
CHAPTER ONE:  INTRODUCTION ............................................................................ 1 

STUDY GOALS AND OBJECTIVES ................................................................. 1 

REASONS FOR DOING THE STUDY .............................................................. 1 

SCOPE OF REPORT .......................................................................................... 2 

INTENDED AUDIENCES ................................................................................. 2 

INFORMATION SOURCES ............................................................................... 2 

ANALYST CREDENTIALS ................................................................................ 3 

RELATED REPORTS ......................................................................................... 3 

BCC ONLINE SERVICES .................................................................................. 3 

DISCLAIMER ..................................................................................................... 3 

CHAPTER TWO:  SUMMARY ...................................................................................... 4 

SUMMARY TABLE  GLOBAL ANTI-AGING MARKET FOR 

“BOOMERS”, THROUGH 2013 ($ MILLIONS) ................................................. 4 

SUMMARY FIGURE  GLOBAL ANTI-AGING MARKET FOR 

“BOOMERS”, 2006-2013 ($ MILLIONS) ............................................................ 5 

CHAPTER THREE:  MARKET OVERVIEW ............................................................... 6 

FIGURE 1  ANTI-AGING MARKET ........................................................................ 6 

ANTI-AGING MARKET—MULTIPLE INDUSTRIES TAPPING IT .............. 7 

BOOMER ANTI-AGING MARKET—PROMISING BET IN 

ECONOMIC DOWNTURN ........................................................................... 7 

ANTI-AGING COMPANIES NEED TO OVERCOME HURDLES TO 

TAP BLOCKBUSTER POTENTIAL ............................................................ 7 

BOOMER ANTI-AGING DEMAND VARIES WITH DEMOGRAPHICS ........ 8 

MARKET DRIVERS ........................................................................................... 8 

BOOMER-RELATED MARKET DRIVERS ............................................ 8 

OTHER MARKET DRIVERS .................................................................. 9 

DEFINING ANTI-AGING MARKET APPLICATIONS .................................. 10 

FIGURE 2  ANTI-AGING APPLICATIONS PYRAMID STRUCTURE ............... 11 

TABLE 1  GLOBAL ANTI-AGING MARKET FOR BOOMERS, 

THROUGH 2013 ($ MILLIONS)....................................................................... 12 

ANTI-AGING PREVENTIVE HEALTH CARE MARKET VS. 

REACTIVE HEALTH CARE MARKET ..................................................... 12 

FIGURE 3  CHANGING APPROACH IN ANTI-AGING TREATMENT ............. 13 

ANTI-AGING —REVERSAL OF DISEASE ......................................... 13 

DEFINING ANTI-AGING PRODUCTS AND SERVICES MARKETS .......... 13 

TABLE 2  GLOBAL ANTI-AGING MARKET FOR BOOMERS, BY 

PRODUCTS AND SERVICES, THROUGH 2013 ($ MILLIONS) .................. 14 

DEFINING THE ANTI-AGING TECHNOLOGY MARKET .......................... 14 

DEFINING THE ANTI-AGING … (CONTINUED) ............................. 15 

CHAPTER FOUR:  ANTI-AGING BOOMER PRODUCT AND SERVICE 

MARKET ................................................................................................................ 16 



ANTI-AGING BOOMER PRODUCT MARKET .............................................. 16 

TABLE 3  GLOBAL ANTI-AGING PRODUCT MARKET, THROUGH 2013 

($ MILLIONS) .................................................................................................... 16 

TABLE 4  GLOBAL ANTI-AGING PRODUCT MARKET FOR BOOMERS 

BY REGION, THROUGH 2013 ($ MILLIONS) ............................................... 17 

ANTI-AGING APPEARANCE PRODUCT MARKET .......................... 17 

TABLE 5  GLOBAL ANTI-AGING APPEARANCE—COSMETIC 

PRODUCTS, THROUGH 2013 ($ MILLIONS) ................................................ 18 

TABLE 6  GLOBAL ANTI-AGING APPEARANCE PRODUCT MARKET 

BY REGION, THROUGH 2013 ($ MILLIONS) ............................................... 18 

Anti-aging Skin Care Products ................................................... 18 

Anti-aging … (Continued) ................................................ 19 

Innovative New Products Launched by Using 

Advanced Technologies ............................................... 20 

TABLE 7  GLOBAL ANTI-AGING SKIN CARE PRODUCTS THROUGH 

2013 ($ MILLIONS) ........................................................................................... 20 

TABLE 8  GLOBAL ANTI-AGING SKIN CARE PRODUCT MARKET BY 

REGION, THROUGH 2013 ($ MILLIONS) ..................................................... 21 

Anti-Aging Facial Care Products ..................................... 21 

TABLE 9  GLOBAL ANTI-AGING FACE CARE PRODUCTS, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 22 

Larger Entry Barriers for New Players ................... 23 

Barriers to Entry ....................................................... 23 

TABLE 10  LEADING TOP FACIAL ANTI-AGING PRODUCTS RANKED  

BY SALES, FY 2007 ($ MILLIONS) ................................................................. 24 

FIGURE 4  TOP PLAYERS IN ANTI-AGING FACIAL PRODUCTS 

MARKET SHARE  (%) ....................................................................................... 25 

TABLE 11  GLOBAL ANTI-AGING FACIAL CARE PRODUCT MARKET 

BY REGION, THROUGH 2013 ($ MILLIONS) ............................................... 26 

Competitive Developments in Anti-aging Skin Care 

Products ....................................................................... 26 

TABLE 12  NEW ANTI-AGING SKIN CARE PRODUCTS .................................. 26 

TABLE 12 (CONTINUED) ...................................................................................... 27 

Anti-wrinkle Product Market ........................................... 27 

TABLE 13  GLOBAL ANTI-WRINKLE MARKET, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 28 

Top Players and Products in Anti-aging 

Wrinkle Cream .................................................... 28 

TABLE 14  ANTI-WRINKLE PRODUCTS ............................................................ 28 

TABLE 14 (CONTINUED) ...................................................................................... 29 

TABLE 14 (CONTINUED) ...................................................................................... 30 

TABLE 15  NEW PRODUCTS —SERUM ............................................................. 30 

TABLE 15 (CONTINUED) ...................................................................................... 31 

TABLE 16  LEADING COMPANIES’ ANTI-WRINKLE PRODUCTS ................. 31 



TABLE 16 (CONTINUED) ...................................................................................... 32 

TABLE 16 (CONTINUED) ...................................................................................... 33 

Anti-Aging Skin Firming/Tightening Product 

Market .......................................................................... 34 

TABLE 17  GLOBAL SKIN FIRMING/TIGHTENER MARKET, 

THROUGH 2013 ($ MILLIONS)....................................................................... 34 

TABLE 18  NEW PRODUCTS—SKIN FIRMING/TIGHTENER ........................ 34 

Global Night Cream Market ............................................. 35 

TABLE 19  GLOBAL NIGHT CREAM MARKET BY REGION, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 35 

TABLE 20  NEW PRODUCTS—NIGHT CREAMS .............................................. 35 

TABLE 20 (CONTINUED) ...................................................................................... 36 

Top Companies’ Night Cream Products .................. 36 

TABLE 21  LEADING COMPANIES OF NIGHT CREAM PRODUCTS ............. 36 

TABLE 21 (CONTINUED) ...................................................................................... 37 

Anti-aging Moisturizer ..................................................... 37 

TABLE 22  GLOBAL ANTI-AGING MOISTURIZER MARKET BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................... 38 

Top Five Anti-aging Moisturizers Brands ............... 38 

FIGURE 5  TOP FACIAL MOISTURIZERS (%) ................................................... 39 

Top Selling Anti-aging Moisturizer Products .......... 39 

TABLE 23  NEW PRODUCTS—MOISTURIZERS ............................................... 40 

Top Companies and Their Respective 

Anti-aging Moisturizer Products ............. 40 

TABLE 24  LEADING COMPANIES’ ANTI-AGING MOISTURIZER 

PRODUCTS RANGE ......................................................................................... 41 

TABLE 24 (CONTINUED) ...................................................................................... 42 

Cleaners and Toners ......................................................... 42 

TABLE 25  GLOBAL CLEANSER MARKET BY REGION, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 43 

TABLE 26  GLOBAL TONER MARKET BY REGION, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 43 

TABLE 27  NEW PRODUCTS—CLEANSERS AND TONERS ........................... 44 

Top Selling Anti-aging Cleansers and Toners ......... 44 

TABLE 28  LEADING COMPANIES’ CLEANSERS AND TONERS .................. 44 

TABLE 28 (CONTINUED) ...................................................................................... 45 

TABLE 28 (CONTINUED) ...................................................................................... 46 

Microdermabrasion ........................................................... 46 

TABLE 29  GLOBAL MICRODERMABRASION MARKET BY REGION,  

THROUGH 2013 ($ MILLIONS)....................................................................... 47 

Top Selling Anti-aging Microdermabrasion 

Products ............................................................... 48 

TABLE 30  MAJOR HOME MICRODERMABRASION KIT PRODUCTS .......... 48 

Acne ................................................................................... 49 



TABLE 31  GLOBAL ACNE MARKET BY REGION, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 49 

Top Selling Anti-aging Acne Treatment 

Products ............................................................... 49 

TABLE 32  NEW PRODUCTS—ACNE ................................................................. 49 

TABLE 32 (CONTINUED) ...................................................................................... 50 

TABLE 33  LEADING COMPANIES’ ACNE PRODUCTS ................................... 50 

Global Anti-aging Multitasking Market .......................... 50 

Multiuse Skin Care Formulations Growing ............ 50 

TABLE 34  GLOBAL MULTITASKING PRODUCT MARKET BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................... 51 

TABLE 35  NEW PRODUCTS—MULTITASKING .............................................. 51 

TABLE 36  LEADING COMPANIES’ MULTITASKING  MULTI-

APPLICATION PRODUCTS ............................................................................. 52 

TABLE 37  NEW PRODUCTS—LOTION ............................................................. 52 

TABLE 38  NEW PRODUCTS—SOFTENERS ..................................................... 53 

TABLE 39  LEADING COMPANIES’ LOTION AND SOFTENER 

PRODUCTS ........................................................................................................ 53 

TABLE 40  NEW PRODUCTS—OTHERS ............................................................ 54 

TABLE 41  LEADING COMPANIES’ OTHER ANTI-AGING PRODUCTS ........ 54 

TABLE 41 (CONTINUED) ...................................................................................... 55 

TABLE 41 (CONTINUED) ...................................................................................... 56 

Anti-aging Body Care Market ..................................................... 56 

TABLE 42  GLOBAL ANTI-AGING BODY CARE PRODUCTS THROUGH 

2013 ($ MILLIONS) ........................................................................................... 57 

TABLE 43  GLOBAL BODY LOTION AND MOISTURIZER MARKET 

THROUGH 2013 ($ MILLIONS)....................................................................... 57 

TABLE 44  GLOBAL HAND LOTION AND MOISTURIZER MARKET 

THROUGH 2013 ($ MILLIONS)....................................................................... 58 

Top Selling Anti-aging Body Care Products .................... 58 

TABLE 45  NEW PRODUCTS—BODY LOTION, GEL, AND CREAM ............... 58 

TABLE 46  NEW PRODUCTS—HAND CREAM .................................................. 59 

TABLE 47  LEADING COMPANIES’ BODY CARE PRODUCTS—BODY 

LOTION, GEL, AND CREAM ........................................................................... 59 

TABLE 47 (CONTINUED) ...................................................................................... 60 

TABLE 48  LEADING COMPANIES’ HAND CREAM PRODUCTS .................... 60 

TABLE 49  LEADING COMPANIES’ OTHER BODY CARE PRODUCTS ......... 61 

Anti–aging Sun Protection Product Market ............................... 61 

FIGURE 6  TOP COMPANIES’ MARKET SHARE IN 2007 (%) .......................... 62 

TABLE 50  GLOBAL ANTI-AGING SUN CARE PRODUCTS, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 62 

TABLE 51  GLOBAL SUN PROTECTION MARKET, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 63 



TABLE 52  GLOBAL SELF TANNING MARKET THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 63 

TABLE 53  GLOBAL AFTER SUN MARKET, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 64 

Top Selling Anti-aging Sun Protection Products ............. 64 

TABLE 54  NEW PRODUCTS—SUN PROTECTION .......................................... 64 

TABLE 54 (CONTINUED) ...................................................................................... 65 

TABLE 55  NEW PRODUCTS—SELF TANNING ............................................... 65 

Leading Companies’ Sun Protection Products ................. 65 

TABLE 56  LEADING COMPANIES’ SUN PROTECTION PRODUCTS ........... 66 

Leading Companies’ Sun Tan Products ........................... 66 

TABLE 57  LEADING COMPANIES’ SUN TAN PRODUCTS ............................ 67 

Leading Companies’ After Sun Products ......................... 67 

TABLE 58  LEADING COMPANIES’ AFTER SUN PRODUCTS ........................ 67 

Global Anti-aging Make-up Market ............................................ 67 

TABLE 59  GLOBAL ANTI-AGING MAKE-UP PRODUCT, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 68 

TABLE 60  GLOBAL MAKE-UP—FACE MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)....................................................................... 68 

TABLE 61  GLOBAL MAKE-UP—EYE MARKET BY GEOGRAPHY, 

THROUGH 2013 ($ MILLIONS)....................................................................... 69 

TABLE 62  GLOBAL MAKE-UP—LIP CARE MARKET BY REGION,  

THROUGH 2013 ($ MILLIONS)....................................................................... 69 

Top Selling Anti-aging Make-up Products ....................... 69 

TABLE 63  NEW PRODUCTS—FACE .................................................................. 70 

TABLE 64  NEW PRODUCTS—EYE:  MASCARA, FOUNDATION, EYE 

SHADOW ............................................................................................................ 70 

TABLE 64 (CONTINUED) ...................................................................................... 71 

TABLE 65  NEW PRODUCTS—LIP CARE (LIPSTICKS AND LIP 

GLOSS) ............................................................................................................... 71 

Leading Companies’ Make-up Products .......................... 71 

TABLE 66  LEADING COMPANIES’ FACE MAKE-UP PRODUCTS ................. 72 

TABLE 67  LEADING COMPANIES’ MASCARA, FOUNDATION,  AND 

EYE SHADOW PRODUCTS ............................................................................. 72 

TABLE 67 (CONTINUED) ...................................................................................... 73 

TABLE 68  LEADING COMPANIES’ MASK/EXFOLIATOR PRODUCTS ........ 73 

TABLE 68 (CONTINUED) ...................................................................................... 74 

TABLE 69  LEADING COMPANIES’ LIP CARE PRODUCTS  (LIPSTICK 

AND LIP GLOSS) .............................................................................................. 74 

ANTI-AGING HAIR CARE PRODUCTS .............................................. 74 

Anti-aging Hair Care Products (Continued)............................... 75 

TABLE 70  GLOBAL ANTI-AGING HAIR CARE PRODUCTS, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 76 



TABLE 71  GLOBAL ANTI-AGING HAIR CARE MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)....................................................................... 76 

Anti-aging Hair Loss/Hair Growth Market ................................ 76 

FDA-approved Hair Care Drugs ...................................... 77 

TABLE 72  GLOBAL HAIR LOSS/GROWTH MARKET BY REGION,  

THROUGH 2013 ($ MILLIONS)....................................................................... 78 

Top Selling Anti-aging Hair Growth/Loss Products .................. 78 

TABLE 73  TOP HAIR GROWTH PRODUCTS, 2007 ($ MILLIONS) ................. 78 

TABLE 74  NEW PRODUCTS—HAIR LOSS/GROWTH .................................... 78 

TABLE 74 (CONTINUED) ...................................................................................... 79 

TABLE 75  NEW PRODUCT—OTHER ................................................................. 79 

Competitive Developments ......................................................... 79 

TABLE 76  LEADING COMPANIES’ HAIR CARE PRODUCTS ........................ 80 

TABLE 77  LEADING COMPANIES’ ANTI-AGING SHAMPOO  AND 

CONDITIONER PRODUCTS ........................................................................... 80 

TABLE 77 (CONTINUED) ...................................................................................... 81 

Anti-aging Hair Color Market ..................................................... 81 

TABLE 78  GLOBAL HAIR COLOR MARKET BY REGION, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 82 

ANTI-AGING COSMETIC TREATMENT EQUIPMENT 

MARKET ........................................................................................... 82 

TABLE 79  GLOBAL ANTI-AGING COSMETIC TREATMENT 

PRODUCT MARKET  BY REGION, THROUGH 2013 ($ MILLIONS) .......... 83 

Competitive Development ........................................................... 83 

FIGURE 7  MARKET SHARE OF BODY SHAPING DEVICE PLAYERS 

(%) ....................................................................................................................... 83 

FIGURE 7 (CONTINUED) ..................................................................................... 84 

ANTI-AGING NUTRACEUTICAL PRODUCT MARKET ................... 85 

Market Overview ......................................................................... 85 

TABLE 80  GLOBAL ANTI-AGING NUTRACEUTICAL PRODUCT 

MARKET  BY REGION, THROUGH 2013 ($ MILLIONS) ............................. 86 

Aloe Vera to Dominate Functional Beauty Food 

Market .......................................................................... 86 

FIGURE 8  FUNCTIONAL FBS MARKET FOR BEAUTY (%) ............................ 86 

FIGURE 8 (CONTINUED) ..................................................................................... 87 

FIGURE 9  THE COSMECEUTICALS MARKET IN U.S. BY SEGMENT 

FOR 2008 (%) ..................................................................................................... 87 

Functional Foods Ingredients for Cosmeceutical 

Applications ................................................................. 88 

Top Selling Anti-aging Nutraceutical Products .............. 88 

TABLE 81  NEW FUNCTIONAL INGREDIENTS FOR BEAUTY 

APPLICATIONS ................................................................................................ 88 

TABLE 82  LEADING ANTI-AGING BEAUTY FOOD PRODUCTS ................... 88 

TABLE 82 (CONTINUED) ...................................................................................... 89 



TABLE 83  NEW FUNCTIONAL PRODUCTS FOR BEAUTY 

APPLICATIONS ................................................................................................ 89 

ANTI-AGING DISEASE PRODUCT (DRUGS AND 

INJECTIONS) MARKET .................................................................. 89 

TABLE 84  GLOBAL ANTI-AGING DISEASE PRODUCT MARKET  BY 

REGION, THROUGH 2013 ($ MILLIONS) ..................................................... 90 

ANTI-AGING FITNESS PRODUCT MARKET .................................... 90 

TABLE 85  GLOBAL FITNESS PRODUCT MARKET, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 91 

Key Findings ................................................................................ 91 

FIGURE 10  EQUIPMENT PURCHASE DEMOGRAPHICS, BY AGE 

GROUP (%) ......................................................................................................... 92 

ANTI-AGING BOOMER SERVICE MARKET ................................................ 92 

TABLE 86  GLOBAL ANTI-AGING SERVICES, THROUGH 2013 ($ 

MILLIONS) ........................................................................................................ 93 

TABLE 87  GLOBAL ANTI-AGING SERVICE MARKET, THROUGH 2013 

($ MILLIONS) .................................................................................................... 93 

TABLE 88  GLOBAL ANTI-AGING SERVICE MARKET BY REGION,  

THROUGH 2013 ($ MILLIONS)....................................................................... 94 

GLOBAL ANTI-AGING COSMETIC TREATMENT SERVICE 

MARKET ........................................................................................... 94 

TABLE 89  GLOBAL ANTI-AGING COSMETIC TREATMENT 

SERVICES,  THROUGH 2013 ($ MILLIONS) ................................................ 95 

TABLE 90  GLOBAL ANTI-AGING COSMETIC TREATMENT SERVICE 

MARKET  BY REGION, THROUGH 2013 ($ MILLIONS) ............................. 95 

Anti-aging Boomer Cosmetic Surgery Service Market .............. 95 

TABLE 91  GLOBAL COSMETIC SURGERY TREATMENT SERVICES, 

THROUGH 2013 ($ MILLIONS)....................................................................... 96 

TABLE 92  GLOBAL COSMETIC SURGERY TREATMENT SERVICES 

MARKET  BY REGION, THROUGH 2013 ($ MILLIONS) ............................. 96 

Anti-aging Boomer Liposuction Surgery Market ............ 97 

TABLE 93  GLOBAL LIPOSUCTION MARKET BY REGION, THROUGH 

2013 ($ MILLIONS) ........................................................................................... 97 

FIGURE 11  LIPOSUCTION SURGERY, BY AGE GROUP (%) .......................... 98 

Cutting Edge Developments in Liposuction ............ 98 

Anti-Aging Boomer Breast Implant Surgery Market ...... 99 

TABLE 94  GLOBAL BREAST IMPLANTS MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 100 

Top Players in Breast Implants ............................. 100 

TABLE 95  TOP PLAYERS FOR BREAST IMPLANTS (%) .............................. 100 

Anti-aging Boomer Body Shaping Surgery Market ...... 100 

TABLE 96  GLOBAL BODY SHAPING MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 101 

Abdominoplasty Techniques Overview .................. 101 



TABLE 97  ABDOMINOPLASTY TECHNIQUES .............................................. 102 

Trends in Weight Loss Surgery ................... 102 

Anti-aging Boomer Cosmetic Nonsurgery Service Market ...... 102 

TABLE 98  GLOBAL COSMETIC NONSURGERY TREATMENT 

SERVICES,  THROUGH 2013 ($ MILLIONS) .............................................. 103 

TABLE 99  GLOBAL ANTI-AGING COSMETIC NONSURGERY 

MARKET  BY REGION, THROUGH 2013 ($ MILLIONS) ........................... 104 

Anti-aging Dermal Filler Service Market ...................... 104 

TABLE 100  GLOBAL DERMAL FILLERS MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 105 

TABLE 101  GLOBAL NEUROMODULATORS MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 105 

Top Selling Dermal Fillers ..................................... 106 

TABLE 102  FDA-APPROVED DERMAL FILLERS .......................................... 106 

Anti-aging Chemical Peel Service Market ..................... 107 

Cosmederm Peel Kits .............................................. 107 

TABLE 103  GLOBAL CHEMICAL PEEL MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 108 

Anti-aging Hair Removal Service Market ..................... 108 

TABLE 104  GLOBAL HAIR REMOVAL MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 108 

Anti-aging Microdermabrasion Service Market ............ 109 

TABLE 105  GLOBAL MICRODERMABRASION MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 109 

Fat Removal and Body Contouring ................................ 109 

ANTI-AGING FITNESS SERVICE MARKET .............................................. 110 

TABLE 106  GLOBAL ANTI-AGING FITNESS SERVICES MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 110 

TABLE 107  GLOBAL ANTI-AGING FITNESS SERVICES MARKET,  BY 

REGION, THROUGH 2013 ($ MILLIONS) ................................................... 111 

ANTI-AGING SPA AND MASSAGE SERVICE MARKET ................ 111 

TABLE 108  GLOBAL SPA AND MASSAGING SERVICES MARKET BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................. 112 

FIGURE 12  SPA SERVICES, BY AGE (%) ........................................................ 113 

FIGURE 13  REVENUES GENERATED BY HOTEL SPA UNITS IN THE 

U.S. (%) ............................................................................................................. 114 

FIGURE 14  SPA UNITS IN VARIOUS COUNTRIES (%) ................................ 115 

FIGURE 15   APPROACH OF PEOPLE TO MASSAGE, BY FACILITY (%) .... 116 

Spa Industry New Trends ......................................................... 116 

Spas in U.S. and Europe ......................................... 117 

TABLE 109  SPAS IN THE U.S. .......................................................................... 117 

TABLE 110  TOP SPAS IN EUROPE .................................................................. 117 

TABLE 110 (CONTINUED) .................................................................................. 118 

TABLE 111  LEADING SPA COMPANIES LIST ............................................... 118 



Anti-aging Boomer Gym Market .................................... 118 

TABLE 112  GLOBAL GYM MARKET BY REGION, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 119 

Competitive Development ...................................... 120 

FIGURE 16  TOP SERVICES BY HEALTH CLUBS (%) ................................... 120 

GLOBAL ANTI-AGING DISEASE MAINTENANCE SERVICE 

MARKET ......................................................................................... 121 

TABLE 113  GLOBAL ANTI-AGING DISEASE MAINTENANCE 

SERVICES,  THROUGH 2013 ($ MILLIONS) .............................................. 121 

TABLE 114  GLOBAL ANTI-AGING DISEASE SERVICE MARKET  BY 

REGION, THROUGH 2013 ($ MILLIONS) ................................................... 122 

Anti-aging Boomer Complementary and Alternative 

Medicine Market .................................................................. 122 

Mind-Body Therapies Form the Largest Category of 

CAM Therapy ............................................................ 122 

TABLE 115  GLOBAL CAM MARKET, BY THERAPY, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 123 

TABLE 116  MIND-BODY THERAPIES MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 123 

Manipulative and Body-based Therapies ...................... 124 

Chiropractors ........................................................... 124 

Key Findings ................................................ 124 

TABLE 117  MANIPULATIVE AND BODY-BASED THERAPIES 

MARKET,  THROUGH 2013 ($ MILLIONS) ................................................. 125 

TABLE 118  MANIPULATIVE AND BODY-BASED THERAPIES ................... 125 

Biologically Based Therapies Market ............................ 126 

TABLE 119  BIOLOGICALLY BASED THERAPIES MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 126 

Alternative Medical Systems .......................................... 126 

TABLE 120  ALTERNATIVE MEDICAL SYSTEMS, THOUGH 2013 ($ 

MILLIONS) ...................................................................................................... 126 

Global CAM Market by Disease ..................................... 127 

TABLE 121  GLOBAL CAM MARKET BY DISEASE, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 127 

TABLE 122  GLOBAL CAM MARKET BY REGION, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 128 

Anti-aging Boomer Biomedical and Regenerative 

Medicine Market .................................................................. 128 

TABLE 123  GLOBAL BIOMEDICAL AND REGENERATIVE MEDICINE 

SERVICE MARKET, BY REGION, THROUGH 2013 ($ MILLIONS) ......... 129 

CHAPTER FIVE:  ANTI-AGING APPLICATIONS ................................................. 130 

TABLE 124  GLOBAL ANTI-AGING MARKET FOR BOOMERS, 

THROUGH 2013 ($ MILLIONS)..................................................................... 130 

APPEARANCE ................................................................................................ 130 



TABLE 125  GLOBAL ANTI-AGING APPEARANCE MARKET BY 

PRODUCTS AND SERVICES, THROUGH 2013 ($ MILLIONS) ................ 131 

TABLE 126  GLOBAL ANTI-AGING APPEARANCE MARKET BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................. 131 

TABLE 127  GLOBAL APPEARANCE APPLICATION MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 132 

FACIAL REJUVENTATION MARKET .............................................. 132 

TABLE 128  FACE REJUVENATION MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 133 

BODY SHAPING MARKET ................................................................ 133 

TABLE 129  BODY SHAPING MARKET, THROUGH 2013 ($ MILLIONS) .... 133 

ANTI-AGING HAIR TREATMENT MARKET ................................... 133 

TABLE 130  HAIR TREATMENT—GROWTH AND COLOR, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 134 

DISEASE MAINTENANCE ........................................................................... 134 

FIGURE 17  PERCENT OF BOOMERS (AGE-ADJUSTED) REPORTING 

SELECTED CHRONIC CONDITIONS BY SEX, 2004-2005 (%) .................. 135 

TABLE 131  GLOBAL ANTI-AGING DRUGS AND DISEASE-SPECIFIC 

SUPPLEMENT MARKET, THROUGH 2013 ($ MILLIONS) ....................... 136 

TABLE 132  GLOBAL DISEASE MAINTENANCE MARKET, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 136 

TABLE 133  GLOBAL DISEASE MAINTENANCE MARKET BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................. 137 

BONE AND JOINT HEALTH ............................................................. 137 

Arthritis ..................................................................................... 137 

Osteoporosis ............................................................................... 138 

TABLE 134  GLOBAL BONE AND JOINT MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 139 

TABLE 135  TOP OSTEOPOROSIS DRUG SALES, 2007 ................................. 139 

New Bone and Joint Care Anti-aging Products ....................... 139 

TABLE 136  NEW PRODUCTS—BONE AND JOINT CARE ............................ 139 

TABLE 136 (CONTINUED) .................................................................................. 140 

METABOLIC SYNDROME ................................................................. 141 

TABLE 137  METABOLIC SYNDROME MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 141 

Overweight and Obesity ............................................................ 141 

Competitive Development ......................................................... 142 

TABLE 138  TOP ANTI-OBESITY DRUGS SALE, 2007 ($ MILLIONS) .......... 142 

TABLE 139  NEW ANTI-OBESITY PRODUCT LAUNCHES ............................ 142 

TABLE 140  NEW RESEARCH FINDINGS FOR OBESITY TREATMENT 

MARKET .......................................................................................................... 143 

Diabetes ..................................................................................... 143 

Oral Drugs for Diabetes .................................................. 143 



Insulin Injections are Classified According to Mode 

of Use .......................................................................... 144 

TABLE 141  TOP ORAL DIABETIC DRUGS BY SALES, 2007 ($ 

MILLIONS) ...................................................................................................... 144 

TABLE 142  U.S. FDA-APPROVED ORAL DIABETIC DRUGS BY DRUG 

CLASS .............................................................................................................. 144 

TABLE 142 (CONTINUED) .................................................................................. 145 

TABLE 143   TOP INSULIN PRODUCTS BY SALES, 2007 ............................. 145 

TABLE 144  NEW RESEARCH FINDINGS FOR DIABETES 

TREATMENT MARKET ................................................................................. 145 

TABLE 144 (CONTINUED) .................................................................................. 146 

FIGURE 18  TREATMENT WITH INSULIN OR ORAL MEDICATION 

AMONG BABY BOOMERS IN UNITED STATES, 2007 (%) ....................... 147 

FIGURE 19  ESTIMATED NUMBER OF NEW CASES OF DIAGNOSED 

DIABETES IN PEOPLE BY AGE GROUP IN UNITED STATES, 2007 ..... 147 

FIGURE 19 (CONTINUED) ................................................................................. 148 

CNS ....................................................................................................... 148 

TABLE 145  GLOBAL CNS MARKET BY REGION, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 148 

Alzheimer’s Disease ................................................................... 148 

Less Awareness and Poor Attention of FDA towards CNS 

Disorders ............................................................................... 149 

Top CNS Disease Drugs ................................................. 150 

TABLE 146  TOP ALZHEIMER’S DISEASE DRUGS, 2007 .............................. 150 

TABLE 147  TOP ANTI-DEPRESSION DRUGS, 2007 ...................................... 150 

TABLE 148  FDA-APPROVED PARKINSON’S DISEASE DRUGS .................. 150 

TABLE 148 (CONTINUED) .................................................................................. 151 

TABLE 149  NEW PRODUCTS—ALZHEIMER ................................................. 151 

TABLE 150  CLINICAL PHASE PRODUCTS .................................................... 151 

TABLE 150 (CONTINUED) .................................................................................. 152 

TABLE 151  RESEARCH PHASE ........................................................................ 152 

TABLE 151 (CONTINUED) .................................................................................. 153 

CARDIAC HEALTH ............................................................................. 153 

TABLE 152  GLOBAL CVD MARKET, THROUGH 2013 ($ MILLIONS) ......... 153 

Anti-aging CVD Drugs .............................................................. 154 

TABLE 153  NEW PRODUCTS- CVD .................................................................. 154 

TABLE 153 (CONTINUED) .................................................................................. 155 

SEXUAL DYSFUNCTION ................................................................... 155 

TABLE 154  GLOBAL SEXUAL DYSFUNCTION MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 156 

TABLE 155  TOP THREE ED DRUGS, 2007 ($ BILLIONS) ............................. 156 

TABLE 156  NEW PRODUTS—SEXUAL DSYFUNCTION .............................. 156 

TABLE 156 (CONTINUED) .................................................................................. 157 

GLOBAL ANTI-AGING BOOMER MARKET FOR EYE CARE ........ 157 



TABLE 157  GLOBAL EYE CARE MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 157 

TABLE 158  FDA-APPROVED GLAUCOMA DRUGS ........................................ 158 

TABLE 159  TOP GLAUCOMA DRUGS, 2007 ($ MILLIONS) .......................... 158 

TABLE 160  NEW PRODUCTS—GLAUCOMA DRUGS .................................... 159 

TABLE 161  TOP THREE FDA-APPROVED AMD DRUGS, 2007 .................... 159 

TABLE 162  CLINICAL PHASE AMD PRODUCTS ........................................... 160 

FITNESS ......................................................................................................... 160 

TABLE 163  FITNESS IMPACT ON DISEASES/DISORDERS ....................... 160 

TABLE 164  FITNESS APPLICATION MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 161 

TABLE 165  FITNESS APPLICATION MARKET BY REGION, 

THROUGH 2013 ($ MILLIONS)..................................................................... 161 

CHAPTER SIX:  ANTI-AGING BOOMER MARKET SEGMENTATION .............. 162 

ANTI-AGING BOOMER MARKET BY AGE ................................................ 162 

TABLE 166  ANTI-AGING BOOMER MARKET BY OLD AND YOUNG 

BOOMERS,  THROUGH 2013 ($ MILLIONS) .............................................. 162 

ANTI-AGING BOOMER MARKET BY SEX ................................................. 162 

TABLE 167  ANTI-AGING MARKET BY SEX, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 163 

ANTI-AGING MALE BOOMER MARKET ......................................... 163 

TABLE 168  MALE BOOMER ANTI-AGING MARKET, THROUGH 2013 

($ MILLIONS) .................................................................................................. 163 

Male Boomer Anti-aging Product Market ................................ 164 

TABLE 169  MALE BOOMER ANTI-AGING PRODUCT MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 164 

Male Boomer Anti-aging Service Market ................................. 164 

TABLE 170  MALE BOOMER ANTI-AGING SERVICE MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 164 

Male Boomer Anti-aging Appearance Market .......................... 165 

TABLE 171  MALE BOOMER ANTI-AGING APPEARANCE MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 165 

FEMALE BOOMER ANTI-AGING MARKET .................................... 165 

TABLE 172  FEMALE BOOMER ANTI-AGING MARKET, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 165 

Female Boomer Anti-aging Product Market ............................ 166 

TABLE 173  FEMALE BOOMER ANTI-AGING PRODUCT MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 166 

Female Boomer Anti-aging Service Market ............................. 166 

TABLE 174  FEMALE BOOMER ANTI-AGING SERVICE MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 166 

Female Boomer Anti-aging Appearance Market ........... 167 

TABLE 175  FEMALE BOOMER ANTI-AGING APPEARANCE MARKET,  

THROUGH 2013 ($ MILLIONS)..................................................................... 167 



ANTI-AGING BOOMER MARKET BY MARRIAGE STATUS .................... 167 

TABLE 176  ANTI-AGING MARKET BY MARRIAGE STATUS, 

THROUGH 2013 ($ MILLIONS)..................................................................... 167 

ANTI-AGING BOOMER MARKET BY KIDS STATUS ............................... 168 

TABLE 177  ANTI-AGING MARKET BY KID STATUS, THROUGH 2013 

($ MILLIONS) .................................................................................................. 168 

ANTI-AGING BOOMER MARKET BY INCOME GROUP .......................... 168 

TABLE 178  ANTI-AGING MARKET BY INCOME GROUP, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 168 

ANTI-AGING BOOMER MARKET BY INSURANCE STATUS .................. 169 

TABLE 179  ANTI-AGING MARKET BY INSURANCE STATUS, 

THROUGH 2013 ($ MILLIONS)..................................................................... 169 

ANTI-AGING BOOMER MARKET BY INSURANCE 

COVERAGE TYPE ......................................................................... 169 

TABLE 180  ANTI-AGING MARKET BY INSURANCE COVERAGE 

TYPE,  THROUGH 2013 ($ MILLIONS) ........................................................ 169 

ANTI-AGING BOOMER MARKET BY CHANNEL ..................................... 170 

TABLE 181  GLOBAL ANTI-AGING MARKET BY CHANNEL, 

THROUGH 2013 ($ MILLIONS)..................................................................... 170 

ANTI-AGING BOOMER MARKET BY ONLINE/OFFLINE SALES .......... 170 

TABLE 182  GLOBAL ANTI-AGING MARKET BY ONLINE/OFFLINE 

SALES,  THROUGH 2013 ($ MILLIONS) ..................................................... 170 

ANTI-AGING BOOMER MARKET BY RACE .............................................. 171 

TABLE 183  U.S. ANTI-AGING MARKET BY RACE, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 171 

GEOGRAPHIC ................................................................................................ 171 

TABLE 184  GLOBAL ANTI-AGING MARKET FOR BOOMERS BY 

REGION,  THROUGH 2013 ($ MILLIONS) .................................................. 171 

UNITED STATES (U.S.) ANTI-AGING BOOMER MARKET ........... 172 

TABLE 185  U.S. ANTI-AGING BOOMER MARKET, THROUGH 2013 ($ 

MILLIONS) ...................................................................................................... 172 

TABLE 186  U.S. ANTI-AGING BOOMER MARKET BY CATEGORY, 

THROUGH 2013 ($ MILLIONS)..................................................................... 172 

EUROPE ANTI-AGING BOOMER MARKET .................................... 173 

TABLE 187  EUROPE ANTI-AGING BOOMERS MARKET, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 173 

TABLE 188  EUROPE ANTI-AGING BOOMER MARKET BY 

CATEGORY,  THROUGH 2013 ($ MILLIONS) ............................................. 173 

APAC ANTI-AGING BOOMER MARKET .......................................... 174 

TABLE 189  APAC ANTI-AGING BOOMER MARKET, THROUGH 2013 

($ MILLIONS) .................................................................................................. 174 

TABLE 190  APAC ANTI-AGING BOOMER MARKET BY CATEGORY, 

THROUGH 2013 ($ MILLIONS)..................................................................... 174 

REST OF THE WORLD ANTI-AGING BOOMER MARKET ............ 174 



TABLE 191  REST OF WORLD ANTI-AGING BOOMER MARKET, 

THROUGH 2013 ($ MILLIONS)..................................................................... 175 

TABLE 192  REST OF WORLD ANTI-AGING BOOMER MARKET BY 

CATEGORY,  THROUGH 2013 ($ MILLIONS) ............................................. 175 

MEDSPA ......................................................................................................... 175 

TABLE 193  DEVELOPMENTS ........................................................................... 176 

ANTI-AGING INGREDIENTS IN COSMETICS .......................................... 176 

TABLE 194  GLOBAL COSMETIC INGREDIENT MARKET, THROUGH 

2013 ($ MILLIONS) ......................................................................................... 177 

COMPETITIVE DEVELOPMENTS .................................................... 177 

TABLE 195  NEW INGREDIENTS ...................................................................... 177 

TABLE 195 (CONTINUED) .................................................................................. 178 

CHAPTER SEVEN:  ANTI-AGING TECHNOLOGIES ........................................... 179 

COSMETIC TECHNOLOGIES ...................................................................... 179 

LASER/ENERGY-BASED COSMETIC TREATMENTS ................... 179 

LED-based Laser Cosmetic Treatments to Be 

Commercialized for Home Use Aesthetic Procedures......... 179 

Levulan PDT—The Next Blockbuster Technology................... 180 

Top Cosmetic Laser Companies ................................................ 180 

TABLE 196  TOP COSMETIC LASER MANUFACTURERS, 2007 ($ 

MILLIONS) ...................................................................................................... 180 

TABLE 197  NEW PRODUCTS AND TECHNOLOGY ....................................... 181 

TABLE 197 (CONTINUED) .................................................................................. 182 

CUTTING EDGE TECHNOLOGY DEVELOPMENTS IN 

COSMETIC AND DISEASE TREATMENT .................................. 182 

TABLE 198  COSMETIC AND DISEASE TREATMENT TECHNOLOGY 

DEVELOPMENTS ........................................................................................... 182 

TABLE 198 (CONTINUED) .................................................................................. 183 

CUTTING EDGE DEVELOPMENTS IN DISEASE-SPECIFIC ANTI-

AGING THERAPIES ................................................................................. 183 

METABOLIC ........................................................................................ 184 

Correction of Enzymopathies Can Treat Many Metabolic 

Diseases ................................................................................ 184 

Prevention of Atherogenesis—Most Important Anti-aging 

Objective While Treating Metabolic Syndrome 

Patients ................................................................................. 184 

ALZHEIMER’S ..................................................................................... 184 

DIABETES ........................................................................................... 185 

Hormone Therapy Minimizes Endogenous and Exogenous 

Glycation and Reduces the Risk of Diabetic 

Complications. ...................................................................... 185 

WEIGHT LOSS .................................................................................... 185 

Herbal Extracts—Bauhinia Helps in Weight Loss .................. 185 

Lipolysis—An Alternative to Liposuction. ................................ 185 



BRAIN HEALTH TECHNOLOGIES .................................................. 185 

Imaging Silent Disease to Reverse Aging of the Entire 

Brain and Body ..................................................................... 186 

Brain-Gut Health Connection Helps to Prevent and 

Reverse Brain Disorders ...................................................... 186 

CAM Therapy of Training the Central Nervous System 

(CNS) to Feel Good ............................................................... 186 

Replacement of Deficient Hormones Post Traumatic Brain 

Injury (TBI) Helps in Treatment ......................................... 186 

Physicians Are Conducting In-depth Review of 

Physiological Parameters of Brain Dysfunction 

Patients ................................................................................. 186 

New Pharmacological Strategies in Association with HO-1 

Gene Therapy to Treat Brain Aging Situations .................. 187 

Neurohormones Affect Mind-Body Balance ............................. 187 

BONE AND JOINT HEALTH ............................................................. 187 

Human Tripeptide GHL Helps in Treating Bone and Joint 

Diseases ................................................................................ 187 

Horizontal Therapy Can Treat Osteoarthritis ......................... 187 

New Advancements in Pain Management Follow 

Psychosomatic Basis of Pain and Various 

Psychological Assessments .................................................. 188 

Facet Joint Injections to Treat Pain ......................................... 188 

Prolotherapy (Regenerative Injection Therapy) for 

Musculoskeletal Pain ........................................................... 188 

TABLE 199  COMMONLY USED PROLOTHERAPY INJECTIONS ............... 188 

Herbal-technology-based Phytomedicine for Pain 

Management ......................................................................... 189 

CVD ....................................................................................................... 189 

Stem Cell Therapy Being Used in Cardiac and Vascular 

Treatment ............................................................................. 189 

CANCER ............................................................................................... 190 

Hormone Therapy Used to Treat Cancers ................................ 190 

Pro-oxidant Vitamin C and Substituted Phenolic 

Compounds Are Specifically Killing Cancer 

Cells ............................................................................ 190 

CAM-based Naturopathic Treatment for Cancers ........ 190 

Naturopathy (Natural Therapies) .................................. 190 

Naturopathy and Cancer ................................................ 190 

Integrative Medicine to Treat Prostate Cancer ............. 191 

Nontoxic Cancer Therapy Using Chlorophyll and 

Ultrasound ................................................................. 191 

Herbal Therapy to Treat Cancer .................................... 191 

TABLE 200  CANCER TREATMENT WITH PLANTS ...................................... 192 



ANTI-AGING BIOMEDICAL TECHNOLOGIES ......................................... 192 

HORMONE TECHNOLOGY ............................................................... 192 

FIGURE 20  ANTI-AGING HORMONE THERAPY  (%) .................................... 193 

TABLE 201  HRT THERAPIES ........................................................................... 194 

Bioidentical Hormones—An Effective Anti-aging 

Treatment ............................................................................. 194 

Testosterone Replacement Therapy (TRT)–A 

Potential Hormonal Treatment ................................ 195 

REGENERATIVE TECHNOLOGY: TISSUE ENGINEERING 

AND STEM CELLS ........................................................................ 195 

TABLE 202  REGENERATIVE TECNOLOGY DEVELOPMENTS ................... 196 

TABLE 202 (CONTINUED) .................................................................................. 197 

Tissue Engineering—Highest Potential for Regenerative 

Anti-aging Therapy .............................................................. 197 

Cutting Edge Technology Development in Anti-aging  

Stem Cell Therapy ............................................................... 198 

TABLE 203  DEVELOPMENTS IN ANTI-AGING STEM CELL THERAPY .... 198 

TABLE 203 (CONTINUED) .................................................................................. 199 

GENE THERAPY ................................................................................. 199 

ANTI-AGING DIAGNOSTIC THERAPY ............................................ 200 

TABLE 204  DIAGNOSTIC THERAPIES ........................................................... 200 

CHAPTER EIGHT:  ANTI-AGING MARKET PATENT ANALYSIS ..................... 201 

GENERAL TRENDS....................................................................................... 201 

TABLE 205  NUMBER OF ANTI-AGING PATENTS, 2003-2008 ...................... 202 

TRENDS BY APPLICATION ......................................................................... 202 

FIGURE 21  ANTI-AGING PATENTS FILED BY HEALTH 

APPLICATIONS (%) ........................................................................................ 202 

FIGURE 21 (CONTINUED) ................................................................................. 203 

CHAPTER NINE:  COMPANY PROFILES ............................................................. 204 

ALLERGAN, INC. ........................................................................................... 204 

TABLE 206  ALLERGAN PRODUCTS ................................................................ 204 

TABLE 206 (CONTINUED) .................................................................................. 205 

NEW PRODUCTS ................................................................................ 205 

STRATEGY ........................................................................................... 205 

ALLIANCE BOOTS ........................................................................................ 206 

TABLE 207  ALLIANCE BOOTS PRODUCTS ................................................... 206 

TABLE 207 (CONTINUED) .................................................................................. 207 

NEW PRODUCTS ................................................................................ 207 

Super Serum .............................................................................. 207 

Botanics for Men ........................................................................ 207 

Men’s No. 7 Anti-aging Serum .................................................. 208 

STRATEGY ........................................................................................... 208 

AVON COMPANY .......................................................................................... 208 



TABLE 208  AVON COMPANY PRODUCTS ...................................................... 209 

NEW PRODUCTS ................................................................................ 209 

ANEW Clinical Plump and Smooth Lip System ...................... 209 

ANEW Alternative Intensive Eye Cream ................................. 209 

ANEW Retroactive+ Youth Extending Cream SPF 25 Day 

and Night Cream .................................................................. 210 

Avon ANEW Rejuvenate Dial-A-Glow Anti-aging 

Moisturizer SPF 15 .............................................................. 210 

STRATEGY ........................................................................................... 210 

BASF SE .......................................................................................................... 210 

TABLE 209  BASF PRODUCTS ........................................................................... 211 

TABLE 210  PHARMACEUTICAL INGREDIENTS FOR HEALTH 

MAINTENANCE .............................................................................................. 211 

TABLE 210 (CONTINUED) .................................................................................. 212 

NEW PRODUCTS ................................................................................ 212 

Luvitol Lite ................................................................................ 212 

Quicklift ..................................................................................... 212 

Luvitol Shape ............................................................................. 212 

T-Lite MAX ................................................................................ 212 

STRATEGY ........................................................................................... 212 

BEIERSDORF ................................................................................................. 213 

TABLE 211  BEIERSDORF PRODUCTS ............................................................ 213 

TABLE 211 (CONTINUED) .................................................................................. 214 

NEW PRODUCTS ................................................................................ 215 

NIVEA VISAGE Expert Lift ..................................................... 215 

NIVEA VISAGE Young Bye-bye Spot SOS-Stick..................... 215 

NIVEA For Men DNAge ............................................................ 215 

Pashmisilk Delight .................................................................... 215 

STRATEGY ........................................................................................... 215 

BIOFORM MEDICAL, INC. ........................................................................... 216 

TABLE 212  BIOFORM MEDICAL PRODUCTS ................................................ 216 

STRATEGY ........................................................................................... 217 

CHANEL, INC. ............................................................................................... 217 

TABLE 213  CHANEL PRODUCTS..................................................................... 217 

TABLE 213 (CONTINUED) .................................................................................. 218 

NEW PRODUCTS ................................................................................ 219 

Sublimage Texture Universelle Essential Regenerating 

Cream ................................................................................... 219 

Sublimage Eye on Skin Rejuvenation ....................................... 219 

Chanel Sublimage Eye—Essential Regenerating Eye 

Cream ................................................................................... 219 

Chanel Sublimage—Essential Regenerating Cream ............... 219 



Chanel Sublimage Serum—Essential Regenerating 

Concentrate .......................................................................... 219 

Chanel Precision Maximum Radiance Night care Cream ....... 219 

Chanel Precision Radiant Revealing Night Care Serum ......... 220 

STRATEGY ........................................................................................... 220 

CHRISTIAN DIOR .......................................................................................... 220 

TABLE 214  CHRISTIAN DIOR PRODUCTS .................................................... 220 

TABLE 214 (CONTINUED) .................................................................................. 221 

NEW PRODUCTS ................................................................................ 221 

Capture R60/80 XP Ultimate Wrinkle Restoring Creme ......... 221 

Homme Dermo System Repairing Moisturizing Emulsion ..... 222 

Orchidee Imperiale .................................................................... 222 

STRATEGY ........................................................................................... 222 

CLARINS ......................................................................................................... 222 

TABLE 215  CLARINS PRODUCTS .................................................................... 223 

TABLE 215 (CONTINUED) .................................................................................. 224 

NEW PRODUCTS ................................................................................ 224 

Multi-Active Skin Care Collection ............................................ 224 

Extra-Firming Body Care .......................................................... 224 

Super Restorative Skin Care Collection ................................... 225 

Anti-ager Younger Longer Balm ............................................... 225 

STRATEGY ........................................................................................... 225 

CLINIQUE LABORATORIES, LLC .............................................................. 225 

TABLE 216  CLINIQUE PRODUCTS ................................................................. 226 

TABLE 216 (CONTINUED) .................................................................................. 227 

STRATEGY ........................................................................................... 227 

DOW CHEMICALS ......................................................................................... 227 

TABLE 217  DOW CHEMICALS PRODUCTS .................................................... 228 

NEW PRODUCTS ................................................................................ 228 

STRATEGY ........................................................................................... 228 

DSM ................................................................................................................. 229 

TABLE 218  DSM PRODUCTS ............................................................................ 229 

NEW PRODUCTS ................................................................................ 229 

STRATEGY ........................................................................................... 230 

ELIZABETH ARDEN ..................................................................................... 230 

TABLE 219  ELIZABETH ARDEN PRODUCTS ................................................ 230 

TABLE 219 (CONTINUED) .................................................................................. 231 

TABLE 219 (CONTINUED) .................................................................................. 232 

NEW PRODUCTS ................................................................................ 232 

PREVAGE Anti-aging Night Cream by Elizabeth Arden ........ 232 

PREVAGE Body Total Transforming Anti-aging 

Moisturizer ........................................................................... 232 

PREVAGE MD Anti-Aging Skin Care—Two Bottles ............... 233 



New Elizabeth Arden PREVAGE Anti-aging Cream Full 

Size1.7 ................................................................................... 233 

STRATEGY ........................................................................................... 233 

ELI LILLY ....................................................................................................... 233 

TABLE 220  ELI LILLY PRODUCTS .................................................................. 234 

STRATEGY ........................................................................................... 234 

ELLA BACHE ................................................................................................. 235 

TABLE 221  ELLA BACHE PRODUCTS ............................................................ 235 

TABLE 221 (CONTINUED) .................................................................................. 236 

NEW PRODUCTS ................................................................................ 236 

Try Ella Baché Hydra ................................................................ 236 

Ella Bache Sun .......................................................................... 236 

Great Face Tan without Sun and After Sun ............................ 237 

STRATEGY ........................................................................................... 237 

ESTEE LAUDER, INC. .................................................................................. 237 

TABLE 222  ESTEE LAUDER PRODUCTS ....................................................... 237 

TABLE 222 (CONTINUED) .................................................................................. 238 

NEW PRODUCTS ................................................................................ 239 

Estee Lauder Perfectionist Power—Battery-powered 

Wrinkle Pads ........................................................................ 239 

Estee Lauder Unveils New Anti-aging Moisturizer ................. 239 

STRATEGY ........................................................................................... 239 

GLAXOSMITHKLINE .................................................................................... 239 

TABLE 223  GLAXOSMITHKLINE PRODUCTS ............................................... 240 

STRATEGY ........................................................................................... 240 

HENKEL INTERNATIONAL ........................................................................ 241 

TABLE 224  HENKEL PRODUCTS .................................................................... 241 

NEW PRODUCTS ................................................................................ 242 

Igora Royal Absolutes ................................................................ 242 

STRATEGY ........................................................................................... 242 

JAN MARINI SKIN RESEARCH, INC. ......................................................... 242 

TABLE 225  JAN MARINI PRODUCTS.............................................................. 243 

NEW PRODUCTS ................................................................................ 244 

STRATEGY ........................................................................................... 244 

JOHNSON & JOHNSON ............................................................................... 244 

TABLE 226  JOHNSON & JOHNSON PRODUCTS .......................................... 245 

NEW PRODUCTS ................................................................................ 245 

STRATEGY ........................................................................................... 246 

LAMAS BEAUTY INTERNATIONAL ........................................................... 246 

TABLE 227  LAMAS BEAUTY PRODUCTS ....................................................... 246 

TABLE 227 (CONTINUED) .................................................................................. 247 

STRATEGY ........................................................................................... 247 

MARY KAY ..................................................................................................... 248 

TABLE 228  MARY KAY PRODUCTS ................................................................. 248 



TABLE 228 (CONTINUED) .................................................................................. 249 

NEW PRODUCTS ................................................................................ 249 

Time Wise Targeted-Action Line Reducer ................................ 249 

Subtle Tanning Lotion ............................................................... 249 

STRATEGY ........................................................................................... 249 

MERCK, INC. .................................................................................................. 250 

TABLE 229  MERCK PRODUCTS ....................................................................... 250 

TABLE 230  MERCK INGREDIENTS ................................................................. 251 

NEW PRODUCTS ................................................................................ 251 

STRATEGY ........................................................................................... 252 

THE NEOSTRATA, INC. ............................................................................... 252 

TABLE 231  NEOSTRATA PRODUCTS ............................................................. 252 

TABLE 231 (CONTINUED) .................................................................................. 253 

NEW PRODUCTS ................................................................................ 254 

Anti-Wrinkle Lip Enhancer ...................................................... 254 

Daytime Total Anti-Age Complex ............................................. 254 

Oil Free Daytime Smoothing Lotion ......................................... 254 

STRATEGY ........................................................................................... 254 

NOVARTIS AG................................................................................................ 254 

TABLE 232  NOVARTIS PRODUCTS ................................................................. 255 

NEW PRODUCTS ................................................................................ 255 

Eucreas ....................................................................................... 255 

Extavia ....................................................................................... 255 

STRATEGY ........................................................................................... 256 

ORLANE, INC. ................................................................................................ 256 

TABLE 233  ORLANE PRODUCTS ..................................................................... 256 

TABLE 233 (CONTINUED) .................................................................................. 257 

TABLE 233 (CONTINUED) .................................................................................. 258 

NEW PRODUCTS ................................................................................ 258 

B21 Extreme Line Reducing Re-Plumping Cream................... 258 

B21 High Definition Visible Firming Care ............................... 258 

B21 Anti Fatigue Foundation—No. 10 Sable Clair .................. 258 

STRATEGY ........................................................................................... 258 

PFIZER ............................................................................................................ 259 

TABLE 234  PFIZER PRODUCTS ....................................................................... 259 

TABLE 234 (CONTINUED) .................................................................................. 260 

NEW PRODUCTS ................................................................................ 260 

STRATEGY ........................................................................................... 260 

PROCTER & GAMBLE CO ............................................................................ 261 

TABLE 235  PROCTER & GAMBLE PRODUCTS ............................................. 261 

NEW PRODUCTS ................................................................................ 262 

STRATEGY ........................................................................................... 262 

Q-MED AB....................................................................................................... 262 

TABLE 236  Q-MED PRODUCTS ........................................................................ 263 



STRATEGY ........................................................................................... 263 

ROBANDA INTERNATIONAL ...................................................................... 264 

TABLE 237  ROBANDA PRODUCTS .................................................................. 264 

NEW PRODUCTS ................................................................................ 265 

Robanda OptimEYES Eye Treatment ...................................... 265 

Anti-Aging 3 Pack ...................................................................... 265 

Rejuvenating Serum .................................................................. 265 

STRATEGY ........................................................................................... 265 

ROHM AND HAAS COMPANY ..................................................................... 265 

TABLE 238  ROHM AND HAAS PRODUCTS .................................................... 266 

STRATEGY ........................................................................................... 266 

SEDERMA ....................................................................................................... 266 

TABLE 239  SEDERMA PRODUCTS .................................................................. 267 

NEW PRODUCT .................................................................................. 267 

LUMISPHERE .......................................................................... 267 

O.D.A. White .............................................................................. 267 

ESSENSKIN .............................................................................. 268 

Aqualance ................................................................................... 268 

STRATEGY ........................................................................................... 268 

SHISEIDO ....................................................................................................... 268 

TABLE 240  SHISEIDO PRODUCTS .................................................................. 269 

TABLE 240 (CONTINUED) .................................................................................. 270 

NEW PRODUCTS ................................................................................ 270 

Hydro Refining Softener ............................................................ 270 

Day Essential Moisturizer Light SPF 10 Sunscreen ............... 270 

Purifying Cleanser Foam I (UV White) .................................... 271 

Shiseido Future Solution Total Revitalizing Cream ................ 271 

STRATEGY ........................................................................................... 271 

UNILEVER ..................................................................................................... 271 

TABLE 241  UNILEVER PRODUCTS................................................................. 272 

NEW PRODUCT .................................................................................. 272 

Dove Pro-Age ............................................................................. 272 

STRATEGY ........................................................................................... 273 

WOODRIDGE LABS, INC. ............................................................................. 273 

TABLE 242  WOODRIDGE LABS PRODUCTS .................................................. 273 

TABLE 242 (CONTINUED) .................................................................................. 274 

STRATEGY ........................................................................................... 274 

WYETH ........................................................................................................... 275 

TABLE 243  WYETH PRODUCTS ....................................................................... 275 

TABLE 243 (CONTINUED) .................................................................................. 276 

STRATEGY ........................................................................................... 277 

SERVICE COMPANIES ................................................................................. 277 

24 HOUR FITNESS ............................................................................. 277 

TABLE 234  24 HOUR FITNESS SERVICES .................................................... 277 



TABLE 244 (CONTINUED) .................................................................................. 278 

Strategy ...................................................................................... 278 

BE MEDISPA ....................................................................................... 278 

TABLE 245  BE MEDISPA PRODUCTS ............................................................. 279 

Strategy ...................................................................................... 280 

MANDARIN ORIENTAL ..................................................................... 280 

TABLE 246  MANDARIN ORIENTAL SERVICES ............................................ 280 

TABLE 246 (CONTINUED) .................................................................................. 281 

Strategy ...................................................................................... 281 

MII AMO ............................................................................................... 281 

Introduction ............................................................................... 281 

TABLE 247  MII AMO SPA SERVICES .............................................................. 282 

Strategy ...................................................................................... 283 

STEINER LEISURE, LIMITED .......................................................... 283 

TABLE 248  STEINER LEISURE PRODUCTS .................................................. 283 

New Products ............................................................................. 284 

Strategy ...................................................................................... 284 

APPENDIX 1:  ACRONYMS ..................................................................................... 285 

APPENDIX 2:  PATENTS ......................................................................................... 286 

UNITED STATES PATENTS ........................................................................ 286 

TABLE 249  U.S. PATENTS ................................................................................ 286 

TABLE 249 (CONTINUED) .................................................................................. 287 

TABLE 249 (CONTINUED) .................................................................................. 288 

TABLE 249 (CONTINUED) .................................................................................. 289 

TABLE 249 (CONTINUED) .................................................................................. 290 

TABLE 249 (CONTINUED) .................................................................................. 291 

TABLE 249 (CONTINUED) .................................................................................. 292 

TABLE 249 (CONTINUED) .................................................................................. 293 

TABLE 250  EUROPEAN PATENTS .................................................................. 294 

TABLE 250 (CONTINUED) .................................................................................. 295 

TABLE 250 (CONTINUED) .................................................................................. 296 

TABLE 250 (CONTINUED) .................................................................................. 297 

TABLE 250 (CONTINUED) .................................................................................. 298 

TABLE 250 (CONTINUED) .................................................................................. 299 

TABLE 250 (CONTINUED) .................................................................................. 300 

TABLE 250 (CONTINUED) .................................................................................. 301 

TABLE 250 (CONTINUED) .................................................................................. 302 

TABLE 251  JAPANESE PATENTS .................................................................... 303 

TABLE 251 (CONTINUED) .................................................................................. 304 

TABLE 251 (CONTINUED) .................................................................................. 305 

TABLE 251 (CONTINUED) .................................................................................. 306 

TABLE 251 (CONTINUED) .................................................................................. 307 

TABLE 251 (CONTINUED) .................................................................................. 308 



TABLE 251 (CONTINUED) .................................................................................. 309 

TABLE 251 (CONTINUED) .................................................................................. 310 

TABLE 251 (CONTINUED) .................................................................................. 311 

TABLE 251 (CONTINUED) .................................................................................. 312 

TABLE 251 (CONTINUED) .................................................................................. 313 

TABLE 251 (CONTINUED) .................................................................................. 314 

TABLE 251 (CONTINUED) .................................................................................. 315 

TABLE 251 (CONTINUED) .................................................................................. 316 

TABLE 251 (CONTINUED) .................................................................................. 317 

TABLE 251 (CONTINUED) .................................................................................. 318 

TABLE 251 (CONTINUED) .................................................................................. 319 

TABLE 251 (CONTINUED) .................................................................................. 320 

 


