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THE REBOUND HISTORIC CONFIDENCE
OF THE BEAUTY MARKET OVERPERFORMANCE FOR 2022 & BEYOND



et estimates based on manufacture
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g soap, toothpastes,?ors and blades. Excluding currency effécts.
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~+8%
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MARKET BY
CATEGORY"

FRAGRANCES MAKE UP HAIR PRODUCTS
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MARKET BY
CHANNEL |

/———]-Z-—COMMERCE BRICK & MORTAR TRAVEL RETAIL

‘OREAL
1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. I—O



MARKET BY
GEOGRAPHIC ZONE

LATIN AMERICA

iy AL

! - e
SAPMENA / SSA et

~+H%,

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.
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* SAPMENA / SSA : South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa I—OREAI—



CHINESE

BEAUTY
 MARKENRE |
Q4 2021

~+16%

VS. Q4 2019

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excl
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THE BEAUTY MARKET
HAS BEEN TRANSFORMED

DIGITAL




STRONG
APPETITE
FORBEAUTY

PRODUCTS
& SERVICES
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' BEAUTY MARKET FUNDAMENTALS |

KERASTASE

k . DUCES 43% OF DARK SPOTS™
| INCLUDING ACNE MARKS™ AFTEPSWEEKS

SCALE MATTERS _ DIVERSE & CULTURAL
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THE MARKET

11.3%

VS, 2019

MARKET VS. 2019
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12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. . . K I—O



COLLECTIVE
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PERFORMANCE

« G LATIN AMERICA
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Professional Products
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* SAPMENA / SSA : South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa

A GRAND SLAM
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DIVISION | ZONE | CATEGORY !
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SAPMENA / SSA"

LOREAL

Active Cosmetics
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DIVISIONS

LOREAL , LOREAL

Professional Products Consumer Products Active Cosmetics

12021 like-for-like sales growth.



' Based on 2021 sales.
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Active Cosmetics

HAS DOUBLED

ITS SIZE
IN 4 YEARS!

LEADERSHIP
IN DERMATOLOGICAL
BEAUTY
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Professional Products

A TOTAL

TRANSFORMATION
 OR ITS BUSINESS MODEL
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Consumer Products

NUMBER ONE
N VOLUME

15X

E MARKET
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12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.
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+35%

VS, 2020

REPLICA

REPRODUCTION OF FAMILIAA
SCENTS AND MOMENTS OF VARYING
LOCATIONS AND PERIDS

Originally:
Autumn Yibes

Maison Margicls
rARIS
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FOUNDATION
IN A POWDER |

FULL COVERAGE, FRE: ' MATTE FINISH,

‘OREAL
12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. I—O



HAIR PRODUCTS
A BREAKTHROUGH YEAR

KERASTASE

PARIS
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GLOBAL MARKET SHARE

U

3

..

@

L LT
&

- -
-.,

"o
" T B &"'

1329

2020
LOREAL

currency effects.

! L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, tooth
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CHINA'S GROWTH
REMAINS DYNAMIC

H1 2021 H2 2021

H&% W +49%

VS, H1 2019 VS, H2 2019
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GLOBAL SHOPPING
FESTIVAL 2021

[ ANCOME

LOREAL _.
NUMBER ONE  mifeieg
N SALES'

PARIS

OREAL" LANCOME { #3

* N°1 Flagship Sales on Tmall Platform

**N°1and N°3 brand in Beauty on Tmall



' EUROPE
THE GROUP'S STRONGHOLD

20.1%

MARKET SHARE

+7/0 BPS

IN STRATEGIC COUNTRIES®

TL’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.

* Strategic countries : France, Germany, Italy, Russia, Spain, UK.

2 ey =
.
v

LOREAL



SAPMENA / SSA'|

E-COMMERCE
ACCELERATION



LATIN AMERICA
GREAT YEAR

12021 like-for-like sales grd e . I—IOREAL
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y 12021 like-for-like sales growth.
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" TRAVEL RETAIL
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E-COMMERCE
GROWTH'

ACQUA T

(1O

= . ‘|‘26%

Valentine's Day Gifis

s _. OF OUR SALES

Indulge in Exclusive Valentine's Day Gift Sets.

ike sales growth for sales achieved on our brands’ own websites + estimated sales achieved I_IORE’AL
corresponding to sales through our retailers’ websites (non-audited data).



STRONG

INVESTMENT
IN CONSUMER
ENGAGEMENT

DIGITAL MEDIA WEIGHT
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DIRECT L’OREAL GROUPE
TO CUSTOMER BRANDS
SITES IN TOP 20

DIGITAL BRAND
PULSE INDEX
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LOREAL

AN EXCEPTIONAL YEAR
IN TERMS OF

> P&L — o s ;
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ALL THE STARS WERE ALIGNED

—— e —
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2020 2021 2020 2021 2020 2021

GROSS MARGIN SELLING GENERAL A&P
(% OF SALES) & ADMINISTRATIVE EXPENSES (% OF SALES)

(% OF SALES)
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ALL THE STARS WERE ALIGNED
P&L

PAGYAC) 2021

OPERATING MARGIN
(% OF SALES)

LOREAL ¥



ALL THE STARS WERE ALIGNED
EARNING PER SHARE

IN EUROS

LOREAL

' Diluted earnings per share, based on net profit, excluding non-recurring items, after non-controlling interests.



ALL THE STARS WERE ALIGNED
DIVIDEND PER SHARE'

' Proposed at the Annual General Meeting of 21 April 2022. ANY I\l:
i
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'GROWTH

OF THE

BEAUTY
MARKET

1 L’Oréal beauty market forecast based on manufacturer’s net prices, excluding soap, toothpastes, razors and b



COSTS

OF GOODS
INFLATION

HEADWIND IN HI1
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..WILL PARTLY BE OFFSET |
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AI-POWERED RGM

OPERATIONS
TEAMS AGILITY

PRICING / PROMOTIONS / FORMAT MIX



DATA ANALYSIS

 PRODUCTIVITY | o
OPPORTUNITIES ™
IN OUR A&Ps
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OUR IDEAL
BALANCED PROFILE

SAPMENA / LATIN PROFESSIONAL ACTIVE FRAGRANCES
SUB-SAHARAN AMERICA PRODUCTS COSMETICS
AFRICA*

r =
* SAPMENA / SSA : South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa I—OREAI—



BEYOND 2022

~ LOREAL
OPTIMISTIC
& AMBITIOUS
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BILLIONAIRE BRANDS |
DOUBLE-DIGIT GROWTH

MAYBELLINE

NEW YORK

AR TR0



KERASTASE LOREAL HELENA RUBINSTEIN B SKINCEUTICALS

nnnnnnnnnnnnnnnnnnnnnnnnnnnnn

PARIS PARIS



LUXURY GEMS

VALENTINO
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MAINTAIN OUR
DIGITAL EDGE

LOREAL

METAFORCE
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COLORSONIC — YSL ROUGE SUR MESURE . WATER SAVER



A NEW ERA
OF R&l
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AT-POWERED
FORMULATION
TOOLS
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STRATEGIC DATA
PARTNERSHIPS
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" ACCELERATION
TOWARDS

GREEN SCIENCES  +
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L'OREAL
FOR THE FUTURE

ROADMAP |

CARBON NEUTRALITY
BY 2025

L’OREAL USA’S SITES
ACHIEVED CARBON NEUTRALITY

IN SEPTEMBER 2021
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DISCLOSURE INSIGHT ACTION

A LIST
2021
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'ONE OF THE MOST

HIGHLY ENGAGED
COMPANIES ™ /th
ForRTHE [ VYEAR



' SOCIAL & ENVIRONNEMENTAL PERFORMANCE |

'ETHIC & GENDER EQUALITY

Bloomberg\'
Gendor-Equlty |

Gender-Equality

index /]
/
2021 I_/

WORLD’S MOST
ETHICAL
COMPANIES®
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TOP 100 COMPANY 2021

Diversity and Inclusion Index

2021

 GOVERNANCE
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Most Attractive

EMPLOYERS

WORLD

universum

e TOPO
OF THE MOST
ATTRACTIVE

EMPLOYERS
"IN THE WORLD"

* For business schools I—IOREAI—



BEAUTY GIVES US CONFIDENCE AT LUOREAL, AT L'OREAL,
IN WHO WE ARE AND WHO WE WANT TO BE. WE BELIEVE NATURE IS THE FUTURE OF BEAUTY. WE BELIEVE IN SOCIAL INNOVATIONS
59% of the ingredients used in our products are from plant-origin. FOR CQUR EMPLOYEES.

3y 2030, 95% will be renawable, derived from cbundont mineral sources
or from circular processes,

We ware among the first companies in 2018 to sign the United Natiens LGBTI|
Standards of Conduct for Business to combat all forms of discrimination We ensure that all sur employees arsund the world have access

1o the best socicl pratection, healtheare coverage and well-baing ot work.
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Disclaimer

“ This document does not constitute an offer to sell, or an offer to buy L'Oréal shares. If you wish to
obtain more comprehensive information about L'Oréal, please refer to the publi
in France with the Autorité des Marchés Financiers (which are also availa
site: www.loreal-finance.com). This document may contain some forwar
the Company considers that these statements are based on reasonable
publication of this release, they are by nature subject to risks and uncel
actual results to differ materially from those indicated or projected in these st ]




	Diapositive numéro 1
	Diapositive numéro 2
	Diapositive numéro 3
	Diapositive numéro 4
	Diapositive numéro 5
	Diapositive numéro 6
	Diapositive numéro 7
	Diapositive numéro 8
	Diapositive numéro 9
	Diapositive numéro 10
	Diapositive numéro 11
	Diapositive numéro 12
	Diapositive numéro 13
	Diapositive numéro 14
	Diapositive numéro 15
	Diapositive numéro 16
	Diapositive numéro 17
	Diapositive numéro 18
	Diapositive numéro 19
	Diapositive numéro 20
	Diapositive numéro 21
	Diapositive numéro 22
	Diapositive numéro 23
	Diapositive numéro 24
	Diapositive numéro 25
	Diapositive numéro 26
	Diapositive numéro 27
	Diapositive numéro 28
	Diapositive numéro 29
	Diapositive numéro 30
	Diapositive numéro 31
	Diapositive numéro 32
	Diapositive numéro 33
	Diapositive numéro 34
	Diapositive numéro 35
	Diapositive numéro 36
	Diapositive numéro 37
	Diapositive numéro 38
	Diapositive numéro 39
	Diapositive numéro 40
	Diapositive numéro 41
	Diapositive numéro 42
	Diapositive numéro 43
	Diapositive numéro 44
	Diapositive numéro 45
	Diapositive numéro 46
	Diapositive numéro 47
	Diapositive numéro 48
	Diapositive numéro 49
	Diapositive numéro 50
	Diapositive numéro 51
	Diapositive numéro 52
	Diapositive numéro 53
	Diapositive numéro 54
	Diapositive numéro 55
	Diapositive numéro 56
	Diapositive numéro 57
	Diapositive numéro 58
	Diapositive numéro 59
	Diapositive numéro 60
	Diapositive numéro 61
	Diapositive numéro 62
	Diapositive numéro 63
	Diapositive numéro 64
	Diapositive numéro 65
	Diapositive numéro 66
	Diapositive numéro 67
	Diapositive numéro 68
	Diapositive numéro 69
	Diapositive numéro 70
	Diapositive numéro 71
	Diapositive numéro 72
	Diapositive numéro 73
	Diapositive numéro 74
	Diapositive numéro 75
	Diapositive numéro 76

