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Industry Intelligence Report
2026

Three markets. Named brands. Verified ad data. What's working in beauty advertising right now — and
why.
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Markets tracked
US - UK - India

30+

Named brands
analyzed in depth

500+

Top beauty ads
from Evolut Agency
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Report sections
with action plans

Market Benchmarks — 2026

e Structured UGC vs Static CTR 2.7x
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https://www.quickads.ai/beauty-report

* Founder-led ad engagement lift 2.3x

e US beauty ad CPM range $14-25

¢ India beauty ad CPC $0.10-0.30

* Top ad lifespan (category leaders) 660+ days
e Category median ad lifespan 182 days

* Paula's Choice cold CVR 5.8-7.1%

 Industry average cold CVR 3.2%

¢ Minimalist India repeat rate 60%

e Consumers who distrust brand claims 73%

Executive Summary

Five Things Every Beauty CMO Must Know

The most important findings from this report, each with a single action to take in the next 30 days.
1

Format Reality

The formats brands run most are the weakest converters

Static product shots and discount creative dominate brand budgets but perform at 0.7-0.88x CTR
index. Structured UGC converts at 2.4 x the category median. The gap is where most brands lose
efficiency.

Action this week Categorize your last 30 days of active ads as: discount-led, celebrity shot, ingredient
education, or concern-specific. If 60%+ fall in the first two, you have a structural problem, not a
targeting problem.

2

Algorithm Signal

Meta's Andromeda rewards value arcs, not aesthetics

An ad that opens on a named skin concern, introduces an ingredient mechanism, and shows visible
product use creates a mappable value arc. Lifestyle shots with "feel your best" copy do not. This is why
Youthforia's structured UGC averaged 663 days live vs the 182-day category median.

Action this week Brief one structured TOFU UGC: concern opening (3 sec) - ingredient mechanism (1
sentence) — visible product use — outcome description. This week, not next quarter.

3

Compliance Shift
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Before/after imagery is now a legal risk, not a creative choice

FDA January 2026 digital advertising guidance, UK ASA rules, and ASCI India 2022 all restrict before/
after creative. Brands that built compliance-only alternatives alongside before/after have absorbed the
shift. Brands that didn't are rebuilding their entire creative foundation.

Action this week Audit all active Meta ads for before/after imagery. Build the compliant alternative:
"before-concern" narrative format where a creator describes their skin state before — without showing
isolated imagery.

4

India Opportunity

India's CPM arbitrage is the best-value test market in beauty

India CPC is $0.10-0.30 vs US $14-25 CPM. The same creative test that costs $5,000 in the US costs Rs
15,000-20,000 in India. Proven US and UK ingredient-education formats adapted for Indian skin
concerns (PIH, monsoon acne, SPF literacy) are almost entirely untested. Most Indian brands still run
celebrity product shots to cold audiences.

Action this month Take three proven US/UK ingredient-education formats. Adapt the hook to Indian skin
concerns. Run a 2-week test at Rs 15k-20k per format. This is the cost of validating a full creative
direction.

5

The Biggest Missed Opportunity

Skincare is a replenishment category. Most brands advertise as if
it isn't.

A buyer who repurchases every 60 days for 3 years is worth 18 a one-time buyer. At India CPC
($0.15), reaching 10,000 existing buyers costs the same as reaching 10,000 cold users — but converts
at 3-5x the rate. Minimalist holds 60% repeat rate. Mamaearth, Plum, and mCaffeine serve identical
cold-acquisition creative to all audiences including buyers from 6 months ago.

Action this quarter Separate Meta audiences into three buckets: cold (no visit), warm (visited, no
purchase), existing buyers. Run structurally different creative to each. For existing buyers, run
replenishment reminder creative timed to product consumption cycles. This single step is the highest-
ROI media move available at India CPMs.

$2B

K-Beauty US sales in 2025, up 37% YoY

73%

Skincare consumers who distrust brand claims
35%

AQV premium on K-Beauty TikTok Shop UK baskets
+182%

COSRX quarterly growth rate, Q3 2025
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How This Report Was Built

Three-phase analysis: ad library data, market research synthesis, and actionable brief generation. Jan-
Mar 2026.

01

Ad Library Audit

¢ 500+ top beauty ads
¢ US, UK, India markets
¢ Format classification

e Lifespan & CTR index

02

Market Research

e Varos, Lebesgue, Madgicx
* NIQ, McKinsey, MHI
* Brand-specific case studies

e Regulatory guidance review

03

Action Synthesis

* Market-specific CMO plans
* Ready-to-brief ad concepts
e Hook library (8 structures)

e 5 patterns with examples

Section 03

The Beauty Ad Format Reality

At scale, brands run static product shots and discount creative. In performance, structured UGC
dominates. The gap between easy-to-produce and what converts is where most brands lose efficiency.

Relative CTR Performance by Creative Format — Index: 1.0 = Category Median
Structured UGC (demo-first)

2.4x

Founder-led video

2.1x

Ingredient education video
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1.9x%

Raw UGC (unstructured)
1.5x

Lifestyle contextual
1.4x

Ingredient education carousel
1.2x

Static product shot
0.88x

Discount / offer static
0.7x

Before/after excluded (FDA Jan 2026 guidance). Sources: Evolut Agency 2026, Varos Apr 2025,
Lebesgue 2026, Madgicx 2025, MHI 2026.

Format Scale Usage Relative Avg Lifespan Best Funnel Stage
Performance

Structured UGC demo Medium High 200-660 days TOFU / MOFU

Raw UGC Very High Medium 14-60 days TOFU

Founder-led video Low High 150-400 days MOFU

Ingredient education Low High 120-300 days MOFU

video

Static product shot Very High Low 30-90 days BOFU retarget

Discount / offer static Very High Low 7-21 days BOFU urgency

Before/After imagery A FDA Jan 2026, UK ASA, and ASCI India 2022 all apply restrictions. Compliance exposure
increasing across all markets.

Key takeaway: The formats with the highest scale usage are the weakest performers. Brands winning on
longevity-adjusted ROAS run the formats most brands have not yet built.

Section 04 — US Market

US Deep Dive

The ingredient-transparency movement, the founder content advantage, and the growing compliance
risk of before/after creative in the world's most expensive beauty ad market.

QUICKADS / RESEARCH LIBRARY



Paula's Choice

Brand Feature — Paula's Choice x Meta

Ingredient Science as the Entire Creative Language

Paula's Choice built its acquisition system around one principle: the consumer who understands why an
ingredient works converts at a higher rate, repeats more often, and churns less when competitors
discount. Its Meta ads consistently run founder-adjacent educational video — ingredient mechanism,
skin type suitability, application sequence — against cold audiences.
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The result: 5.8-7.1% cold traffic CVR versus the 3.2% industry average. Institutionally owned by
Unilever since 2021, it retains its independent creative voice.

5.8-7.1%

CVR on cold traffic with founder-led education creative vs 3.2% industry average. Source: MHI Growth
Engine 2026.

gzt Ultimate
Nourishing

ji:¢ Rice

Overmighe

COSRX K-Beauty products

Brand Feature — COSRX x TikTok Shop US

One Creator Video. Top 5 Skincare on TikTok Shop.

COSRX's +182% quarterly growth in Q3 2025 traces to a single creator moment: Mikayla Nogueira
(17M+ followers) highlighted the Peptide Collagen Eye Patch. The video crossed 12M views in five days
and drove COSRX into TikTok Shop's Top 5 US skincare brands — validating the K-Beauty ingredient-first
UGC model on cold US traffic as the highest-converting format at that moment.

+182%

COSRX quarterly growth rate, Q3 2025. K-Beauty US sales reached $2B in 2025, up 37% YoY. Source:
NIQ / Cosmetics & Toiletries 2025.

Brand Creative Score Primary Hook Funnel Depth TikTok Shop
The Ordinary Strong Ingredient TOFU + MOFU Active
transparency / anti-
jargon
Topicals Strong Cultural community / Full funnel Active

skin tone diversity

COSRX Strong K-Beauty ingredient TikTok-to-DTC Top 5 US
UGC
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Paula's Choice Strong Ingredient science / Full funnel Present
founder authority

Tula Skincare Strong Probiotic education / TOFU + MOFU Active
founder-led
Good Molecules Strong Ingredient value / TOFU / TikTok Active

TikTok-native

Krave Beauty Moderate Skin barrier / anti- TOFU awareness Limited
overconsumption

Drunk Elephant Moderate Lifestyle / "suspicious TOFU lifestyle Active
six" avoidance

Cetaphil (DTC push) Moderate Dermatologist / Retarget heavy Limited
sensitive skin

Skin1004 Moderate Centella / K-Beauty TOFU TikTok-native Active
minimal

Ownership note: Five of the six strong-rated brands are institutionally owned. Topicals and Good
Molecules are the notable independent exceptions — winning through positioning clarity, not spend
volume.

US vs. India Funnel Architecture

Advanced US Funnel — Paula's Choice / Tula Model

TOFU — Cold

Skin-concern segmented video

Separate creative per concern: oily/acne, dry/aging, sensitive, hyperpigmentation
TOFU — Awareness

Founder / expert UGC

Named formulator explains single ingredient mechanism in under 30 seconds
MOFU — Education

Ingredient carousel / routine explainer

Step-order education, ingredient layering, "why this not that" comparative

MOFU — Social Proof

Structured before-concern UGC

Creator describes concern and 30-day outcome; no isolated before/after imagery
BOFU

Bundle offer / urgency static

Hero + complementary combo; time-limited or exclusive bundle
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Retention

Replenishment + routine expansion

"Your 30ml is running low. Add step 2." Completely separate from cold acquisition creative.
Typical India Brand (Most Brands Except Minimalist)

TOFU — Cold

Celebrity or influencer product shot

Brand ambassador holding product with vague claim or "dermatologist-recommended" overlay
TOFU

Discount-led Reel

First-order offer, Nykaa sale countdown, seasonal campaign discount

MOFU (often skipped)

Product feature carousel

3-5 attributes with icons; no skin-concern segmentation; no ingredient mechanism

BOFU

Retarget with same creative

No differentiation between cold and warm audience creative

Retention — Usually Absent

No replenishment creative

All audiences receive the same cold acquisition ads. Existing buyer LTV is structurally underserved.

Key takeaway: The US-India funnel gap is not a resource gap. It is a belief gap. Most Indian brands do
not segment by funnel stage because they treat all buyers as identical. The Derma Co.'s 6-7% BOFU
CVR exists because it does not.

Section 05 — UK Market

UK Deep Dive

Clinical credibility as creative architecture. How the UK's regulatory environment and consumer
preference for evidence-based claims has shaped a distinct ad creative register.
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The INKEY List

Brand Feature — The INKEY List

Ingredient Education as the UK's Most Scalable Trust System

The INKEY List's 2026 strategy is built on four "superpowers": ingredient investment, interesting
formats, affordability, and myth-busting education. Its paid creative consistently names specific
ingredients (polyglutamic acid, ectoin, exosomes) and explains mechanisms rather than leading with

outcomes.

Its TikTok Shop-driven Ectoin Hydro-Barrier Serum launch achieved 75% purchase intent among
trialists, targeting lapsed and new customers via Boots and Sephora UK.

75%

Purchase intent from INKEY List Ectoin serum launch sampling campaign targeting lapsed UK
customers. Source: Sampl case study 2025.

Brand

Medik8

Skin + Me

The INKEY List

Trinny London

Creative Score

Strong

Strong

Strong

Strong
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Primary Hook

Clinical ingredient
hierarchy (retinal,
vitamin C)

Prescription-adjacent
personalisation

Ingredient
education /
affordability

Founder-led / mature
skin education

TikTok Shop

Limited

Limited

Active

Active

ASA Compliance

High

High

High

High
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Byoma Strong
CeraVe (UK DTC) Moderate
Elemis Moderate

Section 06 — India Market

India Deep Dive

88% D2C growth market. A three-year creative maturity gap. One brand that cracked it — and what

every other brand is still missing.

Rs 200Cr

Minimalist revenue, 300% YoY growth
60%

Minimalist repeat purchase rate

4:1

Minimalist ROAS — no celebrity spend
6-7%

The Derma Co. bottom-funnel CVR

QUICKADS / RESEARCH LIBRARY

Microbiome / barrier
science

Dermatologist /
ceramide science

Marine bioactives /
luxury heritage

Active

Limited

Present

High

High

High
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1% Hyaluronic
Sunscreen
Aqua Gel

Hyaluronic
nscreen
jua Gel

The Derma Co. products

Brand Feature — The Derma Co.

India's Most Advanced Full-Funnel Architecture

Three-stage modular funnel: TOFU acne-problem Reels - MOFU niacinamide education carousels -
BOFU urgency static. Result: 6-7% BOFU CVR. A buyer educated on niacinamide by the brand converts
structurally differently than one who saw a celebrity holding a serum.

INR 100Cr

Annualised offline revenue run rate, 2025. Source: Inc42.
ASCI 2022 Impact

The Fairness Pivot

ASCI banned skin-tone discrimination in ads. Brands already using actives language (Minimalist, Juicy
Chemistry) were instantly compliant. Mamaearth replaced fairness claims with "glass skin" — but not
with ingredient specificity. Growth is now coming from The Derma Co. and Aqualogica instead.

Winners: Minimalist, Juicy Chemistry At risk: Mamaearth, Plum
Dermatologist Hook
The Badge is Dead. The Mechanism is Next.

Every major Indian brand now claims "dermatologist-recommended." It's table stakes — not
differentiation. The next trust signal: a named dermatologist on camera explaining why a specific % of
niacinamide addresses PIH. No Indian brand has built this at scale yet.
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Whitespace: Mechanism education video
CPM Arbitrage

$0.15 CPC — The World's Cheapest Signal

Testing a US-proven ingredient-education format for Indian skin concerns (PIH, monsoon acne, SPF)
costs Rs 15-20k for two weeks. Same cost as reaching 10,000 cold users — but it validates a full

creative direction. Most brands spend it on celebrity product shots instead.

India CPC: $0.10-0.30 vs US $14-25 CPM

Brand Creative Score Primary Hook Funnel Depth

The Minimalist Strong Ingredient-first / Full funnel
comparative

The Derma Co. Strong Dermatologist Full funnel
modular funnel

Dot & Key Moderate K-Beauty / glow / TOFU dominant
vitamin C
Plum Goodness Moderate Vegan / clean / TOFU awareness

cruelty-free

mCaffeine Moderate Single-ingredient TOFU / influencer
caffeine
Mamaearth Weak (DTC) Celebrity / TOFU broadcast

Ayurvedic / toxin-free
Pilgrim Moderate Global beauty rituals TOFU + discount

Juicy Chemistry Moderate Organic / certified TOFU lifestyle
formulations

Section 07 — TikTok Shop

TikTok Shop: Discovery Commerce

ASCI 2022 Position

High — never used
fairness

High — clinical
repositioning

Moderate — shifted
from fairness

Moderate — pivoted
language

Moderate

Low — fairness
adjacency history

Moderate

High — never used
fairness

TikTok Shop UK is the fourth-largest beauty retailer. K-Beauty brands achieve 35% higher basket value

than the skincare average through multi-step routine education.

Market TikTok Shop Status K-Beauty AOV Top Format
Premium
UK 4th largest beauty +35% vs category Live commerce
retailer avg education
us Top 5 brands growing COSRX +182% Q3 Creator UGC - shop
fast 2025
India Not available N/A Meesho / Nykaa
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Opportunity
High — now
High — now

Watch Nykaa Live
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#TikTokMadeMeBuyit?
The 6 Peptide Skin Booster Serum

OSRX

Case Study — COSRX x TikTok Shop US

COSRX TikTok Shop

One Creator Video. Top 5 Skincare Brand on TikTok Shop.

COSRX's +182% quarterly growth in Q3 2025 traces to one creator moment: Mikayla Nogueira (17M+
TikTok followers) highlighted the Peptide Collagen Eye Patch. The video crossed 12M views in five days
and drove COSRX into TikTok Shop's Top 5 US skincare brands. This validated the K-Beauty ingredient-
first UGC model on cold US traffic as the highest-converting format at that moment.

K-Beauty US sales reached $2B in 2025, up 37% YoY (NIQ Oct 2025). 70% of K-Beauty sales now happen
online.

+182%
COSRX average quarterly growth rate, Q3 2025. Source: NIQ / Cosmetics & Toiletries 2025.

Section — Regulatory Landscape

Compliance: The New Creative Constraint

Three markets. Three regulatory frameworks. Before/after is the most visible risk, but it's not the only
one. Here's what changed and what it means for your creative brief.

A High Risk — All Markets
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Before/After Imagery: The Format Brands Can No Longer Rely On

Brands that built Meta acquisition funnels almost entirely around before/after imagery when FDA
enforcement was lighter now face forced creative pullback. The brands that built ingredient-education
and structured UGC alongside before/after have absorbed the shift. Brands that did not are replacing
their entire creative foundation at full cost.

US — FDA Jan 2026

Digital advertising guidance and MoCRA's expanded oversight authority materially raise the risk profile
for before/after imagery. Audit active Meta ads. Flag any asset showing isolated skin state before and
after product use — these carry the highest enforcement risk.

UK — ASA Rules

ASA requires substantiation for all cosmetic claims. Clinical trial or observational evidence needed.
Testimonials require documented routines, defined time periods, and representative "results may vary"
language — not fine print. Before/after imagery flagged under misleading advertising standards.

India — ASCI 2022

ASCI guidelines prohibit before/after imagery for cosmetic products that imply medical-grade results.
"Toxin-free" and "chemical-free" language increasingly challenged. Skin-tone claim language strictly
regulated. Ingredient mechanism claims are safer ground.

The Compliant Alternative

The "Before-Concern" Narrative Format

GoPure's model: give creators a 4-week testing window with a documented routine and the latitude to
describe their experience. The creator describes their skin state before — without showing isolated
imagery — then shows product use, then describes what they noticed. The resulting content is genuine
testimonial with a substantiated basis that meets FTC requirements. GoPure runs this at scale with
50,000+ affiliates. Build compliant alternatives for each asset you'd need to pull if enforcement
intensified today.

Section 08

Hook Library

Eight hook structures specific to beauty and skincare. Real brand examples, saturation ratings, and the
markets where each is most underused.

01
Ingredient Reveal
"This 2% niacinamide does exactly one thing. Here's what it is — and what it isn't."

Name the ingredient. State the percentage. State the single most important mechanism. Eliminate one
false claim the consumer has probably seen. The Ordinary built a brand on this structure. Minimalist
India used it to reach Rs 200 crore in four years.

High saturation US/UK Medium India Best: The Ordinary

02
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Problem Identification
"If you have oily skin and nothing has worked, the problem is probably not your cleanser."

Name the skin concern precisely. Identify the misdiagnosis (the consumer is solving the wrong
problem). Reframe the cause. Introduce the product as the correctly targeted solution. Topicals uses
this for hyperpigmentation. The Derma Co. uses it for acne at TOFU.

High US Medium India/UK Best: Topicals

03

Dermatologist Proof

"Recommended by 94% of dermatologists in our study." A India saturation note.

The badge variant is fully saturated in India. The version that converts in 2026 is mechanism education:
a named doctor explaining why a specific ingredient addresses a specific concern. The badge is
hygiene. The explanation is differentiation.

India badge: SATURATED Education variant: Medium Best: Minimalist

04

Before-Concern (Compliant)

"What my skin looked like before | understood my skin barrier — and what changed when | did."

Describe a skin concern state (not show isolated before/after imagery). Frame the shift as an education
moment. Show product use, not skin transformation. FDA/ASA-compliant. GoPure's 4-week creator
testing model produces this at scale with 50,000+ affiliates.

Low — Opportunity (all markets) Best: GoPure (US)

05

Founder Origin

"l created this because no clinic had what | needed. Here is what | found."

Founder-led ads achieve 2.3x higher engagement and 41% lower CPA than generic creator UGC (Aspire
2025). Trinny London is the UK's best documented example at scale. In India, this model is almost
entirely absent — no major Indian skincare brand uses founder-led paid creative as a primary
acquisition format.

High US India: Low — Opportunity Best: Trinny London

06

Skin Type Targeting

"This is not for everyone. It is specifically for people with a compromised skin barrier."

Explicit exclusion, then explicit inclusion. A brand that says "this is not for oily skin" is demonstrating
product knowledge, not limiting its market. In India, the overwhelming majority of ads target "all skin
types" and convert none of them decisively.

Medium US Low — Opportunity India/UK Best: The Ordinary

07
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Routine Integration
"This is step 2. Here's exactly why the order matters, and what happens if you skip it."

Assign the product a fixed position in a routine. Explain the mechanism behind the order. Explain the
consequence of skipping. K-Beauty brands on TikTok Shop UK achieve 35% higher basket value through
multi-step routine education. This is the creative mechanism behind that AOV premium.

Medium US Low — Opportunity India/UK Best: K-Beauty TikTok Shop

08

Skeptic Conversion

"I thought active ingredients were just marketing. | ran a 30-day test. Here's what the data showed."

Stated prior scepticism. Defined test. Specific observable outcome. Conclusion. This hook mirrors the
consumer's own internal objection: 73% distrust brand claims. A creator who leads with "I was sceptical
too" starts from the consumer's existing mental position rather than fighting it. The least-used high-
performing hook across all three markets.

Low — Opportunity (all markets) Brand: Krave Beauty (partial)

Section 09

Mistakes Already Made in Beauty

Four documented cases where brands used the wrong creative strategy, faced consequences, and
changed direction. Named brands, real mechanisms, honest assessments of outcome.

01

The Before/After Dependency Trap — US Brands, 2023-2025

Multiple US skincare brands built Meta acquisition funnels almost entirely around before/after imagery.
The January 2026 FDA guidance raised the risk profile materially. Brands that didn't simultaneously
build compliant creative libraries are now replacing their entire creative foundation. The error was not
running before/after — it was not building the alternative at the same time.

02

Celebrity-Only Campaigns and the LTV Trap — India, Mamaearth 2022-2024

Mamaearth at Rs 1,500 crore shows the limits of celebrity-first brand building. Its growth is slowing
while The Derma Co. and Aqualogica grow faster without celebrity dependence. Celebrity campaigns
drive awareness spikes and weak LTV because the trust mechanism is parasocial. Minimalist holds 60%
repeat rate with no celebrity spend. The data shows which model builds durable LTV.

03

Vague "Clean" Claims Without Ingredient Specificity — US and India

Drunk Elephant's "suspicious six" marketing claimed six specific ingredients cause skin problems
without scientific substantiation — dermatologists publicly criticised the claims. Post-Shiseido, the
brand moderated its language. In India, WOW Skin Science and early Mamaearth used "toxin-free" and
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"chemical-free" language increasingly challenged by an ingredient-literate cohort that Minimalist's own
marketing educated.

04

Discount Dependency as a Growth Strategy — India, Multiple Brands

Brands reporting strong revenue during Nykaa Big Beauty Fest events frequently show weak inter-sale
organic conversion. The model trains buyers to wait for sales rather than converting at full price. This is
a structural CAC problem that looks like a revenue metric. The brands with the highest discount
dependency have the weakest argument for paying full price — and they are the ones still building it.

Section 10

The Replenishment Creative Gap

Core Insight

Skincare is a replenishment category. Most brands advertise as if
it isn't.

A customer who buys a moisturizer once is worth a fraction of a customer who repurchases every 60
days for three years. Most Indian brands serve the same discount-led or celebrity-feature ads to all
audiences, including buyers who purchased six months ago. At $0.15 CPC, a 60-day replenishment
campaign reaching 10,000 existing buyers costs the same as reaching 10,000 cold users — but
converts at 3-5x the rate.

Brands Running Replenishment Creative
e Paula's Choice (US) — Hero product replenishment emails timed to 30ml consumption cycles (~60
days). Bundle upsell after first purchase. Routine expansion ads for single-product buyers.

e Tula Skincare (US) — Subscription model with dedicated retention creative. "Your routine at 90 days"
progress content. Distinct creative for reorder vs new visitors.

* Medik8 (UK) — CSA (Cleanse-SPF-Activate) protocol advertised as a system, creating natural
replenishment logic: all three products run out on similar cycles.

Brands Treating All Audiences Identically

* Mamaearth, Plum, mCaffeine, Pilgrim serve the same discount-led or celebrity creative to all Meta
audiences regardless of purchase history.

* Dot & Key runs product launch creative to existing buyers as if they were cold traffic.

e Minimalist holds a 60% repeat rate but does not appear to run publicly visible distinct retention
creative — a gap even the market leader has not closed.

Section 11
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CMO Action Plans

Three separate action plans for India, US, and UK brands. Sequenced by week, month, and quarter.
India plan includes three specific ad concepts ready to brief today.

For India Brands

For US Brands

For UK Brands

Week 1 — Audit and Immediate Launch

Pull your last 30 days of Meta active ads. Categorize each as: discount-led, celebrity/influencer product
shot, ingredient education, or skin-concern specific. If more than 60% fall in the first two categories,
you have a structural creative problem, not a targeting problem.

Identify your two highest-performing products by repeat purchase rate. These are your replenishment
anchor products. Every action in week 1 should connect back to these two products.

Brief two to three ingredient-education Reels today. Format: problem-identification opening (name the
skin concern in the first 3 seconds), ingredient mechanism (one sentence, specific), product as the
specifically targeted solution. No lifestyle context. No "glowing skin" language. Brief this week; shoot
this week.

Month 1 — Funnel Structure

Build your first modular funnel structure. TOFU: one skin-concern video per major concern (minimum
three). MOFU: one ingredient carousel per concern explaining the active mechanism. BOFU: urgency-led
product creative at full price with a specific CTA. Do not use discount as the BOFU conversion lever until
you have tested the education-led rate.

Commission one dermatologist-cited content series that goes beyond the badge. Brief: 60-second
video, named dermatologist, specific ingredient, specific mechanism, specific skin type it is most
effective for, and one common misuse to avoid. This separates your claim from every competitor
running the same "dermatologist-recommended" badge overlay.

Separate your Meta audiences into three buckets: cold (no website visit), warm (website visit, no
purchase), and existing buyers (purchased). Run structurally different creative to each. For existing
buyers, run replenishment reminder creative. This single step is the highest-ROlI media move available
at India CPMs.

Quarter 1 — Scale and Test

Build 4-5 structurally distinct creative formats running simultaneously. Formats needed: structured UGC
demo, ingredient education video, skin-type targeted video, founder or expert short, and
replenishment/retention creative for existing buyers.

Test the India CPM arbitrage. Take three proven US or UK ingredient-education formats and adapt the
hook to Indian skin concerns (PIH, monsoon acne, SPF literacy). Budget: Rs 15,000-20,000 per format
for a two-week test.

Build your first replenishment sequence: 30-day check-in creative, 60-day replenishment prompt, 90-
day routine expansion ad. Run to all buyers who purchased 25-35 days ago. Track separately from cold
acquisition ROAS. Expect 3-5x higher conversion rate than cold audience creative.

Three Ad Concepts to Brief This Week
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Concept A — "The Monsoon Skin Problem Nobody Names"

Opening: "Every monsoon, oily skin gets worse, not better. Here's the actual reason." Cut to: the
science of how humidity simultaneously increases TEWL and sebum production. Product: 2% Salicylic
Acid serum as the specifically targeted solution. CTA: "This is what it does. Here's the concentration that
matters."

Format: 25-second Reel, no lifestyle B-roll, ingredient overlay graphics, dermatologist or founder
voiceover. Run TOFU June-September for monsoon season. ASCl-compliant: no skin-tone language,
mechanism-based claim only.

Concept B — "What 10% Niacinamide Doesn't Do (And Why That's the Point)"

Opening: "This does not lighten your skin. That's not what niacinamide does." Explain: it regulates
melanin transfer, addressing the process, not the skin tone. Comparative: why 10% vs. 5% matters for
PIH specifically.

Format: 5-slide carousel, text-led with ingredient graphic overlays. ASCl-compliant: makes no skin
colour claim; addresses a biological mechanism. Run year-round MOFU to warm audiences.

Concept C — Replenishment: "You Bought [Product] 45 Days Ago. Here's What to
Add Next."

Audience: Existing buyers 30-50 days post-purchase. Content: "If you've been using [product]
consistently, your skin barrier is probably ready for step 2." Product: complementary product
(moisturizer if they bought a serum, SPF if they bought actives).

Format: 20-second Reel, conversational tone, no production budget required. Highest-ROI creative
available at India CPMs. Do not run to cold audiences.

Compliance Risk Mitigation — Immediate

Audit all active Meta ads for before/after imagery. Flag any asset showing isolated skin state before and
after product use. These carry the highest FDA enforcement risk under January 2026 digital advertising
guidance. Build compliant alternatives using the before-concern narrative format for each affected
asset.

Build a compliant result-demonstration library using GoPure's model: give creators a 4-week testing
window with documented routine and the latitude to describe their experience. The resulting content is
genuine testimonial with a substantiated basis that meets FTC requirements.

Creative Efficiency at $14-25 CPM

Segment creative by skin concern (oily/acne, dry/aging, sensitive, hyperpigmentation) rather than
demographic. Build separate TOFU assets per concern. Same product, different creative context based
on who is looking at it and why. This is the beauty equivalent of enriched DPA.

Build 4-5 structurally distinct formats simultaneously. At US CPMs, brands running a single hero ad and
waiting for performance before building the next creative are paying $14-25 CPM for insufficient signal
diversity.

Build explicit replenishment creative for existing buyers: replenishment reminders timed to product
consumption cycles, routine expansion ads (step 2 after step 1 purchase), and bundle upsell sequences.
At US CPMs, re-engaging existing buyers is the highest-return media deployment available.

Clinical Credibility as Scalable Creative

QUICKADS / RESEARCH LIBRARY 20



Map your ingredient range to the clinical evidence available for each active (observational, clinical trial,
randomized controlled). This is not for advertising claims — it is for briefing creators and dermatologist
partners on what they can specifically state. ASA requires substantiation; specificity is what provides it.

Build ASA-compliant testimonial structures: documented routines, defined time periods, "results may
vary" language that is representative (not a fine-print disclaimer) and customer-diverse in skin type and
concern.

Build your TikTok Shop education-first live commerce strategy. Brief your first live around ingredient
education: a 30-minute session on your hero active, its mechanism, who it is for, and how to layer it.
This is the format driving the 35% AOV premium in K-Beauty TikTok Shop UK baskets.

Section 12

Five Patterns Separating the Best Beauty
Brands from the Rest

Named brands. Verified numbers. Clear mechanisms. One apply-it instruction per pattern, specific
enough to act on without further research.

01

Ingredients as Identity, Not Copy Footnotes

The Ordinary made the ingredient name the product name. Every ad, every PDP, every OOH execution
is built around a specific active at a specific percentage. Minimalist replicated this model in India and
reached Rs 200 crore in four years at a 4:1 ROAS. The mechanism: the ingredient IS the hook, the
product name, and the call to action simultaneously. There is no gap between what the product is and
what the ad says. That coherence is the trust signal.

Apply It Build a product naming system that puts the active ingredient and percentage in the product
name, not the product description. If your ads lead with a brand name before the ingredient, your CPC
is structurally higher than it needs to be.

02

Creative Longevity Through Structural Repetition, Not Creative Reinvention

Naturium's average top ad ran for 666 days. Youthforia's ran for 663 days. The category median is 182
days. The difference is not better creative — it is creative built around a repeatable structure: demo-
first, problem-solution arc, product proof, clear CTA. The structure is the asset. The specific content
within the structure is replaceable. Brands running monthly creative refreshes are building a new
system every month. Brands running structural formats are refreshing content within a proven system.

Apply It Define one structural brief for your TOFU UGC: problem statement (one sentence), ingredient
mechanism (one sentence), visible product use (demo not lifestyle shot), outcome description (what
they noticed, not what the product promises). Brief all creators to this structure. Variation lives in the
problem and the creator. The structure stays fixed.

03
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Skin-Concern Segmentation Over Demographic Targeting

COSRX's +182% quarterly growth on TikTok Shop US was driven by content addressing a specific
concern (depuffing) and creator content demonstrating that specific benefit visually. The Derma Co.'s 6-
7% BOFU CVR results from TOFU creative that identifies a concern and MOFU creative that educates on
the ingredient targeting it. Brands building concern-segmented creative convert at 5.8-7.1% on cold
traffic versus the 3.2% industry average.

Apply It Map your product range to a maximum of four skin concerns. For each concern, build one TOFU
video that names it in the first three seconds. Run all four simultaneously to cold audiences. The
concern that drives the lowest CPA is your hero acquisition segment for Q3.

04

Education That Converts Sceptics, Not Just Believers

73% of skincare consumers distrust brand claims. The brands that convert sceptics consistently
outperform. The Ordinary's "Periodic Fable" validates the sceptic's distrust and positions The Ordinary
as the exception. Krave Beauty's anti-overconsumption positioning does the same. Consumer distrust
of beauty advertising is a targeting filter, not a problem to solve. Leading with "we know you're
sceptical, here's why we're different" converts the consumers who will never respond to a brand that
doesn't acknowledge it.

Apply It Write one ad that opens with the consumer's most common objection. Start the script: "If
you've tried [category] before and it didn't work, here's probably why." Identify the mechanism failure.
Position your product as the specific correction. This is the skeptic conversion format. It is underused in
all three markets.

05

Platform Architecture Matched to Funnel Stage

TikTok Shop UK is the fourth-largest beauty retailer. K-Beauty brands achieve 35% higher basket value
through multi-step routine education. Meta drives 5.8-7.1% CVR with founder-led creative versus 3.2%
with generic content. TikTok is discovery commerce: full purchase cycle in one interaction. Meta is
structured funnel: TOFU awareness, MOFU education, BOFU conversion across multiple touchpoints.
Brands treating all platforms as distribution channels for the same content underperform on all of them.

Apply It Assign each major platform one funnel stage: TikTok for discovery and immediate conversion;
Meta for structured education funnel; Nykaa for category authority and clinical positioning. No asset
should run across all three without platform-specific adaptation. Write this into your briefing template
this week.

About QuickAds
QuickAds.ai — Al Creative Engine

Research winning ads. Generate high-converting creatives. Scale ROAS. All under one roof. The data in
this report was built using the QuickAds ad intelligence library.

20M+
Ads in Library
35+

Languages
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23K+
Brands Trust QuickAds
Ad Intelligence

Search and analyze competitor ads across Meta, Google, TikTok. Filter by industry, format, hook type,
engagement, brand, and market. The 20M+ library is updated continuously.

Creative Production

Generate high-performing ad creatives using Al Static, video, carousel. From brief to live creative in
minutes. The production bottleneck is solved — now strategy is the constraint.

Want to scale creative production while improving ROAS?
Visit quickads.ai -
QuickAds.ai

D2C Beauty & Skincare Creative Intelligence Report 2026 - Built with the QuickAds Ad Library -
quickads.ai

Get In Touch

Schedule a Call

Fill out this form and our team will get back to you shortly.
By submitting, you agree to receive communications from Quickads.ai
html Floating CTA Button

Schedule a Call
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