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N°1  
Beauty Company 

Worldwide 

2 

€25.8 billion sales in 2016  

3rd worldwide advertiser* 

17.6% operating margin 

89,000 beauty experts 

* 2016 Adage ranking 
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A compelling industry  
Consumers always seeking for more and better beauty   
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1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017E

5.0% 

3.0% 

2017 est. 
 
 

  +4% ≃  

* L’Oréal BMS estimates - excluding soap, toothpaste and razors. Net manufacturing price (sell-in). Growth at constant exchange rates 

Beauty market growth* 



Leader of the beauty industry 
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L’Oréal, 
a unique set of 

core strengths 
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One passion: Beauty  
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One passion 
Beauty 

Pure player  

in beauty 

since 1909 
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One belief: Science 
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One belief 
Science 

Founded by a 

chemist 

Data & knowledge 

accumulated over 

100 years 
7 Deutsche Bank Conference - June 2017 
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The Consumer 

One obsession  
The Consumer 
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Presence across all channels, all categories and regions 
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PHARMACIES 

DRUGSTORES 

MEDISPAS 

Across 

all 

distribution 

channels 

Across 

all   

beauty 

categories 

HAIR CARE HAIR COLOR SKINCARE PERFUMES MAKE-UP 

Across 

all regions 

WESTERN 

EUROPE 

NORTH AMERICA 

NEW MARKETS 

HAIR 

SALONS 

MASS 

MARKET 

DEPARTMENT 

STORES 

PERFUMERIES 

BRANDED 

RETAIL 

TRAVEL 

RETAIL E-COMMERCE 



PROFESSIONAL PRODUCTS 

 13.2%* 
 

CONSUMER PRODUCTS 

46.4%* 
 

ACTIVE COSMETICS   

7.2%* 
 

L’ORÉAL LUXE 

29.7%* 

Our global flotilla of complementary brands  
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THE BODY SHOP 
    3.6%* 

* as a % of 2016 consolidated sales 



A balanced business model 
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OPERATING PROFIT BY REGION* 2016 SALES BY REGION 

* 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.  

 

22.9% 
19.6% 19.7% 

WESTERN 
EUROPE 

NORTH 
AMERICA 

NEW  
MARKETS 

20.7% 32.1% 

NEW 
MARKETS 

28.5% 

NORTH 
AMERICA 

WESTERN 
EUROPE 

39.4% 



A balanced business model 
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OPERATING PROFIT BY DIVISION(1) 

20.3% 20.2% 21.2% 
23.2% 

PROFESSIONAL 
PRODUCTS 

CONSUMER 
PRODUCTS 

L’ORÉAL 
LUXE 

ACTIVE 
COSMETICS 

20.7% 

(1)  Before central group expenses, fundamental research expenses, stock-option & free grant of shares expenses and miscellaneous items – as a % of sales. 

(2) McKinsey Global Consumer Sentiment Survey, 2016. (3) Source: The Rising Global Middle Class study from World Data Lab, 2017. 

Current market dynamics           Premiumisation 

HIGHEST PROPENSITY 
 TO TRADE UP 

UPPER CLASS GROWTH 
 

% of people who traded up/down (2) 

2015 2030 

170m  

340m x2 

Number of people (3) 

Beauty 

Bottled 
water 

Household 
Cleaning 
supplies 

Trade 
down 

20 

10 

9 
16 

16 
8 

Trade 
up 



Robust, long term successful business model 
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x32 
in 31 years 

3,647 

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 



Dividend per share since 1963 
(in euros) 
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Loyalty Bonus +10%* 
Dividend increase for shareholders  

who have continuously held shares in registered 

form for at least two years 
1.80 

3.30* 2016 DIVIDEND PER SHARE 

* Approved at the shareholders’ meeting held on April 20th, 2017 

2016 dividend paid in 2017: pay-out of the 10% loyalty bonus (preferential dividend of 10%), for shares held in registered form since 2014 

€3.10 
€3.30* 

2015 2016 

+6.5% 



Payout ratio from 1997 to 2016 
(as a % of net profit*) 
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29.1% 
30.2% 

31.6% 

33.6% 

35.7% 36.0% 
36.6% 36.8% 

38.5% 
39.6% 

41.1% 41.3% 

43.9% 
44.9% 

46.3% 46.8% 

48.7% 

50.6% 

50.2% 

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

* Taking into account the Sanofi history with regards to the dividends 

** Based on the dividend approved at the shareholders’ meeting held on April 20th, 2017 

51.1%** 



Sharing Beauty With All  
2016 achievements 
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82% 

of new or 
renovated 
products have 
an environmental 
or social benefit  

-67%  
of CO2 emissions 
from plants  
and DC from  
a 2005 baseline 
 
-48% water consumption* 
-35% waste generated* 

90%  
of group brands 
have conducted an 

assessment of 
their 
environmental 
or social 
impact 

67,553 
people from 
communities in 

difficulty who have 
had access  
to work through  
one of L’Oréal’s 
programmes 
 

INNOVATING 
SUSTAINABLY 

PRODUCING 
SUSTAINABLY 

LIVING 
SUSTAINABLY 

DEVELOPING 
SUSTAINABLY 

*Per finished product 

http://www.google.fr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi6x93K3Y3TAhWIA5oKHZ9KAKQQjRwIBw&url=http://www.gafasamarillas.com/gafas-amarillas-1dia10litros-acqua-for-life-giorgio-armani/&psig=AFQjCNH5bmYgzAgGU-XJj5RZ5x1PlnfooA&ust=1491495722786109


Acknowledged leadership in CSR and ethics 
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SUSTAINABILITY 

1 out of 2  

companies  

worldwide  

with 3 As 

ETHICS 

« One of the  

most ethical 

companies 

in the world »  

DIVERSITY 

1st company 

worldwide out  

of 3,000 companies 

for Gender Equality,  

INCLUSION 

19th company 

worldwide (Thomson 

Reuters’ Diversity 

and Inclusion Index) 

2nd company 

worldwide  

for its ethical 

reputation 



A  
bright   

new world  
of beauty 
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The era of 
Social Beauty 
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Social 
Beauty 

Social 
networks 

 Self-
esteem 

Appearance 

Self-
expression 



L’Oréal is uniquely positioned to capture and drive  
the bright new world of beauty  
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Be where our 
consumers want  
to shop 

Spot trends  
and translate them  
into innovations 

At the cutting edge 
of direct consumer 
relationship 

R&I superiority 
--- 
Innovation 
--- 
Consumer insights 

Culture 
--- 
Agility 
--- 
Multi-channel  
Multi-categories 



Leading in digital 
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E-commerce 

6.5%(1)  
of Group sales 
 

+33% growth(2) 

 

Be where our  

consumers shop 

Reach consumers  

where they are 

--- 

Give them the content  

they want 

--- 

Talk to them  

individually 

32% of media  

invested in digital(3) 

(1) 2016 sales achieved on our brands' own websites + estimated sales achieved by our brands corresponding to sales through our retailers’ websites (non audited data).  

(2) 2016 like-for-like sales growth. (3) As of December 2016 versus 25% in 2015. 



Pushing the boundaries of innovation 
 in products… 
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… and creating new beauty consumer experiences 

Deutsche Bank Conference - June 2017 23 

CONNECTED DEVICES 
Personalisation 

NEW CONSUMER 

TOUCHPOINTS 
Relevance 

CUSTOMISATION 
3D printing 

ultra connected  



Leader in beauty with high potential 
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Source: Market shares BMS  L’Oréal estimates,  excluding soaps, razors, blades and toothpastes. Ranking, Euromonitor 2017.  

* Scope: countries where L’Oréal is present.  

No1 
NORTH 

AMERICA 

14.0% 

 12.6%  

8.5% 

    L’ORÉAL “World”:  
   “New markets”: 

No1 
WESTERN 
EUROPE 

20.2% 

No1 
EASTERN  
EUROPE 

12.8% 

No1 
ASIA  

PACIFIC 

9.5% 
Excl. JAPAN 

No2 
LATIN  

AMERICA 

8.8% 

No2 
AFRICA  

MIDDLE-EAST* 

13.0% 

No8 
JAPAN 

2.2% 

L’Oréal’s market shares by region in 2016 



Acquisitions to foster our future organic growth 
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2016 strategic acquisitions 
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Enhance our position in the fast 

growing segment of alternative 

perfumery 

Meet the new aspirations  

of many women in skin care 

Perfect complement  

to the make-up artists brands 



CeraVe complements and enhances L'Oréal's brand portfolio 
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A good first quarter 2017 

Deutsche Bank Conference - June 2017 28 

Outstanding growth  

of Luxury 

Strong sales growth at +7.5% 

+4.2% like-for-like 

--- 
Atypical market environment 

Very differentiated performances by Division 
--- 
 

Soft Mass Market 

 



L'Oréal and Natura enter into exclusive discussions 
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Enterprise value of €1.0bn 

“The best new owner  

we could imagine to nurture  

the brand DNA 

around naturality and ethics” 

29 



Confidence for 2017 
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Outperform 

the cosmetics market 

Achieve another 
year of sales and 

profit growth 

Achieve another year  

of sales and profit growth 



 



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


