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What’s driving beauty searches on 

Amazon?

Data from marketing consultancy 

Market Defense shows DIY-minded 

consumers are increasingly turning to 

the e-commerce giant for press-on nail 

and gel polish offerings, in line with 

the broader, post-pandemic growth of 

at-home nails.

Another nascent phenomenon: Sol de 

Janeiro has emerged as a top-searched 

beauty keyword on Amazon, making it 

the sole brand search to crack the top 

10 beauty keywords by average monthly 

volume.

The Dyson Airwrap and “CeraVe face 

wash” are the next-most popular brand 

searches on the platform; however, 

those differ in that they reference 

specific products. “That Sol de Janeiro 

has captured so much of the consumer 

attention that people are just looking to 

see what the brand has — regardless of 

whether it’s the fragrance mists or the 

Bum Bum Cream — that’s impressive,” 

said Vanessa Kuykendall, chief operations 

officer at Market Defense.

Pimple patches, meanwhile, have 

maintained a top spot by search volume 

for roughly the past two years, with 

originator Hero Cosmetics holding most 

of the share of sales, though the space has 

become increasingly competitive. “The 

longevity of pimple patches indicates 

they’ve gone beyond a trend and become 

more like a pantry item — people just 

need pimple patches, like they need 

moisturizer or mascara,” Kuykendall said.

In other cases, top beauty searches 

vary by season.

“Sunscreen pops up in the summer, 

bronzer starts kicking up around April 

— makeup and skin care are there all the 

time, but with something [as specific] 

as a Sol de Janeiro, for example, that’s 

when you know a trend is kicking in,” 

Kuykendall said.

While skin care is the largest category 

on Amazon by share of sales, hair and 

scalp care are also seeing growth by the 

metric, with products like the iRestore 

Laser Hair Growth System and Nutrafol 

offerings reigning among the platform’s 

top-purchased beauty products. “It’s hair 

removal and hair regrowth, specifically, 

[driving increases in hair],” Kuykendall 

said, adding that the Ulike IPL Hair 

Removal Handset, $329, is another 

top-performer.

The top 10 beauty 
and personal 
care keywords 
on Amazon by 
average monthly 
search volume.

1 Sol de Janeiro  
1.5 million searches

2 Press-on nails:  
1.4 million searches

3 Makeup  
1.4 million searches

4 Pimple patches  
1.3 million searches

5 Gel nail polish  
1.2 million searches

6 Mascara  
1.2 million searches

7 Hand soap  
1.1 million searches

8 Body wash 
1.1 million searches

9 Dry shampoo  
967,080 searches

10 Skin care  
927,021 searches

Out with so-called “girl math,” in with 

beauty math — Rachel Wiseman’s version, 

at least.

With a fledgling investment banking 

career on one hand and a love for beauty 

on the other, the content creator — who 

splits her time between Toronto and San 

Francisco — is carving out her own lane on 

TikTok by breaking down the price versus 

value of the platform’s most-loved beauty 

products.

Summer Fridays’ new Dream Lip Oil, 

which retails for 35 Canadian dollars and 

contains 0.15 fluid ounces of product, nets 

out at roughly 233 Canadian dollars per 

fluid ounce, she deduces in one recent 

video that garnered 450,000 views.

“Now that number, in isolation, means 

nothing,” she continues, shifting focus to 

Summer Fridays’ peers in the lip category 

— Dior, Clarins, Kosas, Gisou and most 

recently, Haus Labs. Dior’s cult-favorite 

lip oil emerges as the most costly in terms 

of value — 270 Canadian dollars per fluid 

ounce — while Haus Labs, which nets out 

at 144 Canadian dollars per ounce, is the 

most cost-effective by the metric.

“The point of my page is to educate 

people and give them the tools to make 

these decisions for themselves,” said 

Wiseman, 22, who has amassed a TikTok 

following of 130,000 users and counting.

In addition to comparing the value of 

popular beauty offerings by category,  

the recent Queen’s University graduate 

newly introduced a Finance 101 “Get 

Ready With Me” series in which she  

offers up investing tips whilst doing her 

makeup.

“There’s a lot of synergy between my 

[full-time] job and content creation,” said 

Wiseman, who often leverages the two to 

chime in on the beauty discourse du jour; 

for example when Haus Labs introduced 

its rebranded Color Fuse blushes this 

month and consumers wondered whether 

the smaller pan size equated to a drop in 

value, too.

“It was a little pricier on that basis,” 

said Wiseman, who found that the OG 

version netted out to about 129 Canadian 

dollars per ounce while the new version, 

which was .21 ounces smaller and not 

quite commensurately priced down, 

hovers at about 244 Canadian dollars 

per ounce. Notably though, the rebrand 

actually put the product more on par with 

the value of similar blush offerings like 

the NARS Cosmetics Blush and Makeup 

by Mario’s Soft Pop Powder Blush — 275 

Canadian dollars and 237 Canadian dollars 

per ounce, respectively.

“Pat McGrath’s [Skin Fetish] blush is 

a pricier one, but it was the cheapest 

by a per-ounce basis out of the ones I 

compared, which to me justifies making 

the purchase,” said Wiseman, whose 

fusion of beauty and finance content is 

resonating with a growing crop of highly 

informed beauty consumers.

“So much beauty content is so similar 

and sometimes it feels oversaturated 

and just doesn’t land with consumers 

— highlighting specific things like value 

of a product or brand, that can be 

differentiating for an audience rather than 

just being another influencer on the For 

You page,” she said.

She Knows the Price per Ounce of Your Beauty Product. 
Now Her Followers Are Doing the Math, Too.
22-year-old Rachel Wiseman is leveraging her investment banking career to help a growing  
TikTok audience weigh the value of their beauty purchases.  BY NOOR LOBAD

Rachel Wiseman, @rawmakeup, is blending her finance background with her love of beauty on TikTok.

Searches for 
press-on nails and 

gel polish are 
growing on Amazon.

Amazon’s Top-searched Beauty  
And Personal Care Keywords
Though skin care claims the highest share of beauty sales on Amazon, data from Market Defense 
indicates other categories — like hair and nails — are seeing fast-growing interest.  BY NOOR LOBAD


