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State of the Medical
Aesthetics Industry



We saw slightly
fewer patients
this year, but
each one was
worth more

While patient volumes
were down slightly, spend
per patient and retention
rates have held strong

QIGHT

Patient Purchasing Metrics:

12 months ending August 2026
(vs prior 12 months)

A YED
48%  -4% 9%

Average patient retention Average number of patients Average spend per patient
(+1%) seen per facility
excludes surgical-only patients
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Qsight Sales Measurement (same store panel covering September 2024 through August 2026)



Surgeries are
driving
growth in
2026

H1 2026 patient spend
reached $15.2 billion, up
4% year-on-year, but most
of this was driven by
surgeries while non-
surgical treatment growth
slowed
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Neurotoxins and skin rejuvenation also drove growth in H1

Total Categorical Patient Spending at U.S. Medical Aesthetics Practices in 2026 (H1 only, with % YOY growth)
SN i

Skin Rejuvenation (excl. E
$925m (+1.

Neurotoxins
$3.4b (+5%)

Plastic Surgery|

$4.7b (+13%)
A




IIIIIIIIIII

Energy-based devices and professional grade skincare

grew more moderately
Total Categorical Patient Spending at U.S. Medical Aesthetics Practices in 2026 (H1 only, with % YOY growth)
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Weight loss and dermal filler spending continued to

moderate
Total Categorical Patient Spending at U.S. Medical Aesthetics Practices in 2026 (H1 only, with % YOY growth)

-

Weight Loss & Dietary Lifestyle ,‘ Dermal Fillers
$1.7b (-3%)

Q2o +1% ™

$1.1b (-12%)







Newer toxin
brands are
challenging
leaders

The neurotoxin category is
fragmenting; newer
players like Daxxify are
challenging the long-
standing dominance of
brands like Botox
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Total quarterly U.S. patient spending on neurotoxin procedures
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1st generation vs 2" generation
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. Total quarterly patient spending at U.S. medical aesthetics practices
HA fl ‘ |e rS * Dermal Fillers
’ $1,000
reaching a

Millions

$800
new
f% $600
normal?
Patient spending on if s

hyaluronic acid-based
dermal fillers has levelled

out following several years $200
of shrinking demand

$-
2018-Q1 2019-Q1 2020-Q1 2021-Q1 2022-Q1 2023-Q1 2024-Q1 2025-Q1 2026-Q1

—8— Dermal Filler (Biostim) —8— Dermal Filler (HA)
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Total quarterly patient spending at U.S. medical aesthetics practices

Mec h anica | Skin Rejuvenation (Non-EBD), selected subcategories
microneedling -

procedures

continue to s10

Millions

E

surge :
Mechanical microneedling 5
procedures are more than T s
double that they were in
2024 - and are still /\/\/\/\/\/
growing

$0

2021-Q1 2022-Q1 2023-Q1 2024-Q1 2025-Q1 2026-Q1
—e—Chemical Peel ~ —8—Hydradermabrasion ~ —8=—Mechanical Microneedling ~ —8=— Microdermabrasion
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Exosomal
therapy
adoption
has grown

Around a quarter of U.S.

medspas now offer
exosomal therapies; a
significant growth since
pre-pandemic levels
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Percentage of U.S. medspas offering Exosomal Therapies
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. / Total quarterly patient spending at U.S. medical aesthetics practices
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Patient Journeys and
Treatment Pathways



Patients are
coming back
more than they
used to

Compared to several years
ago, the average aesthetics
patient makes nearly 20%
more visits over the course
of their first two years
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Average same-location cumulative patient visits over time at

Average cumulative visits
N

Qsight Sales Measurement

U.S. medical aesthetics practices

8 12
Months following first visit

—8— Most recent cohort —®—2018
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20

3.49

24

N = 120,000 patients

+20%



Neurotoxins:
still the #1
gateway 1o
aesthetics

Neurotoxins have
remained the single
biggest category among
first-time patient visits

QIGHT

First-time patient visits

35%: Neurotoxins

Qsight Sales Measurement (based on patients in the 24 months ending August 2026)



... but patients
are also
showing up for
weight loss

Weight loss treatments
have also emerged as a
significant driver of new
patient visits, up from 7%
in just 2021

QIGHT

First-time patient visits
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14%: Weight loss & dietary lifestyle

Qsight Sales Measurement (based on patients in the 24 months ending August 2026)



Average cumulative patient visits over time

N eW p ati e nt Neurotoxins vs other treatments
journey
anchors are 6

10
‘0
. >
)
2
emerging
5
c4
35
O
[0)
&
T 2.72
>
<
2
0
0 4 8 12 16 20 24

——N toxi
eurotoxin N = 120,000 patients
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Average cumulative patient visits over time
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New patient
journey
anchors are
emerging

GLP-1 and HRT have not
only emerged as drivers of
new practice patients, but
also reasons for patients to
regularly step back into
practices
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Average cumulative patient visits over time
Neurotoxins vs other treatments

Average cumulative visits
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Qsight Sales Measurement (based on patients beginning treatment in the 12 months ending August 2024)
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M iCI’Oﬂeed |Ihg . Mechanical Microneedling visits
A hot spot for
Cross-
purchasing

24%

Professional Grade
Skincare

50%

Half of all mechanical
microneedling visits are

No other purchases

concurrent with another 2 é%
aesthetic purchase - Other aesthatic
professional grade PUTEEESS
skincare makes up the

Most

Qsight Sales Measurement (based on 24 months ending August 2026)
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Social Media Engagement
Highlights



Average social media post frequency by practice specialty type
MedSpas
lead on

most social
platforms

MedSpa accounts average

85 Facebook and 73

Instagram posts a year -

roughly a third more than ‘

plastic surgery, the next I
most active specialty -

though TikTok remains led Dermatology Medspas NorCore P st Sy
by phyS|C|an praCtheS B Facebook ®Instagram M TikTok
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Average pOStS peryear
N o
o o

o

o

Qsight Social Intelligence

QSIGHT



Which posts
engage
patients on
social media
the best?

QSIGHT
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Top post categories by average engagement

Question

Staff Spotlight/Culture
Public Relations
Compliance/Safety
Procedure Demo
Influencer/Collab/Sponsored
Testimonial
Announcement

Before & After
Location/Hours/Ops
Financing/Membership
Product Use

Product Launch

Qsight Social Intelligence

(Instagram only)
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Which posts
engage
patients on

social media
the best?

Engage your audience and
show off your team!

QSIGHT
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Top post categories by average engagement

Question

Staff Spotlight/Culture
Public Relations
Compliance/Safety
Procedure Demo
Influencer/Collab/Sponsored
Testimonial
Announcement

Before & After
Location/Hours/Ops
Financing/Membership
Product Use

Product Launch

Qsight Social Intelligence
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different colors at the

400 600
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Trying to Guess My Employees’ Voices!
How many can YOU get?
#younplasticsurgery #plasticsurgeon
#yps
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Like Reply
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October 18, 2024
albertplasticsurgery & s
Albert Plastic Surgery Follcw,
a

albertplasticsurgery & 38w

Meet the team at Albert Plastic Surgery
— action-figure style! From our
talented cosmetic coordinator Nikole,
the incredibly devoted & skillful surgical
assistants, the creative back-end tech
guru Evelyn, to the man himself— Dr.
Albert! All of our work that we show
vou and the ediication we provide.

rocregional ® + Follow
Original audio

rocregional @ It's a goad thing our orthopedic urgent care team
knows what these different color flags mean, because our social
team sure didn't. &

£ What do you think?! Drop your guesses and we'lllet you
know if you're right.

(Hint - they do vary by office, and no, they're not just there for
the vibes 4 )

,@ sheinkydink50 Blue is the worst one if im not mistaken
_ w Reply
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_J—— Reply
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#Ready for doc flags
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ve
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Only 10% of
practices get at
least 65% of

neurotoxin
patients to

come back

The middle 80% of
practices retain 34-65% of
new neurotoxin patients;
the top decile keeps
almost twice as many as
the bottom

QIGHT

Neurotoxin retention rate by practice
% of patients returning for second neurotoxin visit within a year
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34% retention $ 65% retention
Middle 80% of practices
retain 34-65%
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N = 110,000 patients

Qsight Sales Measurement (based on patients beginning neurotoxin treatment during 12 months ending August 2025)



Top MedSpas
can generate
over $3.2k in a

patient’s first

year

Typical first-year patient
spending clusters between
$1,500 and $2,000 — the
top decile of MedSpas see
nearly double that

QIGHT

Average first year patient spending: MedSpas
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Qsight Sales Measurement (based on patients starting treatment during 12 months ending August 2025)

$8,000
N = 285,000 patients



Average first year patient spending: MedSpas + Plastic Surgery Clinics

Plastic surgery
patient

spending has
an early edge

Frequency

Plastic practices out-earn

MedSpas in year one - but Top 10%
M Y $12,000+
surgical dollars rarely
repeat, while MedSpa
spend is smaller and
stickier
$0 $5,000 $10,000 $15,000 $20,000 $25,000 $30,000

Plastic Surgery MedSpa

N = 440,000 patients

Qsight Sales Measurement (based on patients starting treatment during 12 months ending August 2025)
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Key
Takeaways

Bottom line: Growth is
increasingly about
maximizing the value of
every patient — acquire,
retain, and expand the
relationship across
treatments.

QIGHT

*Patients are worth more, even if there are fewer of them
*Neurotoxins are still the front door

*The neurotoxin leaderboard is shifting

‘Retention is the biggest lever left on the table

*There is opportunity across the full funnel

Scan to explore the full presentation
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