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Dear AMAZON MARKETER,

Imagine a shopper scrolling through Amazon right now. They're searching for a product
like yours, but will they see it, click it, and buy it? For some brands, the answer is yes. For
others, likely no.

Winning on Amazon is never random. It comes down to strategy, flawless execution, and
relentless optimization.

The MARKETPLACE INDEX™ now in its third year, is your definitive guide to
understanding exactly how your brand performs and how to close the gap on the
competition. This year's edition is our most expansive yet. We have proven the correlation
between the data and scores from The Marketplace Index and sales success on Amazon.

We evaluated over 2,500 brands and 50,000 ASINs across six major Amazon markets:
the US, UK, Mexico, Australia, and new this year, Germany and Brazil. In total we
analyzed more than 2 MILLION data points using specific tools and accompanied by
human observation and oversight.

The result? A clear view of how leading brands are mastering retail, content, customer
sentiment, and media to win in the world's most competitive marketplace. We also
tracked year-on-year performance to reveal which brands moved up or down in the
rankings and the specific factors that drove those shifts.

This year, we are proud to partner with JUNGLE SCOUT, a leader in Amazon market
intelligence, whose advanced analytics helped power this report. Together, our goal is
simple: to equip brands with the insights they need to compete smarter, grow faster, and
win on Amazon.

If your brand isn't listed in our report, let us know. We can provide a free assessment to
deliver your unique score and show exactly how you compare to the competition.

For tailored insights on how PODEAN can help accelerate your Amazon growth, reach
out to us at contact@podean.com. We look forward to helping your brand unlock
opportunities and achieve the same success we've delivered for many brands worldwide.

Regards,

| THE
= é‘* . MARKETPLACE

INDEX™

MARK POWER TRAVIS JOHNSON
Founder & CEO Global CEO
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B
THE MARKETPLACE INDEX™

When evaluating brand performance on Amazon, most start with the obvious: sales
numbers. It's an easy benchmark, but it's also a limited one. Sales show how a brand is
doing right now, but they don'’t explain why it's performing that way, or how well it's
positioned for what comes next. Why is one brand gaining ground while another falls
behind? Which investments actually move the needle? Understanding the why behind

the numbers is what separates market leaders from the rest.

The Marketplace Index™ (MDEX) brings clarity through the noise. We go beyond
surface-level metrics to uncover the true drivers of Amazon success, from retail
efficiency and product content to customer sentiment and media strategy. By analyzing
these factors, we provide a holistic view of both current performance and future growth
potential. Because on Amazon, winning today is important, but being positioned to win

tomorrow is what matters more.

Now in its third year, the MDEX continues to be the benchmark for brand performance
on Amazon. This edition reveals who has risen in the rankings, who has declined, and,

most importantly, why.

CONTINUED GLOBAL EXPANSION

In our first year, we focused on the US and UK markets. By year two, growing demand
from brands eager to understand their performance and rankings led us to expand
coverage to Mexico and Australia. Now, in 2025, we've added two of the world’s most

dynamic Amazon markets: Brazil and Germany.

Brazil is one of Amazon’s fastest-growing markets in Latin America, and its continued
expansion makes it a key opportunity for brands. Germany, meanwhile, is one of
Amazon's two largest European markets alongside the UK and stands out as one of the

most established and competitive markets globally.
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With these additions, our coverage now spans six Amazon markets, more than 2,500
brands, and over 50,000 ASINs analyzed. This expanded global perspective offers
deeper insights into how both global and local brands are performing, and highlights

opportunities brands can leverage to grow across these diverse marketplaces.

AMAZON AUSTRALIA MARKET 2025 OVERVIEW

Australia has grown into one of Amazon’s most dynamic marketplaces. While smaller in
scale compared to other global markets, it is rapidly becoming a priority market where

brands can build a strong foundation, expand their reach, and secure long-term growth.

In the 2025 Australia edition of the MDEX, we analyzed more than 400 brands across

24 of the most competitive categories in the market. This year's report highlights:

1. Category Leadership — Which brands are leading their categories and how they
sustain their advantage

2. Competitive Insights - How your brand compares to direct competitors

3. Brand Mastery - Strategies top-performing brands use to win on Amazon

4. Performance Blueprint —- Benchmarks to measure, evaluate, and guide strategic
improvements

5. Year-Over-Year Progression — How brand performance has evolved over the
past two years

6. Global Comparisons — How brands in this market stack up against peers in

other Amazon marketplaces

The findings from this year tell a story of both momentum and missed opportunities.
While some brands have doubled down on the strategies that deliver results, others are

falling behind due to underinvestment or failure to activate key growth levers.

As you explore this year's report, you will uncover which brands are setting the pace,
which are falling behind, and what differentiates the market leaders. Continue reading

to see where your brand stands, and where it could go next.
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B
METHODOLOGY

CATEGORY SCOPE

To deliver a meaningful and actionable
analysis, we focused on categories that
are both highly competitive and in high
demand on Amazon. For the Australian
market, we identified the top 24
categories by evaluating a combination
of factors, including total sales volume
and brand saturation. This methodology
ensures that our insights reflect the
segments where optimization can have

the most significant impact.

Some broader categories, such as
“Beauty”, were further segmented into
more specific subcategories (e.g.,
Makeup, Skin Care, Hair Care) to provide
greater granularity. This approach
enables a more accurate understanding
of brand performance within distinct
segments and allows for more precise

comparisons in category leadership.

For a complete breakdown of all
categories included in this analysis, along
with the specific product types grouped
under each, please refer to the Appendix:

Marketplace Index Australia Categories.

Amazon.com.au (AU) Report

BRAND SELECTION AND
EVALUATION

To build the MDEX, we focused on
identifying and evaluating the top-
performing brands within each
category, not only to spotlight what
they're doing right but to uncover what
sets them apart. Our goal was to assess
the performance gap between the
category leaders and the brands ranked
behind them, in order to identify

actionable strategies for closing that

gap.

For each category, we selected a total
of 15 brands based on the highest sales
performance from Q1 to Q2 of 2025. To
provide a consistent year-over-year
perspective, we retained at least 10
brands from the 2024 edition wherever
applicable, with the remaining spots
filled by new brands gaining strong
market share during the observed
period. This allows for continuity in
tracking long-term leaders while also
capturing the latest competitive

dynamics in each category.
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Brand performance was assessed
using each brand'’s top-selling ASINSs,
typically the 15 highest-selling listings.
For brands with fewer ASINs that still
performed exceptionally, all listings were
scored to ensure accurate
representation. For media-related
metrics, such as Sponsored Ads, we took
a broader view by analyzing overall
brand-level activity to capture a

comprehensive picture of performance.

DATA COLLECTION

All data for this analysis were collected
during July 2025. To ensure accuracy
and reliability, the data underwent
rigorous quality control measures. Our
aim is to deliver insights that brands can
trust and use to make informed, strategic

decisions.

We leveraged industry-leading tools
such as Jungle Scout Cobalt, Helium 10,
and Keepa to collect quantitative data.
The majority of this information was
pulled directly from ASIN product detail
pages (PDPs). In addition, manual
evaluations were conducted to assess
critical elements of the customer
shopping experience, including product
titles, descriptions, images, videos, brand

stores, and other on-page content.

Amazon.com.au (AU) Report

As we all know, Amazon’'s marketplace
and the brands selling on it are highly
dynamic. Therefore, it is important to
note that this report reflects a snapshot
in time. All findings are based on
conditions observed during the data
collection period and may change over

time.

METRICS FRAMEWORK

In evaluating brand performance in this
year's MDEX, we continued to use the
metrics framework from the past two
years, focusing on the core pillars of
Amazon across content, customer
sentiment, and media. Given the
platform’s evolving nature, we
introduced new metrics to reflect
emerging drivers of brand success and
adjusted the weighting of existing
metrics based on observed impact.
Throughout, we ensured that all metrics
are quantifiable and objectively
measurable to provide a consistent and
reliable assessment of brand

performance.

A. CONTENT

Content metrics assess the quality,
completeness, and effectiveness of

product pages and brand storefronts.
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High-quality content improves shopper
engagement, boosts conversions, and

strengthens brand perception.

Scoring for content metrics was guided
by industry best practices recognized by

Amazon and validated through research.

Product Title Relevancy
Includes key details such as the brand
name, product, and features or

benefits.

Product Title Length
Falls within the ideal 80-140 character
range for optimal readability and SEO

performance.

Product Title (Mobile/Search)
Front-loads essential information
(orand name, product type, key
features or benefits) within the first 90
characters for mobile devices and

search visibility.

Bullet Points
Highlight key product features and
benefits in a scannable format within

the character limit of 500 to 1,000.

Product Images

The image stack includes at least 4 unique
images showing the product from multiple

angles and highlighting key features.

Lifestyle Image (Image Stack)

An image within the image stack shows
the product in real-world settings to help
customers visualize usage, scale, and fit

into everyday life.

Infographic (Image Stack)
An image within the image stack presents
key information to highlight unique selling

points and differentiate the product.

Product Video (Image Stack)

A video within the image stack that
demonstrates the product, showcases
features, benefits, and practical use cases

to increase engagement and conversion.

A+ Content

Premium page content uses enhanced
descriptions, comparison charts, and
multimedia for a more immersive and

informative shopping experience.

Brand Story (A+ Content)
A+ Content includes a carousel with
modules that highlight the brand's history,

messaging, and other product lines.
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Comparison Table (A+ Content)
A+ Content features a table that
presents a detailed side-by-side
comparison of the product with other
models or products from competing

brands.

Cross Promotion (A+ Content)
A+ Content promotes complementary
products for upsell or cross-sell

opportunities.

Brand Store
The product detail page contains a link
to the brand’s dedicated storefront for a

cohesive branded experience.

Amazon Badges

Includes indicators like Best Seller,
Amazon’s Choice, and sustainable
certifications. These badges build trust
and help products stand out in

competitive categories.

B. CUSTOMER

Customer metrics reflect how buyers
perceive the brand and product
quality. Positive sentiment builds
trust, encourages repeat purchases,

and signals long-term brand health.

Average Rating

Overall customer rating that indicates
perceived quality. High ratings enhance

credibility, while low ratings deter buyers.

5-Star Rating (%)
Proportion of reviews rated five stars. A
higher percentage reflects greater

satisfaction and quality perception.

Customer Reviews

Listings with at least 10 reviews are
considered more credible, with higher
counts further boosting trust and purchase

confidence.

C. MEDIA

Media metrics measure how effectively a
brand uses Amazon advertising to drive

visibility, engagement, and conversion.

Strong media performance ensures
brands reach the right audience and

Mmaximize sales opportunities.

Sponsored ads were tracked multiple
times across different days and time
zones, specifically between 9AM to 6PM
(local market hours). All evaluations were
performed in incognito mode to
eliminate the influence of search history

and ensure objective results.
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Sponsored Brand (Brand Keywords)
Sponsored Brand ads appear prominently
at the top of search results when the
brand in searched. This showcases how
effectively brands leverage ads to
promote themselves to users actively

seeking their offerings.

Sponsored Products (Brand Keywords)
Sponsored Products ads appear at the top
of search results when the brand in
searched. This reflects how brands
promote their individual products to

shoppers already seeking their offerings.

Sponsored Brand (Category Keywords)
Sponsored Brand ads appear prominently
in search results when non-brand or
category-related keywords (from a
curated list) are searched. This shows how
brands drive awareness and consideration
among users browsing general or

competitive product terms.

Sponsored Products (Category

Sponsored Brand Experience 1:
Custom Image or Store Spotlight
Sponsored Brand ads feature custom
visuals or store highlights at the top of
search results, boosting brand recognition

and attracting attention.

Sponsored Brand Experience 2:

Store Page Link

Sponsored Brand ads direct users to the
brand’s store, encouraging exploration of
the full product range and driving potential

cross-sales.

Sponsored Brand Experience 3:

ASINs In Stock & Buy Box Winner
Sponsored Brand ads feature ASINs that
are in stock and winning the buy box. This
ensures that products are available for
purchase and signifies that they are sold

directly by the brand, which helps boost

conversions.

Keywords) * RETAIL

Sponsored Products ads appear in search

Retail metrics including Out-of-Stock

results when non-brand or category- (OOS) Rate and Prime Eligibility are

related keywords (from a curated list) are excluded from this market's coverage

hed. Thi h ffectivel o . -
R S S Y due to limited data availability. As a
brands use ads to promote individual .
_ result, the Amazon Badges metric

products to users searching for general or

. previously under Retail has been moved
competitive product terms.

to Content for this report.

Amazon.com.au (AU) Report
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B
INSIGHTS & FINDINGS

GENERAL PERFORMANCE

The analysis and findings from this year’s
MDEX paint a clear picture of progress,
but also reveal how far most brands still
have to go to fully optimize their

presence on Amazon.

The average brand score in the
Australia market this year was 52.6 out
of 93, which translates to a performance
rate of 57%. While this marks a modest
improvement from last year's 49.2%, it
also highlights that many brands still fall
short of meeting the expected standards

needed to stand out on Amazon today.

Only a mere 4% of brands scored above
80%, and those that did are often the
same names leading their categoriesin
sales. Standout performers include
familiar brands such as Nivea, La Roche-
Posay, Palmolive, OXO, UGREEN, and
Logitech.

CATEGORY INSIGHTS

Brands in the categories under “Beauty”
generally scored the highest, achieving

an average score of 58.1 out of 93 (63%),

Amazon.com.au (AU) Report

compared to the overall market average of
52.6. This suggests that these categories
are currently performing above the
broader market and help illustrate the
benchmarks other categories are

measured against.

In contrast, those under "Pantry Food and
Drinks" lagged behind, with brands
averaging a score of 46.1 (50%),
significantly below the market average.
Notably, these were the same categories
that underperformed in last year's

evaluation.

Examining score variance within specific
segments further revealed additional
insights. Categories like "Sports, Fitness,
and Outdoor Apparel", “Recreational
Swimwear”, " Kitchen and Dining", and
“Personal Care” showed the widest gaps
between top and bottom performers.
This volatility points to fragmented
competition. While some brands excel
across content, customer, and media,
others are far behind. This disparity creates
a clear opportunity for emerging or
challenger brands to capture market

share, provided they execute effectively.
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In contrast, categories such as “Skin
Care”, “Television”, and “Snacks, Sweets,
and Breakfast Cereals” showed minimal
variance. Since the “Skin Care” category
led all evaluated categories in overall
average scores, this minimal variance
reflects the maturity and standardization
of most brands in the category. As a result
of this competitive parity among the top
players, it may be more difficult for
emerging brands to disrupt these spaces.
In other lower-scoring categories, like
“Television” and “Snacks, Sweets, and
Breakfast Cereals,” the low variance
indicates that most brands are performing
at a similar level. This creates an
opportunity for new entrants or
challengers, as few have yet to achieve
optimal performance within these

segments.
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B
ll CATEGORY RANKINGS

RANK CATEGORY CONTENT CUSTOMER MEDIA MDEX
SCORE SCORE SCORE SCORE
(Total = 48) (Total = 25) (Total = 20) (Total = 93)
1 Skin Care 34.3 22.0 9.0 65.2
2 Kitchen & Dining 30.0 21.5 9.8 61.3
3 Personal Care 28.9 21.5 9.6 60.0
4 Men's Clothing 29.8 20.8 8.2 58.8

Computers, Monitors, &

5 . 29.7 20.3 8.6 58.6
Peripherals

6 Vacuums & Floor Care 28.1 19.1 10.2 57.5

7 Hair Care 28.4 21.1 7.6 57.1

8 Toys, Stuffed Animals, & 28,5 220 6.5 57.0
Playsets

el el S ol M 26.6 21.7 7.3 55.6
Cleaning

g ST 227 28.9 20.8 5.8 55.5
Changing

Ll Drinks 28.5 21.4 5.3 55.2

12 Women's Clothing 34.3 22.0 9.0 65.2

* For a detailed breakdown of the scores across each metric, please refer to the
Marketplace Index™ 2025 Australia Category & Brand Scorecards
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B
ll CATEGORY RANKINGS

RANK CATEGORY CONTENT CUSTOMER MEDIA MDEX
SCORE SCORE SCORE SCORE
(Total = 48) (Total = 25) (Total = 20) (Total = 93)

Sports, Fitness, &

13 N e AT 28.6 20.4 5.1 54.1

14 Women's Footwear 28.8 20.3 4.0 53.1

15 Makeup 25.3 20.1 7.4 52.8

16 Men's Footwear 26.7 20.8 5.0 52.5

sl 23.7 19.9 7.8 51.4
Supplements

18 Recreational Swimwear 22.8 21.3 3.0 47.1

19 Television 25.0 18.6 2.8 46.4
Snacks, Sweets, &

20 Breakfast Cereal 22.7 16.2 7.4 46.2

P s e 22.8 20.5 2.0 453
Backpacks

22 Pantry Staples 24.0 19.3 1.7 45.0

23 -0ames, puzzies, & 19.8 20.7 32 437
Accessories

24 Beer, Wine, & Spirits 18.8 21.3 3.4 43.5

Amazon.com.au (AU) Report

* For a detailed breakdown of the scores across each metric, please refer to the
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B
METRIC-SPECIFIC INSIGHTS

A. CONTENT INSIGHTS

Content optimization results indicate
room for improvement, as brands just
averaged 26.2 out of 48. Product titles,
often the first interaction a shopper has
with a listing, scored well at 9.1 out of 11.
Most brands now include key details such
as the brand name, product line, and core
features or benefits across their titles.
Titles are also more optimized for mobile
and search visibility. However, many still
fall short of best practices by exceeding
the 80-140 character guideline or by
cluttering titles with redundant phrases.
Overloaded titles may capture keywords

but risk harming clarity and conversion.

Bullet points remain a major weak spot.
Many brands either omit them altogether
or fail to provide relevant informationin a
scannable manner. Shoppers rely on
bullets to quickly understand product
benefits, so ineffective execution here
can directly suppress conversion, no
matter how strong other content

elements are.

As for visual content, brands perform well

in basic image coverage, with 84% of

Amazon.com.au (AU) Report

product detail pages (PDPs) featuring at
least four unique product images.
However, consistency in lifestyle imagery,
infographics, and videos remains limited.
Videos, in particular, appeared in only
19% of PDPs reviewed. All these visual
elements play a key role in helping
shoppers understand product features
and play a huge role in driving purchase
decisions. Overall, while brands are
meeting the recommended number and
quality of product images, a gap remains
in using these visuals strategically to

Mmaximize engagement and conversion.

A+ Content adoption remains notably
weak, with brands averaging just 3.9 out
of 10 in these metrics. Only 57% of ASINs
reviewed include any A+ Content, and
enhanced modules, such as brand story
carousels, comparison tables, or cross-
promotion, are rarely used. Brand story
carousels and comparison tables, in
particular, are underutilized, which limits
the opportunities for brands to cross sell
complimentary products. Moreover, only
3% of brands consistently applied all A+
modules across every evaluated listing.

Overall, it is clear that brands in this
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