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2018

A very dynamic 1st quarter

Like-for-like 
sales growth +6.8%



Like-for-like sales growth accelerated over the past 5 quarters
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Q1 

2017

+4.2% 

Q2 

2017

+4.3% 

Q3 

2017

+5.1% 

Q4 

2017

+5.5% 

Q1 

2018

+6.8% 
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2017 sales

+4.8% like-for-like growth

Q1-18 Sales

-
+6.8% like-for-like growth

-1.0% reported
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Q1-2018 sales continue to reflect sharp contrasts

Acceleration at 

L’Oréal Luxe

-
+10.5%* in 2017

+14.0%* in Q1-18

Very strong Active 

Cosmetics Division

-
+5.8%* in 2017

+10.2%* in Q1-18

* like-for-like sales growth  

Still moderate growth at 

the Consumer Products 

Division

-
Professional Products 

Division held back by 

sluggishness of some 

markets in Western 

Europe
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Strong growth in the new markets

* like-for-like sales growth 

Outperformance 

in 

the New Markets

-
+8.9%* in 2017

+14.9%* in Q1-18

Sustained growth 

in 

Asia Pacific

-
+12.3%* in 2017

+21.1%* in Q1-18



Sustained growth in Asia Pacific, especially in China
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+13.3%*

in 2017

China

* 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

Leader in 6 categories or channels

Skincare(1) Makeup(1)

Luxury 

Products(2)
Dermocosmetics(3)

Professional

Products(4)

Men’s

Skincare(5)

#1

#1

#1

#1

#1

#1
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Two powerful growth drivers

E-commerce

+33%*

-

8.8% of sales

Travel Retail

+28%**

-

7% of sales

* 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 



Our big brands are strong contributors to growth

*Source: US make-up AC Nielsen full year 2017
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became the

#2* brand in 2017, 

behind the #1*

In the US mass cosmetics marketIn China, 

Lancôme and      L’Oréal Par

are the top contributors to growth



Now 8 billionaire brands
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Reasons for confidence

in the future
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1. A constantly growing beauty market

11 Deutsche Bank - 13 June 2018

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

Source: L'Oréal estimates



Growing middle class & high propensity to trade up
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(1) World Data Lab for L’Oréal

(2) McKinsey Global Consumer Sentiment Survey, 2016

3.2bn

2015

5.6bn

2030

X2

% of people who traded up/down(2)

BEAUTY

BOTTLED WATER

HOUSEHOLD
CLEANING SUPPLIES

TRADE
DOWN

20

10

9
16

16

8

TRADE
UP

Current market dynamics towards premiumisation

Number of people (1)



… the number of Seniors is projected to almost double, 
reaching 1bn by 2030
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*Source: Euromonitor

0.6bn

2015

1.0bn

2030

SENIORS*



… urbanization creates new needs and desires
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POLLUTION SOCIALISATION

*Source: Euromonitor

URBAN
POPULATION

5bn*
CITY-ZENS BY 2030



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

Passion 

for beauty

Consumer 

expertise

Scientific 

knowledge

Data

15 Deutsche Bank - 13 June 2018



3. Only beauty, all about beauty
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PHARMACIES 

DRUGSTORES

MEDISPASHAIR SALONS MASS MARKET

DEPARTMENT 

STORES 

PERFUMERIES

BRANDED 

RETAIL TRAVEL RETAIL E-COMMERCE

HAIRCARE HAIR COLOR SKINCARE FRAGRANCES MAKEUP

Across

all

distribution

channels

Across

all  

beauty

categories

Across

all regions

WESTERN 

EUROPE

NORTH AMERICA

NEW MARKETS



Our unique, strong portfolio of complementary brands

Professional products

12.9%*
Consumer products

46.6%*
Active cosmetics

8.0%*

L’Oréal Luxe
32.6%*

17* as a % of 2017 consolidated sales Deutsche Bank - 13 June 201817



Further enhanced by targeted acquisitions
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Pulp Riot

Professional 

haircolor brand

Unique creative 

artistry and stylist 

powered education

Stylenanda

Korean lifestyle 

make-up company

Highly desirable 

brand among 

Korean & Chinese 

millennials

CeraVe

Dermatologist-

recommended

skincare brand

Contains three 

ceramides to restore 

skin’s natural barriers

Long-term license 

agreement

Unique blend 

of prestige 

and modernity

Armani*

Iconic Italian brand

recognized for its 

elegance and the 

perfection of its style

Valentino*

ACD L’Oréal Luxe CPD PPD L’Oréal Luxe

*Long-term licenses



4. Our fundamentals are more relevant than ever

19 Deutsche Bank - 13 June 2018

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

3,885 researchers

€877m budget

20 research centres

A strong centre

6 regional hubs

Research and innovation



4. Our fundamentals are more relevant than ever
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In the era of algorithms, hero products win
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Continuously innovating

Botanéa Revitalift – Filler HAGenifique sensitive

Superstay Matte Ink Cushion Tatouage couture

Lash Paradise

Fructis Hair Food Banana

Mineral 89

Si Passione



5. L’Oréal leading the digital beauty
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* 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)

of our Media 
spend

Strong ROI focus

38%

e-commerce
Sales Growth

+34%*

of group Sales
8%

e-commerce

upskilled

17,000

4 L’Oréal brands 

in the top 10 EMV

150 million 
of qualified contacts

1.1Bn
consumer data 

records

Digital is at the heart of our business
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At the forefront of Beauty tech services
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In an ecosystem of partnerships & startups
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Ambitious

Environmental & Social 

Commitments

6. Leading responsibility conscience & performance

Deutsche Bank - 13 June 201825



Sharing Beauty With All: 2017 achievements
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46% 

Sustainable
Consumption

of brands have implemented

initiatives
to raise consumer 
awareness (3)

76%

Sustainable 
Innovation

of  new or renovated products 

have an improved 
environmental
or social impact (1)

-73%

Sustainable
Production

reduction in CO2
emissions in factories and 
distribution centres since 
2005 (2)

New commitments within the 
framework of Science Based 
Targets initiative

100%* 100%*

Developing sustainably with…

Employees

Communities

Suppliers

* 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.

-60%*



Acknowledged leadership in CSR and ethics

NEWSWEEK 
GREEN RANKING 
2017

27 Deutsche Bank - 13 June 2018



New Science Based Targets commitments
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By 2030, reduce by -25% in absolute terms, 
all our direct and indirect greenhouse gas 
emissions,  compared with 2016 
(scope 1,2,3).

By 2025, all our industrial, administrative
and research sites will be required 
to achieve carbon neutrality.

By 2025, 100% of the Group’s plastic 
packaging will be refillable, reusable, 
recyclable or compostable. 

Commitment to 

comply with the Paris 

Agreement

Limiting the temperature 

increase below 2°C

L’Oréal’s new commitments



7. A unique culture, organization & quality of the talents
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83,000 beauty experts

Unique culture

Decentralized 

organisation



Powerful, 

balanced and 

value-creating 

business model 

Focus on 

topline growth

Operational

discipline

+

30 Deutsche Bank - 13 June 2018



12.1%

12.9%

14.0%

14.9%
15.3%

15.6%
16.1%

16.6%

15.5%
14.8%

15.7%
16.2%

16.5%
17.0%

17.3% 17.4%
17.6%

18.0%

2001 2002 2003 2004 2004
IFRS

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

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

31 Deutsche Bank - 13 June 2018



Balanced profitability in 2017
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=
-40bp

+60bp

22.9%
19.2% 20.3%

Western
Europe

North
America

New 
Markets

-30bp -20bp
+70bp

-60bp20.0% 20.0%
21.9%

22.6%

Professional
Products

Consumer
Products

L’Oréal
Luxe

Active
Cosmetics

20.8%

* 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 1st, 

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

(as a % of sales)(as a % of sales)

Operating profit by division*Operating profit by region*



A powerful, value-creating business model
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x33
in 31 years

3,749

113

Net profit since 1985* 
(in million euros)

*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 

including Sanofi dividend from 2004 

IFRS since 2005



Continuously rewarding the shareholder
(dividend in euros)
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0.008 0.025
0.097

0.44

1.80

3.55*

0,00
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* Approved at the shareholders’ meeting  to be held on 17 April 2018

Loyalty Bonus +10%*
Dividend increase for shareholders 

who have continuously held shares in registered form 

for at least two years

€3.30
€3.55*

2016 2017

+7.6%
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For 2018, confidence in…

…our ability to outperform the market…

…and to achieve…

…significant like-for-like growth,

while increasing profitability.



-------------------------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."

Summer 201836

Sophie Gasperment
Group General Manager, Financial Communication

Strategic Prospective

Tel.: + 33 1 47 56 86 22

email: sophie.gasperment@loreal.com

Françoise Lauvin
Head of Investor Relations

Tel.: + 33 1 47 56 86 82

email: francoise.lauvin@loreal.com

https://sharingbeautywithall.loreal.com/

http://www.loreal-finance.com/en/annual-report-

2017?utm_source=loreal-finance&utm_medium=actualite_en


