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Jointly is a cannabis discovery company, powered 
by a proprietary data platform. The company was 
created on the premise that purposeful canna-
bis consumption is the key to unlocking a better 
you. Cannabis enthusiasts use the platform to 
find products, and to reflect on their experienc-
es to reveal insights that help them reach their 
goals. They learn to create the conditions for their 
ideal experience by tracking the factors that can 
impact their results, while monitoring for possible 
side effects.

Since launching in 2020, some 80,000 consum-
ers have rated over 200,000 unique experiences 
on the platform. Included are 206,000 experi-
ences with documented goals, products, doses, 
product effectiveness, and flavor/aroma ratings. 
Among them are 140,000 experiences noting 
the time of day, time since previous session, the 
presence or absence of exercise, hours of sleep, 
hydration, fullness of stomach, and side effects. 
And 120,000 include exercise type, quality of 
diet, consumption of companion foods, setting, 
and whom the consumer was with. The data from 
those experiences form the basis for this report.

ABOUT THIS DATA:

Self-selection: Participants include 
consumers who choose to download an app 
to track and improve their consumption 
in pursuit of wellness-related goals. Users’ 
inputs include multiple degrees of detail. 
At bare minimum they select a product, 
goal, and goal rating. Most users choose to 
enter additional information on the factors 
surrounding their experiences to enhance 
the insights available within the app’s “My 
Factors” feature used by participants to view 
which factors most impact their experiences, 
whether in positive or negative directions. 

Self-reporting: Consumers make 
their own, subjective judgments 
about their experiences.

Momentary assessment: Contrasting 
with survey data which is a more high-level 
approach, this data is repeatedly collected 
in an individual's normal environment upon 
reflection of a singular experience. The results 
enable more granular insights into consumer 
behavior. For example, Jointly’s data extends 
beyond what a cohort’s preferred products 
are, with the exact distribution of product 
type usage reflecting specific goals. 
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Consumer 
Behavior

Jointly has collected over  
200,000 reports of cannabis use 

from more than 80,000 users.
These are characteristics 

of those use sessions.
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Source: Jointly

Product 
Type

Intimate Drink Topical Tincture Edible Dabs Vape Flower

0.1% 0.3% 0.4% 0.9%

6%
8%

24%

61%

92%

Product Use Frequency

Flower is the most frequently 
used product type, used in 60% 
of consumption sessions report-
ed among purposeful consumers. 
Vapes (24%) and dabs (8%) are 
the second- and third-most com-
monly used products, respectively. 
Together, these three inhalable 
forms account for 92% of con-
sumption sessions reported. 

In addition to being the most 
common way of consuming canna-
bis demonstrated within the general 
population, inhalation is the method 
of consumption which produc-
es the most immediate effects.
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Source: Jointly

Among purposeful con-
sumers, shares of product 
types used do not differ 
significantly by gender. 
A slightly higher share of 
use sessions involve flower 
among males (62%) than 
among females (60%). 
Conversely, edibles repre-
sent a slightly higher share 
of use sessions for females 
(7%) than for males (5%).

Vapes and dabs make up 
relatively greater shares of 
use sessions among young-
er than older consumers. 
Conversely, edibles and 
tinctures are relatively more 
often used among older 
consumers than among 
younger consumers.Flower Vape Dabs Edible Tincture Topical Drink
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Flower Vape Dabs Edible Tincture Topical Drink
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Product Use: by Gender

Product Use: by Age

	� Female 	� Male

	� Under 26 	� 26-41 	� 42-57 	� 58-76
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Source: Jointly

In half (50%) of report-
ed use sessions, consumers 
were alone. The next most 
common use sessions in-
cluded companions 
ranging from significant 
others (22%), to friends 
(15%), or family (10%).

Consumers report being 
alone during at least half of 
sessions for all goals, with 
exceptions of enjoy social 
experiences and enhance 
intimacy. Social uses pri-
marily involve friends, while 
intimacy most often in-
volves a significant other. 

Consuming 
with Whom

50%

22%

15%

10%

1.9%
1.0%

0.4%

Alone Significant
other

Friends Family Co-workers Kids Strangers

Consuming with Whom

Consuming with Whom: by Goal

Recover
from

exercise

Focus &
create

Improve
sleep

Energize
& uplift

Ease
pain

Relieve
stress

Replace
other

substances

Relax &
refresh

Stimulate
appetite

Enhance
intimacy

Enjoy
socializing

59% 58%
54% 52% 51% 51% 50% 51% 50%

34%
28%

18% 17% 24%

16%

26% 23% 20% 22% 21%

48%

20%

12% 13% 10% 19% 9% 12% 17% 14% 16%
9%

38%

8% 9% 8% 11% 10% 9% 10% 11% 11%

	� Alone
	� Significant other

	� Friends
	� Family

	� Co-workers
	� Kids

	� Strangers
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Source: Jointly

Male consumers (53%) 
report choosing to use can-
nabis alone much more 
often than do female 
consumers (45%). Con-
versely, females (28%) 
more often involve their 
significant others than do 
males (19%) in sessions. 

Consuming with Whom: by Gender

Consuming with Whom: by Age Consumers aged 42-57 
represent those most likely 
to purposefully consume 
cannabis alone. Ages 58-76 
are most likely to report 
using with their significant 
others, and those under 
26 are likeliest to report 
consuming with friends.

55%

53%

51%

48%

29%

26%

25%

21% 19%

17%

12%

10%

9%8%

4%

3%

Alone Significant
other

Friends Family Co-workers Kids Strangers

Under 26

26 - 41

42 - 57

58 - 76

Female

Male

45%

53%

28%

19%

14%

15%

10%

10%

	� Alone
	� Significant other

	� Friends
	� Family

	� Co-workers
	� Kids

	� Strangers
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Evening is the most 
common time of day for re-
ported cannabis use (23% 
of sessions), followed by 
before bed (19%). While 
late morning is the least-re-
ported time of use, roughly 
1 in 11 (9%) of reported ses-
sions occur then, though 
purposeful cannabis use 
occurs around the clock, 
driven by various goals.

Stimulating goals (i.e., en-
ergize or focus) see higher 
use rates in the first half 
of the day as compared 
to the average across all 
goals. Sleep is the goal most 
often cited at night (i.e., 
evening or before bed), 
followed by intimacy, re-
place, relax, or social. 

Time 
of Day

Time of Day

Time of Day: by Goal

17%

9%

16% 15%

23%
19%

Early
Morning

Late Morning Early
Afternoon

Late
Afternoon

Evening Before Bed

Recover
from

exercise

Focus &
create

Improve
sleep

Energize
& uplift

Ease
pain

Relieve
stress

Replace
other

substances

Relax &
refresh

Stimulate
appetite

Enhance
intimacy

Enjoy
socializing

26% 26% 15% 25% 22% 19% 24% 15% 17% 20% 17%

10% 15% 17% 10% 10%
8% 14% 10%

17%
21% 22%

16% 17% 11%
16%

18% 11% 19%

14%

15% 16%

15% 15%
14% 16%

18%

13%
18%

19%

16%

23%

14%

22% 23%
32% 25%

21%

29%

27%

14%

48%

16% 16% 14%
20%

13%
20%

10%

	� Before bed
	� Evening

	� Late afternoon
	� Early afternoon

	� Late morning
	� Early morning

Source: Jointly
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In general, older consumers 
purposefully use cannabis 
earlier in the day than do 
younger consumers. Mean-
while, male consumers on 
average use cannabis slight-
ly earlier in the day than 
do female consumers.

Time of Day: by Gender

Time of Day: by Age

	� Early morning 	� Late morning 	� Early afternoon 	� Late afternoon 	� Evening 	� Before bed

30%

27%

25%

24% 22%

19%

19%

18%

18%

17%

17%

17%

16%

16%

16%

16%

15%

13%

12%

10%

10%

9%

8% 8%

Early
Morning

Late
Morning

Early
Afternoon

Late
Afternoon

Evening Before Bed

Under 26

26 - 41

42 - 57

58 - 76

Female

Male

13%

15%

10%

9%

16%

17%

16%

16%

25%

24%

20%

19%

Source: Jointly
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Globally: 79% of use 
sessions occur at home.

Sessions for all goals are 
predominantly conducted at 
home, but slightly less so for 
appetite, energize, or social.

Consuming 
Where

Location

Location: by Goal

Inside at home

Outside at home
Work
Nature
School
Restaurant
Concert

Combination

Other

64%

15%
5%

3%

6%

5%

Source: Jointly

Recover
from

exercise

Focus &
create

Improve
sleep

Energize
& uplift

Ease
pain

Relieve
stress

Replace
other

substances

Relax &
refresh

Stimulate
appetite

Enhance
intimacy

Enjoy
socializing

9%

13% 11%
12%

13%

14% 13% 12% 14%
14%

12%

13%66% 65%
74%

57%

68% 66%
71%

67%
60%

69%

54%

	� Inside at home
	� Outside at home

	� Work
	� Nature

	� School
	� Restaurant

	� Concert
	� Combination

	� Other



C o n sum   e r  B e h avi   o r 13© New Frontier Data, All Rights Reserved.

Females are 5% likelier than 
are males (66% to 62%) to 
consume inside at home. 

Ages 58-76 are the most 
likely cohort to consume at 
home. Though consuming 
at home is also predom-
inant for the 42-57 age 
group, those consumers 
are the most likely to par-
take outside the home. 

Location: by Gender

Location: by Age

Source: Jointly

	� Inside at home
	� Outside at home

	� Work
	� Nature

	� School
	� Restaurant

	� Concert
	� Combination

	� Other

Inside at
home Outside

at home Work Nature School
Restaurant

Concert
Combination

Other

Under 26

26 - 41

42 - 57

58 - 76 75%

69%

65%

62%

21%

14%

14%

12%

7% 6%

5%

5%

5%

5%

4% 4%

4%

4%

Female

Male

66%

62%

14%

16% 5%

6%

6%

5%

5%



Consumer 
Goals
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Replace
other

substances

Enhance
intimacy

Stimulate
appetite

Recover
from

exercise

Energize &
uplift

Focus &
create

Enjoy
socializing

Ease pain Improve
sleep

Relieve
stress

Relax &
refresh

1.3%
2%

3% 3%

5%
6%

8%
9%

10%

22%

29%
“Relax & refresh” and “relieve 
everyday stress” were the most 
popular goals reported. “Recov-
er from exercise”, “stimulate your 
appetite”, “enhance intimacy” and 
“replace other substances” were 
the least common aims chosen.

Goals  
of Use

Frequency of Use: by Goal

Source: Jointly
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0.3%
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0.3%
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0.2%
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0%

0%

0%

0.1%

0%

0%

0.3%

0%

0.4%

0%
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Product Use: by Goal

Source: Jointly

Flower is consistently the most frequently used product type across all categories for purposeful 
consumption, followed by a vape. Consumers choose edibles or drinks more frequently 
to replace other substances than for other goals. Topicals, while uncommon, see higher 
frequencies of use for recovering from exercise, easing everyday pain, or enhancing intimacy. 

FLOWERGOAL VAPE DABS EDIBLE TINCTURE DRINK TOPICAL INTIMATE
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Goal of Use: by Gender Relatively speaking, males 
consume to recover from 
exercise more frequent-
ly than do females. Goal 
selections by gender oth-
erwise are similar. 

Goal of Use: by Age The <26 age group is more 
likely to consume to en-
hance social experiences. 
Easing everyday pain ac-
counts for a much larger 
share of use sessions for 
consumers ages 42+ than 
for younger consum-
ers. Ages 42-76 are much 
more likely to consume 
for pain relief, while those 
58-76 are more likely seek-
ing to improve sleep.  
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	� Relax & refresh
	� Relieve stress
	� Improve sleep

	� Ease pain
	� Enjoy socializing
	� Focus & create

	� Recover from 
exercise

	� Enhance intimacy
	� Energize & uplift

	� Replace other 
substances

	� Stimulate appetite

Source: Jointly
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In addition to Jointly users’ 
reporting their goals and 
circumstances for use ses-
sions, they also report 
perceived successes in 
achieving those goals. 

While replacing other 
substances is the least-fre-
quently cited goal, 
consumers seeking that  
report the highest success 
rates, along with enjoy-
ing social experiences.

Males’ ratings are scored 
more highly than females’ 
on average across most 
goals, with statistical sig-
nificance registered for 
8 among 11 of them. The 
largest difference occurs 
in easing everyday pain. 

Goal 
Success

Average Success Rating: by Goal

Average Success Rating: by Gender
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Despite being relatively 
infrequently used, canna-
bis drinks are associated 
with higher-than average 
goal ratings for all aims but 
easing everyday pain, and in 
many cases are the prod-
uct type scoring the highest 
rating within each goal. 

Across most goals, ingest-
ibles (e.g., edibles, drinks, 
and tinctures) tend to 
result in higher goal rat-
ings than do inhalables (e.g., 
flower, vapes, or dabs).    

Dabs generally are asso-
ciated with poorer goal 
ratings than are other prod-
uct types, except for in 
replacing other substanc-
es, where dabs achieve 
the highest goal rating.

The <41 age groups report 
better success rates for 
replacing other sub-
stances than does the 
42-57 age group.

Average Success Rating: by Age

Average Success Rating: by Product Type
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Average Success Rating: by Location*While inside and outside 
at home are the two most 
common locations for 
consumption, they often 
do not register the highest 
perceived outcome on 
average. For 6 of the 9 
goals presented, consuming 
in nature scores the 
highest (or tied for highest) 
average rating. Exceptions 
include improving sleep, 
recovering from exercise, 
and enhancing intimacy. 
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Cannabis affects everyone differently, based on 
physiology and a range of environmental factors. 
The data illustrates how factors impact one’s ex-
perience in varying ways according to a specific 
goal. Jointly allows inputs for 15 individual factors. 
To evaluate the impact of each, we took the dif-
ference between the lowest and highest average 
for each subfactor (e.g., poor diet average - great 
diet average) and divided by the sum of the 15 
factor differences to generate the percentage of 
impact. The factors were then grouped into can-
nabis and non-cannabis factors. 

Some goals lacked sufficient data to include all 
factors, and therefore were omitted. For “re-
laxation & refresh” or “ease everyday pain”, the 
cannabis factors were of more importance than 
for non-cannabis, and were responsible for 64% 
and 61% of the variations in experience ratings, 
respectively. For “enhancing intimacy”, the re-
sults were inversed, with non-cannabis factors 
being the dominant driver in experience ratings. 
Other goals were a near split, lending roughly 
50% to each group of factors. 

For any goal, the impact of the less significant 
group was responsible for over ⅓ of the vari-
ation in the goal rating, indicating that while 
the significance of each factor may change 
based on the goal they all have significance. 
With Jointly’s platform, users can isolate their 
factors to see what specifically works best for 
them, and optimize conditions to attain their 
aspirational 10 score.

For specific factors, doses and specific products 
were by far the most significant conditions af-
fecting experiences across goals. Underdosing 
will fail to produce the desired effect, whereas 
too high of a dose produces undesirable side ef-
fects – as shown in the side effects section. The 
data illustrates the significance in choosing the 
right product for one’s experience. 

IMPACT OF EACH FACTOR

Cannabis is much 
more than THC: 

Product quality and 
formulation are 

important aspects to 
any experience. 
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Achieving cannabis goals are dependent not 
only on cannabis, but on factors like environ-
ment, diet and exercise. Achieving intimacy was 
more dependent on non-cannabis factors like 
diet, environment, or partners, while the goal to 
“relax & refresh” was more dependent on factors 
like one’s dose and the specific cannabis product 
used. It is interesting to note the nearly equal role 
which cannabis and non-cannabis factors serve in 
helping consumers meet their goals. 

Cannabis is much more than THC: Product 
quality and formulation are important aspects 
to any experience. Some may be more uplift-
ing, others more sedating, so it is important to 
choose a product wisely in order to optimize the 
cannabis experience. 

Impact of Cannabis vs. Non-cannabis Factors on Success Rating

Relax &
refresh

Ease pain Improve
sleep

Relieve
stress

Focus &
create

Recover
from

exercise

Enjoy
social

experiences

Enhance
intimacy

64% 61% 53% 53% 51% 51% 50% 36%

36% 39%

47% 47% 49% 49% 50%

64%

Source: Jointly

	� Cannabis factors: Cannabinoid profile, device used, dose, product 
type, specific product, and time since last consumption.

	� Non-cannabis factors: Diet, exercise, hours of sleep, hydration, 
setting, stomach fullness, time of day, and consuming with whom. 
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Impact of product  
on goal score: 

Choosing the right product 
is a key factor for optimizing 
one’s cannabis experience. 
The distribution of prod-
uct averages across users 
can vary greatly, as well 
as with the same prod-
uct across different users. 

Product Average Rating: Relax & Refresh

Product Average Rating: Relieve Everyday Stress
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User Rating Averages for a Single Product: Relieve Everyday Stress

User Rating Averages for a Single Product: Relax & Refresh
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Dry mouth occurs in almost 
half of the experiences with 
side effects. Munchies is the 
second most common, oc-
curring at a rate of 39%.

Female consumers are more 
likely than are male consum-
ers to report experiencing 
nearly all side effects. 

Side 
Effects

Frequency of Side Effects

Frequency of Side Effects: by Gender
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Report to side effect relationship can be one to many. Source: Jointly
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Younger ages are much 
less likely to take doses 
less than 2.5 mg THC, and 
are more likely to take a 
dose above 10 mg, repre-
senting 35% of ingestible 
doses for ages > 26. The 
contrast suggests that the 
higher rate of side effects 
among younger consum-
ers may be due to dosing. 

Ingestible Dose: by Age

Frequency of Side Effects: by AgeYounger ages are the most 
frequent consumers, and 
also report experiencing the 
most frequent side effects. 50% 43%
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Topicals by far have the 
lowest rates of side effects 
by nature of their usage. 
That may be a function 
of reduced rates of 
bioavailability due to the 
hydrophobic cannabinoids 
needed to pass through 
the aqueous layer of 
one’s skin. Additionally, 
dermal applications skip 
the first pass effects of 
metabolism in the liver, 
which are prerequisites 
for ingested products to 
enter the bloodstream1. 
At that point a portion 
of THC, for example, 
is metabolized to 
11-hydroxy-THC, 
which is significantly 
more psychoactive 
and may produce 
more side effects. 

Tinctures had the sec-
ond-lowest side effect 
rate, possibly due to their 
lipid formulations which 
may impact bioavailability. 

1.  Ncbi.nlm.nih.gov/pmc/
articles/PMC2689518/

Dry
mouth

Munchies

None

Red eye

Drowsiness

Reaction
time

Memory
issues

Impaired
movement

Paranoia

Skin
irritation

Disorientation

Dizziness

48
%

40
%

27
%

27
%

25
%

18
%

10
%

6%
6%

1.1
%

8%
6%

49
%

39
%

28
%

27
%

26
%

19
%

12
%

8%
7%

1.0
%

9%
8%

45
%

38
%

30
%

22
%

25
%

16
%

10
%

6%
5%

1.2
%

8%
7%

40
%

37
%

31
%

20
%

32
%

20
%

11%
9%

7%
1.5

%
10

%
9%

30
%

25
%

44
%

16
%

23
%

10
%

9%
5%

5%
0.

6%
5%

6%

46
%

36
%

33
%

18
%

32
%

25
%

7%
11%

7%
1.4

%
8%

7%

20
%

12
%

62
%

12
%

12
%

5%
2%

4%
1.1

%
1.1

%
1.1

%
4%

Frequency of Side Effect: by Product Type
FLOWER VAPE DABS EDIBLE TINCTURE DRINK TOPICAL

Report to side effect relationship can be one to many. Source: Jointly

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2689518/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2689518/
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Frequency of Side Effect: by Last Day Consumed Frequency of Side Effect: by THC/CBD Ratio
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	� Today
	� Yesterday

	� 2 days ago
	� More than 2 days ago

	� CBD only
	� 0.1 - 0.5

	� 0.5 - 1.0
	� More than 1

	� THC only
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Average Goal Score: by Side Effect
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  Flower is the most commonly used 
(but not the highest-rated) form in terms 
of meeting consumption goals. It is possible 
that while flower is more popular overall, those 
seeking specific outcomes prefer the stan-
dardization and sophistication of manufactured 
products. Beverages, in particular, were rated 
very highly for helping consumers achieve their 
goals. That may be related to easy dosing (e.g., 
most beverages contain one serving), their ready 
substitution for alcohol, or technologies (like na-
noemulsion) which shorten time of onset.

  Preferred product forms and goals for 
use correlate to a user’s age. While all age 
groups predominantly use f lower, concen-
trates and dabbing are more common among 
younger consumers, with tinctures and edibles 
preferred among older people. Preferences 
may be related to users’ relative metabolism 
(i.e., sensitivity to THC heightens with age), 
or by social factors (e.g., using cannabis more 
clandestinely due to parenting or profession-
al identities and social norms). Use goals also 
differ, as older consumers are more likely to be 
using cannabis for sleep, versus younger folks 
more likely doing so for relaxation.

  While women are reportedly more sus-
ceptible to the side effects of cannabis, it is 
yet to be determined whether that is due to 
specific biological differences, or social incli-
nations for being more aware or willing about 
admitting them. Younger consumers report 
experiencing more side effects, which may 
be related to consuming in higher doses than 
other age groups. Unsurprisingly, side effects 
were more common with THC-rich products 
than CBD-rich products, and were more pro-
nounced among those who had not used in a 
while, as opposed to frequent consumers. It is 
possible that frequent consumers build up a 
tolerance to side effects, and/or learn how to 
tailor their use to avoid them as they become 
more experienced.

Beverages, in 
particular, were rated 

very highly for helping 
consumers achieve 

their goals.
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  Some goals are more impacted by 
non-cannabis factors such as diet and ex-
ercise, while others are more dependent on 
the cannabis use itself. Relaxation and easing 
everyday pain were more connected with can-
nabis use, while enhancing intimacy was more 
connected non-cannabis factors. This demon-
strates that for some goals, cannabis itself is the 
main driver for success, while for others, it only 
plays a role along with other factors.

  Half the time, people reported consum-
ing alone, and almost 80% of use sessions are 
at home, which may be related to one’s goal 
(e.g., sleep) or the lack of acceptable places 
to consume outside of the home. Interesting-
ly, consuming in nature, although uncommon, 
resulted in the best outcomes for six of the 
nine goals.

  Relaxation and relief of everyday stress 
are the most common goals, while replac-
ing other substances was the least common. 
However, replacement for other substances 
had the highest success rate across goals. This 
could be because the act itself defines success, 
regardless of outcome. Beverages were most 
commonly chosen for the goal of replacement. 
However, concentrates were rated as most ef-
fective in reaching this goal, even though they 
were among the least effective for all other goals.

Coming Soon
PART 3: CONSUMER ARCHET YPES
Intention, demographics and other con-
sumer characteristics can be described in 
terms of distinct archetypes. In the last 
report in our series, we dive into these 
archetypes, what they say about con-
sumer desires and how that translates to 
purchasing and consumption behaviors.

Subscribe to our weekly CannaBit 
newsletter to receive a notification 
when Part 3 is released.  

PART 1: DYNAMICS SHAPING 
NORMALIZATION IN AMERICA
Available with a free Equio 
Explore subscription.

https://newfrontierdata.com/newsletter-signup/
https://newfrontierdata.com/newsletter-signup/
http://equio.io
http://equio.io
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NE  W  F RON   T I ER   D A T A  is  the 
premier data, analytics and technology firm 
specializing in the global cannabis industry, 
delivering solutions that enable investors, op-
erators, advertisers, brands, researchers and 
policy makers to assess, understand, engage 
and transact with the cannabis industry and its 
consumers. New Frontier Data’s global reach 
and reputation is evidenced by research and 
analysis citations in more than 85 countries. 
Founded in 2014, New Frontier Data is head-
quartered in Washington, D.C. with a presence 
in Europe, Latin America and Africa.

Mission
New Frontier Data’s mission is to inform policy 
and commercial activity for the global legal can-
nabis industry. We maintain a neutral position 
on the merits of cannabis legalization through 
comprehensive and transparent data analysis and 
projections that shape industry trends, dynamics, 
demand and opportunity drivers.

Core Values
	� Honesty

	� Respect

	� Understanding

Vision
To be the nexus of data for the 
global cannabis industry.

Commitment to Our Clients
The trusted one-stop shop for cannabis business 
intelligence, New Frontier Data provides indi-
viduals and organizations operating, researching, 
or investing in the cannabis industry with unpar-
alleled access to actionable industry intelligence 
and insight, helping them leverage the power 
of big data to succeed in a fast-paced and dy-
namic market. We are committed to the highest 
standards and most rigorous protocols in data 
collection, analysis, and reporting, protecting 
all IP and sources, as we continue to improve 
transparency into the global cannabis industry.

About
New Frontier Data
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Be More with Cannabis
We believe that cannabis makes us more, not 
less. That’s why we created the first ever expe-
rience-based cannabis product rating platform, 
harnessing the wisdom of our community. Joint-
ly’s platform matches you to your best products, 
helping you reach a whole new level of wellbe-
ing through purposeful cannabis consumption. 
Together, we are creating a new way of thinking 
about cannabis wellness.

Core Values
	� We believe that purposeful cannabis 

consumption makes us more, not less.

	� We believe science improves 
the world we live in.

	� We believe data solves problems 
and helps make better decisions.

	� We believe that everyone deserves 
their ideal cannabis experience.

Our Promise

TRUST
Rely on us for the most personalized product 
recommendations, the industry's most depend-
able ratings and reviews, and the most effective 
ways to get more from cannabis.

SAFET Y
In order to ensure that every product we rec-
ommend is safe for you to use, we only work 
with legal, compliant, and licensed products, 
brands, stores, and retailers.

SECURIT Y
Keep track of your cannabis experiences without 
a worry—we always keep your data anonymous, 
private, and secure.

About
Jointly
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