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Trust and transparency are 
real daily challenges. 

Our markets are ripe for disruption 
with a digital rise, lacking legacy 

infrastructure, and entrepreneurial 
spirit. 
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We support this by
creating leading digital 

marketplaces, 
and connecting Africans

 to jobs, homes, and general goods.



<300 employees driving change on the African continent!

8 companies 29m users served 
in 2021

6.6m listings 
in 2021

8.9m leads connected
in 2021
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ROAM operates strong market leaders 



COVID in Africa: Returning to business as 
usual

COVID-19 context
Size: 1.2bn population, 500m in ROAM’s 
markets1. 

Africa COVID-19 cases: 8.3m cases and 170k 
deaths (28 April 2022), ~13% of USA’s cases2.

Vaccinations: 15% of adult population, 435m 
doses administered (March 2022)3. 

Economic impact: +3.6% GDP growth in 
2022, down from +4% due to Coronavirus 
waves and Ukrainian conflict4.

1. Statista, 2021. 2. WHO, 2022 3. WHO, 2022.  4. WorldBank, 2021. 4. Economist, 2021, 5. GSMA, 2021

Despite low vaccination rates 
causing some economic risk, 
business returns to normal except 
a few changes…
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John Hopkins University, global 
vaccination penetration as of 28 April 
2022

https://www.statista.com/statistics/805605/total-population-sub-saharan-africa/#:~:text=This%20statistic%20shows%20the%20total,to%20approximately%201.1%20billion%20inhabitants.
https://www.afro.who.int/health-topics/coronavirus-covid-19
https://www.afro.who.int/news/africas-covid-19-vaccine-uptake-increases-15
https://www.worldbank.org/en/news/press-release/2022/04/13/sub-saharan-african-growth-slows-amid-ongoing-and-new-economic-shocks
https://www.economist.com/middle-east-and-africa/2021/02/06/africas-recovery-from-covid-19-will-be-slow
https://www.gsma.com/mobileeconomy/wp-content/uploads/2021/09/GSMA_ME_SSA_2021_English_Web_Singles.pdf


Building and 
maintaining 
customer trust in a 
pandemic
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A case: Expat Dakar
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Senegal’s largest 
general classified

14th most visited 
website in Senegal

Launched in 2008

Educated the market on 
online research and sales

Our customers are mostly 
B2C not C2C. Strong B2C 
monetisation.

Our market: 

Mostly informal market with most 
business in Dakar region. Oil 
discovered, driving an economic 
boom in the coming years. 
Growing digital: Small population 
of 16m, 8m internet users, 4m FB 
users, and 3.5m Expat Dakar users 
in 2021. 

Cars Market 
Electronics

Home
Fashion & beauty

Other

Property Jobs
Francophone

Vertical units: 



Changing post-COVID behaviour: Seeker & seller
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Seekers: Online research, then buy 
offline

COVID-19 curfews shortened 
shopping time → consumers 
do pre-shopping research
Research behaviour stayed 
when curfews lifted 

Buying behaviour: 
try-before-buy pre-COVID. 
Now happy to pay on-delivery 
→ more trust in online 
products

Want more value for every 
dollar spent online

Online holds bigger 
proportion of marketing 
budget than pre-COVID

Ask for deeper business 
partnerships: data, deals, & 
marketing

Want online services to be 
easier and better than before 
→ more product demand 
driven 

Sellers: Higher demands for online 
in value, product, & ROI



Trust in our marketplace
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SELLER
Who

Car dealers, real 
estate agents, 
electronics sellers, 
employers

Challenges
Volume of 
interested buyers
Seen as “trusted”

SEEKER
Who

End users looking 
for cars, property, 
electronics, blue 
collar jobs etc. 

Challenges
Trust: quality of 
products bought
Fair pricing
Variety in choice

Trust is key for both seeker & seller. The pandemic amplified this. How do we serve 
both needs?



How do we build 
& maintain 

trust?
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Our approach to building trust
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Seller Seeker

4
Iterate
Adapt on feedback & data 
usage for following releases4

Iterate
Adapt on feedback & data 
usage for following releases

3
Act

Roll out updates/changes with 
consistent customer feedback 3

Act
Roll out updates/changes with 
consistent user feedback

2
Plan

Distill ideas to what 
delivers biggest ROI

1Listen
User research, NPS, 
customer requests, 
data on behaviour 
and usage

2
Plan
Distill ideas to what 
delivers most impact

1 Listen
User research, Hot 
Jar trends, NPS, data 
on behaviour



How we met the needs for trust
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SeekerSeller
App: Improving listing quality by making 
it easier to post listings and post higher 
volumes → appear to be more “trusted” 

Improved moderation with listing tips 
and advice 

Verified sellers on listings

Pandemic support: free listings, free 
prominence for higher visibility

Improvements in seller quality: 
Improved moderation 

Verified seller badges for frequent sellers

Improved platform chat with 2021 
migration

Platform & searchability: 

Improved search: updated elasticsearch to 
later version that improves relevance

SEO improvements in categories for 
improved organic traffic



12

SELLER



Example applied: Seller
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Context: 84% of users sitewide are on mobile. 
The challenge: In early 2020, we terminated our app due to old tech, poor UX, and 
customer complaints. Our site remained mobile-first but not an app. 

Seller requests app 
for ease of listing. 

Listing liquidity 
drives marketplace 
growth → essential, 
especially when 
monetised. 

We asked sellers 
what they want. 

LISTEN

App relaunch: 
Focus is on sellers, 
not seekers. 

→ ~90% revenue 
from B2C sellers

→ Drive listing 
growth

→ No complaints on 
mobile site for lead 
creation in seekers

PLAN

Scope customer 
needs. 

Build app (build, 
feedback, iterate).

Customer testing. 

Launch Beta on 28 
March 2022.

Set app goals: MAU 
& listings created.

ACT

Seller offering: 

→ Sellers set deals 
on listings (timed 
discounts & appear 
on Deals page)

→ Include 
showrooms

→ Improve business 
pages

ITERATE
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http://drive.google.com/file/d/1YWsUV7rIFRrcKUv9FHQ-Y8W-wt68HvzQ/view
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SEEKER
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Example applied: Seeker
Context: Seekers need a safe way to browse and shop. 
The challenge: There is risk of fraud, often a lack of transparency in pricing, poor 
product quality, and we wanted to avoid seekers leaving the platform for WhatsApp.

User research in 
pain points: 

→ Credibility of 
sellers

→ Authentic quality 
products sold

→ Easy 
communication

Phased approach 
in improvements. 

Changes at the 
source of trust 
issues: seller. 

→ Credibility
→ Trust in products
→ Communication
→ Navigation

2021 site upgrade: 

- Verified seller 
badges
- Improved platform 
chat
Product match: 

- Improved 
elasticsearch
- SEO upgrades

UI improvements 
to showrooms

Improve keyword 
search with 
keyword landing 
pages

Seekers to rate 
experience with 
seller

LISTEN PLAN ACT ITERATE
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May 2021: 
Improved 
platform 
chat & 
platform 
stickiness

May 2021: 
Report 
fraud on 
listings
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Introduced 
verified 
sellers



Impact on trust growth

Signal of trust: leads

Complementary actions building trust for seekers and sellers show tangible impact. 
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+42% 
leads/
user

App growth: listings

EID
App 

launch



Summary: Building trust
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TRUST
Seeker
Seller

Observe
Observe customer behaviour 
over time and seek consistent 
feedback. 

Process
Follow the simple model

LISTEN PLAN

ACTITERATE

Customise
Custom approaches to 
building trust: seeker & seller
→ Changes can complement 
trust in seekers & sellers, ie. 
seller changes impact trust in 
seekers.



Contact Us
www.roam.africa

Kenya

Phone +254 703 026 000

Grosvenor Building, 5th Floor, Suite B, 
14 Riverside, Nairobi, Kenya

Nigeria

Phone +234 8139 85 9999

Elephant House, 15th Floor, 214 Broad 
Street, Lagos, Nigeria

Senegal 

Phone +221 33 827 83 03

Sacré Coeur 3 Villa 9343 VDN Dakar

Ghana

Phone +233 302 550 200

Apex Square, Ground floor, 6 Motorway 
Extension, Dzorwulu, Accra, Ghana

South Africa

Phone +2721 286 0740

Unit 23, Woodland House, 17a 
Woodlands Rd, Woodstock, Cape Town, 
7915, South Africa

Uganda

Phone +256 782 300 455

Venture Labs, 23 Mpanga Close, 
Kampala, Uganda

22


