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Marketplace facilitates holistic management of brand and sales

r

GMV

category, total brand, authorized
distribution (share in total)

Brand
market share

Preferably in the identical manner
as MS is measured in the full retail
market

Price audit

PDR across the full range of the brand’s
SKU, price range: the lowest and the
highest taking into account the stock
size of offers at the lowest and the
highest price, % deviation of the lowest
/ average price on the marketplace
from the lowest / average on
comparison sites.

Assortment
audit

% SKU from the brand's portfolio
available on the platform divided
into categories and merchants,
taking into account seasonality,
co-purchasing brands from the
portfolio within the basket

sales

New buyers, returning
buyers, frequency of

Analyzed over time

purchases, number of units Traffic & and combined with
Buyers sold, AOV Conversion advertising investments
The number and trends ROAS, Total ROAS, CPC,
related to search of the eCPM, reach, CTR, Share
branded and categorial of Voice, Customer
Search phrases in the marketplace Media Acquisition Cost,
trend search engine vs. competition effectiveness  Cystomer Lifetime Value

buyer
behavior




Business Case: hero brand product vs cash king online

Hero brand Cash king

product

marketplace INSIGHTS

A brand's Product Hero, even if it has a larger

58,00 pin number of buyers, does not always have to be the
one responsible for a higher GMV value on the
l marketplace
10 000 14 000
’ Choosing a cash king as a sales driver on the
marketplace is a long-term investment, especially if
580 000 pIn ------------- GMV  |EEEEEETTRRS 812 000 p|n the product's purchase frequency and Customer

Value are at a significantly higher level

Purchase
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Maximizing marketplace sales efficiency through the
combination of sales insights with advertising
activities, e.g., increased share of cash king

in advertising campaigns, monitoring the recruitment
of new buyers
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The Key to Scaling: Understand, Accept, Apply

Key Enablers of Smart Scaling:

Holistic data view Regular checks

— unlocks online growth & edge — better planning & smarter
over offline resource use

Online = Offline Shared insights

— accept differences to scale — synergy across teams = sustainable
consciously growth & happier buyers
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What do you think about
Retail Media,

you retail market experts?

Scan the QR code

and download the report from the study
“Retail Media - Benefits, Challenges, Facts

& Myths."*

* The study was conducted among 100 retail market experts participating in the
Poland & CEE Retail Summit 2025, between March 4-11, 2025.
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Contact us:
reklama@allegro.com



