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NIQ 
delivers the
Full View of ​
beauty buying
behavior​

• The industry's most trusted 

consumer data—more 

channels, sources, consumers, 

and regions

• Validated with point of sales 
data directly from retailers

DTC/pure play

Amazon

Health Specialty

Club

Dollar

Grocery

Drug

Instacart & Shift

Beauty specialty

Social

Department Store

DIY

Discount

Mass

Convenience

90+
Global

Markets
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Global Beauty 
Performance
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2023 Survive

2024 Revive

2025 Thrive?

4

Source: NIQ 2024 Mid-Year Consumer Outlook, Global, Q: Compared to a year ago, is your household better off or worse off financially?

Source: NIQ, Global Strategic Planner, 54 markets, Eq Vol Price % Change, L52we 6/16/2024 vs prior

Consumers have a cautiously optimistic mindset entering 2025, 
but much on the horizon is unknown

48% 49%
43% 41%

37% 36%

13% 11% 12% 12%
15% 17%

Mid-2022 Jan 2023 Mid-2023 Jan 2024 Mid-2024 Jan 2025

West Europe Consumer Financial Position, Sentiment YoY

Worse off Better off

#4 biggest concern

Global Warming/

Environment

Up from #5 in 

Jan 2024
+12%

+4%

2022 2023 2024

$100 $117

Consumers are
spending 17% 

more vs 2022



4 42 / 43 3

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Source: NielsenIQ QBN RMS Beauty MAT Q3 2024, 69 countries

*Fact: Value % growth vs YA (unweighted)

Beauty = Hair, Skin, Fragrance, Cosmetic & Nail

Additional sourcing: Omnisales (FR, DE, IT, ES), Omnishopper (US), incl TikTok (CN), incl ecom (KR)

Beauty Continues To Grow With West Europe In Line With Global Performance

5

Global

+7.3%

Regional Beauty value growth %

Latin America

+19.1%

North America

+7.8%

West Europe

+7.7%

Asia Pacific

+3.7%

Africa Middle East

+27.1%

Central East 
Europe

+12.7%
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2025 
Seeking 
Balance
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West Europe

United States

7

Source: NIQ Omnisales MAT Jan 2025, NIQ Omnishopper Panel L52 week ending 11/30/2024, NIQ RMS incl ecommerce MAT Q3 2024​

Online Growth outpace B&M in all regions

Retail ( R )- Evolution  through Ecommerce

Established Ecommerce Emerging EcommerceEvolved Ecommerce

China

South Korea

India

Brazil

87% of value online

78% of value online

43% of value online

22% of value online 8% of value online

17% of value online
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The Outlook Of 
The Online Beauty 
Market In Europe

8
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Today, NIQ Digital Purchases 
is the largest GDPR 

compliant panel in Europe

+2M

Panel Size

Europe

354k 360k 338k

285k 297k 187k

164k 77k 70k

55k

Scope of Analysis & Number of Active Online Shoppers

online shoppers
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26%

34%

25%

29%

27%

21%

19%

22%

17%

23%

13%

23%

20%

18%

18%

25%

25%

16%

19%

20%

12%

10%

15%

13%

13%

14%

14%

14%

16%

17%

9%

6%

7%

7%

7%

8%

9%

8%

7%

7%

6%

5%

8%

6%

5%

7%

7%

7%

7%

9%

6%

5%

7%

6%

4%

8%

7%

6%

7%

9%

3%

2%

5%

4%

3%

3%

4%

3%

2%

4%

7%

5%

5%

5%

5%

4%

5%

6%

4%

4%

14%

6%

4%

8%

15%

7%

6%

14%

17%

5%

3%

3%

4%

5%

4%

4%

3%

3%

4%

3%

ie

ch

at

be

nl

es

it

uk

fr

de

Fashion High Tech Home and Appliances Culture and Games DIY and Garden Sports and Auto Health & personal care Beauty Food, Beverage and Household Near Food

Shoppers across Europe are dedicating an increasing share of their online spending to Beauty

10

Source: NIQ Digital Purchase e-commerce consumer panel. Data ending 16 March 2025.

Weight of Beauty online purchases in total e-commerce (services excluded) – in value
Total Ecommerce – MAT 2025

+ 0.4 pts

+ 0.2 pts

+ 0.5 pts

+ 0.5 pts

+ 0.4 pts

0.0 pts

+ 0.3 pts

+ 0.4 pts

+ 0.4 pts

+ 0.7 pts

Beauty 

MAT 2025 vs 2024
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Beauty consumers are spending more and shopping more often online, with the UK leading the 

trend

Consumer KPIs per country
Online Beauty – MAT 2025

1.de 2.fr 3.UK 4.it 5.es 6.nl 7.be 8.at 9.ch 10.ie

Average online spend 

per e-shopper
147,9 € 112,7 € 212,6 € 107,0 € 97,6 € 122,8 € 114,7 € 148,4 € 169,4 € 122,9 €

Purchase frequency 4,6 4,1 8,8 4,3 4,0 3,8 3,7 4,8 3,3 4,7

Average basket 31,8 € 27,0 € 24,2 € 24,8 € 24,4 € 32,1 € 30,7 € 31,2 € 51,4 € 26,2 €

Penetration among e-

shoppers
59% 56% 73% 58% 55% 53% 57% 58% 47% 59%

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.
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Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

Amazon leads the beauty market in seven out of ten countries

Top merchants per country – in value
Online Beauty– MAT 2025

1

2

3

4

5

Highest 

growth 
L12M +1,1pts +2.5pts +3.4pts +1,8pts +1.9ptsp +1.2pts +1.9pts +1.2pts +2.2pts +5.5pts
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Amazon is Leading 
Beauty Online

13



4 42 / 43 3

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

4 42 / 43 3

14© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

#1 Men weight for 1/3 of online beauty sales, and Amazon has tapped into this market

14

Gender Penetration EU 10
Online Beauty– MAT 2025

49%
51%

55%

45%

36%

64%

Men Women

All beauty shoppers Amazon Beauty shoppers Beauty Specialists shoppers

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, 

Skin conditioning and Sun care. Data ending 30 March 2025.

49% of online beauty buyers 

35% of the total beauty sales 

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary
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#1 Men weight for 1/3 of online beauty sales, and Amazon has tapped into this market

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30  March 2025.

35% of 
value 

sales

44% 
of the haircare

buyers
online

30% of 
value 

sales

44% 
of the skincare

buyers
online

51% of 
value 

sales

48% 
of the fragrance

buyers
online

T
O

T
A

L
 M

A
R

K
E

T

 E
U

1
0

47% 
of the value sales 

of Amazon

46% 
of the value sales 

of Amazon

64% 
of the value sales 

of Amazon
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Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face 

cleansing, Skin conditioning and Sun care. Data ending 23 March 2025.

Amazon market share per brand – in value
Online Beauty– MAT 2025

19%

41%

58%

31%

49%

70%

erborian

weleda

cerave

MAT 2025 MAT 2024

#2 Amazon is Accelerating in Dermo Cosmetics

is the leading online 

retailer for 

in France
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#2 Amazon is Accelerating in Dermo Cosmetics

Consumer panel NIQ Digital Purchases. Skin conditioning and Moisturizing. Pharmacy brands: A Derma, Aveeno, Bioderma, 

Biotherm, Caudalie, Cerave, Cosrx, Ducray, Eau Thermale, Embryolisse, Erborian, Eucerin, Isdin, Klorane, La Roche Posay, 

Medik8, Nuxe, Skinceuticals, Svr, Uriage, Vichy, Weleda, Cetaphil. Last 12 months ending on March 30th 2025

#1 

#1

#1

#1

#1

#1

Dermo Cosmetics Brands
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Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face 

cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

#3 A significant share of Beauty e-shoppers buy exclusively at Amazon across EU5

Breakdown of Beauty e-shoppers between Amazon and other e-merchants
Online Beauty – MAT 2025

19%
24%

32% 35%
42%

22%

32% 18%

26%
22%

59%

45%
51%

39% 36%

FR UK ES DE IT

Exclusive Beauty e-shoppers outside Amazon

Mixers: Beauty e-shoppers at Amazon & other e-retailers

Exclusive Beauty e-shoppers at Amazon

42% of beauty 

shoppers in Italy 

made their purchases 

exclusively on 

Amazon
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#4 Amazon is sourcing its growth from established beauty specialists

Amazon Customer Base
Online Beauty– MAT 2025 vs MAT 2024

New customers to 
market
18%

New customers 
from competition

30%

Returning 
customers

52%

Highest value market shares loss

among Amazon new customers from competition

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.
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Amazon penetration & ranking in value among the top 5 Beauty Specialists shoppers
Online Beauty – MAT 2025

#4 Amazon is sourcing its growth from established beauty specialists

17,500 panelists

33%

27%

32%

29%

7%

Total Beauty Skincare Haircare Cosmetics Fragrances

#3 #2 #1 #2 #7

Beauty Specialists Panel

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, 

Skin conditioning and Sun care. Data ending 30 March 2025. 
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Beauty on a Budget: 
Dupes & Second-
Hand

21
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Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 23 March 2025.

In all countries, fragrances dupes popularity is increasing

#13

#4

#5

#14

#4

#1

#14 #9

#11

Ranking Fragrances Dupes Brands
Fragrances – Sales in Value - MAT 2025
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Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 30 March 2025.

As well as Pure Players, Beauty Specialists are also integrating dupes in their assortment

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ES

IT

UK

FR

DE

beauty specialists pure player generalists fashion specialists brick & mortar generalists drug generalists

Lattafa distribution mix in value
Lattafa brands – MAT 2025
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Fragrance dupes are making their way into best-seller rankings

Agathe

Top Value Sales in Fragrances Online
MAT 2025

Angel’s Share 

By Kilian

100ml : 370 €

Bykylian.com

Khamra

Lattafa

100ml : 49.9 €

lattafa.com

TikTok Viral Dupe 

Smell Like Beyoncé on a budget 

© 2025 Nielsen Consumer LLC. All Rights Reserved.

Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 30 March 2025.
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More and more 

shoppers are 

buying second-

hand 

fragrances

Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 30 March 2025.

Second-hand KPIs
Online Fragrances– MAT 2025

Second-hand 
penetration among 
fragrances e-

shoppers

13% 8% 6 % 6% 4% 4%

Second-hand 

fragrances AOV
36€ 42€ 33€ 34€ 42€ 30€

Value share of online 

fragrances
8% 7% 5 % 3% 3% 3%=
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2%

3%

3%

5%

7%

8%

ES

NL

UK

It

BE

FR

Vinted ranks in the top 5 e-merchants for Fragrances in France, Belgium and Italy 

Vinted value market share and ranking
Online Fragrances – MAT 2025

#5

#5

#9

#5

#8

#12

Top 3 brands at Vinted
Online Fragrances – MAT 2025

Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 23 March 2025.
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Marketplaces: an 
opportunity for 
brands and retailers? 

27
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+ 1pt
in value market share 

in EU10 vs MAT 2024 

Marketplace keeps growing in most countries

Marketplaces value market share 
Online Beauty– second-hand excluded – MAT 2025

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

83%

91%

73%

82%

85%

76%

68%

81%

66%

71%

17%

9%

27%

18%

15%

24%

32%

19%

34%

29%

10.ie

9.ch

8.at

7.be

6.nl

5.es

4.it

2.fr

3.UK

1.de

Retail Marketplace
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Cosrx uses Amazon's Fulfillment model to boost its online growth

Cosrx distribution mix in value
Cosrx brand – MAT 2025

Cosrx brand ranking in value
Online skin conditioning and moisturizing – MAT 2025

Source: NIQ Digital Purchase e-commerce consumer panel. Skin conditioning and moisturizing. Data ending 30 March 2025

#14
at market 

level

#1
at Amazon

#18
at market 

level

#8
at Amazon

48%

74%

17%

8%

9%

5%

5%

5%

5%

3%

3%

12%
3%

MAT 2024 MAT 2025

Cosrx Amazon 2P store Yesstyle Zalando

Flaconi Douglas Amazon 1P

Dm Notino Other

MAT 2024 MAT 2025
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Brands historically focusing on DTC are adapting their distribution strategies…

M. Asam distribution mix in value
M. Asam brand – MAT 2025

71%

15%

Asambeauty DTC Asam Amazon store QVC DM Other merchants

#1
Beauty Brand in 

Germany

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding fragrances. Data ending 30 March 2025.

. 
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… to reach directly different target groups

Asambeauty DTC platform & Amazon store customer overlap analysis
Beauty excluding fragrances– MAT 2025

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding Fragrances : Cosmetics, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025

Asambeauty 
DTC exclusive 

buyers
64%

Asambeauty 
Amazon store 

exclusive buyers
31%

Mixers : buy fom 
Asambeauty DTC 
and Amazon store 

5%
5%

Age profile in number of shoppers
Beauty excluding fragrances– MAT 2025

16%

11%

36%

33%

40%

46%

8%

9%

Amazon store

Direct To Consumer

Gen Z (1995-) Millenials (1980-1994) Gen X (1960-1979) Gen B
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26%
of beauty shoppers also buy 

Vitamins, Minerals & Supplements

(+3 pts vs MAT 2024)

Marketplace can be an opportunity for retailers to expand their offering
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Social Selling Is 
Shaking Up The 
Beauty Market 

33



4 42 / 43 3

34© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 06 April 2025.

TikTok Shop continues its expansion to Europe by crossing the Channel

United Kingdom Ireland Spain France Germany Italy

Launched initially in 2021 to a 

lukewarm response, TikTok 

Shop relaunched

in 2023

Following UK success, 

Launched in December 2024

With the threat of the US ban, 

TikTok Shop focus is in 

Europe. 

Launched in December 2024

Launched on 

March 31st 2025

Launched on 

March 31st 2025

Launched on 

March 31st 2025

#2 e-com 
beauty 

merchant

(9.8% share of 
Beauty in YTD 

2025)

#5 e-com 
beauty 

merchant

(4.6% share of 
Beauty in YTD 

2025)

Figures
available on 

April 14th

NEW

#20 e-com 
beauty 

merchant

(0.6% share of 
Beauty in YTD 

2025)

Figures
available on 

April 14th

Figures
available on 

April 14th
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Spain

43

29

16

21

2024-12 2025-01 2025-02 2025-03

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 31 March 2025.

TikTok Shop is about to replicate the success story of the UK across Europe 

United Kingdom

31

22

8
10

5 4 4 4 4 4
2 3 2

14

5 5 5

2024-12 2025-01 2025-02 2025-03

Ireland

TikTok Shop ranking in value
Online Beauty
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36
Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, 

Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

TikTok Shop Consumers are Heavy Beauty 

Shoppers

Are your customers purchasing on TikTok Shop?

Who is the TikTok Shop beauty buyer?

Spent £80
more on beauty

than the average
ecommerce beauty

buyer in the past year

Made 4.1
more orders

than the average 
ecommerce beauty 

buyer in the past year

36.5% are 
Millennials

(Contributing 42% 
of beauty spending)

29% of online Beauty Specialist consumers have 
purchased Beauty on TikTok Shop in the past year 

S

+

L I V E Following For you

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary
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Top Sellers in TikTok Shop
Beauty – MAT 2025

TikTok Shop is a new playground for retailers..

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding  Fragrances : Cosmetics, Hair-care excluding hair styling and accessories, 

Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025



4 42 / 43 3

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary 38

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding  Fragrances : Cosmetics, Hair-care excluding hair styling and accessories,  Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025

1

2

3

4

5

6

7

8

9

10

Top Brands in TikTok Shop
Beauty – MAT 2025

…Opening new opportunities for spotting rising trends and future best-selling brands

Made By Mitchell launched in Boots
 in July 2024
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TikTok Shop can also help brand to write new success stories : Color Wow online success is 

tied to a shift in distribution strategy, including a move to TikTok Shop.

Weight of each merchant in sales value for Color Wow online 
Haircare – Last 12 months– in value

29% 31%

16%
19%

6% 12% 13%

2022-02-18 to 2023-02-
16

2023-02-18 to 2024-02-
16

2024-02-18 to 2025-02-
16

amazon lookfantastic colorwow tiktok

justmylook cultbeauty other

Marketshare evolution of Color Wow online 
Haircare – Last 12 months – in value

Last 12MPrevious PeriodMAT n-2

Last 12MPrevious PeriodMAT n-2

Source: NIQ Digital Purchases e-receipts consumer panel – Haircare Category - Data L12M ending 2 Feb 2025
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Amazon’s 

Rise

Market

place

TikTok 

Shop

Beauty 
(R)Evolution

2025 Trends to Keep Watching

Second 

Hand & 
Dupes



Catherine Ferder

x

Camille Bayvet

Market Intelligence Director E-commerce Director 
Marketplaces & Social Commerce



How L’Oréal is elevating its 

e-commerce strategy with Data-

Driven Insights ?

Catherine Ferder

Market Intelligence Director - L’Oréal France
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How do we leverage NIQ Digital Purchases in the Customer Market Intelligence Team ?

IDENTIFY & SIZE 

BLIND SPOTS

1 2

GET GRANULAR 

RETAILER DATA  

3

DEEPEN CUSTOMER 

 BEHAVIOR INSIGHTS

43
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PERFUMERIES 
B&M

ECOM
13%

ALL OTHER B&M

MASS B&M

PHARMACIES B&M

We use NIQ Digital Purchases to get a 360 view of the online beauty market

BLIND SPOTS 

L’OREAL FRANCE

BEAUTY 

CHANNELS

PURE PLAYERS 

DTC

SECOND HAND & PRIVATE SALES 

E-PHARMACIES

NEW BEAUTY PLATFORMS

1P-2P-3P

FASHION SPECIALIST

SOON 

44

CA x2 vs 19
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2. GET GRANULAR DATA FOR EACH RETAILER

We leverage NIQ Digital Purchases to build retailers ID cards

45

BRAND C
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FASTEST GROWING BEAUTY 

RETAILERS

RETAILERS YOY

1 +2.4pts

2 +0.6pts

3 +0.5pts

4 +0.5pts

5 +0.5pts

TOP 3 PRODUCTS NYX AT CHOOSE 

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

2. GET GRANULAR DATA FOR EACH RETAILER

We leverage NIQ Digital Purchases to track L’Oréal brands and products 
performance across retailers

TOTAL BEAUTY 

TOP BRAND AT 

TOP RISING BRANDS YOY

5 +2.0pts
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Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

TOP COSMETICS PRODUCTS ON SHEIN.COM

2. GET GRANULAR DATA FOR EACH RETAILER

We leverage NIQ Digital Purchases to spot new trends at top performing retailers
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35%

45%

32%

48

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

3. DEEPEN CUSTOMER BEHAVIOR INSIGHTS

We also leverage NIQ Digital Purchases to understand the switching

WHERE DID ELSEVE 

SOURCE ITS NEW 

COMERS ? 

N°1 MASS COMPETITOR

N°2 MASS COMPETITOR

N°3 INTERNAL MASS 

BRAND

N°4 PROFESSIONAL 

COMPETITOR

+12%

L12M ending March 25, ELSEVE 

has gained +12% customers in e-commerce
New comers 

online

New Comers 

from 

competition

Loyal 
customers



How NIQ Digital Purchases data 

helped L’Oréal to anticipate TikTok 

Shop expansion in France ? 

Camille Bayvet

E-commerce Director 
Marketplaces & Social Commerce - L’Oréal France



NielsenIQ Digital Purchases is a must 

go tool to get visibility on TikTok

Creation of a TikTok cohort

• Criteria : Everyone who received an email from TikTok 

in France (Newsletter, account creation 

confirmation,etc..)

• Categories : Beauty

• Period: Last 12 months ending 2 Feb 2025 vs. YoY

TikTok Cohort

Panel Size : 19K panelists

x



x

Know the profile specificities of TikTok Users in each 

category

What is the profile of a beauty shopper using TikTok ?

Students
219 

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

34%
37%

23%

6%

Gen Z Gen Y Gen X Gen B

TikTok Avg

45%

Men Women

Top over-indexed center of interest 

Gamers
175

Sports Fan
162

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, 

Skin conditioning and Sun care. L12M - Data ending 23 March 2025.



x

Understand their behavior specificities

Top 5 brands

Index 107

Index 82

Index 92

Index 106

Index 83

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Top 5 merchants

Index 110

Index 105

Index 95

Index 93

Index 103

How is a beauty shopper using TikTok ?



x

1

2

3

4

5

Know the loved beauty brands of TikTok Shop Users

© 2025 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary

Top 5 L’Oréal most over-

indexed brands

Which brands should perform on TikTok Shop ? 

1

2

3

4

5

Top 5 most over-indexed 

beauty brands

?
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Want to know 
more?
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Claire Marty

VP Global Beauty 
Vertical

claire.marty@nielseniq.com

Claire Marty | LinkedIn

Agathe Apollin

Beauty Sales Lead 
Western Europe

agathe.apollin@nielseniq.com

Agathe Apollin | LinkedIn

Catherine Ferder

Market Intelligence 
Director

Camille Bayvet

E-commerce 
Director 
Marketplaces & 
Social Commerce

Thanks for attending our Beauty Webinar

mailto:claire.marty@nielseniq.com
https://www.linkedin.com/in/claire-martyniqbeauty/
mailto:agathe.apollin@nielseniq.com
https://www.linkedin.com/in/agatheapollin/
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