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START HERE: Your Prime Big Deal Days 2025
beauty playbook.

October 7-8, 2025

BEST-SELLING BEAUTY BRANDS BY SHARE OF SALES:

I H CLEAN SKIN
NUTRAFOL Leral medicube LAROCHEPOSAY
(8.9%) A (8.5%) A (6.4%) A (6.2%) A (4.4%) A
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CLEAN DAY
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“The brands that rose to the top this Prime Big Deal Days understood the assignment: drive
discovery, convert quickly, and stay top of mind. From K-beauty cleansers to stem cell serums,
these beauty power players knew how to turn clicks into carts. This report gives you the
blueprint, straight from the experts at Market Defense: category winners, trending search terms,
and tactical advice to help you compete in the biggest beauty aisle in America: Amazon.”

VANESSA

KUYKENDALL
CHIEF ENGAGEMENT OFFICER

Arrows indicate increase (A) or decrease (V) in Share of Sales vs. Prime Big Deal Days 2024. MARKET
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Two days. One goal: CONVERSION.

AMAZON'S FALL FOCUS: FAMILIAR WINS

Unlike July’s extended four-day format, October Prime Big Deal Days returned to a tighter two-day
window (October 7-8, 2025). But while the event was shorter, Amazon’s strategy was sharper,
focusing less on brand discovery and more on driving conversion.

Market Defense observed Amazon leaning heavily into lower-funnel tactics, with a notable shift
toward promoting deals on past purchases and cart-based messaging. Instead of spotlighting the
wave of new brands that entered the platform in 2025 like July's Prime Day event, Amazon doubled
down on what shoppers already knew and loved.

New deals just dropped! - : New deals just dropped!

Score savings
up to 50% off

up to 50% off
[ scinprime )

Select items. While supplies last

Score savings N
.

It's Prime Big Deal
Days! Up to 40% off

Deals inspired by your recent Keep shopping for

history

Beauty & Personal Care
recommendations for you

1] I IR Shop all deals
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See more deals See more deals View your browsing history 22% $2038 Ustprce: 52599
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Deal onyour Dealonyour
past... past...
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NO FRILLS, JUST
FUNNELS

Amazon’s homepage and mobile
experience prioritized category-level deals
and personalized placements like “Deal on
your past purchase,” “Keep Shopping,” and
“Deals related to your views.”

COCOREE &

Deals on your past purchases

a5 |

Prime Big Deal Prime Big Deal
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Big Deal Days, bite-sized carts.

CATEGORIES PURCHASED

Apparel & Shoes 26%
Household Essentials 26%
22%

Health & Wellness 21%

Home Goods 21%

Pet Products 15%
Toys / Video Games 14%
Groceries 14%
Consumer Electronics 13%
Other 1%

Books / Videos / Other Media  10%

Small Appliances 9%

Tools / Home Improvement 9%

Smart Home Devices 8% 4 4%
Office Supplies 7% OF ORDERS
Baby Care 6% UNDER $20

A 37% VS. JULY
PRIME DAY 2025

Lawn & Garden 5%
Gift Cards 4%
Large Appliances 1%

Source: Numerator
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

CONNECT WITH US

AT MARKETDEFENSE.COM

PURCHASE STATS

AMAZON SHOPPER METRICS

$104.69

90 %

OF ORDERS
UNDER $100

N
AVG. ORDER SIZE
V¥ 15% VS. JULY PRIME DAY 2025
J
N\
AVG. HOUSEHOLD SPEND
V¥ 33% VS. JULY PRIME DAY 2025
J

~

14 %

OF
HOUSEHOLD
SPEND OVER

$200

53%
OF
HOUSEHOLDS
PLACED 2+
ORDERS
10% PLACED 5+
ORDERS
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https://marketdefense.com/contact-us/

Prime faced off with the

SHOPPERS DID THEIR HOMEWORK

More than half of Prime Big
Deal Days shoppers (56%)
compared prices at other
retailers before checking
out on Amazon. The most
common comparisons were
to Walmart (68%), Target
(43%), and club stores like
Costco or Sam’s Club
(25%). 12% also checked
beauty retailers such as
Sephora, Ulta, and Glossier.

NO
40%

YES
55%

PRICE
COMPARISONS

DID YOU COMPARE PRICES
OR PRODUCTS AT OTHER
RETAILERS?

UNSURE
5%

Shoppers weren’t just browsing; many bought elsewhere. 27% said
they planned to or had already participated in Target Circle Week
(October 5-11), while 36% did the same for Walmart Holiday Deals
(October 7-12), both of which overlapped with Prime Big Deal Days.

Source: Numerator
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

CONNECT WITH US
AT MARKETDEFENSE.COM

usual suspects.

RETAILER COMPARISONS
% OF THOSE WHO COMPARED

Walmart / Walmart.com

Target / Target.com

Club Store / Website

Department Store / Website
Grocery Store / Website

Home Improvement Store / Website
Best Buy / BestBuy.com

eBay

Beauty Retailer / Website

Temu

Apparel Retailer / Website
Specialty Electronics Store / Website

Specialty Home Retailer / Website

68%

43%

25%

20%

18%

17%
3%
3%
2%
I RTA
%
%

6%
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Still shopping, but more selective.

FAMILIAR, BUT LESS URGENT

6% 3%
22% 4 Extremely Satisfied
Even with 55% of shoppers comparing prices
across retailers like Walmart and Target, Very
enthusiasm for Amazon cooled this time
32% S

around. Just 58% of participants reported DEAL » Somewhat
being highly satisfied with the deals, a ATISFACTION

noticeable dip from 66% in July. Slightly

36% Not Satisfied
Awareness wasn’t the problem - 90% of °
shoppers knew Prime Big Deal Days was

happening — but the return rate from July told

a different story. 16% 14%
° = Better than PD

Only 61% of those who shopped Prime Day in
July came back to shop again in October, and
19% said they couldn’t recall if they even 13% DEALS VS.
participated over the summer. That’s a sharp PRIME DAY
contrast to July, when 88% of shoppers had a
history of engaging in past Prime Day events.

= Same as PD

Worse than PD

PRIME FATIGUE? Unsure

Source: Numerator, The Conference Board
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

PARTICIPATION STATS
% OF PBDD SHOPPERS

~
AWARE OF SALE
BEFORE SHOPPING
J
N
PRIMARILY MOTIVATED
TO SHOP BY THE SALE
J
~
ALSO SHOPPED JULY
PRIME DAY
J
SHOPPING ACTIVITIES
WHAT DID SHOPPERS DO?
N
STOCKED UP ON SALE
ITEMS
J
PURCHASED SOMETHING )
THEY'VE BEEN WAITING
TO BUY ON SALE )
N
SHOPPED FOR
EVERYDAY GOODS
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Pressure on the purse, but not the plans.

CONSUMERS ARE STILL
TURNING TO AMAZON TO
CELEBRATE, GIFT, & GET
IT DONE

The federal government has been in
shutdown since October1, 2025, after
Congress failed to pass new funding for
2026. Pay has been suspended for
around 2 million workers, and roughly
750,000 employees have been
furloughed.

As another signal of consumer caution,
only 23% of shoppers used Prime Big
Deal Days to get a head start on holiday
purchases — compared to nearly 45%
who shopped early last year before
November.

Even with these headwinds, Americans
still plan to celebrate — and shop. 84%
say they’ll turn to Amazon for holiday
purchases over the next three months,
proving that while they may be
cautious, they won’t let economic
uncertainty keep them from gift-giving.

Source: Numerator, Forbes, CNN, Wikipedia

Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

HOLIDAY SHOPPING
WHICH OF THE FOLLOWING DID YOU
PURCHASE ON PRIME BIG DEAL DAYS?

HOLIDAY GIFTS

HALLOWEEN °
ITEMS 7%

HOUSEHOLD
HOLIDAY 7%
ITEMS

6% 3%
22%

REPEAT
HOLIDAY
32% SHOPPING

WILL YOU SHOP
AMAZON AGAIN FOR
HOLIDAY ITEMS IN
THE NEXT THREE
MONTHS?

36%

23%

= Definitely
Probably

= Maybe
Probably Not

Definitely Not

29%
OF SHOPPERS WERE
MORE CAUTIOUS
ABOUT SPENDING
DUE TO THE
CURRENT ECONOMIC
CLIMATE

48 %
OF PBDD SHOPPERS
SAID TARIFFS

IMPACTED PURCHASE
DECISIONS

28 %
OF SHOPPERS
LIMITED SPENDING
DUE TO INFLATION
OR COST OF LIVING
CONCERNS
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THE OUTLOOK

Beauty,s HOliday OF US ADULTS PLAN TO

New deals just dropped!

CELEBRATE WINTER Up to 50% Offo
It's go time.

H OmeWOI'k: Prove HOLIDAYS THIS YEAR
Your Worth.

OF HOLIDAY SHOPPERS
EXPECT HIGHER
“Even as economic concerns grow, consumers are still PRICES THIS YEAR
planning to celebrate, and beauty will be part of the basket.

While 92% of shoppers intend to celebrate the holidays, 80%

expect prices to be higher, and nearly a third say they’ll buy OF HOLIDAY SHOPPERS
fewer items this year. With rising grocery costs squeezing PLAN TO BROWSE &
discretionary budgets, customers will be more selective and BUY ITEMS BEFORE
strategic in their gift-giving and self-care splurges. For beauty NOVEMBER

brands, that means value perception is everything: shoppers
will be weighing price, efficacy, and social proof more
carefully than ever. Highlighting TikTok-viral results,

Select items. While supplies last.

multipurpose products, and gifting-friendly sets could help OF SHOPPERS EXPECT :)
tip the scales in your favor. TO BUY FEWER ITEMS
THIS YEAR . .
64% of U.S. consumers now say they prefer multifunctional Lightning Degree Me...

formulations, so be sure to call out those benefits clearly in deals
content, advertising, and on PDPs. And with Amazon now the
#1 U.S. retailer for beauty, getting it right here is critical if you (Fz|Fs|SNHGOch)§$So|S:AY THE
want to resonate with this year’s cautious consumer. Because
GROCERY ITEMS

this is where they are.”
COULD CONSTRAIN

PURCHASES
39% off
"%

Sponsored ®

VANESSA KUYKENDALL
CHIEF ENGAGEMENT OFFICER

Source: Forbes, National Retail Federation, Circana, Nielsen IQ, The Conference Board MARKET
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THE OUTLOOK

Amazon knows your shopper.
Do you?

““Amazon doubled down on personalization again this Prime Big Deal Days. We saw the platform surfacing deals
uniquely tailored to each shopper’s browsing and purchase history. It is very likely that same algorithmic
personalization will play an even bigger role in the T12 holiday season.

Winning brands aren’t just discounting, but they are also using personalization in their own marketing strategy.

By using AMC insights and customer cohort data, top performers are aligning ad targeting, creative, and product
mix with how Amazon customers are searching and shopping. When your Sponsored Ads, Retargeting
campaigns, and Storefront reinforce those individualized shopper journeys, performance increases. Gift sets and
bundles perform best when positioned as personalized solutions—‘for her,” ‘for men who love grooming,’ or
‘under-$50 gifts’, rather than general holiday promos. The brands that feed Amazon’s algorithm and create
audiences for DSP campaigns with data-backed signals from AMC data analysis also see stronger visibility,
higher click-through, and better conversion rates.”

% DAVE KARLSVEN

: SVP, CLIENT MARKETING & DATA SCIENCE

'Generative Al is transforming creative workflows, offering massive speed and scale. For 2026, the success of
brand visuals depends on human creative judgment and curation. Brands must empower their design teams to
set clear rules for brand voice and test Al output rigorously, including optimizing product images for Amazon’s
shopping Al, Rufus. Treat Al as a powerful tool: it automates repetitive production, allowing creatives to focus
on high-impact strategy and brand authenticity.'

b

™"l JosH FULMER
} CREATIVE DIRECTOR

$

Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

Prime Big Deal Days
Last call! Our

]

Our Top100+ | Upto40% off
deals holiday deals

. o
P
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' ®
- 5 W88 . . "
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Best-selling beauty brands by Share of Sales.

NUTRAFOL

(8.9%) A

eOS

(4.2%) A

Cera

DEVELOPED WITH DERMATOLOGISTS
DEVELOPPE AVEC DES DERMATOLOGUES

(8.5%) A

MIGHTY
PATCH"

(3.3%) A

med iCU bei LA LBBO%IRE DERMATOLOGSIOéY
(6.4%) A (6.2%) A
wfIEYER'S
CLEAN DAY JOL DEJANEIRQ
(3.2%) A (2.9%) A

Share of Sales on Amazon refers to the percentage of total sales that a particular product or brand accounts for within a specific category.

CLUB

CLEAN SKIN

(4.4%) A

Biodance

(2.8%) ¥

SKIN CARE

HAIR CARE

MAKEUP

FRAGRANCE

-_—

O © 0O ~NO O WN o

CeraVe (13.5%) A
medicube (10.2%) A

La Roche-Posay (9.6%) A
eos (4.3%) A

Clean Skin Club (4.1%) A
The Ordinary (4.1%) A
Mrs. Meyer’s (3.5%) A
Dove (3.3%) A

Paula’s Choice (3.3%) ¥
Mighty Patch (3.2%) A

Nutrafol (23.2%) A
Nizoral (5.2%) A
L’Oreal Paris (4.6%) A
Wavytalk (4.5%) A
Color Wow (4.3%) A
Viviscal (3.2%) A
Boldify (2.7%) A

K18 (2.4%) A

Kitsch (2.3%) A
Toppik (2.1%) A

Maybelline (13.1%) A

L’Oreal Paris (9.4%) A

E.L.F. (7.4%) A

Neutrogena (6.4%) A

NYX Professional Makeup(6.0%) A
Wonderskin (5.2%) A

Laura Geller New York (4.2%) ¥
Julep (3.6%) A

DRMTLGY (3.5%) A

Anua (3.1%) A

Lattafa (12.4%) A
Versace (8.1%) ¥

Sol de Janeiro (6.9%) A

Armaf (6.6%) A

Armani Beauty (6.1%) A
Victoria’s Secret (4.6%) A
Bella Vita Luxury (4.6%) A

Afnan (3.9%) A
Phlur (3.2%) A
Rasasi (2.7%) A

Arrows indicate increase (A) or decrease (¥) in Share of Sales vs. Prime Big Deal Days 2024.
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.
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THE BIG DEALS

Best-selling beauty products by Best Seller Rank.

Amazon’s Best Seller Rank is updated hourly, influenced by current sales trends as well as historical sales volume.

eos Shea Better Body Lotion Vanilla Cashmere, 24-Hour Moisture Skin Care, Lightweight &...

47 (50,762) | $7.99
e e e e o 762) | $ 27% DISCOUNT

Clean Skin Club Clean Towels XL®, 100% USDA Biobased Face Towel, Disposable Face...

4.8 (39,834 13.64
e e e ke 834) | § 25% DISCOUNT

Maybelline Lash Sensational Sky High Washable Mascara Makeup, Volumizing, Lengthening,...

% o & dr 4.5 (120,238) | $5.78

60% DISCOUNT

Medicube Zero Pore Pads 2.0, Dual-Textured Facial Toner Pads for Exfoliation and Pore Care...

# o 4 dr 4.5 (13,030) | $15.12

20% DISCOUNT

Mighty Patch™ Original patch from Hero Cosmetics — The #1 Hydrocolloid Acne Pimple Patch...

4.6 (177,5686) | $12.09
e | 0% DISCOUNT

Arrows indicate increase (A) or decrease (V) in Best Seller Rank vs. Prime Big Deal Days 2024.
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

Amazon Basics Cotton Swabs for Personal Hygiene and Baby Care, 500 Count, 1 Pack

s o e dr 4.7 (61,024) | $2.40
15% DISCOUNT

Neutrogena Makeup Remover Wipes Micellar Alcohol-Free Face Towelettes Remove...

4.8 (113,286) | $8.64
e | 37% DISCOUNT

MRS. MEYER'S CLEAN DAY Liquid Hand Soap Refill, Cruelty Free and Biodegradable Formula,...

s o 7 4 dr 4.7 (90,688) | $6.77

20% DISCOUNT

PanOxyl Acne Foaming Wash Benzoyl Peroxide 10% Maximum Strength Antimicrobial, 5.5 Oz

% o i e dr 4.6 (73,184) | $7.59
23% DISCOUNT

essence | Lash Princess False Lash Effect Mascara | Volumizing & Lengthening | Cruelty Free ...

s o 7 dr 4.3 (384,177) | $3.99

20% DISCOUNT

MARKET
DEFENSE
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The Doctor is in: “dermatology” and “dermatologist” videos have
hit 2.1billion YouTube views, showing how medical credibility
meets modern platforms. If you're a doctor-led brand, you're
already halfway there. Lean into social and you just might
become the influencer yourself.

VANESSA KUYKENDALL
MARKET DEFENSE, CHIEF ENGAGEMENT OFFICER

OCTOBER 2025
Skin care category insights.

PRIME BIG DEAL DAYS 2025 YEAR-TO-DATE TRENDS
BEST-SELLING PRODUCTS MOST SEARCHED ;g:RSCI-TEVYI\;VIOBITLDISTYIN Moégfgﬁ: GROVTI?:
BY RANK KEYWORDS
hand soap 1,435,798 -1.6%
1 eos Shea Better Body Lotion Vanilla Cashmere, 16 fl oz NON -
(o)
2  Clean Skin Club Clean Towels XL™, 50 Ct BRANDED BRANDED body wash 1,463,091 +2.7%
3  Medicube Zero Pore Pads 2.0 (70 units) L pimple patches 1,611,327 -8.7%
: . . pimple .
4 '(\:/I(I)guhntg; Patch™ Original patch from Hero Cosmetics (36 patches medicube instant face lift 1,433,776 +1,068.4%
5 Neutrogena Makeup Remover Wipes, 2 x 25 ct 2 bod ash dove body medicube 1,547,006 +572.3%
6 MRS. MEYER'S CLEAN DAY Liquid Hand Soap Refill, yw wash
Lavender Scent, 33 Fl Oz 5 : TOP PRODUCTS BY SHARE OF SALES
ee venom cerave face
PanOxyl Acne Foaming Wash Benzoyl Peroxide 10% : ™
U Maximum Strength Antimicrobial, 5.5 Oz cream wash 1 Clean Skin Club Clean Towels XL™, 50 Ct
g BIODANCE Bio-Collagen Real Deep Mask | 1.190z(34g) x PR dr melaxin 2 Mighty Patch™ Original patch from Hero Cosmetics (36 Count)
dea and soap
' . el St 3 Paula's Choice SKIN PERFECTING 2% BHA Liquid Exfoliant
9 MRS. MEYER'S CLEAN DAY Hand Soap, Rain Water, 12.5
fl. oz - Pack of 3 stem cell eos 4 La Roche-Posay Toleriane Double Repair Face Moisturizer
La Roche-Posay Toleriane Double Repair Face 5 serum for sunscreen
10 voisturizer face 5 EltaMD UV Clear Face Sunscreen SPF 46

Eight of the top ten Beauty & Personal Care products this event were skincare. eos stole the show as the #1 Beauty & Personal Care product overall — despite not
even ranking last year, powered by 450k weekly Tik Tok views of #eosvanillacashmere. Sweet smells sell: 65% of shoppers prefer gourmand scents like vanilla, and
“body lotions” views on YouTube are up 30% YoY. Medicube held strong at #3 again, riding the viral wave of #skincareroutine, which captured 1.6 billion TikTok views, with
Medicube as the fan favorite. #KoreanSkincare continues to dominate TikTok with 1.9 billion views YTD, and newcomer Dr. Melaxin is building buzz with 140 million views — will its
Peel Shot make next year’s top ten? What’s Trending: At-home alternatives to in-office treatments. Searches for “stem cell serum” are up 345%, and “microneedling serum”
surged 508% — leaving white space for brands to ride the results-driven wave and invest in terms shoppers are actually searching. And for those chasing the next miracle
ingredient? Amazon searches for “bee venom cream wrinkles” are up 256%, and “botox bee venom” up 288%. Beauty shoppers are buzzing - literally.

Source: Amazon, Spate, Charm.lO, YouTube, Market Defense MARKET
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OCTOBER 2025
Hair care category insights.

PRIME BIG DEAL DAYS 2025 YEAR-TO-DATE TRENDS
BEST-SELLING PRODUCTS MOST SEARCHED TOP 5 KEYWORDS IN MO. SEARCH YOY
BY RANK KEYWORDS SEARCH VISIBILITY VOLUME GROWTH
1 Nizoral Anti-Dandruff Shampoo, 7 FL Oz NON - BRANDED shampoo 979,867 +4.5%
. ) BRANDED A
5 Nutrafol Women's Balance Hair Growth Supplements, hair ties 1,000,268 -1.4%
Ages 45 and Up - 1 Month Supply : p
1 shampoo minoxidil for dry shampoo 927,589 -15.8%
3 L3 Level 3 Styling Powder (Small - 30 Grams) men
shampoo and conditioner set 1,105,045 -7.0%
4 Kitsch Satin Scrunchies for Women - Black, 5 pcs head and
2 dry shampoo shoulders hair clips 1,026,266 -8.3%
5 CHI 44 Iron Guard Thermal Protection Spray, 8 Oz shampoo
6 BOLDIFY Hairline Powder - Dark Brown nutrafol TOP PRODUCTS BY SHARE OF SALES
) . ; : . hair
L’Oreal Paris Excellence Creme Permanent Hair Dye, 4 3 hair ties women | ;
7 Dark Brown, 1 Kit growth 1 Nutrafol Women's Balance Hair Growth Supplements, Ages 45 and Up
. ) supplement 2  Nutrafol Women's Hair Growth Supplements, Ages 18-44
8 Wet Brush Original Detangler Hair Brush
shampoo & 3 Nutrafol Men’s Hair Growth Supplements
9 Mielle Organics Rosemary & Mint Hair Oil (2 FL 0z) 4 conditioner wet brush
set 4 Nizoral Anti-Dandruff Shampoo, 7 Fl Oz
10 L’Oreal Paris Magic Root Cover Up Gray Concealer
Spray Dark Blonde 2 oz.(Packaging May Vary) 5 hair clips dyson airwrap 5 COLOR WOW Dream Coat Supernatural Spray

Haircare was all business — and business was growth. Nizoral’s dandruff solution snagged the #1 spot, but the rest of the top 10 reads like a checklist of at-home hair fixes: hair
growth, gray coverage, and DIY color. Amazon searches for “gray hair products” are up 253% YoY, while “gray hair coverage” jumped 123% - this economy might be fueling more
root touchups at home. Nutrafol continues its reign with the top 3 hair products YTD by share of sales, and “hair growth” is still pulling in 1.4M searches a month. Gen Z’s latest
flex? Texture. L3’s Texturizing Powder made its debut in the Top 10, riding the wave of a TikTok trend that’s booming with Gen Z men. The category has exploded, with a +897%
YoY jump and an average of 11M weekly views. Kitsch’s Satin Scrunchies also debuted, gaining traction as Amazon searches for “hair ties” continue to exceed one million per
month. Hot Tip: Men are spending more per trip than women - hashtags like #formen and #glowuptips are each clocking 1.1M weekly TikTok views.

Source: Amazon, Spate, Nielsen 1Q, Circana, Market Defense MARKET
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OCTOBER 2025

Makeup category insights.

PRIME BIG DEAL DAYS 2025 YEAR-TO-DATE TRENDS
BEST-SELLING PRODUCTS MOST SEARCHED TOP 5 KEYWORDS IN MO. SEARCH YOY
BY RANK KEYWORDS SEARCH VISIBILITY VOLUME GROWTH
Maybelline Lash Sensational Sky High Washable NON - ®
1 Mascara, Blackest Black ERANDED BRANDED tattoo cover up makeup waterproof 1,644,999 +642.7%
. makeup 1,177,039 -31.8%
2  Neutrogena Makeup Remover Wipes, 2 x 25 ct tattoo cover laura geller .
3 essence | Lash Princess False Lash Effect Mascara 1 up makeup makeup for mascara 1,270,109 =9.4%
4 Neutrogena Makeup Remover Wipes Singles, 20 ct waterproof older women lip stain 1,244,857 +111.8%
5 e.l.f. Instant Lift Brow Pencil, Neutral Brown tattoo cover If lash clusters 1,621,179 +13.8%
6 Sacheu Lip Liner STAY-N Peel Off Lip Stain, p-INKED Lo ke
7 Wonderskin Wonder Blading All Day Lip Stain Peel Off wonderskin TOP PRODUCTS IN EACH SUBCATEGORY
Masque (Whimsical Masque) 3 mascara lip stain BY SHARE OF SALES
g Revlon ColorStay Pencil Waterproof Eyeliner with Foundation: LAURA GELLER NEW YORK Baked Balance-n-Brighten
Built-In Sharpener, 202 Black Brown laura geller
Eyes: Grande Cosmetics GrandeLASH-MD Lash Enhancing Serum
9 L'Oreal Paris Makeup Telescopic Original Lengthening, & mEEp ?akec(j:l . Y &
Lash Separating Mascara Blackest Black, 0.27 Fl Oz. SURE AL Lip: Wonderskin Wonder Blading Lip Stain Peel Off Masque
10 Julep Eyeshadow 101 Cream-to-Powder Waterproof 5 lip stain olf blush Blush: LAURA GELLER NEW YORK Baked Blush-n-Brighten

Shadow Stick — Champagne Shimmer .
Makeup Remover: Neutrogena Makeup Remover Wipes, 2 x 25 ct

All Eyes on Eyes. And Lips. Six of the top 10 makeup items this event were eye products — three of them mascaras — proving that even as the “No Mascara Look” trend rises 92%
YoY on TikTok, lashes still lead with over 1.2M Amazon searches a month. Two spots went to Neutrogena’s makeup wipes, which aren’t just staples — they’re spiking. “Makeup
wipes” searches are up 812% on Amazon, proving that alongside trends, consumers are scooping up the essentials. Lip stains sealed the deal. That category’s up 85% YoY, fueled
by a 16M TikTok view surge, with peel-off versions up 130%. #SacheuBeauty alone has 52M views. And the most-searched branded term? “Laura Geller makeup for older women,”
riding the viral #MakeupForOlderWomen (203k weekly Tik Tok views) trend to the top.

Source: Amazon, Spate, Vogue Business, Market Defense MARKET
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Growth comes from focus. Top fragrance brands are winning by
rallying product lines around a single hero SKU: investing in ads,
content, and search to keep it discoverable year-round, while
expanding with flankers, body products, and seasonal editions.

DAVE KARLSVEN
SVP, MARKETING & DATA SCIENCE

OCTOBER 2025
Fragrance category insights.

PRIME BIG DEAL DAYS 2025 YEAR-TO-DATE TRENDS
BEST-SELLING PRODUCTS MOST SEARCHED TOP 5 KEYWORDS IN MO. SEARCH YOY
BY RANK KEYWORDS SEARCH VISIBILITY VOLUME GROWTH
4 SOL DE JANEIRO Cheirosa 62 Hair & Body Fragrance NON - pheromone cologne for men 1,247,117 +217.2%
Mist Travel Size 90mL BRANDED BRANDED
pheromones perfumes for women 1,068,369 +46.8%
2  Al-Rehab Choco Musk Eau de Parfum Spray 50 ml
perfumes for . perfumes for women 706,043 -11.3%
3 Bodycology Long-Lasting Fragrance Body Mist, 1 women sol de Janeiro
Whipped Vanilla, 8 fl oz cologne for men 402,704 -25.9%
. ) lattafa .
4 Nautica Voyage Eau De Toilette, 3.3Fl oz 2 perfume perfumes for perfume 398,235 -14.0%
5 RASASI Hawas For Men Eau De Parfum Spray 100ML women
l £ TOP PRODUCTS BY SHARE OF SALES
6 BellaVita Luxury Honey Oud Eau de Parfum (3.4 fl. 0z.) 3 ©° ogne tor lattafa
men 1 Armani Beauty - Acqua di Gio - Cologne for Men
7  Victoria's Secret Love Spell Mist (8.4 0z)
lub d it 2  Sol de Janeiro Hair & Body Perfume Mist (3.0 fl 0z.)
8 Lattafa Khamrah - Eau de Parfum, 100 ml 4 mens cologne C ub de nui
Intense man 3 Phlur Vanilla Skin Body Mist (8 Fl 0z)
9 Lattafa Yara - Eau de Parfum, 100 ml N
pheromones . . 4  Versace Eros for Men 3.4 oz Eau de Toilette Spray
10 Cremo Cologne For Men - Spice & Black Vanilla , 3.4 Fl 5 perfumes for victoria secret
Oz women perfume 5 RASASI Hawas for Men Eau de Parfum Spray 100ML

Sol de Janeiro lit up the top spot again after July’s Prime Day, proving some scents are made for the spotlight. Arabian fragrances continued to enchant, claiming 4 of the top 10 -
true #perfumeheads have long sworn by these bold scents. Bodycology’s Whipped Vanilla Body Mist made its mark in the booming Body Spray category, which is up 50% YoY.
BellaVita is gaining steam on TikTok as the #4 top-selling fragrance YTD on the app, with Lattafa and Rasasi Hawas also ranked in TikTok’s top 10. What’s Hot: #menscologne is
trending with 60K+ TikTok posts, and 37% of the audience is 18-24. Two of the top 10 were men’s picks — maybe both Daddy and Junior are hoping to unwrap fragrance this
season.

Source: Amazon, Spate, Nielsen 1Q, Market Defense MARKET
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TikTok made them search it.

TIKTOK TRENDS TO AMAZON CARTS | K-BEAUTY DOMINANCE HIGHLIGHTS THE SYNERGIES BETWEEN PLATFORMS

VIRALITY HAS

TOP 10 8 MILLION HASHTAG VIEWS NO AGE LIMIT
BEAUTY . Trending hashtags show
RETAILER HOURS 1 #koreanskincare 1.9B total that older beauty buyers
are influencing the scroll.
TIKTOK SHOP NOW OF SHOPPING SESSIONS 2 #skincareroutine 1.6B g
RANKS AS A TOP 10 HOSTED ON TIKTOK LIVE #Hairline #MakeupFor
US BEAUTY RETAILER IN 2024 3 #glassskin 860M Receding OlderWomen
4 #hyperpigmentation 637M
TIKTOK IS NOW BEAUTY'S SEARCH ENGINE 5 wskintok AR ;
From January to August 2025, TikTok Shop saw $309M in U.S. _ 316.873 203.019
skincare sales, outpacing makeup ($308M) and leaving fragrance 6 #darkcircles 352M weokly views weekly views
($208M) trailing like a base note. Fragrance may be smaller, but it’s 7 #glowingski —
the fastest-growing category on the app. owingskin
. : +1K% +9K%
K-beauty continues to lead the charge, and hashtags like 8 #darkspots 450M week-on-week week-on-week
#koreanskincare and #skincareroutine are fueling mass discovery.
These viral moments don’t stay siloed when shoppers see it on 9 #moisturizer 316M
TikTok, they’re searching for it everywhere, including Amazon. 447 544
1 O #W ri n k l es 3 2 O M total posts total posts
Source: Tik Tok, Amazon, Vogue Business, Charm.lO, Market Defense analysis MARKET
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The Key Takeaways.

“October’s Prime Big Deal Days are a perfect testing
ground and chance to position your products to win
for T12. Take note of which audiences, search
terms, products and creative assets Amazon
favored. Then double down on those insights for the
peak Holiday shopping weeks. Amazon’s algorithm
rewards performance and consistency.”

DAVE KARLSVEN
SVP, CLIENT MARKETING & DATA SCIENCE

“As these tentpole events become more
competitive with rising CPCs, brands will need to be
more creative with a solid plan post-event to keep
momentum going, retarget audiences and take
advantage of when others pull back. Black Friday
and Cyber Monday pull in loyal shoppers, which is
the perfect time for upsells and cross-sells. One
way to boost this is through Amazon’s new
Shoppable Collections, an upgraded Brand Story
module that enables curated, interactive content
with shoppable links, comparison charts, integrated
'add to cart' buttons, and the ability to feature
special promotions and deals. Early data suggests it
is driving more add to carts and strengthening cart
conversion rates.”

‘g” AMY RUDGARD
v ’ ) SVP, CLIENT DELIVERY

Source: Nielsen 1Q

Proprietary and Confidential. ©Market Defense LLC All Rights Reserved.

“Tentpole moments are when brands have the most
to gain, and the most to lose. Maintaining
profitability during these peaks isn’t just about
managing spend; it’s about investing in acquiring
the right type of new customers, protecting margin,
and driving lifetime value well beyond the event.
That discipline ultimately builds the kind of
sustainable growth that both brands and investors
look for.”

N KARAN RATURI
;;/\ CHIEF OPERATING OFFICER

“Now that online accounts for 53% of all U.S. beauty
sales, you can’t rely on in-store storytelling to do
the heavy lifting. Fragrance that lasts through a
workout, a serum that doubles as primer... those
are the details that convert. Influencers can spark
interest, but it’s your PDP that has to close the
deal.

Use the data from Prime Big Deal Days to re-
evaluate your merchandising for Q4. Are your
images inclusive of your full audience? Are your
claims clear, current, and compelling? Are you
adapting for mobile-first discovery? Q4 is more than
a sales spike; it can reveal how your brand is seen,
searched, and shopped in real time.”

% VANESSA KUYKENDALL
- CHIEF ENGAGEMENT OFFICER

CHECK OUT

REPORTS WITH INSIGHTS

OUR OTHER

HELP YOU GROW YOUR

BUSINESS:

Cyber Week 2024 in Review

TO

Check out Cyber Week 2024's
biggest shopping moments.

Vanilla Rising

CONNECT WITH US AT MARKETDEFENSE.COM

Market Defense joins BeautyMatter
to spotlight the sweet scent surge

on Amazon.

July 2025 Prime Day Report

Discover the definitive guide to
Amazon Prime Day 2025 in beauty.

K-Beauty's Second Coming

Read Vogue's article on Korean
beauty’s resurgence, featuring

Market Defense.

MARKET
DEFENSE
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https://beautymatter.com/articles/vanilla-rising-top-brands-fueling-the-sweet-scent-trend-on-amazon-in-the-us
https://beautymatter.com/articles/vanilla-rising-top-brands-fueling-the-sweet-scent-trend-on-amazon-in-the-us
https://marketdefense.com/wp-content/uploads/2025/07/Inside-K-beautys-second-coming-_-Vogue-Business-3.16.25.pdf
https://marketdefense.com/wp-content/uploads/2025/07/Inside-K-beautys-second-coming-_-Vogue-Business-3.16.25.pdf
https://marketdefense.com/amazon-cyber-week-2024-beauty-report/
https://marketdefense.com/amazon-cyber-week-2024-beauty-report/
https://marketdefense.com/amazon-2025-prime-day-beauty-report/
https://marketdefense.com/amazon-2025-prime-day-beauty-report/
https://marketdefense.com/contact-us/

-

“Diversion is a huge problem that erodes the

value of your brand. It's something that you “Market Defense understands that beauty is its
have to police. The only way to truly do it, to own very special beast. Market Defense is

kick these unauthorized, third-party sellers off tapped into the beauty game something fierce.
of Amazon, is to have an Amazon strategy, so

that your brand can police it They know exactly how to position us, who our

competitors are, who is doing what and how.

And so, we went with a phenomenal group That is critical”

called Market Defense.”

CEO, Dr. Dennis Gross

1

—

Founder & CEO, Sara Happ .
- e —‘: v l‘ 1 ~
- ‘l.r ’1 =

EXPERIENCE OUR SUCCCESS FIRSTHAND
CLICK HERE TO BOOK YOUR COMPLIMENTARY CONSULATION
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https://marketdefense.com/contact-us/

Outsource smarter. Scale faster.

Market Defense Gives You an Immediate, Data-driven Team Across Advertising,
Operations, & Compliance, Ready to Execute from Day One

RUNNING AMAZON IN-HOUSE SOUNDS EFFICIENT ...
UNTIL IT COSTS YOU OVER $1M PER YEAR & MONTHS OF LOST MOMENTUM

m THINK YOU'RE SAVING BY HIRING IN-HOUSE? COMPLIMENTARY
@) o (@) Salaries, software, and slow execution add up fast. Market Defense gives you an expert

m i ad sing. logisti d brand . th o L risk AMAZON AUDIT
B team In aavertising, logistics, an rand protection with no recruiting or payroll risk. AT MARKETDEFENSE.COM

/\ SEE WHAT BRANDS REALLY SPEND AND SAVE.
/\ Our report, In-House vs. Agency: The Real Cost of Winning on Amazon, reveals the trade-offs behind both approaches.

UNLOCK INSIGHTS FROM OUR IN-HOUSE VS. AGENCY REPORT -\

CLICK HERE TO GET THE REPORT M

MARKET
Proprietary and Confidential. ©Market Defense LLC All Rights Reserved. DEFENSE


https://marketdefense.com/contact-us/
https://marketdefense.com/managing-amazon-in-house-agency-vs-market-defense-report/
https://marketdefense.com/managing-amazon-in-house-agency-vs-market-defense-report/
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