TOP 10
Fastest Growing Beauty
Proclucts on Amazon
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NUTRAFOL

wome;s BACRE Share of Sales: 5.3%
Chanoe in Share: -2.8%

Nutrafol continues to dominate
with clinical credibility, strong DTC
brand equity, and a high AOV
product that performs without
relying on discounts.

HAIR GROWTH NUTRACEUTICAL

DIETARY SUPPLEMENT 120 CAPSULES (L
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LA ROCHE-POSAY

LABORATOIRE DERMATOLOGIQUE

TOLERIANE
DOUBLE REPAIR
FACE MOISTURIZER

CERAMIDE-3 + NIACINAMIDE
LA ROCHE-POSAY
PREBIOTIC THERMAL WATER

H2

Share of Sales: 3%

Chanoe in Share: 11.8%

A dermatologist-recommended
staple, this product sees consistent

Subscribe & Save growth and
benefits from wide awareness,
clean claims, and frictionless
conversion across PDPs.
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SANTAL & VETIVER

SALT
&
STONE

DEODORANT
2.6 0z I

HS

Share ol Sales: 1.4%
Change in Share: +1.3%

A breakout prestige body care
item, Salt & Stone is winning with
elevated fragrance profiles and a
minimalist brand aesthetic that
resonates with premium shoppers
IN a typically commoditized
segment.
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2-60Z(170g) CANS TOTALNETWT. 120Z. (340g)

H4

Share ol Sales: 1.2%
Change in Share: 11.0%

This product capitalized on Q2's
seasonal spike in sun care
demand, offering recognizable
branding, family-friendly format,
and strong placement across both
organic and sponsored slots.
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Share ol Sales: 1.4%
Chanoe in Share: 10.9%

Its rise reflects the growing

demand for simple, dermatologist-
backed cleansers with low irritation
risk. The brand’s ecosystem strategy
Is keeping shoppers within the
portfolio.
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HO6

Share ol Sales: 0.9%
Change in Share: 10.7%

This TikTok-friendly product merges
iInnovation and affordability, tapping
INto consumer appetite for long-
wear lip color without sacrificing
ease of use.
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H7

Share ol Sales: 0.8%
Chanoe in Share: +0.7%

Wonderskin built viral velocity with
its color-shifting peel-off format and
strong earned media presence. The
product’s novelty and visual payoff
make it a high-conversion item.
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Neutrogena
ULTRA #8
SHEER®
Dry-Touch

Share o

Sunscreen Change

70

BROAD SPECTRUM SPF 70 A drugstore
Antioxidant Vitamin E renewed int
with HELIOPLEX® keywo rd ass

3.0 FL OZ (88 ml) retail trust,
- top-of-searc







\NTAL & VETIVER

SALT

STONE

Y WASH | GEL DOUCHE

0z | 450 ML



So What?

1. Momentum beats rank
The fastest-growing products are gaining share in a flat category. They
are not just popular, they are outperforming.

2. Conversion is the real win

These SKUs are not just being discovered. They are closing. Strong PDPs,
high-intent search terms, and smart media made them grow when
others stalled.

3. Growth means product-channel fit

Hero SKUs that align with what shoppers want on Amazon are winning.
These products worked because they delivered, not because they
shouted the loudest.

4. The average price was $25.45

This Is not just about value or discounting. Consumers are buying
premium, performance-driven products when the story and strategy are
clear.

5. These are your competitors for attention

Even if you don't sell supplements, mascara, or pore pads, your products
sit next to these. They are setting the expectation for quality, speed, and
results.



