PULSE - REPORT / CULTURAL DECODING

The Great Eye Patch
Convergence.

Three major beauty brands launched nearly identical hydrogel eye patches
within a three-week window, sparking immediate consumer chatter about
who copied whom. We analyzed the cultural fallout to understand if this
simultaneous rollout helps or hurts the brands involved. The data reveals a
highly educated consumer base that perfectly understands how beauty
supply chains work. Ultimately, the brand that wins this cycle will not be the
one that launched first, but the one that proves its formula works best inside

the shared packaging.
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- 00 EXECUTIVE SUMMARY - ONE PAGE

Consumers know the packaging is shared, so the battle
moves to the formula.

The hypothesis entering this analysis was that the simultaneous launch of identical eye patches from Fenty Beauty, Glow
Recipe, and Huda Beauty is a trend cycle trickling down from viral dermatological moments, and that the winner must
own the cultural conversation rather than just being first to market. The data confirms this, but with a massive twist:
consumers are not outraged by the identical formats, because they already understand that brands use shared
manufacturers. The conversation bears directly on the business objective of handling future simultaneous trend launches
by proving that transparency and formula differentiation matter far more than claiming proprietary innovation.

Ultimately, the brand that wins is the one that delivers the best serum and the most culturally relevant aesthetic.

WHAT THE DATA SHOWS:

Consumers correctly identify stock packaging and blame the supply chain, not the brands.

People immediately noticed the identical twist-dispensing tubs, but they attribute the convergence to shared manufacturers
pitching the same concept across the industry. This awareness neutralizes the risk of a massive "copycat" backlash.

Fenty Skin receives the most credit for pioneering the specific dispenser format.

Within the immediate three-brand launch window, Fenty is recognized as the pioneer of the self-slicing airtight packaging.
However, Glow Recipe and Huda Beauty still generate massive enthusiasm as fast followers.

The true cultural origin point for the hydrogel craze is K-beauty and celebrity ambassadors.

Long before this specific three-brand war, Laneige and its partnership with BTS member Jin established the baseline cultural
demand for hydrogel patches. The current Western brand launches are simply catching up to a standard set by Korean
skincare.

Aesthetic prints and serum efficacy are the ultimate whitespace opportunities.

Because the packaging mechanics are identical, consumers are making purchase decisions based on which brand offers the
cutest aesthetic (like leopard print) and which formula actually delivers hydration without drying out.

STRATEGIC TAKEAWAY

Stop fighting over who invented the tub. When the market is flooded with identical hardware, the only way to

win the cultural conversation is to own the software - your specific serum formula, your unique visual aesthetic,
and your cultural alignment. Future trend responses must pivot immediately to what is inside the jar, because the

modern consumer already knows where the jar came from.




- 01 THE BRIEF & THE DATA

What we asked and where we looked.

This intelligence report addresses a specific set of critical questions surrounding the simultaneous launch of hydrogel
eye patches by three major beauty brands. We set out to determine who launched first and if they received credit for it
in the cultural conversation. We investigated whether the audience response is focused on product efficacy or the optics
of multiple brands appearing to copy one another. We also tracked which brand is driving the most organic conversation,
identified the origin points of the trend, and mapped the sentiment splits to find the remaining whitespace opportunity

in a crowded market.

To answer these questions, we analyzed a dataset sourced from YouScan, capturing the live cultural reaction as these
products hit the market. The corpus encompasses 14.3K total mentions spanning social networks, news outlets, blogs,
forums, and reviews. We defined a mention strictly as posts, comments, subtitles, and extended reposts that actively
discuss the hydrogel patch trend and the specific brands involved. This ensures the analysis reflects genuine consumer

reaction and organic vernacular rather than just brand-seeded marketing copy.

The topline read of the landscape reveals an incredibly healthy conversation, boasting a net positive sentiment of +59%
overall. The Beauty Industry Trends theme leads the volume, demonstrating that consumers are highly engaged with the
macro movement of skincare innovation. Crucially, the anticipated risk of a negative backlash over brands copying each
other did not materialize as a crisis. Instead, the data shows a savvy, educated audience that understands how beauty

manufacturing works, allowing them to bypass the drama and focus on which product actually works best.

- 02 FINDINGS - THE OPTICS OF HOMOGENIZATION

Consumers see the identical packaging, and they know
exactly why it happened.

The "eye patch war" is recognized as a supply chain reality, not corporate espionage.

Audiences immediately spotted the nearly identical packaging across Fenty Skin, Glow Recipe, and Huda Beauty, driving the
Shared Manufacturing Fuels Product Homogenization story . However, instead of accusing brands of stealing ideas,
consumers correctly attribute this to manufacturers pitching the same stock concepts to multiple companies without
exclusivity . They discuss how packaging convergence is a standard industry practice rather than a scandal . This
high level of consumer education neutralizes the potential for a severe brand trust crisis.

You cannot spin a proprietary narrative around a stock component when your audience is this informed.
Attempting to claim sole invention of the packaging format will only damage credibility. Brands must acknowledge the shared
format gracefully and immediately pivot the conversation to what makes their specific iteration superior. The battle is won
through transparency, not defensive posturing.



Fenty Skin secures the innovation credit for the specific twist-dispenser format.

Within the immediate competitive set, Fenty Skin is consistently recognized as the pioneer of the self-slicing, airtight
dispenser . Conversations detailing the playful rivalry between the brands frequently highlight Fenty's early move in this
specific packaging war . Users actively discuss how this convenience-focused innovation changes the daily routine .
Even as other brands roll out identical tubs, Fenty maintains the cultural anchor as the first mover in this exact launch window.

Being first to market with the hardware does grant a temporary cultural halo, but it is fleeting. Fenty owns the
dispenser narrative right now, which forces competitors to fight on different terrain. The initial shock of the dispenser will wear
off quickly as it becomes the new industry standard. For the fast followers, the strategy must be to concede the hardware

innovation and out-market the pioneer on aesthetic appeal or formula strength.

Formula differentiation becomes the primary whitespace when packaging is identical.

Because consumers view the tubs as interchangeable, they are actively looking for the product formula to be the primary
differentiator . The data shows a deep dive into eye patch preferences where users question the efficacy of different
serums and complain when patches lack enough hydration . They are comparing the actual ingredients - like
niacinamide and peptides - rather than the plastic containers . The brand that proves its serum works best will capture
the long-term loyalty of this highly analytical audience.

Marketing copy that over-indexes on how fun the dispenser is will eventually fall flat. Consumers will quickly
habituate to the new twist mechanism and return their focus to the actual skincare benefits. The whitespace opportunity lies in
proving clinical efficacy and overwhelming hydration. If a brand's patches dry out faster than the competitor's, no amount of
packaging innovation will save the repurchase rate.

- 03 FINDINGS - CULTURAL ORIGINS AND AESTHETICS

The trend originated in K-beauty, and visual appeal drives
the current hype.

Laneige and BTS established the true cultural baseline for hydrogel patches.

While Western brands are fighting over the twist dispenser, the actual origin point of the massive consumer demand stems
from K-beauty's influence . The partnership between Laneige and BTS member Jin drives an overwhelming +85% net
positive sentiment in its dedicated story . Fans explicitly link his "Worldwide Handsome" visuals to the efficacy of the
product, creating a massive halo effect for the entire category . This dynamic proves that celebrity alignment and K-
beauty aesthetics built the market these new launches are currently tapping into.

The Western brand launches are participating in a trend, not inventing it. The audience already associates this
product format with specific Korean skincare standards. Understanding this origin point allows brands to align their messaging
with the established K-beauty expectations of deep hydration and glass-skin results. Ignoring the K-beauty influence means
missing the core reason why consumers want these patches in the first place.



Aesthetic prints like leopard and cheetah are massive conversion drivers.

Consumers are highly motivated by the visual design of the patches themselves, driving incredibly enthusiastic product
reception . The data reveals a specific frenzy around brands like Rhode releasing leopard-print patches, which users
describe as a "must have" purely for the aesthetic . Reviewers repeatedly highlight how cute the prints are, proving that
the patches function as content-creation props just as much as skincare . When formulas are similar, a highly shareable
pattern breaks the tie.

Eye patches are inherently performative skincare; people wear them in selfies and TikTok get-ready-with-me
videos. The visual impact of the patch matters just as much as the serum it delivers. A plain clear or white patch misses a
massive organic marketing opportunity. Brands must treat the surface of the patch as a canvas for cultural signaling, utilizing
prints and colors that users actively want to be seen wearing.

Enthusiasm for Huda and Glow Recipe remains sky-high despite being fast followers.

Even though they did not secure the "first mover" credit for the dispenser, Glow Recipe and Huda Beauty are generating
massive organic demand . Users express intense satisfaction with Glow Recipe's broader product line and appreciate
how the brand resolves customer service issues . Huda Beauty inspires strong brand love and immediate purchasing
desire from loyalists eager to try their specific iteration . This proves that a strong existing community will eagerly buy a
trend product from their favorite brand, regardless of who launched it first.

You do not need to be first to be highly profitable in a trend cycle. Consumers are perfectly willing to buy a late
entry if it comes from a label they already trust. If you have cultivated deep brand loyalty, your core audience will wait for your
version of a trending product. Fast followers should lean entirely into their unique brand voice and community goodwill rather
than trying to rewrite the timeline of the trend.

PLANNER'S TAKEAWAY

The true origin point is Korean skincare, not Western packaging. The current three-brand launch window is just a
localized skirmish inside a much larger K-beauty macro trend. Laneige and BTS built the consumer appetite for

hydrogel patches. To win the long game, brands must deliver the deep hydration that K-beauty promises, while

overlaying the highly shareable, aesthetic prints that Western consumers demand for their social feeds.

- 04 RECOMMENDATIONS

What to do with this.

These strategic moves are designed to help you navigate the current identical-launch landscape and prepare for the next
time a shared manufacturing trend hits the market. Every option serves the objective of owning the cultural
conversation by pivoting away from unwinnable hardware debates and focusing on formula, aesthetics, and community

trust.



T Pivot the marketing entirely to formula efficacy.

Because consumers explicitly recognize that the packaging is shared across the industry , they are actively looking
for the serum to be the differentiator . Stop talking about the twist dispenser and start proving that your patches
hold more serum, hydrate longer, and depuff faster than the identical tub next to it on the shelf. This directly answers

the consumer demand for product performance over optics.

WHO & WHERE TRADE-OFF

Brand marketing and product education teams across all Sacrifices the "innovator" halo on the packaging to win the

social channels. "best in class" title on the actual skincare.

SIGNAL OF SUCCESS FIRST STEP

A rise in user reviews specifically praising the hydration Audit current campaign copy to remove claims of

levels and active ingredients over the packaging. proprietary packaging and replace them with clinical serum
benefits.

2 Lean heavily into highly shareable aesthetic prints.

The data shows a massive spike in enthusiasm and purchasing desire for patches with cute, distinct patterns like
leopard print . Consumers treat these patches as visual accessories for their content [[c19]]. To stand out in a sea
of identical formats, the physical patch must look uniquely yours when worn on a TikTok feed. This capitalizes on the

whitespace opportunity for visual differentiation.

WHO & WHERE TRADE-OFF
Product development and influencer marketing teams. Requires faster design cycles and potentially limits the
perception of the product as "serious" clinical skincare.

SIGNAL OF SUCCESS FIRST STEP

An increase in organic user-generated get-ready-with-me Brief the product team on developing limited-edition, highly
videos featuring the distinct patch pattern. visual patch prints for the next restock cycle.

4 Acknowledge the shared manufacturing reality with humor.

Audiences are highly educated about stock packaging and are already discussing the "eye patch war" as a playful
industry quirk rather than a scandal . Brands that try to pretend they invented the format look out of touch.
Engaging with the similarity playfully builds trust and aligns with the positive reactions to humorous brand marketing

seen in the data [Is161].

WHO & WHERE TRADE-OFF

Social media managers and community engagement teams Requires a willingness to break the fourth wall and admit
on TikTok and Instagram. that the brand uses common industry suppliers.

SIGNAL OF SUCCESS FIRST STEP

Positive sentiment spikes in comment sections when the Draft a community management playbook that allows social

brand addresses the identical launches transparently. teams to lean into the "twin" jokes organically.



/, Position against the K-Beauty originators, not each other.

The actual cultural heavyweight driving the hydrogel trend is Laneige, bolstered by massive celebrity ambassador power
. Fighting Fenty or Huda over the tub format misses the real threat. To capture the highest volume of the market,
brands must prove their patches deliver the same K-beauty level of hydration and glass-skin results that consumers

originally fell in love with (Ic31].

WHO & WHERE TRADE-OFF
Brand strategy and macro-campaign planning teams. Shifts the competitive benchmark to a very high standard of
skincare efficacy rather than just a packaging gimmick.

SIGNAL OF SUCCESS FIRST STEP
Mentions comparing your product favorably to established Realign influencer talking points to compare the formula's
K-beauty staples in the hydrogel category. hydration retention directly against leading Korean brands.

- 05 WATCHLIST - 90-DAY SIGNALS

What could change the call.

The current conversation is highly positive and focused on the novelty of the packaging and the efficacy of the serums.
However, trend cycles driven by shared manufacturing move incredibly fast. We are monitoring these specific signals

over the next 90 days to ensure you are not caught off guard as the consumer relationship with this specific product
format evolves.

# SIGNAL TRIGGER TO REOPEN HORIZON

1 Serum evaporation A spike in negative sentiment related to patches drying out inside the new twist NOW
complaints. dispensers.

2 Packaging mechanical Users reporting that the self-slicing or twist mechanisms break before the 30 DAYS
failures. product is finished.

3 Aesthetic print Consumers expressing fatigue over every brand releasing leopard or cheetah 60 DAYS
saturation. print variations.

4 The next stock Early signals of multiple brands simultaneously teasing a new, identical 60 DAYS
packaging drop. dispensing format for a different product.

5 Shift away from A macro movement back to traditional creams or new materials, rendering the 90 DAYS

hydrogel. patch format culturally dated.



- METHODOLOGY & GLOSSARY

What Discover does, and what the labels mean.

DATA SOURCES AND TOOLS

YouScan ingests comment-level conversation and sentiment across earned and owned streams. Tellagence Discover -
the layer of Contextual Intelligence that brings data into full color - clusters themes, scores momentum, and compiles

the executive output. Clusters roll into stories, and stories roll into themes.

SENTIMENT DEFINITIONS

Total mentions: total record count processed in the cycle. Verified sample: total mentions excluding records without a
determinable sentiment. Positive / Negative Sentiment: percentage of explicitly positive / negative records in the

verified sample. Net Sentiment: Positive % minus Negative %.

CITATIONS

Chips such as trace each claim to the parent_reference of the theme, story, or cluster it came from in the source
data.

- APPENDIX: FULL QUERY

The exact query behind this data.

(("hydrogel slice under-eye patches" OR "hydrogel under eye patches" OR '"hydrogel eye patches" OR "under eye
patches" OR "under-eye patches" OR "eye patches" OR "under eye gels" OR "eye gels" OR "under eye masks" OR "eye
masks" OR #eyepatches OR #undereyepatches OR #undereyemasks OR #eyegels OR #hydrogelpatches OR
#hydrogeleyepatches)

/5

(@fenty OR "Fenty" OR #fenty OR "@fentybeauty" OR "Fenty Beauty" OR #fentybeauty OR @glow OR #glowrecipe OR
"Glow Recipe" OR "@glowrecipe" OR #glowrecipe OR"Huda Beauty" OR "@hudabeauty" OR #hudabeauty OR "Rhode" OR
"@rhode" OR #rhodeskin OR @bubble))

OR (eyepatchwars OR '"eye patch wars" OR #eyepatches2026 OR #eyepatchwar2026 OR (("eye patch" OR '"eye patches")
/3 (war OR slicex OR "packaging"))

OR "Hydrogel Eye Patches")

HYDROGEL EYE PATCHES POWERED BY TELLAGENCE DISCOVER



