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This report looks at the following areas:
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services market

treatments are a part of
beauty services many routines thanks to
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« Consumer engagement with select professional

« Sources of information when researching professional beauty services

« Attitudes and behaviors toward professional beauty services

Overview

The professional services market saw a rebound after being suppressed by the COVID-19
pandemic, with a majority of adults under 45 participating in at least one professional
service. While professional beauty treatments were once reserved for spas and luxury
markets, med spas, retailers and lower-priced service providers are making it easy and
affordable for consumers to participate.

With wider acceptance of cosmetic procedures and increased influence from social mediq,
adults are turning toward professionals (dermatologists, aestheticians) and peers as a source
of truth in determining efficacy, trustworthiness and safety of products and services
associated with the market.
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A maijority of adults not participating in the services market plan to keep it that way, but

opportunities still exist to promote new services and at-home alternatives to certain
demographics. As the market continues to evolve, a focus on convenience, holistic wellness
and elevated experiences will be a top priority, all while managing the tender balance of
price and innovative techniques.

Americas: +1(312) 932 0400
BUY THIS REPORT NOW Chin: +86 (21) 6032 7300
Germany: +49 (0) 211 3399 7411

€4400.00 | £3695.00 | $4995.00* Indic: +9122 4445 1045

Singapore: +65 6653 3600

store.mintel.com Thailand: +66 2 821 5122
UK: +44 (0) 20 7606 4533

*These prices are correct at time of publication, but are subject to change due to currency fluctuations. MINTEL




Professional Services - US - 2023

Report Content

« Definitions

EXECUTIVE SUMMARY

+  What you need to know

« Consumer trends: key takeaways
«  Market predictions

«  Opportunities

THE MARKET

Market context

Market drivers
+ Rising prices have consumers clutching their wallets for now
« However, consumers are moving back to discretionary spending
- Graph 1: GDP percentage change based on chained 2012 dollars, as of 09/18/2023
« Federal student loan repayments may stunt BPC market growth
+ Low-cost services appeal
+ The juxtaposition of long-term results and instant gratification
+ Beauty standards now influenced by our 'filtered' peers and selves
+ Social media impacts our standards, for better or for worse
+ Cosmetic surgery becomes less taboo
+  Wider accessibility of services outside of traditional spas

« Are spa and wellness memberships the new gym memberships?

Market size

+ Market size definition

+ The market recovers post-COVID-19 pandemic
+ Household spend ramps up

- Graph 2: average annual household spending on professional services, 2018-23

COMPETITIVE STRATEGIES

+ Brands showcase dermatologist-backing and acne treatments

« Dermatologists use their social platforms to drive education, treatments and product
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Telehealth connects consumers to dermatologists

Holistic wellness for all of women's concerns

Even with some embracing their age, 'tweakments' dominate content

Education and accessibility of information in a fast-paced world
A one-stop digital shop for product and services education

In the spotlight: Ozempic's impact on the skin

Position premium services as an investment or 'treat’

Premium services and product concepts collide

Immersive spas showcase the importance of elevated experiences

Immersive experiences go viral

Wellness treatments support beauty consumers

The power of social connection: Wellness Social Clubs

Med spa footprints grow, but genericization of services possible
Capital investment drives growth in aesthetic services practices
On-demand apps see investments, oo

Facial bars franchises focus on speed and subscription

Men need support, too

Support men beyond haircare

Use beard care as a gateway

CONSUMER INSIGHTS

The professional services consumer: fast facts

Treatments received

Massage and hair removal most-used treatments

- Graph 3: professional beauty/grooming services received in the last 12 months, 2023

Both men and women under 45 seeking a variety of treatments

- Graph 4: professional beauty treatments, by gender and age, 2023
Only 1in 5 Gen Zs and Millennials not participating in the professional services market
- Graph 5: professional beauty/grooming services received in the last 12 months, by generation, 2023

Almost one in five treatment users are receiving 5+ types of treatment

Over half of those under 45 receive 3+ types of treatments
- Graph 6: number of beauty treatments received, 2023

What types of treatments make up their repertoires?

- Graph 7: select number of types of beauty treatments received in the last year, repertoire, 2023

Don't count out Millennial men for facial treatments...

- Graph 8: professional beauty/grooming services received in the last 12 months, by gender and generation, 2023
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..or hair removal services

- Graph 9: professional hair removal services used in the last 12 months, by select gender and age, 2023

Some treatments resilient no matter financial situation

- Graph 10: select professional beauty/grooming services received in the last 12 months, by financial situation, 2023
Hispanics hyper-engaged with services

- Graph 11: professional beauty/grooming services received in the last 12 months, by Hispanic origin, 2023

Position treatments toward specified skin tones

Treatment locations

Consumers spread across service locations

- Graph 12: treatment locations, 2023

Mobile services and the spray tanning customer

Make spas a one-stop shop for treatments

- Graph 13: professional treatments in spa locations, by gender, 2023

Keep digital presence consistent for the discovery phase

- Graph 14: professional treatments at dermatologist office, by gender, 2023

Educate men on their skin needs

Offer services in conjunction with younger consumer habits

- Graph 15: facial treatments (hands-on or device facial, facial hair removal, skin condition treatment, massages) by
locations, by age, 2023

In the spotlight: Hydrafacial

Q2 2023 Highlights for The Beauty Health Company

Wide accessibility and professional training expands name

Hydrafacial partners with well-known brands to push boosters

Brand collaborations build global awareness

Experiential tour takes brand beyond facials

Retail shop-in-shops appeal to younger consumers

- Graph 16: treatments in a salon/barber in a retail outlet (eg department store, shopping center)

Ulta Beauty: a one-stop-shop

Intentions for the future

The first step is getting customers in the door

At-home alternatives appeal to younger adults, 25-34s may seek top ups

- Graph 17: intentions of those who have had any professional beauty treatments in the last 12 months, by age, 2023
Capture the young Black demographic

- Graph 18: intentions of those who have had any professional beauty treatments in the last 12 months, Black adults aged

18-34, 2023

Support Botox/filler users through a multitude of products and services
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- Graph 19: intentions of those who have had any professional beauty treatments in the last 12 months, by type of beauty

treatment, 2023
Facial treatment users are more likely to use at-home products and experiment with new services

- Graph 20: intentions of those who have had any professional beauty treatments in the last 12 months, by type of beauty

treatment, 2023

Start with the face, build to the body

'Non-treatment' adults plan to keep it that way

- Graph 21: intentions of those who have NOT had any professional beauty treatments in the last 12 months, 2023
Low-cost, easy-explanation solutions at home: dermaplaning

Younger consumers more apt to try

- Graph 22: intentions of those who have NOT had any professional beauty treatments in the last 12 months, by age, 2023
Offer options across routines

When money's tight, offer value-oriented solutions at home

- Graph 23: intention of those who have NOT had any professional treatments in the last 12 months, by financial situation,
2023

Tech tools target the at-home market with quick treatments

Brand preference for post-cosmetic services recovery products

Even amongst premium services, mass brands reign supreme

- Graph 24: brand preference for post-treatment recovery product, 2023

CeraVe's derma-positioning cuts through

CeraVe continues to grow across facial skincare segments

Specialized brands must highlight added value

- Graph 25: brand preference for post-cosmetic surgery recovery product, by age, 2023

Financial situations aren't a deciding factor in brand preference for many

- Graph 26: brand preference for post-cosmetic treatment recovery product, by financial situation, 2023
Trusted retailers message eligible tax-free purchasing to make the sale

In-house brands can build trust through first-hand usage

- Graph 27: brand preference for post-cosmetic treatment recovery product, by race and Hispanic origin, 2023

Interest in beauty treatments among non-treatment users

Start with the basics

- Graph 28: interest in beauty tfreatments among non-treatment users, 2023

Females drive interest among non-treatment users

- Graph 29: interest in beauty treatments among non-treatment users, by gender, 2023
Brands build on acceptance of injectables

Appeal to adults through low cost and efficient services

- Graph 30: interest in beauty treatments among non-treatment users, by age, 2023

'Sugaring' positioned as a natural alternative

MINTEL



Professional Services - US - 2023

Services and products as an alternative to traditional waxing

Sources of information

Highlight professionals, but don't forget about peers

- Graph 31: sources of information - ranked (up to 3), 2023

FDA-cleared claims touted in trending professional devices

Women may turn to friends and reviews

- Graph 32: sources of information — any rank (up to 3), by gender, 2023

TikTok is 18-24s' top-ranked resource

- Graph 33: top ranked source of information (ranked 1st), by age, 2023

Aestheticians and social media are sources for 'super users'

- Graph 34: sources of information — any rank (up to 3), by number of treatment types, 2023

Showcasing expertise goes beyond the service chair

Attitudes toward professional treatments

Treatments and wellness habits go hand-in-hand

Emphasize efficacy as a 'luxury' attribute

Elevate the service industry with holistic wellness concepts and themes
- Graph 35: attitudes toward professional treatments, by age, 2023
Eastern modalities and energetic therapy enters the spa space
Wellness themes span to the face

Use product packaging to elevate functionality

Test new treatments and receive feedback from hyper-engaged groups

- Graph 36: attitudes toward professional tfreatments, by treatment type used, 2023

APPENDIX

Market definition

Total market (inflation-adjusted)
Consumer research methodology
Generations

Abbreviations and terms
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by Kantar Profiles (See
Research Methodology for more information).
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