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Prime Day Arrives Earlier: Preparing for a
Different Competitive Environment

Implications for the Industry

HBC, Electronics, Home, and Apparel drive Prime Day performance
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Leadership, NielsenlQ In CPG, Prime Day discounts drive strong growth but do not consistently correlate

with top-performing outcomes

For large CPG super categories, average unit price declined by as much as 18% during
Prime Day 2025. However, deeper discounts did not always result in stronger sales
growth. Categories like Sun Care saw Prime Day sales more than double June weekly
For brands... averages with only modest price reductions, while Pest Control delivered more moderate
growth despite deeper discounts. Discount depth alone does not drive performance.
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moments.

Amazon typically prices above retailer peers but remains below DTC, and
faces increased pricing competition during Prime Day

Across several key categories, Amazon typically prices above Brick and Mortar and Pure
Play generalists online, while remaining below DTC. Prime Day drives intensified pricing
competition, which can widen gaps in some categories while narrowing them in others. For

For retailers... example, in Health and Beauty, Amazon prices moved closer to Brick and Mortar peers

. . . during Prime Day 2025, shifting from roughly 75 percent above in June to 35 percent above
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how to align pricing and Electronics & Accessories -68% -42% -25% 35% -86% -85%
promotions, and how to posttion Home & Kitchen 26% 31% 33% 51% -73% -80%
their assortment to win share.
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Earlier timing compresses
planning: June 23 to 26
timing requires faster
preparation and execution

Discounting is not a
standalone lever: The deepest
price declines did not
consistently translate to the
strongest growth

Competition extends beyond
Amazon: Cross-channel
coordination is required as
retailers run parallel
promotions

Your Next Move

Plan Prime Day as a portfolio
strategy, not a full-catalog
event, focusing discounts on
high-impact SKUs

Measure both 1P and 3P sales
for your categories on
Amazon to build the full
picture of Prime Day
performance

Pace media budgets across all
event days to maintain
visibility during peak traffic
windows

Align pricing and promotions
across channels to remain
competitive with parallel
retailer events

For retailers, capitalize on
elevated eCommerce demand
by aligning promotions,
pricing, and assortment to
compete directly with Prime
Day and reinforce long term
shopper consideration
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Women, Gen X, and Millennials Lead Prime Day Shoppers

While growing in influence, Gen Z continues to represent a smaller share of Prime Day
sales, trailing older generations. Gen X and Millennials are expected to remain the
dominant shoppers, combining for 45.1% of total event sales in 2025.
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Afternoon and evening hours drive the highest sales volume

2025 marked the first four-day Prime Day, requiring brands to manage media budgets more
carefully across the full event. Demand started strong, with Day 1 accounting for 30.2% of
total sales. Peak activity occurred in the evenings, with 6pm to 10pm representing 24.6% of
total event sales and the highest sales volume on a per hour basis

Prime Day 2025 Sales Share of Total Event by Time of Day’

Time | Day1 | Day2 | Day3 | Daya [ Total |PerHour

Overnight (12am-8am) 5.0% 4.7% 3.9% 3.9% 17.5% 0.5%
Morning/Midday (8am-2pm) - 6.7% 6.2% 6.6% 28.5% 1.2%
Afternoon (2pm-6pm) 6.2% 4.9% 4.5% 4.9% 20.6% 1.3%
Evening (6pm-10pm) - 5.6% 5.1% 6.5% 24.6% 1.5%
Late Evening (10pm-12am) 2.6% 2.0% 1.9% 2.5% 8.9% 1.1%
Total 30.2% 23.8% 21.6% 24.4% - -

Prime Day drives stronger 1P participation, with 3P share declining and varying by
category

Amazon has long been a majority 3P platform in terms of total transaction value. While
many 3P sellers perform well during Prime Day, the event tends to shift share toward more
established 1P operators. This varies by category, with Vitamins and Supplements seeing
77% of sales from 3P sellers, compared to just 22% in Pet Food.
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