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2009 OUTLOOK

The Consumer Products Division is determined to boost its global 
positions in a market that should continue to grow.  It aims to win new 
market share in Western Europe and North America, and accelerate 
its growth in rapidly developing regions. The divis ion has plenty of 
assets to draw on. The diversity of its brand portfolio gives it great 
flexibility to penetrate all markets. The added val ue of its innovations 
enables it to highlight its excellent value for mon ey. Its range of 
products, adapted for consumers all over the world and offered at 
affordable prices, is a guarantee of success with consumers. 

ªT o strengthen its global positions,  
the Consumer Products Division  
is pursuing its four-point strategy. 

Creating blockbusters based on high  
added-value innovations to enhance  
the value of the range. Implementing  
a powerful launch programme to drive  
its major global franchises (including  
Revitalift, Els!ve, Excellence and UltraLift),  
which help secure customer loyalty.  
Accelerating the geographic roll-out of  
its brands in new high-growth markets by  
tailoring product performance and price to  
local needs. Continuing to win market share in  
its traditional categories (hair colourants,  
haircare and styling, make-up and skincare),  
while expanding its presence in markets  
where positions are still limited, such as  
bodycare and sun protection. 

 
Jean-Jacques Lebel
President  
Consumer Products

Making the best of 
beauty accessible to 
everyone

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

CONSOLIDATED SALES BY BUSINESS SEGMENT

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Western Europe 3,729.5 3,686.4 44.1% +0.9% ±1.2%

North America 2,043.2 1,851.6 22.2% ±3.2% ±9.4%

Rest of the World 2,507.5 2,816.9 33.7% +14.5% +12.3%

TOTAL 8,280.2 8,354.9 100% +4.1% +0.9%

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Hair colourants 1,604.8 1,574.0 18.8% +2.4% ±1.9%

Haircare and styling 2,314.3 2,273.4 27.2% +0.4% ±1.8%

Make-up 2,252.7 2,294.4 27.5% +5.5% +1.9%

Skincare 1,823.0 1,926.3 23.1% +9.1% +5.7%

Other 285.5 286.8 3.4% +1.6% +0.5%

TOTAL 8,280.2 8,354.9 100% +4.1% +0.9%

Businesses Ð Consumer Products

2008 REVIEW

Sales grew by +4.1% like-for-like. In Western Europe, the Consumer 
Products Division reinforced its position as number one in facial 
skincare. In North America, despite a highly compet itive environ-
ment, the division strengthened its number one rank ing in make-up 
and hair colourants, while gaining market share in facial skincare. 
The Rest of the World zone remained extremely dynamic with 
growth of +14.5%, driven by China in particular (+34%). Overall, the 
division reinforced its leadership in key segments (hair colourants, 
haircare and make-up) and continued to win market share in the 
skincare segment. 
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Several countries are continuing to 
act as growth relays, in Eastern Europe 
(especially Russia and Ukraine),  
in Latin America (Argentina and Chile) 
and in Asia (China and several 
South-East Asian countries such as 
Thailand, the Philippines and Indonesia). 

In hair colourants, the division  
strengthens its world number 1 position  
with the highly innovative Excell 10'  
from L'O R•AL  PARIS, adding to its core products 
(Casting Cr!me Gloss, Excellence Cr!me and 
Pr"f"rence-R"cital) and enabling it to provide  
hair colourants for all age groups. 

Skincare records the highest growth (+9.1% like-for-like), 
fuelled by major innovations. L'O R•AL  PARIS enriches  
the Derma Genesis range with the Derma Genesis  
Pore Minimising Smoother and launches Revitalift  
Deep-Set Wrinkles. Caffeine Eye Roll-On from GARNIER   
proves highly successful, alongside the anti-ageing cream 
UltraLift Pro-X with Pro-Xylane # . 

A very good year for make-up,  
where the division is number 1,  
with the success  
of L'O R•AL  PARIS with  
Double Extension Beauty  
Tubes and Extra Volume  
Collagen mascaras,  
Infallible lipsticks and powders,  
and of MAYBELLINE  NEW YORK  
with Superstay PowerGloss  
lipsticks. In the highly dynamic 
mineral make-up market,  
into which the division  
moved at a very early stage,  
the division is strengthening  
its lead with the success of  
the True Match Minerals range  
from L'O R•AL  PARIS and  
the global launch of  
Maybelline Mineral Power. 
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L'OR•AL PARIS

The division's premium brand, the world's number on e mass-market 
beauty product brand, had a good year, with +5.1% l ike-for-like 
sales growth. It strengthened its positions in many countries, par-
ticularly in Asia, and made progress in all categories.
In skincare, L'OR•AL PARIS confirmed its top position in Western 
Europe, thanks to the launch of Derma Genesis at the end of 2007. 
Following on from this success, the franchise very successfully 
enlarged its geographical reach, particularly in China, and extended 
its range with the addition of Derma Genesis Pore Minimising 
Smoother. In the anti-ageing segment, Revitalift Deep-Set Wrinkles 
strengthened this line's world number one position i n the anti-
wrinkle segment. The Men Expert franchise, the largest contributor 
to skincare growth, continued its advance (+41%), bolstered by the 
launch of Hydra Energetic Turbo Booster.
In make-up, L'OR•AL PARIS recorded very good results, with some high-
profile launches. Double Extension Beauty Tubes, a revolutionary 
technology which offers beauty salon-style ªlash extensionº in a 
mascara. Extra Volume Collagen, the first collagen-enriched mascara, 
with 12 times more impact for lashes than standard mascara. In the 
lipstick segment, InfallibleÐthe result of seven ye ars of researchÐset 
new market share records in Europe and became the brand's second 
largest franchise in the United States. Using patented technology, 
colour is applied, followed by a conditioning balm for shine; offering 
the unrivalled convenience of 16 hours' wear.

In hair colourants, the year's major launch was Excell 10', a perma-
nent colourant that works in just 10 minutes and strengthens hair 
fibre. The European roll-out of Excell 10' is already proving 
extremely successful.
In the haircare segment, L'OR•AL PARIS launched the innovative 
Els!ve Re-Nutrition with royal jelly, a concentrate  of essential nutri-
ents that is enabling Els!ve to win market share in Europe and 
Mexico.

GARNIER

With excellent performances in most regions, GARNIER recorded 
+4.0% like-for-like sales growth. The mass-market positioning of 
the brand, in tune with consumers with its affordab le products com-
bining efficacy with natural active ingredients, is ensuring its prom-
inence both in developed markets and growth relay c ountries. In 
skincare, GARNIER had a very good year (+14.8%). The brand is con-
tinuing to grow in Western Europe, while strengthen ing its posi-
tions in North America and in Eastern Europe, where it has captured 
the top ranking slot in its category in Russia. In Asia, GARNIER is set-
ting new growth records. On the innovation front, t he UltraLift anti-
wrinkle range grew by +18% in Western Europe, thanks to the 
launch of the Pro-Xylane" -based Pro-X module. A second major 
innovationÐCaffeine Eye Roll-OnÐtook the top positi on in the 
eyecare market in most of the countries in which it was launched. 
Ambre Solaire also recorded good growth, thanks in particular to 
the success of Rapido spray for children.
In hair colourants, Nutrisse Coloration cream (and Color Naturals, 
the version for emerging countries) confirmed its p osition as world 
number one, with good growth across the globe.
In haircare, FructisÐthe division's leading haircare and styling 
rangeÐis continuing to win markets around the world. 

ÐL'OR!AL PARIS
Italy.

Affordable products  
combining advanced technology  

with high added value

ÐL'OR!AL PARIS
Extra Volume Collagen features a brush whose 
size has been doubled to ensure the exact 
amount of product for optimum application. 

ÐGARNIER
The Light skincare range,  
marketed in Asia, features lemon essence,  
a powerful natural ingredient. 

Businesses Ð Consumer Products

ÐGARNIER
Fruit-oil enriched Nutrisse hair colourantÐ  
Color Naturals, the version for emerging countriesÐ
has strengthened its world number one position. 
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ÐL'OR!AL PARIS
Els!ve Re-Nutrition, enriched with  
the regenerative powers of royal jelly, nourishes 
dry hair and leaves it smooth and shiny. 

ÐGARNIER
Extra-fast multi-angle Rapido Spray  
has been specially designed for children and 
tested under paediatric control. 

ÐL'OR!AL PARIS
Russia.

ÐGARNIER
England.

L'OR•AL PARIS SPOKESPERSONS  
EMBODY THE DIVERSITY OF THE WORLD'S BEAUTY

 
To build closer relationships with women and men the world over,  
L'O R•AL  PARIS has chosen personalities of every age group and ethnic origin  
as its spokespersons. In Asia, for example, the actor Daniel Wu showcases  
the L'Or!al Paris Men Expert range, while Zhang Zilin, the first-ever  
Chinese Miss World, became an ambassador in 2008.

Garnier reduces 
packaging
The brand has joined forces with Eco-
Emballages to lower the environmen-
tal impact of its products. The first 
initiative was to cut down on the pac-
kaging for Fructis, Ultra Doux and 
body lotions. On average, packs now 
weigh 18.5 grams each, compared 
with 24 grams in 1996. The average 
reduction of 5.5 grams per bottle 
represents a saving of 1,300 tonnes 
of CO 2 equivalent emissions each 
year. GARNIER has also adopted card-
board certified by the FSC (Forest 
Stewardship Council) for its hair 
colourant and skincare product 
boxes. 

ÐL'OR!AL PARIS
Infallible Lip, the first longwear lip  
duo compact with non-transfer colour and 
conditioning balm lasting 16 hours.

Commitments

Zhang Zilin. Rachida Brakni and Alef Jninen. Daniel Wu.
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MAYBELLINE NEW YORK

The American brand MAYBELLINE NEW YORK, world number one in 
make-up, recorded a like-for-like increase of +4.3%. Growth was 
particularly strong in Western Europe (especially Germany and the 
United Kingdom), Eastern Europe and Japan.
In 2008, a number of powerful initiatives strengthened the market 
share of MAYBELLINE NEW YORK, particularly in foundations and lip-
sticks. The Pure Mineral line launched in the United States at the 
end of 2007 proved extremely successful as it was rolled out world-
wide, with the addition of a liquid foundation, a b lusher and a con-
cealer. Sales of lipsticks increased in North America, Latin America 
and Europe, thanks to Superstay Powergloss, the first patented 
gloss that lasts 12 hours. In Asia, MAYBELLINE NEW YORK strengthened 
its number one position in this segment by adapting  the Water 
Shine Collagen formula to suit local needs.
In the eye make-up segment, Colossal mascara was the most inno-
vative highlight of the year. With the largest brus h ever manufac-
tured, producing a superb lash effect in just one b rush stroke, 
Colossal was very favourably received in the United States and 
Europe. The new Eye Studio line of eye shadows and pencils also 
made a promising start in Japan and Europe. 

A range tailored for 
consumers  

all over the world

ÐMAYBELLINE NEW YORK
United States.

ÐMAYBELLINE NEW YORK
Russia.

Businesses Ð Consumer Products

ÐMAYBELLINE NEW YORK
Colossal is the latest addition to  
the Volum'Express family. The name refers 
to its extra-large patented brush.

ÐMAYBELLINE NEW YORK
Superstay Powergloss is the first 
patented gloss with 12 hours of 
colour wear.

ÐMAYBELLINE NEW YORK
Pure Mineral, a foundation  
that blends effortlessly with the skin 
for perfect coverage. 
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GERMANY: DM AND L'OR•AL, A WINNING DUO

For many years, L'Or!al has had a close working relationship 
with dm-drogerie markt, a major German drugstore chain 
with over a thousand outlets. Their common objective: 
improving customer satisfaction. Each year, teams from  
dm and the Consumer Products Division work together to 
rethink their in-store innovation strategy. 
Following polls of its customers, the retailer decided  
in 2008 to modernise its make-up areas by doubling  
the space reserved for the market leader brands  
MAYBELLINE NEW YORK and L'O R•AL  PARIS. A wider range of 
colours is thus offered, with better showcasing for  
new products. As in perfumeries, advisors have also  
received training in make-up products. This collaboration  
has given new impetus to make-up counter sales. 

ÐSOFTSHEEN´CARSON
South Africa.

ÐCLUB DES CR!ATEURS DE BEAUT!
A new agn!s b. nail product range. The varnish, available in pink 
and white, and the nourishing balm, are enriched with rose oil for 
added softness and repair effectiveness.

ÐSOFTSHEEN´CARSON
The brand's core styling range Let's Jam has a new addition  
with Mega Hold vitamin E-enriched gel. This gel holds naturally 
brittle African hair without drying it out. 

ÐSOFTSHEEN´CARSON
The new Oil Moisturisers haircare product 
strengthens the brand's Dark and Lovely 
flagship range. 

SOFTSHEEN´CARSON

SOFTSHEEN´CARSON is maintaining its ranking in the American market. 
Its flagship franchise Dark and Lovely performed extremely well, 
boosted by the success of Reviving Colors, the permanent and 
semi-permanent hair colourant. The men's range is also continuing 
to grow rapidly.
In the Africa, Orient, Pacific zone, an outstanding performance in 
South Africa and accelerated growth in Ghana delivered an overall 
rise in sales of 32.4%. The main successes: the launch of two Oil 
Moisturisers haircare products, boosting the flagsh ip Dark and 
Lovely and Restore Plus franchises, and new versions of the Sadie 
and Blue Ice deodorants with a large roll-on ball for optimum pro-
tection.

CLUB DES CR•ATEURS DE BEAUT•

In 2008, L'Or#al acquired the 50% stake in CLUB DES CR•ATEURS DE 
BEAUT•  previously held by 3 Suisses International. Its sales trend 
became positive at the end of the year, driven by two main growth 
sources. The first was the success of the innovations: the agn!s b. 
rose-based manicure line and tinted lip balms, with  98% natural 
ingredient content, Professeur Christine Poelman lip-plumping 
balm, and the Cosmence stick for reducing under-eye bags devel-
oped with Professor Baulieu. The second was the growth of Internet 
sales, whose share of total sales increased in 2008. 


