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This report looks at the following areas:

< How can the anti-aging skincare category return to positive sales growth?
< How can the anti-aging skincare category be easier to shop?
= How can the mass anti-aging skincare market better compete with the prestige market?

After years of growth, the anti-aging skincare category has experienced declines between 2011 and
2013. An increasingly competitive and saturated marketplace, combined with the migration of anti-
aging claims to other categories beyond skincare is likely inhibiting growth. While current economic
trends should benefit the category, it is likely at the expense of the mass market. The prestige anti-
aging skincare market appears to be growing, as consumers are willing to spend more on anti-aging
skincare and may see value in using prestige or dermatologist endorsed brands. On the contrary, the
mass anti-aging skincare is increasingly confusing to shop, often with little assistance from associates,
potentially sending shoppers to other retail outlets, other product categories, or discouraging purchase
altogether.

However, despite slumping sales, there are growth opportunities within the anti-aging skincare market.

Shoppers express high levels of interest in new claims and benefits including customized skincare
solutions based on usage occasion (ie season, time of day). In addition, creative retailing and more
education/in-store information could make the category easier to shop, helping to increase usage and
awareness of new items and benefits. Lastly, men, multicultural, and older consumers are all relatively
untapped demographic groups, and represent growth opportunities for the category.

DID YOU KNOW?

more holistic view of this market

“Lines between the anti-aging and general facial skincare
categories continue to blur, hampering sales growth for
both markets. Offering shoppers more targeted solutions
to while also providing them with more informational tools
will be essential in driving future growth while also better
differentiating the two markets.”

— Shannon Romanowski, Senior Beauty and

Personal Care Analyst
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Interest in New Claims and Benefits

Key points
Anti-aging skincare users express high levels of interest in claims, benefits

Shoppers value convenience, customized skincare solutions
Figure 55: Any interest in new claims and benefits, by gender, December 2013
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Figure 56: Any interest in new claims and benefits, by age, December 2013

Race and Hispanic Origin
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Hispanic and Asian consumers highly engaged in anti-aging skincare

Figure 57: Use of anti-aging skincare, by race/Hispanic origin, December 2013
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Figure 60: Choosing anti-aging skincare, by race/Hispanic origin, December 2013

Interest in new claims and benefits is high
Figure 61: Interest in new claims and benefits, by race/Hispanic origin, December 2013
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Figure 66: Choosing anti-aging skincare, by spending on anti-aging skincare, December 2013
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Figure 72: Interest in new claims and benefits, December 2013
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Appendix — Social Media
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Figure 79: Elizabeth Arden usage or awareness, by demographics, November 2013
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Appendix — Market Drivers

Consumer confidence
Figure 96: University of Michigan’s index of consumer sentiment (ICS), 2007-13

Unemployment

Figure 97: US unemployment rate, by month, 2002-13
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Figure 102: US population, by age, 2009-19

Figure 103: US households, by presence of own children, 2003-13

Appendix — Trade Associations

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/680555/
mailto:oxygen@mintel.com

	Anti-Aging Skincare - US - February 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Application
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Retail Channels
	Leading Companies
	Innovations and Innovators
	Marketing Strategies
	Social Media
	Usage of Anti-aging Skincare Products
	Spending on Anti-aging Skincare Products
	Behaviors of Higher Category Spenders
	Reasons for Using
	Shopping Behaviors
	Choosing Anti-aging Skincare Products
	Interest in New Claims and Benefits
	Race and Hispanic Origin
	Appendix – Other Useful Consumer Tables
	Appendix – Social Media
	Appendix – Market Drivers
	Appendix – Trade Associations



