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JOOLI’S MARKETPLACE WAS BUILT WITH A FOCUS ON   
CHANNELS FIRST AND NOW SHIFTS TO USERS

1

2

3

4

The cost of a new acquired 
user across all acquisition 
channels  

User engagement: 
How much time do users 
spend on the platform and 
how many videos do they 
watch

User retention: 
How many new users are 
retained and continue to use 
the platform 

Purchase conversion:
How often do users proceed 
to checkout and what is the 
checkout completion rate 



User economics improveFast scaling of merchants

JOOLI CONTINUES TO MAKE GOOD PROGRESS WITH SCALABILITY

Fast growth of channels in India

Reduced channel acquisition cost2) in India

Daily user retention in India1)

Cost per active user3) in India

12

1532

December 2021 June 2023

CMGR 
+31%

114€

33€

December 2021 June 2023

1,8%

7,0%

December 2021 June 2023

1,37€

0,25€

December 2021 June 2023

+389%

-71% -82%

India has huge potential

• Dynamic economy: 
GDP to grow 7.2% in 2023

• Young demographic: 
Almost 1 bn. Indians are below 35 
years old (65%)

• Low competition:
TikTok has been forbidden in India 
since 2020

• Easy and efficient to scale:
Low user and channel acquisition 
cost

1) Daily retention: First day to next day retention of new customers
2) Channel acquisition cost: Accumulated cost of salesforce for the acquisition of channels divided by accumulated number of channels
3) Total end-user marketing spent/number of active users in the month
Source: jooli ERP System



Share of sessions as % of total sessions

REAL-TIME FEED: 
USER ENGAGEMENT AND LONGER SESSIONS ARE INCREASING
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ALSO PURCHASE CONVERSION IS CONSTANTLY IMPROVING

AVG impressions per user per session AVG clicks per user per session
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IN THE SECOND HALF OF THE YEAR JOOLI WILL FOCUS ON 
THREE CORE TOPICS

1

jooliPay

The launch and optimization 
of jooliPay with first tangible 
results expected in Q4 2023

Onboarding

A complete makeover for the 
onboarding process with A/B 
testing of what users prefer 

2 3

Further development  of 
jooli-VR App

Further testing of the existing 
prototype and development 

of an app ready to be 
launched on Apple Vision Pro 

in Q1 2024
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