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DIGITAL 
REVOLUTION IS 
A CONSUMER 
REVOLUTION

PART I
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DIGITAL IS THE MOTHER
OF ALL TRANSFORMATIONS
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#NEWS

#GAMES

THE RISE OF 
SUBCULTURES
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DIGITAL HAS CHANGED
THE CONSUMER JOURNEY

6



DIGITAL & BEAUTY
ARE A PERFECT MATCH
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E-COMMERCE
LEADERSHIP

BEAUTY TECH
LEADERSHIP

CREATIVE
LEADERSHIP

SOCIAL
LEADERSHIP
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PERSONALIZATION



99

E-COMMERCE
LEADERSHIP

1.7 BN €

+39% CAGR

170 MM REVIEWS & RATINGS
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SOCIAL
LEADERSHIP

277 MM FOLLOWERS

3000 SOCIAL SITES

4 L’ORÉAL BRANDS
TOP 10 EMV
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TO GRAB THEIR ATTENTION FORMATS NEED TO BE MORE 
IMPACTFUL



CREATIVE
LEADERSHIP

2 SEC
IS YOUR PITCH

6 SEC
IS THE NEW 

LONG
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BEAUTY TECH
LEADERSHIP
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PERSONALIZED 
BEAUTY
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THE CORNERSTONES OF 
L’ORÉAL DIGITAL 
ACCELERATION

PART II

14



DATA
TO PERSONALIZE

DIRECT RELATIONSHIPS
TO KNOW OUR CONSUMERS

NEW CHANNELS
TO GROWTH

MORE TOUCH POINTS
TO INTERACT

DIGITAL IS BUILDING NEW
COMPETITIVE ADVANTAGES
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DIGITAL IS
BUILDING ON
L’ORÉAL DNA
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CONSUMER
OBSESSION

MATTERS
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BRANDS MATTER

18



SIZE 
MATTERS
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SPEED MATTERS
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CULTURE MATTERS
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TALENTS MATTER
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DIGITAL TRANSFORMATION IS ABOUT
MASTERING BRILLIANT BASICS
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PERMANENTLY CLEAN & IMPROVE 
DIGITAL PERFORMANCE

24



TECHNOLOGIES 
AT SCALE

25



TO BETTER PILOT 
THE BUSINESS 

SCIENCE
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ROI OBSESSION
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Viewability Right 
buying

Fraud

RIGHT BUYING

Precision 
advertising

What works 
by platform

Creative 
launchpack & 

checklist

RIGHT CREATIVE

Best practice
Research & insight

RIGHT MEDIA  MIX

Share of digital 
vs. traditional

Digital 
touchpoints
by category

Best practice
Research & insight

ROI =



EXTENDING L’ORÉAL 
DIGITAL EDGE

PART III

28



DEEP
TECH

NEW
INTERFACES

DATA
PERSONALIZATIONO2O

CONTINUOUSLY SEIZING
WHAT IS STARTING
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PARTNER WITH
THE BEST
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LEARN FROM START-UPS,
SCALE LIKE GAFAS
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Source: CDO Cockpit 2017

277 MM
FOLLOWERS

3,000
SITES & SOCIAL PAGES

1 BNVISITS

Source: L’Oréal internal data 2017 – first party site centric data

1.1 BN
CONSUMER DATA RECORDS

16,000
EMPLOYEES UPSKILLED

SIGNIFICANT 
INVESTMENT

Source: Carol 

1,700
DIGITAL EXPERTS

BEST 
DIGITAL TALENT

3RD
WORLD WIDE ADVERTISER

PRECISION AD
RIGHT CONTENT, RIGHT CONTEXT, 

RIGHT TARGET, RIGHT TIME

36%
MEDIA IN DIGITAL

+33%
SALES GROWTH 

4TH
COUNTRY FOR L'ORÉAL

1.7 BN
SALES
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THANK YOU

-------------------------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 complètes
concernant L’Oréal, nous vous invitons à vous reporter aux documents publics déposés en France auprès de l’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 hypothèses raisonnables à la date de publication du présent communiqué, elles sont par nature soumises à des risques
et incertitudes pouvant donner lieu à 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."


