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L’OREAL
ACHIEVED ANOTHER
GOOD YEAR

Market share gains in all divisions
and across all regions

Faster growth than the market

Significant increase In
results and profitability.
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THE
COSMETICS
MARKET
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WORLDWIDE
COSMETICS
MARKET"

3.8%

*Excluding soaps, toothpastes and razors. 2013 provisional estimates.
Source: L’Oréal estimates. Excluding exchange rate impact.
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WORLDWIDE COSMETICS
MARKET"

BY GEOGRAPHIC ZONE

2012 2013"

WESTERN

EUROPE
AMERICA /
JAPAN /

NEW ,
MARKETS
EXCL. JAPAN

*Excluding soaps, toothpastes and razors. 2013 provisional estimates.
Source: L’Oréal estimates. Excluding exchange rate impact.
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WORLDWIDE COSMETICS
MARKET"

BY GEOGRAPHIC ZONE

2012 20137
ASIA PACIFIC
EASTERN /
o /

*Excluding soaps, toothpastes and razors. 2013 provisional estimates.

Source: L’Oréal estimates. Excluding exchange rate impact.
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E/dg aps, toothpastes and razors. 2013

ltmat
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OUTPERFORMING
THE MARKET IN
. ALL REGIONS
| AND ALL DIVISIONS
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WESTERN
EUROPE

*Like-for-like sales growth

DER GLANZ
DER STARS
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EASTERN
EUROPE

*Like-for-like sales growth
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NORTH
AMERICA

*Like-for-like sales growth

12 // February 11th 2014 / UOREAL



NUTRICAC {

UITAMINAD!

@

M\IS«M

VITAM!NADUS

RRRRR

g o S A
HE GHE G N LATIN
N ) 4 -/ AMERICA

o

- 3 =3
w— 0D ' v - y
y " " ~ ‘,/ f e
i
= =12 [ R ¥
VITAMINA i
l R ————
- :
5 =
Iy J
- \ < \\\t\ s S %

*Like-for-like sales growth
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BRAZIL

+13.3%-"

! ‘-‘ _ *Like-for-like sales growth
=




ASIA
PACIFIC

EXCL. JAPAN

*Like-for-like sales growth
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No.1 BEAUTY
COMPANY IN ASIA

TOTAL BEAUTY MARKET ASIA (EXCL. JAPAN)

L’Oréal
11.Q% ) 10.9% _
10.3% 1Q8% 10.5% 1%5% 10.6%
| Competitor No.2
0, .
1 9.6 10.3% — T ® 10.1%

.5%
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AFRICA,
MIDDLE EAST

*Like-for-like sales growth
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MARKET SHARE GAINS
IN ALL DISTRIBUTION
CHANNELS

2013 COSMIETICS SALES®

CONSUMER L’OREAL ACTIVE PROFESSIONAL
PRODUCTS LUXE COSMETICS

A

* Like-for-like sales growth
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THE BODY.SHOP
- \! ‘," T r‘/ -

* Like-for-like sales growth
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A GOOD YEAR
IN RESULTS AND
PROFITABILITY
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A BUSINESS MODEL THAT CREATES
VALUE AND GENERATES

CASH FLOW

+40bp +4.4% +4.4%

OPERATING PROFIT MARGIN EARNINGS PER SHARE* OPERATING NET CASH

(in euros) (in million euros)
16.9
16.5 513 2 690
2577
: I I

2012 2013 2012 2013 2012 2013

*Diluted earnings per share based on net profit excluding non-recurring items, attributable to owners of the company
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BIAVAIBISNID,

PER SHARE
2.50€

230e

2012 2013

* Proposed at the Annual General Meeting to be held on April 17th, 2014.
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ANOTHER YEAR
OF PROGRESS
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BUILDING DYNAMIC, SUSTAINABLE
AND PROFITABLE

GROWTH P——

REVITALIFT




ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION
TRANSFORMING OUR MARKETING MODELS
MAKING NEW COMMITMENTS IN SUSTAINABILITY
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A SUPPLY-DRIVEN
MARKET

OMBRE
COLOR
COPPER

, OMBRE COLOR'

Préférence

LOREAL |

COLOR VIBRANCY

Nourishing shampoo
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SUPERIORITY IN
QUALITY AND
PERFORMANCE

Maestro

fusion makeup
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TRANSFORMING |
OUR RESEARCH
& INNOVATION g

-- -
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REPORTED SALES
AND R&I BUDGET
INCREASE

+8.4 %

REPORTED SALES R&I BUDGET
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FROM ADVANCED RESEARCH
TO PRODUCT

DEVELOPMENT

ADVANCED PRODUCT
RESEARCH DEVELOPMENT

’ 2-5 years ‘ ’ 12-24 months ‘
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A STRONG NERVE CENTRE AND
FIVE REGIONAL HUBS
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ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION
TRANSFORMING OUR MARKETING MODELS
MAKING NEW COMMITMENTS IN SUSTAINABILITY

- 32 // February11th2014 / I_’OREAI—



N OF BEAUTY FOR YOUR LIPS

A [
\/ O | RICHER THAN A LIPSTICK
BY C

17 SHINIER THAN A GLOSS SMOOTHER THAN A BALM — A1
OR RICHE y ; x LORE

A REVOLUTION IN FACIAL CARE

LOREAL

ARE EXPERT/PARIS
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LOREAL

UM DEGRADE
LUMINOSO E BRILHANTE
ULTRA FACIL COM
ESCOVA EXPERT,
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= |
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© LOOK CALIFOI EM CASA

THICKER HAIR
WASH AFTER EORE |
i ELV|\ , LOH AL

: /ELVIVE
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THE FILLOXANE REVOLUTION™:

ELVIVE

FIBRALOGY




UNLOCK YOUTH’S
Repair and activate 10 5

NEW
~ADVANCED-

GEN

LANCOME |
“

ANCED

GENIFIQUE
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®

SPECTACULAR EYES

made simple.

NEW

HYPNOSE
BRAMA LS

W LA A
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Fio _
s oty La vie
1 1est belle

‘ . Life is beautiful. Live it your way.

The new Eau de Parfum

LANCOME

PARIS
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GOODBYE GREY TONE!

IN 8 DAYS,
IDEAL SKIN, INSTANTLY

A SPECTACULAR REPAIR
OF SKIN QUALITY:
IDEALIA BB CREAM

Skincare for anideal skin quality and color.
For every skin, even sensitve.

““I11] IDEALIA
§ LIFE SERUM

- = FRESH COMPLEXION

| = evensiiw Towe
VIS Y B CRested rearones
= REFINED PORES.

I o ILLUMINATES
[ HYDRATES 24H
[ SMOOTHES WRINKLES
VICHY [ REFINES SKIN TEXTURE
asoea [ REDUCES DARK SPOTS
‘ (S PROTECTS FROMUVA/8

W EXCLUSIVE "ANT-GREY"
TECHNOLOGY
Instantly on the surface

IDEALIA Coracthgminee pemants.

Durably in-depth:
Kombucha, dssopacifies
the skin layer after layer.
CREME B EFFICACY TESTED UNDER
DERMATOLOGICAL CONTROL

B AVAILABLE IN 2 IDEAL SHADES
-

y

GO TO YOUR PHARMACY ‘\
oy

YOUR IDEAL SKIN
YOUR IDEAL SKIN I Y
VICHY 1CHY
LABORATOIRES

=

VICHY INNOVATION:

Skin restores its vitality and looks rejuvenated,
at menopause and beyond.

NEOVADIOL MAGISTRAL

Densifying nourishing balm

15T HAIR REBIRTH TREATME
ARMACIES.

DERCOS
NEOGEN

STEMOXYDINE 5%

® HAIR GROWTH STIMULATED NEW 7

FOR 84% OF USERS™

® LESS VISIBLE SCALP
FOR 90% OF USERS™

oot
T omegas,

s ey i

B G e

NEO VADIOL
MAGISTRAL

(( 1 7 o O 1 | EHDiNaI;Q‘éNg

NEW HAIR
WITHIN
90 DAYS'yy

e VICHY
OGICAL

HOSPITAL LABORATOIRES

CHY

ORATORIE
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EMOXYOINE®
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A UNIQUE PORTFOLIO
OF COMPLEMENTARY

BRANDS

'ORE R 0 shu uemura ICHY
LOREAL LANCOME VICHY

GIORGIO ARMANI D
cacharel LA ROCHE-POSAY
take care LABORATOIRE DERMATOLOGIQUE

REDKEN PRNIER — HESANTIAURENT R @ SKINCEUTICALS

MAYBELLINE Méj innéOV
KE s DIESEL
E%’ﬁ‘?lASE SOFTSHEENICARSON BIOTHERM
LABORATORIES A& s S ~— claridonic
URBAN DECAY = '
M D eSSle RALPH LAUREN  VIKTOR®@ROLF
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ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION
TRANSFORMING OUR MARKETING MODELS
MAKING NEW COMMITMENTS IN SUSTAINABILITY
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CARITA £

PARIS

PROGRESSIF 3

LIFT FERMETE

JEUNESSE ORIGINELLE
YEUX

GENESIS OF YOUTH
FOR EYES

soin avancé total lift PARIS

GRESSIF

ﬁ T FERMETE
SERUM
‘SSE ORIGINELLE
IESIS OF YOUTH

CARITA

PARIS eur éclat-fermeté

e-firming activator
PROGRESSIF

LIFT FERMETE
JEUNESSE ORIGINELLE £ ==

creme raffermissante liftante
‘ P,

=
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CARITA

PARIS

HAUTE BEAUTE
TEINT

SOIN SUBLIMATEUR
ECLAT JEUNESSE

RADIANCE ANTI-AGEING
COMPLEXION ENHANCER

SPFIS

CARITA

PARIS

HAUTE BEAUTE
TEINT

VOILE SUBLIMATEUR
ECLAT

SUBLIME RADIANCE VEIL
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ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION

TRANSFORMING OUR MARKETING MODELS
MAKING NEW COMMITMENTS IN SUSTAINABILITY
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_."ROCHE-POSAY

LABORATOIRE DERMATOLOGIQUE

R RE L
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52// February 11th 2014 / |_’O R EAL



ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION

TRANSFORMING OUR
MARKETING MODELS

MAKING NEW COMMITMENTS IN SUSTAINABILITY
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USA: 3 L’OREAL
BRANDS IN
THE TOP 3

Source: L2 Digital IQ Index: Beauty
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HAIR

1S IT MADE FOR ME ?
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V C I IY PRODUITS LA PEAU IDEALE DIAGNOSTICS & CONSEILS BLOG MY SKIN NEWSLETTER

MATHILDE NATASHS

- 0

: B
—

JILLIAN

CLOTHING STORE OWNER - SHANGHAI

LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISICING ELIT, SED DO EIUSMOD
TEMPOR INCIDIDUNT UT LABORE ET DOLORE MAGNA ALIQUA.

.
(o i

-0 -
o

. s -

DISCOVER NATASHA'S WEEK

OOOOLOLOOO

DAY 6 : CYCLING TO WORK

QL 4 O QY Y. O A P L O O . O
| -

PO O =0 = =00 -0

INNOVATION
IDEAL SKIN DIAGNOSI

POWERED BY VICHY & MODIFACE
10 SCIENTIFIC STUDIES

y
DECOUVRE,
IDEALI,
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ANOTHER YEAR
OF PROGRESS

BUILDING UP OUR INNOVATION
FIREPOWER

RENEWING OUR MAJOR BRANDS

ACQUISITIONS TO COMPLEMENT OUR
BRAND PORTFOLIO AND GEOGRAPHIC
PRESENCE

TRANSFORMING OUR ORGANISATION
TRANSFORMING OUR MARKETING MODELS

MAKING NEW COMMITMENTS IN
SUSTAINABILITY
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SHARING

BEAUTY
WITH ALL

THE L'OREAL SUSTAINABILITY COMMITMENT
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BY 2020,

WE WILL INNOVATE

SO THAT 100% OF
PRODUCTS HAVE AN
ENVIRONMENTAL OR
SOCIAL BENEFIT.
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SUSTAINABLE INNOVATION

By 2020, we will innovate so that 100% of products
have an environmental or social benefit.

SUSTAINABLE PRODUCTION

By 2020, we will reduce our environmental footprint
by 60% from a 2005 baseline whilst bringing beauty
to one billion new consumers.

SUSTAINABLE CONSUMPTION

By 2020, we will empower every L’Oréal consumer
to make sustainable consumption choices while
enhancing the beauty of the planet.
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EMPLOYEES

By 2020, L’Oreal employees will have access
to health care, social protection and training,
wherever they are in the world.

SUPPLIERS

By 2020, 100% of our strategic suppliers
will be participating in our supplier
sustainability programme.

COMMUNITIES

By 2020, we will enable more than 100,000 people from
underprivileged communities, equivalent to the size of
our global workforce, to access work.
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OUR
COMMITMENT

DESIGN & SOURCING

INNOVATING
SUSTAINABLY

| PEOPLE & PARTNERS LESS & MORE
' DEVELOPING SR Ty PRODUCING
SUSTAINABLY WITHALL

SUSTAINABLY

INFORM & EMPOWER

LIVING
SUSTAINABLY

t
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Upgrading of our industrial facilities
to increase efficiency and
productivity,

Implementing a Supply Chain
action plan to modernise
our processes,

Continuing optimisations
and pooling in our organisations to
Improve their productivity.
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A NEW
L’OREAL
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OUR MISSION:
BEAUTY FOR ALL
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DIFFERENCES

GLOBALISING
WHILE RESPECTING
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OUR
OBJECTIVE




WE ARE STARTING
2014 W
CONFIDENCE AN
DETERMINATIO
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CONFIDENCE

TO OUTPERFORM
THE COSMETICS MARKET

TO INCREASE
OUR PROFIT
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THANK
YOU




