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Like-for-like sales growth accelerated over the past 5 quarters

2017 sales
+4.8% like-for-like growth +6.8%
+5.5%
+5.1%
+4.2%  +t4.3%
Q1-18 Sales
+6.8% like-for-like growth

-1.0% reported

Q1 Q2 Q3 Q4 Q1

2017 2017 2017 2017 2018
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Arx Q1-2018 sales continue to reflect sharp contrasts

—

Acceleration at
L’Oréal Luxe

+10.5%* iIn 2017
+14.0%* in Q1-18

1

Still moderate growth at
the Consumer Products
Division

-
=

Very strong Active
Cosmetics Division

+5.8%* in 2017
+10.2%* in Q1-18

Professional Products
Division held back by
sluggishness of some
markets in Western
Europe

-

* like-for-like sales growth
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Strong growth in the new markets

—

Outperformance
in
the New Markets

+8.9%* in 2017
| +149%"inQ1-18
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Sustained growth
in
Asia Pacific
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+123%* In 2017 ’.' . 4 UTE RE q:*@&{awnouem
| +211%in Q1-18 «?ﬂﬁ”‘“ﬁ“mﬂ S R |-rwq‘~1! »

* like-for-like sales growth , L
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Sustained growth in Asia Pacific, especially in China

Leader in 6 categories or channels

China #1 Skincare® #1 Makeup®
g +13.3%

in 2017 Luxury

Dermocosmetics®
# Products® #1

Professional Men’s
# Products® # Skincare®

* Like-for-like sales growth

(1) Euromonitor BPC Panel 2016

(2) Beauté research luxe sell-out panel (DS + Boutiques) / Beauté research Luxe sell-in Panel (all channels)
(3) Euromonitor Dermocosmetics market study 2017

(4) Kline salon hair study 2016

(

5) Euromonitor BPC Panel 2016 / Kantar individual panel 2017 IO =
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Ai'/ " Two powerful growth drivers

-

Travel Retall
+2890**

7% of sales

E-commerce
+33%*

8.8% of sales

L

* Q1-2018 like-for-like sales growth. Sales achieved on our brands’ own websites and estimated sales achieved by our brands corresponding to sales through retailers’ websites
(non-audited data)

** Q1-2018 like-for-like sales growth 7 =
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W . Our big brands are strong contributors to growth

In China, In the US mass cosmetics market —

ppppp

are the top contributors to growth

& lorealparis.com.cn

" LOREAL
- %

lancome.com.cn (&

LANCOME

l—loPBﬂéAL

25

& E‘;}ﬁ%ﬁ r =
LANCOME - N2 LOFBR%AL became the
=t #2* brand in 2017,
=z behind the #1*
MAYBELLINE

*Source: US make-up AC Nielsen full year 2017
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Now 8 billionaire brands

GIORGIO ARMANI

we/te:
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Reasons for confidence
In the future
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1 . A constantly growing beauty market

2017e
c.+4/59+

1993 1994 1995 1996 1997 1998 1989 2000 2001 2002 2003 2004 2005 2008 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017E

* Beauty market annual growth, excluding soaps, toothpates and razors, at constant exchange rate

Source: L'Oréal estimates Z
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Growing middle class & high propensity to trade up

Current market dynamics towards premiumisation

2030 20
10
5 . 6bn BEAUTY -
16
2015 9
BOTTLED WATER
3 . 2bn
16
HOUSEHOLD 8
CLEANING SUPPLIES
TRADE TRADE
UP DOWN

Number of people @ % of people who traded up/down®
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(1) World Data Lab for L’'Oréal
(2) McKinsey Global Consumer Sentiment Survey, 2016



*Source: Euromonitor

.. the number of Seniors is projected to almost double,

reaching 1bn by 2030

2030’

1.0bn

2015r

O.6bn
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... urbanization creates new needs and desires

A

URBAN
POPULATION

) ¢
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5bn*

CITY-ZENS BY 2030

POLLUTION

EE . RO NS WSS BRI DR YT ER AT

*Source: Euromonitor

14 Exane - 14 June 2018 I_,O R EAI_



2 . L’Oréal: beauty pure player for over 108 years

Passion
for beauty

Consumer
expertise

Scientific
knowledge

Data
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3 . Only beauty, all about beauty

DEPARTMENT PHARMACIES
STORES DRUGSTORES BRANDED
HAIR SALONS MASS MARKET PERFUMERIES MEDISPAS RETAIL TRAVEL RETAIL E-COMMERCE
AcCross
all
distribution
channels
WESTERN
= EUROPE
AcCross ol o
a . -
all samarme Y AcCross
beauty g ?‘ " NORTHAMERICA 4 regions
categories = Y
NEW MARKETS
HAIRCARE HAIR COLOR SKINCARE FRAGRANCES MAKEUP

16
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12.9%*

LOREAL

PROFESSIONNEL

PARIS ‘ ’

\\\\\\\\\\\\
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KERASTASE

PARIS ‘ .

PUREOLOGY

rrrrrrrrrrrrrrrr

ppppp

Our unique, strong portfolio of complementary brands

Consumer products : L’Oreéal Luxe : Active cosmetics
46.6%* : 32.6%* : 8.0%*

- . LANCOME
LOREAL O LANCC O MSSN%UREI\W‘ \

PARIS

LA ROCHE-POSAY q '

LABORATOIRE PHARMACEUTIQUE

5 ® . re
RNICR | —
@Rnie - | " BIOTHERM vicHY ()

URBAN DECAY A

MAYBELLINE

d=
NY X &= | 'M——
— COSMETICS RALPH LAUREN

g FRAGRANCES % Cefg@ %

eSS|e % shu uemura © Clar'éO”'Cg SKINCEUTICALS g

O@ é VIKTOR®ROLF ]—R N - -
Py g e e

Dark ~ DIESEHL cacharel . < O

Lovely

1||&

mia vUESA @)

*as a % of 2017 consolidated sales
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Dermatologist-
recommended
skincare brand
Contains three
ceramides to restore
skin’s natural barriers

ACD

*Long-term licenses

— Armani*

Iconic Italian brand
recognized for its
elegance and the
perfection of its style

L L’Oréal Luxe

Further enhanced by targeted acquisitions

— Stylenanda

Korean lifestyle
make-up company
Highly desirable
brand among
Korean & Chinese
millennials

CPD

18

Pulp Riot

Professional
haircolor brand
Unique creative
artistry and stylist
powered education

PPD

Exane - 14 June 2018

Valentino*

VALENTINO

Long-term license
agreement
Unique blend

of prestige

and modernity

— L’Oréal Luxe

LOREAL



Research and innovation

3,885 researchers
€877m budget
20 research centres

A strong centre
6 regional hubs

4. Our fundamentals are more relevant than ever

By Jennifer

another hit from Lancéme

Lancome makes the best mascaras and this
one is no exception. Great fluffy brush and yp-
cal amazing quality you'd expect from a
LancGme mascara

By Heather

This quickly becarme my favorite mascara of all
time. It lifts my lashes. | don’t even curl my
lashes when | use this. It thickens them. It
lengthens them. I's very black. What more
could | ask for. Will forever buy this, unless
something belter comes out. )

INNOVATION & QUALITY
are wmnmg

By Marie

C'est vraiment un accord parfail, unifie le tenl,
pas de démarcation el léger a porler

By Deborah

Excellent!! love it )

560 reviews
\ 5stars I
| 4 stars —
3stars
2stars W
1stars |1

By Stella

This product does exactly what it says! | usually
use a few drop of this mxed with Marula ol and
my face is completely rehydrated. Love Kiehl's

By Sandy

Love this stufft

166 reviews

5 stars I
4 stars -

3stars =R

2stars W

1stars 1

By ulie

Un soin devenu incontoumnable de ma routing,
aide viaiment ma peau a maintenir son hydrata-
hon, m'a auss: aidé a réguler ma peau mixte, je

aiment ultra convaincue et le racheterai

SUS W

By Romain

Adepte de cette marque, belle performance
pour ce praduit Pénétration trés rapide: je F'ulilise
aprés une lofion el avanl ma créme de jour

Effet trés agréable & I'application, Le produit dure
assez longter pressons pour l'ensemble
du visage el cou

620 reviews

5 stars I
4 stars E—

3stars =

2stars W

Tstars 1

il

In a world of ratings, reviews & advocacy, superior quality is a paramount advantage

19
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SKINACTIVE

Micellar
Cleansm%
il

Water in

4 . Our fundamentals are more relevant than ever

In the era of algorithms, hero products win

20
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Continuously innovating

LOREAL LANCOME

PROFESSIONNEL PARIS

PARIS

VICH

BOEATOIRELS

Botanéa Genifique sensitive Lash Paradise Reuvitalift — Filler HA Mineral 89
MAYBELLINE GIORGIO ARMANI @“\HNIER

Superstay Matte Ink Si Passione Cushion Tatouage couture Fructis Hair Food Banana
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‘\( | L'Oréal leading the digital beauty

Digital is at the heart of our business

SR

38

of our Media
spend

17,000

upskilled

4 ’Oréal brands
in the top 10 EMV

150 million

Strong ROI focus

+34 %

.. e-commerce
of qualified contacts Sales Growth
e-commerce
1.1Bn
consumer data 8%

records

of group Sales

* 2017 Like-for-like sales growth. Sales achieved on our brands’ own websites and estimated sales achieved by our brands corresponding to sales through

retailers’ websites (non audited data) |_’O R EAL



At the forefront of Beauty tech services

MODIFACE

—— ALOREAL GROUP COMPANY o
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I In an ecosystem of partnerships & startups

FOUNDERS

@HPARTECH
VIVA
TECHNOLOGY

STATION F
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6. Leading responsibility conscience & performance

S Ambitious
Environmental & Social
Commitments
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Sharing Beauty With All: 2017 achievements

Sustainable

Consumption

Sustainable
Innovation

CAN YOU ;
SURVIVE i of brands have implemented

%NLf%%s 0 initiatives
OF R )0 to raise consumer

A D/ i
i awareness ©

i of new or renovated products

have an improved
7 6% . environmental
. or social impact®

Sustainable Developing sustainably with...

Production
:reduction in CO,
i emissions in factories and

i distribution centres since
7 3 % 2005 @

i New commitments within the
i framework of Science Based
i Targets initiative

Employees
Suppliers

Communities

* 2020 targets

(1) In 2017, SPOT tool replaced the mechanisms previously used to evaluate the social and environmental progress of formulas and packaging. SPOT takes more criteria into account,
and enables a more comprehensive and rigorous analysis, whereby the diverse impacts are considered in term oh their contribution to the product’s overall impact; vs. 82% in 2016.
(2) The percentage reduction is calculated in absolute terms for scopes 1 and 2 in line with the GHG Protocol standard; vs. -67% in 2016.

(3) Calculated as a percentage of consolidated sales 2016; vs. 46% in 2016 calculated as a percentage of consolidated 2015 sales.
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Acknowledged leadership in CSR and ethics

SNCDP WCDP NCDP

A LIST A LIST A LIST
2017 2017 2017

[ cumare [l ronests J waren

N

N(@ﬂ NEWSWEEK

GREEN RANKING
2017

9TH YEAR

©0|WORLD'S MOST
=ETHICAL
a1 COMPANIES®

WWW.ETHISPHERE.COM
———————
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New Science Based Targets commitments

L’Oréal’s new commitments

SCIENCE

By 2030, reduce by -25% in absolute terms,

BAS ED all our direct and indirect greenhouse gas
emissions, compared with 2016
TARGETS (scope 1,2,3).

DRIVING AMBITIOUS CORPORATE GLIMATE ACTION
By 2025, all our industrial, administrative
and research sites will be required

q}‘ ;“’“ :”’7 Commitmentto to achieve carbon neutrality.
CDP - ‘ comply with the Paris
o N Agreement
o By 2025, 100% of the Group’s plastic
(K ’
" WORLD _L|m|t|ng theltempoerature packaging will be refillable, reusable,
WWE Reeouncrs Increase below 2°C recyclable or compostable.
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Unique culture

Decentralized
organisation




Powerful,
balanced and
value-creating
business model

Focus on
topline growth

+

Operational
discipline




:rx | A robust, long term successful business model:
| Operating margin (as a % of sales)

18.0%

0
17 00 7-3% 174507
. (0]

16.6% 16.5%
16.1% 16.2%

15.3% 15.6% 15.5% 15.7%
14.9% 14.8%

14.0%

12.9%
12.1%

2001 2002 2003 2004 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
IFRS
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— Operating profit by region*
(as a % of sales)
22.9% ooy 20.3%

-40bp +60bp
Western North New
Europe America Markets

Balanced profitability in 2017

Operating profit by division* —

(as a % of sales)
22.6%
21.9%
20.0% 20.0% oo -60bp
208% ...-30bp__ 2000 s -
Professional Consumer L’Oréal Active
Products Products Luxe Cosmetics

* Before central group expenses, fundamental research expenses, stock-option & free grant of shares expenses and miscellaneous items — as a % of total divisions sales; as of July 1,

2016, the Asian Travel Retail business of the Consumer Products Division, previously recorded under the Western Europe Zone, was transferred to the Asia, Pacific.

LOREAL
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A powerful, value-creating business model

Net profit since 1985*

(in million euros)

X33

In 31 years

T T
n [(o] ~ © (2] o bl N a2) < [Te} © ~ [e] (2] o hu N a2 < [Te} © ~ (e} (o2} o — N o < 1o} © N~
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[} [} [ [ [ [} [ [ [ [} [} [} [} [} [} o o o o o o [=} (=} o o o o o o o o o o
— — — — - — — — — — — — — — — N N N N N N N N N N N N N N N N N N

IFRS since 2005
*Net operating profit, excl. non-recurring items attributable to owners of the company, with Synthélabo consolidated fully up to 1998; net profit excl. non-recurring items attributable
to owners of the company, with Sanofi-Synthélabo equity consolidated from 1999 to 2004; net profit excl. non-recurring items attributable to owners of the company 7 =
including Sanofi dividend from 2004 33 Exane - 14 June 2018 I_O REAI_



Continuously rewarding the shareholder
(dividend in euros)

+7.6%

3.55*
3,50
€3.55*
€3.30 Loyalty Bonus +10%*
3,00 Dividend increase for shareholders
who have continuously held shares in registered form
for at least two years
2,50
1.80
2,00 \L
2016 2017
1,50
0.44
1,00
0.008 0025 0.097
0,50 l/ \L \L
N T OMNDOVDIDDO A NMSTEL OO0V A ANMSTEL OO dNMITLW ONN0DDO A NMTEL OO A NMST WO O~
© O© © © © © O NI~~~ IMNMINMNININNNOGDOOWOOOMOOMOMOWODOOO OO O0OO0O0000000 dd doddododd
OO0 O OO O OO OO OO O OO O OO OO O OO O OO OO OO OO0 0000000000000 O O
A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A A NN NANANNNNNNNNNNNNNN
* ; ; ; V4 =
Approved at the shareholders’ meeting to be held on 17 April 2018 34 Exane - 14 June 2018 I_O R EAI_



For 2018, confidence in...
...our ability to outperform the market...
...and to achieve...

...significant like-for-like growth,
while increasing profitability.
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Sophie Gasperment

Group General Manager, Financial Communication
Strategic Prospective

Tel.: + 33147 56 86 22

email: sophie.gasperment@Iloreal.com

Francoise Lauvin

Head of Investor Relations

Tel.: + 331 47 56 86 82

email: francoise.lauvin@Iloreal.com

https://sharingbeautywithall.loreal.com/

http://mwww.loreal-finance.com/en/annual-report-
2017?utm_source=loreal-finance&utm_medium=actualite_en

Avertissement / Disclaimer
« Ce document ne constitue pas une offre de vente ou la sollicitation d’ une offre d’ achat de titres L’ Oréal. Si vous souhaitez obtenir des informations plus complétes concernant L’ Oréal,
nous vous invitons a vous reporter aux documents publics déposés en France auprés de I’ Autorité des Marchés Financiers (également disponibles en version anglaise sur notre site Internet
www.loreal-finance.com).Ce document peut contenir certaines déclarations de nature prévisionnelle. Bien que la Société estime que ces déclarations reposent sur des hypothéses
raisonnables & la date de publication du présent communiqué, elles sont par nature soumises a des risques et incertitudes pouvant donner lieu a un écart entre les chiffres réels et ceux
indiqués ou induits dans ces déclarations.»

"This document does not constitute an offer to sell, or a solicitation of an offer to buy, L’'Oréal shares. If you wish to obtain more comprehensive information about L’Oréal, please refer to the
public documents registered in France with the Autorité des Marchés Financiers (which are also available in English on our Internet site: www.loreal-finance.com).This document may contain
some forward-looking statements. Although the Company considers that these statements are based on reasonable hypotheses at the date of publication of this release, they are by their
nature subject to risks and uncertainties which could cause actual results to differ materially from those indicated or projected in these statements."
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