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hey Takeaways

Performance Trends

e Concentration = Opportunity: The event rewards scale, but smaller challengers can win by finding white
space In under-leveraged subcategories.

 Margin Over Volume: Growth isn't equal across categories—premium categories like fragrance and skincare
drive higher profitability potential.

 Investment Imperative: Success isn't organic, brands that dominate also spend. Strategic ad dollars are non-
negotiable.

e Unify Your Channels: Treat Ulta's event as part of a full-funnel strategy, not a silo. Without integrated data,
you're underestimating true ROI.

e CEO Action Point: To unlock share, simplify your partner ecosystem, align investments across retail + DTC,

and insist on measurable, unified results.
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Top Brands in the Makeup Category
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OPI'M A cassic @
BUBBLE BUNNY CLASSIQUE
14 DAYS OF WEAR
14 JOURS DE TENMUE

XxPRESS/ON

Instant Gel-Like
Salon Manicure

TEAR TO XPRESS

Faux Ongles Effet Gel
Résultat Professionnel
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FENTY BEAUTY BY RIHANNA

Joo8 TaTe \/| é]k@up Share of
Sales

BENEFIT COSMETICS
3.20% OPI

4.20%

Top Movers

NYX
3.60%

E.L.F. COSMETICS
3.90%

Increases Decreases
o Ulta Beauty: +1.2% e Dashing Diva: -0.8%
Morphe: +0.7% e Urban Decay: -0.7%
Dibs Beauty: +0.6% e Sally Hansen: -0.6%

ULTA BEAUTY COLLECTION Benefit: +0.5% e Anastasia BH: -0.6%

CLINIQUE 2 80% 0
3.70% ’ L oreal: +0.5% e Essie: -0.6%
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\lalkeup Advertising
ACtiVlty loreall S22 N PROFESSIDIAL MAREUP

MORPHE
3.40%

BENEFIT COSMETICS
3.70%

URBAN DECAY COSMETICS
©6.30%

Top 10 Brands Share Year over Year Change

5%

MAYBELLINE
3.90%

Lancome

4.00% ESSIE

5.70%

'\2' ;éo'j | STILA
20% 4.30%
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\lakeup Category Average Price

Average price point in the Makeup category is $22.91

Makeup/Nails Makeup/Eyes Makeup/Face Makeup/Lips
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BN BUM BUM EHE

i Tyghtens, JFast  Absorbing <S> Raffermit visiblement, subhy

Body Care

Top Brands in the Body Care
Category
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Body Category Share
of Sales

NATURIUM
2.3%

KITSCH
2.6%

SOL DE JANEIRO

SALTAIR £
2.8% 5%

Top Movers

TOUgg‘(‘y—OAND Increases Decreases

e Sol De Janeiro: +2.4%  ® Touchland: -2.5%

Truly: +2.2% e Dr.Teals: -2.2%

LA ROCHE-POSAY
TRULY 3.6% Moon: +1.3 e Earth Thera: -1.8%

o)
3.5% ULTA BEAUTY COLLECTION Tree HUE +11% e SUN Bum: -1.3%

3.5%
Naturium: +0.8% e VVacation: -1.2%
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Body Advertising
Aclivily

Top 10 Brands Share

18%

Year over Year Change
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LA ROCHE-POSAY
ST. TROPEZ 7.2%

2.8%

SEEN
3.5%

TREE HUT

METHOD 6.6%

4.1%

SOL DE JANEIRO
4.4%

4.8% OAK ESSENTIALS
5.4%



Body Category Average Price

Average price point in the Bath & Body category is $25.37

Body Care/Self Care Wellness Body Care/Personal Care Body Care/Bath Shower Body Care/Suncare
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HESSANTAURENT

NEW YORK

VANILLA
BOURBON




Fragrance Category
ek Share of Sales

3.4%

BURBERRY
3.4%

YSL
ULTA BEAUTY 0
4% 7.2% Top Movers
Increases Decreases
CHAI;IEL e Nest New York: +5% e Chanel: -3.5%
4.4 Ulta Beauty: +4% e Ariana Grande: -3.1%
Sol De Janeiro: +2.5% ¢ Burberry: -2.3%
SOL DE JANEIRO Noyz: +1.7% e Philosophy: -2.3%
4 6% o-6% Valentino: +1.3% e Versace: -2%
D70 VALENTINO
5.4%

Navioo

MARKETING



Fragrance
Advertising Activity

Top 10 Brands Share

H59%

Year over Year Change

+32%
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YSL
PHILOSOPHY 309

3.9% CHANEL

11.2%

CAROLINA HERRERA
4.5%

VALENTINO
4.6%

DIOR
8.5%

RABANNE
4.8%

JEAN PAUL GAULTIER DO'—CE&GQBBANA
5.3% COACH 6.8%

©6.0%
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Fragrance Category Average Price

Average price point in the Fragrance category is $65.55

$120
$100
$80
$60
$40
$20

$0

Fragrance/Womens Fragrance Fragrance/Fragrance Gift Sets Fragrance/Mens Fragrance
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/APRES-SHAMPOOIN

| .»mmsrusz & MEND
{ JIEAVE-IN CONDITIONER =
’ AN ‘ I
" 0

P —

! ANCAGE HYDRATANT ET REPARTE
. L | .‘._,"'- —
- 'REDKEN E—

{ 5TH AVENUE NYGC R ALL HAIR TYPES—

| PURTOUS TYPES DE CHEVEUX

extreme
|length

shampoo
length fortifying

WL /33FL.0Z-

regimen for: breakage
prone hair

BIOTIN+

pH
BALANCED
9 FORMULA

Top brands in the Hair Care category

BLOW-DRY
SPRAY

advance-dry
thermal
protectant

protector térmico
para cabellos
muy secos

100 mL /3.4 1. oz.
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Hair Category
Share ol Sales

REDKEN
10.0%

IGK
2.6%

OUAI
2. 7%

Top Movers

PUREOLOGY

2.9% Increases Decreases

KENRA PROFESSIONAL e Not Your Mother: +11% * Color Wow: -3.2%
4.5% Divi: +0.9% Curlsmith: -2.2%
Rizos Curls: +0.8% Nioxin: -1.4%

Pattern: +0.8% Bondi Boost: -1%
OLAPLEX

BIOLAGE 280 Olaplex: 0.7% Paul Mitchell: -0.9%
3.5% ‘

LIVING PROOF
3.3%
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ECOTOOLS

Hair Advertising
Aclivily

KENRA PROFESSIONAL
3.9%

PAUL MITCHELL
6.2%

REDKEN
4.4%

Top 10 Brands Share Year over Year Change

19%

OLAPLEX
5.6%

VIRTUE
5.0%

SEEN BUMBLE AND BUMBLE
5.2% 5.2%
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lair Category Average Price

Average price point in the Hair category is $25.70

Hair/Treatment Hair/Styling Products Hair/Shampoo Conditioner Hair/Hair Color
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Skincare

Top brands in the Skincare category

00

LAROCHE-POSAY

LABORATOIRE DERMATOLOGIQUE

FOR NORMAL TO DRY SKIN

TOLERIANE

HYDRATING
GENTLE
CLEANSER

Denmatologist tested - safe for sensitive skin
Genlly cleanses while retaining essential moisia

0
PREBIOTIC THERMAL WATER
400ml-13.52 FLLOZ. wsdemrrmne

daily
microfoliant

&
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brightening =
nce-based
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L >

powder exfoliant

poudre exfoliante
ilminatrice a
base de riz

(
@
NETWT US 2.6 0Z Ao
O F &

CLINIQUE

moisture surge
100H auto-replenishing hydrator

soin auto-rehydratant 100H
ALOE VERA BIO-FERMENT TECHNOLOGY



Skincare Category
aneee Share ol Sales

9.0%

PEACH & LILY
2.3%

NEUTROGENA
2.5%

BUBBLE
2.7%

Top Movers

ANUA
2.8%

Decreases
LA ROCHE-POSAY Increases

8.7% e LaRoche Posay: +31% * The Ordinary: -2%
Clinique: +1.7% e Cosrx:-1%
Bubble: +1.7% e Maelys: -0.9%

CERAVE Hero: +0.8% e Pacifica: -0.9%

3.6% DERMALOGICA Byoma: +0.7% e Peach & Lily: -0.9%
4.8%

THE ORDINARY
3.4%
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DERMALOGICA

Skincare Advertising

Aclivity

ROC
9.6%

NEUTROGENA
3.0%

CERAVE
Top 10 Brands Share Year over Year Change 4.0%

A7% “35%

LA ROCHE-POSAY
7.4%

CLINIQUE
4.1%

NO7 GOOD MOLECULES
4.8% ©6.0%
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Skincare Category Average Price

Average price point in the Skincare category is $30.84

$50

$40

$30

$20

$10

$0
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Why NMulti-Channel
Intcoration Wins

e Paid social lifts sales across all channels:
o Ulta
o Sephora
o Amazon
o TikTok Shop
o brand.com
e \Without unified data, brands do not see
the full impact of growth
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Customer jJourney

brand.com

)

DEMAND GENERATION

Introduce the brand to new audiences.

NURTURE & EDUCATE

Nurture people already aware of the
brand and push them toward buying.

PURCHASE

Drive purchase and repeat business.




MMMMMMMMM

\Who Were Built For

We partner with beauty brands ready to
Invest In cross-channel growth, companies
that have strong product-market fit but
untapped audiences. Our model is especially
valuable for brands looking to simplify their
partner ecosystem, reduce complexity, and

see measurable, unified results.
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Jacob St. John, Founder
Jacob@navigomarketing.com



