
THE SECRET 
SUCCESS FACTOR 
How skincare can enhance procedural outcomes exponentially. 

To anyone paying attention to trends in the aesthetics
industry, all the numbers add up to an unmistakable
conclusion: It's a very good time to be a provider spe
cializing in cosmetic procedures.

According to the American Society of Plastic 
Surgeons (ASPS), Americans spent over $15 B on cosmetic 
procedures in 2016, and while surgical procedures made 
up only about 10 percent of the 17 million total cosmetic 
procedures performed that year, spending in this category 
topped $8 B. More telling, perhaps, is the 132 percent rise 
in the number of procedures performed from 2000 to 2016, 
suggesting a veritable explosion in market demand. 

And its not just women getting procedures, anymore-the 
number of men seeking invasive procedures has climbed 28 
percent since 2000. The male demographic now constitutes 
13 percent of surgical cosmetic procedure market share. 
There is also a shift in the age demographic among individu
als seeking cosmetic procedures: although almost 40 percent 
of surgical and nonsurgical procedures were performed in 
individuals 35-50 years, 11 percent were in individuals over 
the age of 65. According to the ASPS, "combined surgical 
and nonsurgical procedures for men and women 65+ have 
increased by 89 percent in just five years." 

The truly exciting part, though, is that the upward trends 
and future projections suggest that the cosmetic surgery and 
procedure market has not yet reached its ceiling. By 2025, the 
global market could be worth more than $40 B, bolstered by 
volume increase and a market infrastructure that not only 
supports said growth, but that also influences its relevance. 
For example, one of the suggested drivers of future growth 
in the cosmetic industry is the exponential expansion in the 
technology sector, particularly in social media, which in turn 
appears to be spurring consumer demand for goods and ser
vices that impact self-esteem. According to some metrics, the 
average member of the millennial generation will take more 
than 25,000 selfies in his or her lifetime. What impact that has 
or will have on our society is one of the pressing issues of our 
times. That statistic reveals a trend toward greater beauty con
sciousness and its inextricable link to self-confidence. 

Simply put, market forces suggest that more and more 
people want to take photographs and they want to look 
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good when they take a picture, largely because they want 
to be able to share those photographs with friends and 
family members. Thus, the interaction between growth in 
social and digital media sectors and the cosmetic industry 
is synergistic and symbiotic, and it is further buoyed by the 
fact that consumers also have more disposable income than 
they have had in a decade. And they are willing to spend on 
cosmetic procedures, both non-surgical and invasive. 

But to focus on the economics of the aesthetics industry 
ignores the most tried and true of motivators in health
care. Innovation within the aesthetics sector has produced 
procedures and techniques that help practitioners meet 
and exceed consumer demand, which both increases confi
dence and increases interest in additional procedures. 

If there is an unspoken dilemma in all the numbers, 
though, it is that expectations for outcomes have only inten-

"My goal is to get patients involved 
in taking care of their skin at a young 
age. If they start in their mid 20s or 
early 30s, I know I can make them look 
fabulous going into their 40s, their 
50s, and their 60s, and so on." 

-Suzan Obagi, MD
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