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Peru

Corporación Yanbal International was created in 1967, and over the years has expanded 
into Bolivia, Colombia, Ecuador, Spain, the United States, Guatemala, Italy, Mexico, Peru, 
Switzerland and Venezuela. Its corporate purpose is the development of women through the 
sale of cosmetic products and bijouterie for women, young people and the family. 

The Yanbal catalogue includes products for facial care, personal care, makeup, fragrances 
and bijouterie sold exclusively via beauty consultants using the direct sale method. This 
sales system has provided an employment opportunity for women struggling for their 
economic independence and the attainment of their biggest dreams.

The corporation has five manufacturing plants in Colombia, Ecuador and Peru, as well as 
research and development centres in Miami and Switzerland, where perfumers and beauty 
experts develop new products. In New York there is a design staff for bijouterie that aims to 
be at the forefront of fashion, setting innovative styles and trends. 

Juan Fernando Belmont was born in Peru and is the owner and head of this successful 
corporation. He qualified in Business Administration from the University of North Carolina at 
Chapel Hill, North Carolina in the United States. With his vision, over 45 years he was able 
to build a sound undertaking that provides business opportunities for over 300,000 women 
in Latin America and Europe.

Belmont comes from a family with a tradition in the cosmetics and pharmaceutical 
industries. His working life began in renowned cosmetic firms in the United States, including 
Helena Rubinstein, which he left to found Yanbal, a company that gained strength from its 
ability to innovate, the use of state-of-the-art technology, high international standards, 
professionals committed to the development of women, and the constant training and 
motivation of its beauty consultants. 

 

Fernando Belmont, CEO, Corporación Yanbal International 
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When we talk about reactivation, have there been any specific 
indicators that the crisis has begun to recover?   

We haven’t experienced a high magnitude crisis here. It has 
certainly affected us but not at a very high level, except for 
the fact that it has so slowed down our growth. There was 
an overall cutback on buying and on industrial consumption 
materials. This led to shortages and scarcity which, in turn, 
impacted delivery schedules; the longer these are, the harder 
it is to project and take the necessary measures.

World trade is famously vulnerable to the global economic 
cycle. When reactivation begins, will global trade revert to its 
pre-crisis levels? 
 
The progress of global trade follows economic cycles. It has 
slowed down, but it will have to recover. The world population 
continues to grow and, with it, the demand for food and other 
consumption goods, and this is to the advantage of global 
trade.

Do you believe that certain regions will be negatively impacted 
while others will be more favorably affected? Or do you think 
that all of them will follow this growth trend you described on 
an equal basis?

The developed markets will stagnate for a period of time and, 
among these, countries such as Portugal, Ireland, Greece, 
and similar nations, will suffer more, as the US dollar  
weakens. But the emerging world economies will participate  
to a greater degree and will benefit in this environment,  
particularly by feeding the rest of the world, with Asia as  
its major consumer.

How do you view matters such as capital flow and capital mar-
kets? Do you expect to see any type of restrictions to foreign 
investments?

In the US, particularly in sectors such as the aircraft industry, 
foreign investment restrictions are already in place.  There 
are fewer such restrictions in Europe, while Latin America has 
become a very open region, as compared with the circum-
stances of some twenty years ago.

Do you believe that there will always be opportunities to  
invest overseas?

Throughout the world, capital flows according to the opportu-
nities that arise. In times of crisis, the world has to have faith 
in the future, and this is what we are doing. For example, we 
are currently investing in Bolivia, where we are upgrading our 
facilities. This is because Bolivian women are important con-
sumers and, as the market economy recovers, there will be a 
demand for better quality make-up. 
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We know that, during the crisis, consumption dropped sig-
nificantly in many markets. In your cases has user behavior 
remained stable?

Many customers now seek to extend the life of our products, 
by reducing the frequency of their use. So, now we must 
strive to attract new customers to offset this drop in  
consumption.

But, surely this tendency to economize will be reversed when 
the crisis is fully overcome?

The word “crisis” for us is more a question of psychology. 
It tends to lead to panic, is contagious, and more of a mental 
activity. There are always opportunities to create companies 
and to do business.

Will this trend for end users to make products last longer force 
the company to introduce strategic changes?

We shall identify more practical and economical packaging 
materials, to ensure that the end product price remains within 
our customers’ means. For this, we must reformulate products 
and their presentation, and simplify. This is because today’s 
market is not interested in very sophisticated products. Con-
sumers are tightening their belts and can only spend what 
they have left in their little money cache. This is patently clear 
to us because we are a direct seller company.

Some analysts believe that the economic crisis has eroded 
public confidence in the private sector’s motivation and has 
damaged the reputation of entire industries. Do you agree?

I don’t believe that the private sector has changed. What has 
happened is that some industries are selling less and are not 
investing. But, competent entrepreneurs cannot let the oppor-
tunity slip by; a business that isn’t growing will disappear.
If some confidence has eroded, it will be the esteem in which 
the bankers were formerly held, with their unappeasable ap-

petite for wealth and the little credibility they now generate, 
and which has caused them to even distrust one another.  
And the worst of it is that, two years into this so-called crisis, 
not a single banker is in jail, only one or two stockbrokers. 

How do you reinforce confidence in your products among 
your customers?

We seek continuously to innovate, to introduce new products, 
to be alert to new trends. Women are always watchful and 
seek innovative products.  But, in other sectors, especially 
those in the developed world, there have certainly been cases 
of industries which have shrunk and for whom it will take 
considerable time to recover credibility and initiative, as in the 
case of investment and mortgage banks. The realty market 
must recover and, when it does, the others will recover too.

Do you believe that your organization will emerge stronger 
from this crisis? If so, how?

We must continue being competitive because, if we fail to 
do this, we shall vanish from the market. This is why we are 
prioritizing the development of some key strategic points. We 
must continue to strive for efficiency, good profitability, and hu-
man resource productivity. It is vital to carefully measure what 
we want to improve and, if this is what we really want, we’ll 
achieve it. 

What does your organization need to do as part of its strategy 
to come out ahead during a time when some companies have 
suffered more and others less?

Our company’s approach is based on seeking prosperity and 
satisfaction for all parties involved. Thus, in order for us to 
succeed, we must all make every effort to this end, and those 
who do not join us in this fight will be asked to leave. 
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How do you balance the need to save capital with the need to 
invest in long-term growth? 

It is our policy to invest from 90 to 95% of our profits. This is 
why we are doing so well.

As you are present in eight countries, do you foresee any 
mergers or acquisitions?

Not specifically in our industry, but we have ancillary indus-
tries and manufacture our own perfumes. Possibly, in this 
sector, we might find ourselves obliged either to consider ac-
quisitions or, otherwise, manufacture our own raw materials.

Our motivation here is part of a vertical integration; for exam-
ple, we manufacture perfumes and, thus, we want to develop 
our own essence molecules to ensure that we are unique in 
this area. 

In your company’s case, do you believe that the concept of 
risk management has changed over time?

I think the greatest risk lies in the dishonesty of employers.

But, recently, you introduced some changes. Did you identify 
a need to refine, modify, or adjust your systems to reduce 
these risks?

I believe that, in any business, you either take good care of 
it or it vanishes. That has always been our policy and the 
reason that we want our executives to care for the business 
as if it were their own. 

In the case of your own company, can you describe actions 
taken in response to risk that have helped to minimize the 
crisis for your employees, shareholders, consumers, or other 
interested parties? 

Since our business is so dynamic, the hardest thing is to 
make sales projections, and, indeed, these are not the most 
encouraging. We have more than 300 thousand saleswomen 
in the countries where we are present, who are unable to sell 
one or more products. This seriously impacts their income, as 
does successfully making a sale and being unable to deliver 
the product. 

So, these saleswomen suffer and we could reach the stage 
where we lose a significant number of them. This happened 
in 2009, because we were too cautious, too conservative in 
our estimates and, consequently, unable to meet customer 
demands. Everybody talked about panic, and this also had an 
impact on us.

Looking ahead, for which emerging or systemic risks (e.g., cli-
mate change, pandemics, geopolitical risks, natural disasters) 
are you preparing yourself??

These are not always unforeseeable and we try to help in 
times of crisis, as after the Pisco earthquake. We sent a truck-
load of blankets for which a group of our saleswomen were 
responsible, and which had the support of the entire company. 
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Are you making plans based on supposed scenarios, i.e., the 
legendary “what if”?

This is what we are going to do, but we have a huge variety 
of products – check out our catalogue. So we would have to 
constantly deal with many “what ifs”, sell 2 x 1, or at a 50% 
discount, and if the product completely changes, this is almost 
impossible to estimate. This is why we strive to maintain a 
very close relationship with our suppliers and, consequently, 
obtain good feedback.

The economic crisis has been stressful for most personnel 
and many have been obliged to achieve more with less. How 
did you deal with your employees’ morale and motivate them 
through this period? Did you, perhaps, introduce some type of 
program?

Not exactly a program, but something that is intrinsic to our 
philosophy where 75% to 80% of our staff are women. Per-
sonally, I believe that women, regardless of what country they 
come from, have infinitely more talent, more chutzpah, more 
backbone, and are more reliable in meeting their commit-
ments, although we also have male employees. 

We encourage our staff to follow our no-waste philosophy 
and to control expenditures, to be ready for rainy days. In 
business, there are things one can control, such as expen-
ditures and others beyond our control, such as sales. We 
strive to make educated estimates and do our best to guide 
our employees, steer their focus so as never to lose sight of 
company targets, all of which ensure enthusiasm, joy, and 
passion in their work.

How did the financial crisis affect your capacity to recruit and 
retain talent?

Very little, but we saw some fluctuation in the sales force, a 
very sensitive area. I believe it is easier to find reliable people 
in times of crisis, and these are also times when people value 
their jobs more highly.

Most analysts predict increased regulation. However, CEOs 
have repeatedly told us that excess regulation is one of the 
chief threats to growth. Will this new regulatory context lead to 
excess regulation?   

There’s already plenty of regulation around and I think it’s go-
ing to get worse, which means more effort and more product 
launch delays; it really is a worrying and complicated matter.  
On the other hand, some regulation is essential, since not all 
entrepreneurs are honest, but here in Peru, it really is exces-
sive. Just applying for a license for a company to operate 
or to build involves enormous delays in obtaining municipal 
authorizations, not to mention the bureaucracy. I also believe 
that regulation at world level is too extreme, particularly, in 
respect of the health and safety area.
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What would be the most important step that governments 
could take to stabilize the financial sector and minimize the 
risk of another catastrophe?
 
Fighting speculation. We need only remember the sub-prime 
mortgages, which were pure speculation on the part of the 
banks, which delight in drawing up packages, and selling 
them, where few borrowers are fully aware of their true con-
tent. It is crucial to limit the banks’ scope and the ease with 
which they can put together these questionable “packages”. 
They should distance themselves from “financial engineering”, 
revert to their original role, and truly contribute to development 
in such a way as to help the investor. 




