Image and destination: A 

geographical approach applied to Banff National Park, 

Canada. The Tourist Review, 52(2), 14–24.

Duff, C., & Erickson, P. G. (2014). Cannabis risk and nor-

malisation: Evidence from a Canadian study of socially 

integrated, adult cannabis users. Health, Risk & Society, 

16(3), 210–226.

Duff, C., Asbridge, M., Brochu, S., Cousineau, M. M., 

Hathaway, A. D., Marsh, D., & Erickson, P. G. (2012). A 

Canadian perspective on cannabis normalization among 

adults. Addiction Research & Theory, 20(4), 271–283.

Erickson, P. (1999). The harm minimization option for can-

nabis: History and prospects in Canadian drug policy. In 

J. Inciardi & L. Harrison (Eds.), Harm reduction: National 

and International perspectives (pp. 27–46). SAGE.

Erickson, P. G., & Hathaway, A. D. (2010). Normalization 

and harm reduction: Research avenues and policy agen-

das. International Journal of drug Policy, 21, 137–139.

Goffman, E. (1983). The interaction order. American Socio-

logical Review, 48, 1–53.

Gould, J., Donnelly, R., & Innacchione, B. (2019). Turning 

over a new leaf in Colorado: An exploration of legalized 

recreational marijuana preferences, leisure interests, and 

leisure motivations in a sample of young adults. World 

Leisure Journal, 61(2), 113–130.

Gruber, E., Thau, H., Hill, D., Fischer, D., & Gruber, J. 

(2005). Alcohol, tobacco and illicit substances in music 

videos: A content analysis of prevalence and genre. Jour-

nal of Adolescent Health, 37, 81–83.

Gubrium, J. F., & Holstein, J. A. (2008). Analyzing narrative 

reality. SAGE.

Gubrium, J. F., & Holstein, J. A. (Eds.). (2003). Postmodern 

interviewing. SAGE.

Hammersley, R., Jenkins, R., & Reid, M. (2001). Cannabis 

use and social identity. Addiction Research and Theory, 

9, 133–150.

Hathaway, A. (2004). Cannabis users’ informal rules for 

managing stigma and risk. Deviant Behaviour, 25(6), 

559–577.

Hathaway, A. D., Comeau, N. C., & Erickson, P. G. (2011). 

Cannabis normalization and stigma: Contemporary prac-

tices of moral regulation. Criminology & Criminal Jus-

tice, 11(5), 451–469.



	 TOURISM AS AN AGENT OF CANNABIS NORMALIZATION	 369

Skliamis, K., & Korf, D. J. (2018). An exploratory study of 

cannabis festivals and their attendees in two European 

cities: Amsterdam and Berlin. Journal of Psychoactive 

Drugs, 50(2), 105–113.

Sznitman, S. R., & Taubman, D. S. (2016). Drug use nor-

maliation: A systematic and critical mixed-methods 

review. Journal of Studies on Alcohol and Drugs, 77(5), 

700–709.

Taylor, L. L. (2016). Managing recreational marijuana in 

southwest Colorado. Tourism Review International, 20, 

211–217.

Taylor, L. L. (2019). Defining marijuana tourism. Journal of 

Hospitality and Tourism Research, 20(10), 1–9.

Telfer, D. (2001). Strategic alliances along the Niagara wine 

route. Tourism Management, 22(1), 21–30.

Town of Smiths Falls. (2020). Smiths Falls cannabis tour-

ism strategy. https://www.smithsfalls.ca/media/2020/01/

Cannabis-Strategy-January-2020-FINAL-With-Re-

vised-Quotes.pdf

Tweed. (2021). Tweed visitor’s centre. https://www.tweed.

com/en/find-a-store/tweed-visitor-centre-smiths-falls

Uriely, N., & Belhassen, Y. (2005). Drugs and tourists’ expe-

riences. Journal of Travel Research, 43(3), 238–246.

Wen, J., & Meng, F. (2021). Research design in socially devi-

ant tourist behaviour studies: A mixed-method approach. 

Tourism Analysis, 26(1), 83–88.

Wen, J. Meng, F., Ying, T., Qi, H., & Lockyer, T. (2018). 

Drug tourism motivation of Chinese outbound tourists: 

Scale development and validation. Tourism Manage-

ment, 64, 233–244.

Williams, L., & Parker, H. (2001). Alcohol, cannabis, ecstasy 

and cocaine: Drugs of reasoned choice amongst young 

adult recreational drug users in England. International 

Journal of Drug Policy, 12(5–6), 397–413.

Ying, T., Wen, J., & Shan, H. (2019). Is cannabis tourism 

deviant? A theoretical perspective. Tourism Review 

International, 23, 71–77.

Parker, H., Aldtridge, J., & Measham, F. (1998). Illegal 

leisure: The normalization of adolescent drug use. 

Routledge.

Parker, H., Williams, L., & Aldridge, J. (2002). The normal-

ization of ‘sensible’ recreational drug use: Further evi-

dence from the North West England longitudinal study. 

Sociology, 36(4), 941–964.

Parnes, J., Bravo, A., Conner, B., & Pearson, M. (2018). A 

burning problem: Cannabis lessons learned from Colo-

rado. Addiction Research & Theory, 26(1), 3–10.

Pennay, A., & Moore, D. (2010). Exploring the micro-poli-

tics of normalization: Narratives of pleasure, self-control 

and desire in a sample of young Australian ‘party drug’ 

users. Addiction Research and Theory, 18, 557–571.

Peretti-Watel, P., & Lorente, F. O. (2004). Cannabis use, sport 

practice and their leisure activities at the end of adoles-

cence. Drug and Alcohol Dependence, 73, 251–257.

Polovitz-Nickerson, N., Kerr, P., & Murray, W. C. (2014). 

Snapshots: An introduction to tourism (6th ed.). Pearson 

Canada.

Potter, B. (2020). On-Premise Cannabis Infused Consump-

tion Virtual Event. Hosted by the Tourism Industry Asso-

ciation of Ontario and Canopy Growth Corporation. Held 

on November 23, 2020. https://cannabistourismsummit.

com/canopy-growth-presents/

Primack, B., Dalton, M., Carroll, M., Agarwal, A., & Fine, 

M. (2008). Content analysis of tobacco, alcohol and 

other drugs in popular music. Archives of Pediatrics and 

Adolescent Medicine, 162(2), 169–175.

Ryan, C., & Kinder, R. (1996). The deviant tourist and the cri-

mogenic place. In A. Pizam & Y. Mansfeld (Eds.), Tourism 

crime and international security issues (pp. 23–35). Wiley.

Sharp, E., Coffman, D., Caldwell, L., Smith, E., Wegner, 

L., Vergnani, T., & Matthews, C. (2011). Predicting sub-

stances use behaviour among South African adolescences: 

The role of leisure experiences across time. International 

Journal of Behavioural Development, 35(4), 343–351.




