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The cosmetics of tomorrow,
source of wellness and pleasure
From time immemorial, philosophers have been fascinated by the capacity of seduction as an essential
reality in life. Aristotle, in his Theory of Virtue, already noted that physical attraction, albeit important, is not
enough to generate lasting happiness, pleasure and wellness. We have all been able in our own experience
to see that people who are well integrated in society exert by essence a power of attraction and therefore
enjoy a much fuller life than others.
The capacity of seduction is therefore an absolute necessity in both men and women, and is not moreover
limited solely to the human race. It proves to be directly linked to self-esteem, irrespective of age.The power
of attraction helps to develop, particularly in men, a lifelong feeling
of success and domination.
Self-esteem must nonetheless be defined. According
to C. André, it is how you see and judge yourself
under the influence of how other people actually
or are perceived to see and judge you. Selfesteem is therefore related to everyone’s
capacity to identify his or her strong points
and to put the weak points in perspective,
leading finally to a pacified condition
which is self-acceptance.
It is therefore a lifelong process which,
once having survived the chasms of
adolescent self-doubt, will continue to
blossom

throughout

our

existence.

Constantly nurtured by the quest to grasp
every opportunity of influence and control,
driven by all the forms and opportunities of
social ties, self-esteem generally reaches its
peak in the autumn of life before the
deterioration of physical and intellectual capacities
calls everything into question.

Do cosmetics contribute to the « happiness » culture?
For a long time it was thought that the job of cosmetics consisted
of slowing down the chronological deterioration of our outer envelope,
thereby improving and even correcting our physical appearance. That
overlooked the fact that the skin is not just an outer layer and failed to
recognise the intense and permanent exchange between the skin and
the brain thanks to the incredible number of nerve endings.
Beauty must therefore be understood at two levels: an external level with
appearance and the instantaneous attraction it can exert, and an internal
level based on how the brain decodes the perceptions and the impulses
generated, the two combined leading to wellness, a condition perceived at any
age and where the psychic dimension can go beyond and considerably sublimate
the mere physical aspect.
At a time where « happiness » is becoming a new social culture, cosmetics, through their
capability of directly impacting appearance and the power of attraction, therefore have an essential role to
play in enhancing our general wellness, improving our morale and boosting our feeling of happiness.
What is to be expected from the cosmetics of wellness?
The capacity of a cosmetic to contribute to our wellness
and to generate pleasure is directly linked to its capability of
meeting and corresponding as closely as possible to the
expectations of the end-users. « The face is not just an
image, it is the reflection of a life history … ». The product
must therefore take due account of the ambient and social
context, the personal profile, the age and in the latitude in
which each user lives at the moment in time when he or
she moves from the prevalence of the community and
society to that of individual happiness. Everyone wants a
product which will contribute to stimulating his or her senses
and those of the people around, to create personally and to
project on the outside world an image in harmony with his or
her personality.
What experimental approach can measure the contribution of
cosmetics to the happiness and pleasure of users?
Self-esteem, happiness, wellness, pleasure, are all
parameters where subjectivity does not correspond to any specific
criteria that can be evidenced by traditional, direct
measurements. Depending on the objective, it is essential to
undertake a vast array of investigations where only the final result
will show whether a particular cosmetic has a beneficial effect. This
involves a case by case approach where the criteria need to be
revisited depending on the profile of the product, on how it is used
and on the target aimed at, that only years of experience can provide.
A mere clinical response is no longer sufficient. It must be completed by
sensorial data, neurocognitive assessments (quantification of enzymes,
hormones, neuromediators, etc.), not forgetting the selection of instrumental
methods specifically designed to measure parameters directly related to the effect sought.
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