
Inside Sephora Q2: Who’s Spending,

Who’s Winning, and Why It Matters

Sephora’s second quarter of 2025 was not a story of sweeping disruption. It
was a quarter marked by steady recalibration. The brands that won did so
through a combination of product strength, precise storytelling, and
selective use of paid media.



This was not a quarter where flashy campaigns or trend-chasing led the pack.
Instead, Sephora shoppers gravitated toward products that delivered clear
results and formats that felt both personal and practical. From luxury
fragrances to problem-solving body care, consumers showed a preference for
familiarity and performance. What changed behind the scenes was how those
products got discovered.



Fragrance: Familiar Names, Layered Strategies
In fragrance, it was the prestige names that claimed the majority of paid media.
Chanel, Dior, YSL, and Valentino were among the top investors, and their SKUs
reflected it with strong visibility on site.

Yet price accessibility and versatility mattered too. Sol de Janeiro’s Cheirosa 40 Mist
and Ouai’s St. Barts Mist outperformed expectations thanks to lower price points and
multi-use appeal. These products offered shoppers a way to participate in scent
culture without a luxury price tag.



YSL’s three-product presence in the top ten paid rankings also highlighted how
a focused investment across formats can deliver sustained brand visibility.
Meanwhile, Glossier You and Sephora’s own fragrance samplers found traction
through minimal media support, driven by word of mouth and strong gifting
appeal.

The message here is simple. Fragrance is about emotional connection and
sensory payoff, but consumers are also looking for ways to sample, layer, and
explore without committing to full-size bottles every time.



Skincare: Clear Benefits, Minimal Hype
Skincare’s performance in Q2 centered on products with obvious benefits and
ingredient-forward communication. Farmacy’s Green Clean, The Ordinary’s
Niacinamide Serum, and Tatcha’s Dewy Skin Cream were top performers both in
spend and in shopper traction.

What they have in common is clarity. These are SKUs with consistent packaging,
consistent claims, and consistently positive reviews. They do not rely on trend cycles or
seasonal positioning to maintain relevance.



At the same time, emerging brands like Topicals and Tower 28 carved out share
through category innovation and cultural resonance. They did not have the media
weight of the larger players, but their positioning around skin concerns, inclusivity,
and transparency connected with a new generation of shoppers.

It was also notable how many top-selling SKUs hovered around the $25 to $50 range.
For a category known for its pricing extremes, this balance reflects growing consumer
comfort with mid-range spend when the benefit is easy to understand.



Hair: Paid Heavy, Results Mixed
Hair care saw some of the highest levels of paid media activity across the board. DAE’s
Cactus Fruit 3-in-1 Styling Cream led both sponsored share and unit sales, proving that
a single well-positioned product can carry a brand’s digital momentum.

Olaplex remained a top spender and sustained performance across multiple SKUs. Its
strength lies in its system-based approach and consumer familiarity. Kérastase also
showed strong return on media spend, with Gloss Absolu and Nutritive 8H appearing
consistently across charts.



What set the hair category apart was its efficiency. Many of the top spenders also saw
corresponding returns in sales. There was less wasted media than in other categories,
likely due to strong repeat behavior and format loyalty.

Still, brands that rely too heavily on media without product differentiation risk long-
term margin strain. Hair is crowded. Shoppers will not hesitate to switch if something
else looks easier to use, better for their texture, or more sensorial.



Makeup: The Skinification Effect Holds
Makeup in Q2 was about ease, comfort, and hybrid performance. Armani’s Luminous
Silk Foundation and Ilia’s Super Serum Skin Tint led the paid activity, but what sold
best were products that felt like skincare with a tint.

Minimalist branding and skin-friendly claims carried Ilia and Rare Beauty through the
quarter. Meanwhile, classics like Benefit’s Benetint and NARS’s Radiant Creamy
Concealer maintained strong conversion due to product familiarity and utility.



Tower 28 and Sephora Collection also earned share with strategic entry price points
and multitasking formats. Across all tiers, consumers leaned into complexion products
that promise glow, hydration, and a flexible finish.

This was not a quarter for colorful palettes or seasonal launches. It was about products
that live in everyday routines and that shoppers feel confident using again and again.



Bath & Body: Function Joins Fragrance
Bath and body showed the most balanced dynamic between scent-driven indulgence
and solution-based utility. Sol de Janeiro remained the category leader, with multiple
SKUs showing up in both paid and performance charts.

Josie Maran’s body butters performed well in sales with less aggressive spend, and
First Aid Beauty’s KP Scrub confirmed that body care with clinical claims is gaining
steam.



Topicals’ High Roller tonic and Luna Daily’s prebiotic spray both broke into the
conversation without major media support. Their rise reflects a changing consumer
mindset—one that treats the body like an extension of skincare, not an afterthought.

This is the only category where format innovation and education can still create
outsized returns. Sensory experience matters, but ingredients and texture are
becoming just as important.



Conclusion: Winning Means More Than Visibility
Sephora’s Q2 did not reward brands simply for showing up. The clearest lesson was
that paid media works best when it supports a product that consumers already
understand and trust. It is no longer enough to dominate impressions. Brands must
close the loop between visibility and relevance.

Hero SKUs performed best when paired with clear claims, thoughtful positioning, and
an efficient media mix. Emerging brands found success by focusing on education,
inclusivity, and addressing overlooked needs.

As competition continues to rise, the path forward is not about spending more. It is
about being clearer, sharper, and more consistent with how you serve your shopper.


