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Objectives

1. To Evaluate Transparency and Claim Substantiation

To assess the level of transparency demonstrated by Tongkat Ali brands listed on Amazon global marketplace including 
disclosure of standardization markers (e.g., eurycomanone content), extract type, clinical study references, third-party 
testing claims, country of origin, and regulatory compliance statements.

2. To Compare Product Positioning, Quality Indicators, and Value Metrics

To systematically compare popular brands on Amazon that are deemed “best” amongst consumers based on 
observable quality indicators such as standardized vs. non-standardized extracts, presence of third-party laboratory 
testing claims, dosage per capsule, price per serving, proprietary extract branding, and other publicly stated attributes.

3. To Identify Market Patterns, Gaps, and Consumer Risk Signals

To analyze common marketing narratives, recurring claims, and potential red flags within Amazon listings in order to 
highlight industry trends, areas of inconsistency, and possible consumer confusion related to clinical validation, 
standardization standards (e.g., MS2409), and extract authenticity.

The overall objective of the assessment study was to evaluate Tongkat Ali brands on Amazon USA, UK, and Australia based on 
disclosed quality markers, transparency, and verifiable claims presented to consumers at point of sale. This translates into three 
main objectives as follow:
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Methodology: Technical Assessment, Review & Evaluation Approach

1. Study Design

This assessment was designed as a cross-sectional, desk-
based comparative analysis of Tongkat Ali dietary 
supplement brands listed on Amazon.com, Amazon.co.uk 
and Amazon.com.au

The study relied exclusively on publicly available product 
information displayed on Amazon at the time of data 
collection. Sample of laboratory testing, product 
sampling, chemical verification, or direct manufacturer 
engagement was conducted to verify the claims. 

2. Brand Selection Criteria

Brands were selected using the following inclusion 
criteria: Listed under “Tongkat Ali” search results on 
Amazon.com, available for purchase in the United States, 
clearly labeled as Tongkat Ali (Eurycoma longifolia) extract 
or root, contained sufficient product information for 
evaluation

Exclusion criteria included: Products temporarily 
unavailable, listings lacking essential product description 
details, multi-ingredient blends where Tongkat Ali 
content was not quantifiable.

To reduce selection bias, brands were sampled 
from:“Best Seller” listings, Sponsored listings, organic 
search rankings and high review count product

3. Data Collection Procedure

All data were manually extracted from 
publicly available Amazon listing sections, 
including:

• Product title
• Product description
• Supplement Facts panel (when 

available)
• Images of packaging
• Claimed standardization levels
• Disclosed extract type (water extract, 

ethanol extract, etc.)
• Country of origin (if stated)
• Third-party testing claims
• Clinical study references (if cited)
• Price per bottle and per serving
• Capsule count and dosage per serving
• Customer review count and rating
• Screenshots and timestamp 

documentation were recorded to 
preserve a point-in-time record of 
listings.

4. Evaluation Framework
A structured assessment rubric was applied to each brand based on 
objective, observable criteria. The evaluation focused on four 
primary pillars:

A. Standardization & Extract Transparency
• Disclosure of standardized compounds (e.g., eurycomanone %)
• Clear differentiation between raw root powder vs. extract
• Identification of proprietary or branded extracts (if any)
• Mention of compliance with recognized standards (e.g., Malaysian 

Standard MS2409, if claimed)

B. Evidence & Testing Claims
• Reference to human clinical trials for the ingredient/extract used
• Clarification whether the finished product or raw ingredient was 

clinically studied
• Third-party laboratory testing claims
• Availability of Certificates of Analysis (COAs), if referenced

C. Label & Regulatory Transparency
• Clear supplement facts panel
• Manufacturer identification
• Country of origin disclosure
• GMP or regulatory compliance statements
• DSHEA disclaimer presence

D. Consumer Value Metrics
•Price per capsule
•Price per milligram of extract
•Declared potency
•Capsule count
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Rank
Brand / representative 
Amazon SKU

Amazon sales traction / 
popularity

Clinically tested on 
humans?

Lab tested? 3rd-party lab tested ? Standardized Extract?
MS2409 

compliance?
Potency marker publicly stated? mg per capsule

Price per capsule 
(USD)

Source / origin 
stated

Proprietary 
extract?

Assessment

1
AKARALI (Physta® 
Tongkat Ali)

1k+ bought/month Yes Yes Yes Yes Yes
Yes: 1.5%+ eurycomanone; hot-
water standardized profile

200 mg $0.99 

Malaysia / 
single-origin 
Malaysian 
rainforest

Yes, 
(Physta®)

Best evidence stack found: proprietary 
clinically tested extract, explicit third-party 
testing, source transparency, and public 
MS2409 compliance claims. (Amazon)

2
Double Wood LJ100® 
Tongkat Ali

1K+ bought/month Yes Yes Yes Yes
Not publicly 
evidenced

Yes: 40% glycosaponins, 22% 
eurypeptides

100 mg $0.33 Southeast Asia
Yes, 

(LJ100®)

Very strong on clinical pedigree and third-
party testing. Main drawback versus AKARALI 
is weaker public source transparency and no 
public MS2409 claim surfaced. (Amazon)

3

Nootropics Depot 
Tongkat Ali (200 mg 2% 
eurycomanone or 100 
mg 10% 
eurycomanone)

1K+ bought/month No Yes No Yes
Not publicly 
evidenced

Yes: 2% or 10% eurycomanone 
by HPTLC

200 mg or 100 mg 
depending on SKU

$0.62
Source not 
stated

No

Excellent standardization transparency and 
potency disclosure; loses points because 
ingredients are not clinically tested on 
humans, compared to third-party COA 
framing as AKARALI /LJ100/Toniiq. (Amazon)

4
Toniiq Tongkat Ali 
(200:1, 2% 
eurycomanone)

300+ bought/month No Yes Yes Yes
Not publicly 
evidenced

Yes: minimum 2% 
eurycomanone; assay in raw 
and finished product

200 mg $0.21
Source not 
stated

No

Strong value-for-money and unusually clear 
potency/QA language for a mass-market 
Amazon brand. Main weakness is lack of 
visible clinical pedigree tied to a named 
extract. (Amazon)

5
Nutricost (200:1 
Tongkat Ali + BioPerine)

<200 bought / month No Yes Yes No
Not publicly 
evidenced

No specific 
eurycomanone/glycosaponin 
assay identified, declared or 
stated

500 mg $0.17
Source not 
stated

No

Good budget/value option with third-party 
testing and decent manufacturing language, 
but this looks more like a mainstream 200:1 
value play than a deeply characterized 
premium Tongkat Ali extract. (Amazon)

6
Nugenix Tongkat Ali 
Essentials (100:1 
extract)

400+ bought/month No No No No
Not publicly 
evidenced

No marker assay identified, nor 
stated

200 mg $0.40 Malaysia m No

Better than anonymous blends because the 
listing at least states Malaysian origin and 
200 mg/cap, but it lacks the testing and 
standardization depth I would want. 
(Amazon)

7
Bronson Longjack 
Tongkat Ali

300+ bought/month No Yes No No
Not publicly 
evidenced

No marker assay surfaced
Not clearly stated 
in surfaced pages

$0.12
Southeast Asia 
(country not 
stated)

No

Cheap and popular, but the surfaced 
evidence is mostly generic “laboratory 
tested” language without strong potency or 
extract characterization. (Amazon)

8
Horbäach Longjack 
Tongkat Ali

2K+ bought/month No No No No 
Not publicly 
evidenced

No marker assay surfaced
Not clearly stated 
in surfaced listing

$0.12
Source not 
clearly stated

No

Very popular on Amazon, but from a due-
diligence perspective it is much less 
transparent than the leaders above. This is a 
classic example of “popular” not necessarily 
meaning “best characterized.” (Amazon)

Top Best Tongkat Ali Brands on Amazon (USA, UK, & Australia): 
Final Evaluation & Assessment Results

Source: Team analysis based on data from Amazon.com, Amazon.co.uk and Amazon.com.au

https://www.amazon.com/AKARALI-Pure-Tongkat-Ali-Longjack/dp/B08XJSFYYT?utm_source=chatgpt.com
https://www.amazon.com/Tongkat-Ali-Men-Capsules-Glycosaponins/dp/B09TM2LTM5?utm_source=chatgpt.com
https://www.amazon.com/Tongkat-Extract-Eurycomanone-Eurycoma-longifolia/dp/B088GW792L
https://www.amazon.com/000MG-Longjack-Tongkat-Ali-Men/dp/B0CCFC83JD
https://www.amazon.com/Nutricost-Tongkat-Ali-000mg-Capsules/dp/B0C361XRFK?utm_source=chatgpt.com
https://www.amazon.com/Nugenix-Essentials-Vitality-Longjack-Longifolia/dp/B0C3J8BT5P
https://www.amazon.com/Bronson-Longjack-Strength-Supports-Vegetarian/dp/B09J57KMCL
https://www.amazon.com/Horbaach-Longjack-Capsules-Longifolia-Supplement/dp/B07HZ529T5
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Our observations & discussions (1/2)

Source: Team analysis based on data from Amazon.com, Amazon.co.uk and Amazon.com.au

Amazon Tongkat Ali market appears to fall into three primary categories and here our observations:

Tier I: Proprietary Clinically Anchored Extracts (Premium)
Examples include AKARALI Physta® or DoubleWood LJ100®. Both of these 
extracts are:
• Standardized to defined phytochemical markers,
• Supported by published human studies and clinical trails,
• Produced under defined quality systems,
• Often accompanied by third-party testing disclosures.

Tier II: Standardized but Non–Clinically Tested Extracts (Non-Premium)
Brands such as Nootropics Depot and Toniiq (based on listing disclosures) 
specify:
• Higher eurycomanone claims but not tested (e.g., 2% or 10%),
• Assay validation methods (e.g., HPTLC),
• Extract not clinically tested on humans for benefits or side effects

Tier III: Ratio-Based or Generic Extracts
Mass-market Tongkat Ali brands in the US often has the following features:
• “100:1” or “200:1”, or “500:1” extracts,
• Limited or no phytochemical standardization disclosure,
• Broad “lab tested” claims without marker-level transparency.

• These products demonstrate 
higher extract characterization 
and documentation depth.

• Often cited as the best quality 
and potent Tongkat Ali you 
could find on Amazon.

• Claimed to be the best / 
popular in the US but these 
extracts are not clearly tied to 
published clinical trials on the 
same branded ingredient.

• These products often show high 
sales volume on Amazon but 
comparatively lower extract 
characterization, and low-
quality  biomarkers

Observations
Brand Ranking Tier (Highest to the Lowest) 

Recommendations

• A must-buy if you want the best 
quality, best potency and safe 
for long term use

• Best for testosterone and 
stamina gains, particularly for 
young active adults, athletes 
and aging-adults

• The 2nd best option or seen as 
an alternative for value-priced 
Tongkat Ali if you are not on a 
tight budget

• Not recommended if you are 
concerned with quality, side 
effects or safety from 
consuming high doses
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Our observations & discussions (2/2)

Source: Team analysis based on data from Amazon.com, Amazon.co.uk and Amazon.com.au

The evaluation matrix based on Tongkat Ali brand market segment assessment is shown in the table below: 

Attribute
Tier I 

(Premium Proprietary Extract)
Tier II

 (Marker-Standardized)
Tier III 

(Ratio-Based Generic Extract)

Clinical Data on Specific Extract Yes No No

Third-Party Testing Disclosure Often Yes Sometimes Often Unclear

Marker Standardization Explicit (e.g., eurycomanone %) Explicit Rare

MS2409 Alignment Sometimes Disclosed Not Disclosed Not Disclosed

Country of Origin Transparency Typically Malaysia Variable Often Vague

Price per Capsule Moderate–High Moderate Low

Sales Volume Moderate Moderate High

Extract Identity Traceability High Moderate Low

Example of Tongkat Ali Brands AKARALI, DoubleWood
Nootropics Depot, Toniiq, 

Nutricost
Horbaach, Nugenix, Solaray,
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Conclusions

1. Tier I (Clinically Anchored Proprietary Extracts): AKARALI represents the strongest evidence-aligned profile.

Among proprietary, clinically anchored standardized extracts, AKARALI (Physta®-based formulation) demonstrates the most comprehensive alignment 
across extract standardization, ingredient-level clinical pedigree, third-party testing disclosure, and Malaysian source transparency (including public 
reference to MS2409 compliance). Within this tier, proprietary extracts such as Physta®/LJ100® clearly outperform generic formulations in 
documentation depth and traceability. In an evidence-weighted framework, AKARALI ranks highest in Tier I due to its combined clinical linkage and 
analytical transparency.

2. Tier II (Marker-Standardized but Non–Clinically Anchored Extracts): Nootropics Depot leads in analytical transparency.

Within the analytically standardized but non–clinically trademarked segment, Nootropics Depot emerges as the strongest candidate based on explicit 
phytochemical disclosure (e.g., 2% or 10% eurycomanone standardization) and assay transparency. Although not clearly tied to proprietary clinical 
datasets, its emphasis on marker-level verification distinguishes it from other non-proprietary brands. In this tier, Nootropics Depot demonstrates 
superior analytical clarity relative to competitors such as Toniiq or other marker-claimed formulations.

3. Tier III (Ratio-Based Generic Extracts): Double Wood’s generic 200:1 SKU represents the most structured option within a 
weaker evidentiary class.

Among high-volume ratio-based products, Double Wood’s generic 200:1 Tongkat Ali SKU appears to be the most structured in terms of brand 
credibility and basic testing disclosures, even though it lacks explicit phytochemical standardization or proprietary clinical backing. This tier is 
characterized primarily by ratio marketing (e.g., “100:1” or “200:1”) rather than defined marker content, and therefore represents the lowest 
evidentiary alignment overall. While popular and price-competitive, products in this category—including Double Wood’s generic extract—remain 
analytically less transparent than Tier I and Tier II options.

Note on Overall Research Synthesis:

The U.S. Amazon Tongkat Ali marketplace is stratified into three functional quality tiers. Proprietary clinically studied extracts (Tier I) demonstrate the highest evidence alignment, analytically 

standardized non-proprietary extracts (Tier II) offer intermediate transparency, and ratio-based generic extracts (Tier III) prioritize affordability and sales velocity over phytochemical 

specificity. Popularity does not equate to scientific robustness, and extract-level documentation remains the primary determinant of quality differentiation.
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This Tongkat Ali Assessment & Review Report is an independent analysis conducted solely on the basis of publicly available information published on 
Amazon.com, Amazon.co.uk and Amazon.com.au at the time of review. The evaluation reflects product descriptions, labeling claims, customer-visible 
certifications, pricing, and other disclosures provided by the respective sellers on the Amazon marketplace.

No laboratory testing, chemical analysis, batch verification, or direct communication with manufacturers was performed as part of this assessment 
unless explicitly stated. The report does not verify the accuracy, completeness, or authenticity of the claims made by individual brands, including 
statements regarding clinical studies, standardization levels, country of origin, or third-party certifications. Product listings on Amazon are subject to 
change without notice, and formulations, pricing, sourcing, or compliance status may be updated by sellers after publication of this report. 

Therefore, this assessment represents a point-in-time evaluation and should not be construed as regulatory, medical, legal, or investment advice.
Consumers are encouraged to conduct their own due diligence, review Certificates of Analysis (COAs), verify regulatory compliance, and consult 
qualified healthcare professionals before purchasing or consuming any dietary supplement or brands stated in this report.
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