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VALÉRIE KAMINOV – BIOGRAPHY
Valérie Kaminov is Founder and Managing Director
of the highly successful International Luxury Brand
Consultancy. For over 25 years Valérie has been at
the forefront of the global cosmetics industry and
has worked with a vast array of luxury, premium
and niche beauty brands and fragrances. With
her extensive expertise, commercial acumen and
practical experience IL Brand Consultancy has
become one of the most sought after management
and distribution agencies specialising in global
beauty. Recognised for the breadth of business
sectors and extensive distribution channels it works
with, ILBC’s international client portfolio spans
both well-established names and newly-emerging
brands in hair care, make-up, skincare, fragrance,
devices and top-to-toe brands. Valérie’s wealth
of knowledge in international growth strategies
and business development is combined with an
inspirational and forward-thinking approach.
Through her exceptional insight and understanding
of the industry Valérie has helped brands amplify
their market reach, elevate their brand presence,
improve their business performance and
achieve commercial success globally.
A further aspect of her business is her skill in brand
evaluation, acquisition due diligence, risk assessment
and commercial growth which has led Valérie to regularly
advise Private Equity Funds, multi-national organizations
and financial investors. This capability in combination
with her advanced qualifications and proficiency in
corporate governance have made her a much-desired
Board Advisor and Non-Executive Director.
From her CEW mentoring, organisation
of the International Manufacturers & Distributors
Forum (IMF) and guest lecture programmes,
Valérie is a passionate and dynamic
advocate of the global beauty industry.
Valérie splits her time between her London HQ
and her central Paris office as well as managing
a satellite network in China.

The year of
happy beauty
Happiness was low on the radar in 2020 but as we slowly start to emerge into a
post-pandemic world consumers will be looking for solutions to boost them both
physically, and mentally. According to Pinterest Predicts Report 2021* this year is
predicted to be the year of ‘Emo Beauty’.
Linking our emotional wellbeing with our skin, hair and body health, emotional
beauty bridges the mind-beauty gap to simultaneously address how we look, and
how we feel.

Our emotions and our physical appearance go hand in hand; on a very minor scale
“when someone is stressed it comes out straight onto the skin and causes all skin
conditions to get worse and the skin to dry out, become spotty or generally look
dull” says Margo Marrone, Founder of The Organic Pharmacy.
Put simply, when our mind is unhappy we don’t look our best.
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The 2020 Covid-19 pandemic has created mass disruption
for consumers’ emotional wellbeing. This has not only
manifested itself in our physical appearance but it has
signalled a shift in both beauty perceptions and beauty
routines. For the beauty industry this means developing
strategies, and products, that support physical and
mental wellbeing, and providing beauty routines that
not only make consumers look good, but make them
feel good too.
Living through a pandemic has understandably altered
consumers’ emotional wellbeing, with 3 in 10 people
reporting they are more aware of their mental health
needs, revealed recent Mintel research. But it isn’t
just our minds that have taken the hit, our physical
appearance is suffering too. “The emotional impact of
the pandemic, extended periods of working from home
and the burden of an uncertain future has resulted in
anxiety, declining skin health and premature ageing.
This has been referred to as ‘Covid face’– and refers to
the visible appearance of stress on the skin.” says Abi
Buller, foresight writer at strategic foresight consultancy,
The Future Laboratory. “Since Covid-19 and lockdown
periods, people have been focusing more on overall skin
health – especially as a result of zoom fatigue and an
increased awareness of their appearance. Incorporating
brightening, moisturising and blue light-blocking
products into routines is something that is continually
on the rise as people look to revive and rejuvenate their
skin”, notes Buller.

Enter, ‘mindful beauty’. The Oxford Dictionary defines
mindfulness as ‘a mental state achieved by focusing one’s
awareness on the present moment, while calmly acknowledging
and accepting one’s feelings, thoughts, and bodily sensations,
used as a therapeutic technique’ and indeed it’s a practice
which could prove particularly beneficial given the current
chaotic state of the world; a study published in November
2016 in the British Journal of Dermatology found that people
who practice more mindfulness experience less distress and a
better quality of life than those who do not. Crucially though,
incorporating mindfulness into our daily routines has been
shown to affect skin positively with as study in the Journal of
Behavioural Medicine, June 2018, showing that the practice can
help improve wound healing within the first few days, while
the National Psoriasis Foundation discovered that mindfulness
has been shown to improve symptoms in psoriasis.

While ‘Covid face’ is of course a new phenomenon the
idea that our skin can reveal how we are feeling on the
inside belongs to an emerging field of thought known as
psychodermatology. The skin and brain are grown from
the same embryonic layer in the womb and linked by a
gut-brain-skin axis, psychodermatology “acknowledges
this connection, treating skin diseases using a holistic
approach, aware of the impact a skin disease can have on
someone’s psyche, and vice versa”, says neuroscientist
and Aromatherapy Associates Spokesperson, Dr Tara
Swart. When we are stressed our “wound healing slows,
oil glands go into overdrive, and inflammation takes off”
explains dermatologist, psychiatrist and author of The
Mind-Beauty Connection Amy Wechsler. Essentially, if
brands can tap into consumers emotionally they can
trigger a response aesthetically.
*Pinterest Internal Search Data, Global, comparing searches from Oct 2018 - Sep 2019 vs searches from Oct 2019 – Sep 2020
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The demand for mindful beauty is high with 69% of
people** planning to dedicate more time to selfcare in 2021 than they did in 2021. Brands are already
beginning to capitalise on this cultural need for moodboosting beauty; between March-July 2020 Skin &
Tonic sold 35,000 pots of their ‘Calm Balm’ thanks to
its promise of melting away makeup and stress. While
CBD supplement brand, Mindful Extracts offers mindful
practices which are designed to balance the body and
calm the mind. By combining traditional products and
services with practices such as mindfulness, meditation
and deep breathing, beauty products and routines can
offer everyday skincare and wellbeing solutions that
simultaneously calm the mind and the skin.
Consumers are thinking so much more about their
physical and emotional wellbeing since the pandemic
and self-care has become a vital ingredient to maintain
our physical and mental health. In a recent study 67%**
of people agreed that self-care routines they developed
during the pandemic have become a permanent part of
their life. “Elevating our mental and physical wellbeing
by carving out time for our self-care keeps our inner
resources strong and happiness levels high” says
Aromatherapy Associates Education and Wellbeing
Director, Christina Salcedas.
The physical act of hair brushing, body brushing or
moisturising is linked to repetitive motions which
promote a state of calm but not only does self-care
provide a moment of mindfulness it also creates a sense
of control over our routine - something which many of
us have been forced to concede thanks to Covid-19.

In fact, it has been found that people with more
consistent routines are likely to be happier and suffer
less from mood problems and loneliness***.
Plus, a consistent beauty routine gives us something to
look forward to; regularly treating yourself to proper
love and attention can trigger a rush of chemicals to
the brain which will boost your mood.
So while we may not feel like we can be the masters of
our destiny at the moment, with a little help from our
beauty routines we can certainly be the masters of our
emotional wellbeing. It’s not just skincare brands that
can leverage the link between emotional wellbeing and
beauty.
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** Study carried out strategic foresight consultancy, The Future Laboratory 2020
*** The Lancet Psychiatry, June 2018
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Scents that are proven to reduce stress and improve
mood can, and should, be incorporated into skin, hair
and body products in order to play within the ‘happy
beauty’ space. “Linked to the area of the brain governing
instinct, memory and emotion, our sense of smell is the
most evocative and primitive of our senses.
Through these scent pathways, essential oils can have a
dynamic effect on our emotional state.
They help transform our moods, moving us away from
one state of mind another”, notes Salcedas. Indeed
Aromatherapy Associates have developed a range of
products which utilise all of your senses to elicit an
emotional change through the power of essential oils
while Disciple’s adaptogen-rich oils are formulated
to help the mind and body deal with internal stress.
Fragrance houses are also turning to ingredients to calm
the mind. Perfumer Maurice Roucel has created ‘Matcha
Meditation’ for Maison Margiela which “reduces stress
levels and promotes serenity. It allows you to focus.”. A
focus improving spritz is something we could all do with
whilst working from home for the 400th day.
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As we look towards the future beauty
brands will need to ‘behave like health
and wellness brands’ says WGSN’s
Director of Beauty, Jenni Middleton,
they will need to not only provide
aesthetic benefits but improve a
consumer’s mental state too.
This can be achieved by combining
traditional R&D with a more therapeutic
philosophy, look to brands that
practice internal and external wellness
such as The Organic Pharmacy and Oio
Lab who select clinically-proven active
ingredients to make you glow from
the inside out. Indeed it is this holistic,
inside out, approach which ultimately
results in both a happy mind and happy
skin. Because it’s true what Roald Dahl
said ‘if you have good thoughts they will
shine out of your face like sunbeams
and you will always look lovely’.

For more information on how IL Brand Consultancy can help you expand your brand,
please contact us on info@ilbc.co.uk or visit our website at www.ilbc.co.uk

