Professional
Products

The Professional Products Division
distributes its products in hair salons
all over the world. Its high value
added products and its support for
salons in every facet of their
development make the division the ideal
partner for beauty professionals.

A portfolio of differentiated brands to
meet the needs of all kinds of salons,
a constant flow of innovations and
high-level education are forging

the division's worldwide leadership.

BEAUTY ST UL

Consumer
Products

The Consumer Products Division
distributes its products in all
mass-market channels (hypermarkets,
supermarkets, drugstores) across

the world. Thanks to its diversified
portfolio of brandsb L'ORr.AL PaRIs,
GARNIER, MAYBELLINENEW YORK,
SorTSHEEN CarsonDit offers consumers
products that combine advanced
technology with accessible prices.

OFFERING THE BEST OF OUR BRANDS

IN ALL OUR DISTRIBUTION CHANNELS
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Luxury
Products

The Luxury Products Division develops
and markets across the world a unique
brand portfolio covering the three major
luxury cosmetics businesses: skincare,
make-up and fragrances. A key player in
selective distribution , it now has

the opportunity to become the world's
number 1 luxury cosmetics group,
thanks to its strong positions, particularly
in the new and dynamic markets of Asia,
Eastern Europe and Latin America, and
the integration of the YSL Beaut! brands,
the key event for the division in 2008.

Active
Cosmetics

World number 1 in pharmacy sales of
dermocosmetic products,

the Active Cosmetics Division

has a portfolio of five unique and
complementary brands to meet
consumers' growing health and
skincare needs. All over the world,
the division offers effective and

safe products, specifically suited to

pharmacists' advice and dermatologists'

recommendations, primarily sold in
pharmacies.

The Body Shop

Founded in 1976 in the United Kingdom
by Dame Anita Roddick, the brand is
well known for its strong ethical
commitment and its products based on
natural ingredients. 65% of them
contain community trade ingredients,
sourced primarily from suppliers in
disadvantaged communities, a unique
approach in the cosmetics industry.
THE Bopy SHop has a network of

more than 2,550 stores in 62 countries.

The mission of LOr!al's divisions, to which they devote their expertise, is to offer the widest
choice to every customer. Each one operates in aepfic channel, in close partnership with
distributors, and cultivates a particular aspect ofbeauty: the creativity of hairdressers,
luxury in selective distribution, accessibility inthe mass-market, and health in pharmacies.
Each division has built up a close relationship wih its customers, by being ever-attentive

to their needs and offering them the ideal innovatin, the best of beauty.

Professional Consumer Luxury Active Galderma
Products Products Products Cosmetics

p.40 p.46 p.54 p.62 p.68 p.71

The Body Shop
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Businessed

The Professional Products Division strengthened itsnumber 1 posi-
tion in a market whose growth slowed substantially over the year.
In Western Europe, growth (+0.6%) was driven by Nothern Europe
(Germany, the United Kingdom, the Netherlands, Scandinavia)
where the division has been gaining significant market share. The
luxury brands (SHu UEmura ARToF HAIR, K-RASTASE, MizaNr), MaTRIXWith
its accessible positioning, and the alternative brand Reokenare the
major growth drivers. In North America (£6.3%), thesevere reces-
sion and the intense anti-diversion efforts should not overshadow
the success in hair colourants (+6.0% in salon sales), rewarding the
distributor strategy which is particularly effectiv e in conquering new
salons. The Rest of the World zone is continuing its rapid expansion
(+14.7%) thanks to the success oL'OR-AL PROFESSIONNEL K-RASTASE
and MaTrix Russia (+36.2%), Brazil (+16.4%) and China (+324) are
the three major contributors to this growth rate. J apan (+5.0%) is
confirming its dynamism, while India (+28.8%) is accelerating.

Creativity and services
for each salon

upporting the development of
increasingly professional hair salons
in the 8rowth-relay® countries and
providing new leverage for the development of
salons in the mature countries are the major
challenges for the Professional Products Division.
It draws on a portfolio of brands,
highly complementary both in technical and
artistic inspiration and price positioning,
to meet the needs of all salons, whatever
their stages of development. Education,
the driving force for professionalisation,
is adapted to suit each region of the world.
A thorough knowledge of specific
consumer needs, and collaboration with
top hairdressers, enable the division
to deliver powerful innovations each year
in products, services and businesses.
The launch of K-raskIN ESTHETICS an exclusively
professional skincare line, has thus opened up
a new market for hair salons:

Nicolas Hieronimus
Managing Director
Professional Products

2009 should be marked by a slowdown in the world hairdressing
market, even though it is traditionally one of the first to return to

growth when the economy rebounds. Salons will be looking to

accentuate their differentiation and appeal. In thi s setting, the
diversity of the brand portfolio will come into its own. The luxury
brands will continue to serve all the needs of upmarket salons. The
accessible positioning of Matrixwill appeal to large numbers of

salons eager to combine quality with competitive pr ices, while
Repken and L'ORr-aL ProrFessionnELWill cultivate their flair for artistic

and technical innovation.

The international roll-out of the PureoLocybrand acquired in 2007,
Slrie Nature and the L'ORr-aL ProressionnELmen's line will tap into

two strong consumption trends: natural products and men's beauty.
2009 will be a year of innovation for all the brands, and a year for
conquering new territories, particularly in South-East Asia, North
Africa and the Near and Middle East.

Western Europe 1,017.8 1,002.6 40.6% +0.6% +1.5%  Hair colourants 887.6 876.5 35.5% +0.5% +1.2%
North America 802.0 830.3 33.6% +6.3% +3.5% Styling and textures 360.3 350.5 14.2% +2.5% +2.7%
Rest of the World 572.1 638.8 25.8% +14.7%  +11.7% Shampoos and haircare  1,144.0 1,244.7 50.4% +3.0% +8.8%



Columbia Beauty Supply, completing the division's territorial coverage,
following the acquisition of Maly's West and Beauty Alliance in 2007.
This strategic initiative enables the division to build closer technical and
commercial relationships with hairdressers, control distribution,

raise its standards of service, and increase its market share.

thanks to the success oK-rasTase and
LOR-AL PRroressionNNEL in the luxury segment,
and Matrix in the affordable segment.

SHu UemurA ART oF HAIR,

K-rasTase and Mizani, which combine
superior quality with the benefits of

a unique experience.

thanks to hairdresser
education, the success of

Matrix and local breakthroughs with the new lines

for LOR-AL PROFESSIONNEL, L'Orlal Professionnel Homme and
with Hair Spa in Asia and its Cover 5' product for grey hair, and
Force Relax in Brazil. the Mint line by Redken for Men.

highlights

with the launches of
Rubilane", a hair colourant
which produces intense and lasting
copper red colours, and Platinium Plus
lightening paste, which combines
safety with comfort.

the ultra-selective skincare line,
in hair salons with skincare booths and
luxury aesthetic institutes.
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Businessed) Professional Products

DKIRASTASE
Russia.

LOR!AL PROFESSIONNEL

A premium brand featuring the most advanced technol ogies,
L'Or-AL ProressionNELIS the privileged partner and the source of
inspiration of top hairdressers all over the world.

In 2008, the growth of LOR-aL ProrFessionnELOUtpaced the market.
In hair colourants, the brand strengthened its leadership thanks to
solid performances from the star products Majirel and Luo Color,
combined with the success of Color Supr'me anti-ageing hair col-
ourant, Platinium Plus lightening paste and the launch of Rubilane”,
a patented hair colourant, which for the first time ever offers intense
and lasting copper red colours.

In haircare, S'rie Expert is confirming its dynamism around the
world, thanks to the launches of Liss Ultime, a range dedicated to
unruly hair, and Volume Expand, the first range to benefit from
mineral technology. The launch of the Slrie Nature range, entirely
designed around natural ingredients, is another growth vector.

In styling, the growth of L'ORr-AL ProressionnELhas been driven by
the extremely successful Play Ball, a young, altermative styling
range, while the premium styling brand Texture Expert is continuing
its conquest of the United States and is moving into Asia.

The brand is entering the men's market for the first time with the
launch of L'Orlal Professionnel Homme. This extremely compre-
hensive haircare range includes the new product Cover 5', a major
technological innovation which very naturally covers grey hair in
just five minutes. For salons this is a new add-on service which has
been enthusiastically welcomed by hairdressers.

KIRASTASE

The K-rasTase brand again reinforced its position as the world | eader
in professional haircare. In 2008, its strong growh was driven by
markets outside Europe, primarily by Japan and the United States.
Throughout the year, the brand's positioning has be en modernised
with a new communication format and the introductio n of luxury
codes. Breakthrough technologies have been deployed , with the

DL'OR!AL PROFESSIONNEL

Launched in Brazil, the Force Relax haircare
range offers precise hair relaxation with

the injection of active nutri-lipidic ingredients.

BSHU UEMURA ART OF HAIR

Enriched with Depsea Water,

Muroto Volume haircare

is formulated to meet the needs of fine hair.

launches of Biotic, the first range to strengthen the scalp's natural
defences, and Chroma Riche, a new panoply of haircare products
for damaged colour-treated hair. Distribution selec tivity, which
guarantees the quality of service offered around K-rasTase products,
has again been strengthened.

REDKEN

Repken 5tH Avenue delivered a very strong performance, boosting
its global reach. Its revolutionary products, its link-up with Fashion
Week in New York and its commitment to hairdresser education
are driving its growth. The major initiatives of 2008 are the success-
ful launch of Real Control haircare, the 20" anniversary of Shades
EQ hair colourants, and the partnership with world-famous hair
stylist Guido Palau.

MATRIX

For Matrix the number 1 brand in North America, the acceleration

of its global conquest, particularly in the BRIC countries® has coun-
terbalanced the difficulties faced in North America with the eco-

nomic context and its anti-diversion efforts. Hair colourants enjoyed

strong growth thanks to the international restage o f core range

Socolor.beauty and the successful launch of Color S/nc Sheer Pas-
tels. In the brown segment, Wonderbrown again proved dynamic

in Asia and was also successful in India. In haircee, Biolage

extended its reach in Europe, and grew with the launch of Forte

thlrapie and new services. The accessible haircarerange Matrix

Essentials was boosted by the worldwide success ofSleek.look.
With 280,000 salons,MaTrixis now present in 53 countries.

DMATRIX

Biolage Forte thirapie increases the strength of
hair that is moderately fine to thick, damaged or
colour-treated, weakened or brittle.

DKIRASTASE

With Chroma Riche, the fibre

is filled with active emollients and
light refracting ingredients.

(1) Brazil, Russia, India, China.



DL'OR!AL PROFESSIONNEL
Brazil.

DMATRIX
China.

LOR!AL PROFESSIONNEL ADVANCED TRAINING
WINS OVER HAIRDRESSERS ACROSS THE GLOBE

The new 28H3° cutting and styling education programm e
focuses on the three facets of the hairdressing bus  iness:
aHearte for artistic inspiration, 2Hand® for techni cal expertise,
and @Head? for salon development. A team of six top
international hairdressers, which is changed eachy ear, creates
a collection of hair styles using LOR-AL PrRoFessIONNEL Styling
products. Information on the techniques is distribu  ted to the
training teams in each country, and they are thenp  assed on
to hairdressers in  LOR-AL ProressionNELSalons. This unique
approach has met with unprecedented success in the

profession. It has enabled the training of moretha  n

15,000 hairdressers in the latest styling technique s, the most
modern trends and the use of the products.

Commitments

The science of
natural ingredients

Inits new S"rie Nature range, LOR-AL
ProFESSIONNEL IS committed to repla-
cing chemical compounds by ingre-
dients of natural origin whenever
possible, without compromising effi-
cacy and cosmetic performance.
Driven forward by the group's
Advanced Research, S'"rie Nature
offers formulas which embellish and
protect the hair while respecting its
fiber. Furthermore, all S"rie Nature
products are developed at our fac-
tory in Burgos, which is equipped
with solar panels and a rainwater
and waste recycling system.

PUREOLOGY

As the number 1 colour care brand in the United States, the brand
offers ZeroSulfate haircare products based on 100%vegan ingre-
dients. In 2008, PureoLocylaunched the first anti-dandruff system
for coloured hair, and received the prize for the b est professional
shampoo in the North American Stylist Choice Awards for the 50
consecutive year. The brand is also participating in the national
aBreak the silence about ovarian cancer® campaign.

SHU UEMURA ART OF HAIR

One year after its launch, SHu Uemura ArT oF HaR has confirmed its
outstanding success in the world's most prestigious salons. Based
on the ancestral values of Japanese haircare, the brand offers the
ultimate in haircare and service in an exceptional environment, as
well as products based on rare natural ingredients. In 2008, the
brand launched the Muroto Volume range, based on De psea Water,
taken from the depths of the ocean off the coast of Japan, which
is rich in volume-enhancing minerals.

MIZANI

In 2008, Mizani achieved double-digit growth, strengthening its
original positioning as a salon-exclusive expert brand for Afro and
multi-textured hair. Mizani means 2balance® in Swahili. All its products
are formulated to balance hydration and protein, su ch as haircare
products Scalp Care and Renew Strength, and the Buter Blend Sen-
sitive Scalp Relaxer system, launched in 2008.

KIRASKIN ESTHETICS

The new professional skincare brand made a high-profile entrance
into luxury aesthetics. In this extremely dynamic market, K.raskin
ESTHETICSIS @aiming to support the development of upmarket sa lons
and aesthetics centres. In 2008, the brand was lauched in eight
countries in Western Europe, Russia and Asia.

The original combination of L'Orlal's advanced rese arch with the
expertise of the top aesthetics professionals has given rise to a new
professional approach to beauty. K-raskin EsTHETICSOffers a range
consisting of seven rituals, 30 professional produds and tools, and
professional excellence training programmes.
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PRODUCTS

LOR!AL PARIS

GARNIER

MAYBELLINE NEW YORK
SOFTSHEEN"CARSON

CLUB DES CR!ATEURS DE BEAUT!
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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 competitive 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.

Making the best of
beauty accessible to
everyone

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

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 @nsumers.

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%
Western Europe 3,729.5 3,686.4 44.1% +0.9% +1.2% Make-up 2,252.7 2,294.4 27.5% +5.5% +1.9%
North America 2,043.2 1,851.6 22.2% +3.2% +9.4% Skincare 1,823.0 1,926.3 23.1% +9.1% +5.7%
Rest of the World 2,507.5 2,816.9 33.7% +14.5% +12.3% Other 285.5 286.8 3.4% +1.6% +0.5%



(+9.1% like-for-like),

fuelled by major innovations.LORr-aL Paris enriches

the Derma Genesis range with the Derma Genesis

Pore Minimising Smoother and launches Revitalift
Deep-SetWrinkles. Caffeine Eye Roll-On fronGGARNIER
proves highly successful, alongside the anti-ageing cream

UltraLift Pro-X with Pro-Xylane ¢.

with the success
of LOR-AL Paris with
Double Extension Beauty
Tubes and ExtraVolume
Collagen mascaras,
Infallible lipsticks and powders,
and of MavBeLLINE NEwW Y ORK
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 LORr-aL Paris and
the global launch of
Maybelline Mineral Power.

highlights

with the highly innovative Excell 10'

from LOR-aL PaRrIs, adding to its core products
(Casting Cr#me Gloss, Excellence Cr#me and
Prlflrence-R!cital) and enabling it to provide
hair colourants for all age groups.

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).
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DLORIAL PARIS
Italy.

Affordable products
combining advanced technology
with high added value

LOR!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% |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'ORr-AL Parisconfirmed 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 verysuccessfully
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 De ep-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, LORr-AL Parisrecorded very good results, with some high-
profile launches. Double Extension Beauty Tubes, arevolutionary
technology which offers beauty salon-style @lash extension® 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, Infalliblebthe result of seven ye ars of researchbset
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.

BL'OR!AL PARIS

Extra Volume Collagen features a brush whose
size has been doubled to ensure the exact
amount of product for optimum application.

DGARNIER

Fruit-oil enriched Nutrisse hair colourantb
Color Naturals, the version for emerging countriesb
has strengthened its world number one position.

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, LORr-AL Parislaunched the innovative
Els$ve Re-Nutrition with royal jelly, a concentrate of essential nutri-
ents that is enabling Els$ve to win market share inEurope and
Mexico.

GARNIER

With excellent performances in most regions, Garnierrecorded
+4.0% like-for-like sales growth. The mass-market msitioning 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, Garnierhad 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,GARNIERIS 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
innovationbCaffeine Eye Roll-Onbtook 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, Fructisbthe division's leading haircare and styling
rangebis continuing to win markets around the world.

DGARNIER

The Light skincare range,

marketed in Asia, features lemon essence,
a powerful natural ingredient.



To build closer relationships with women and men the world over,

LORr-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 LOr"al Paris Men Expert range, while Zhang Zilin, the first-ever
Chinese Miss World, became an ambassador in 2008.

Zhang Zilin Rachida Brakni and Alef Jninen. Daniel Wu

Garnier reduces
packaging
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DMAYBELLINE NEW YORK
Russia.

DMAYBELLINE NEW YORK
United States.

DMAYBELLINE NEW YORK

Colossal is the latest addition to

the Volum'Express family. The name refers
to its extra-large patented brush

MAYBELLINE NEW YORK

The American brand MaveeLLINENEW 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 MavBeLLINENEw 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 olled out world-
wide, with the addition of a liquid foundation, a b lusher and a con-
cealer. Sales of lipsticks increased in North Amerca, Latin America
and Europe, thanks to Superstay Powergloss, the fist patented
gloss that lasts 12 hours. In AsiaMaveeLLINENEW 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 tle 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 UnitedStates and
Europe. The new Eye Studio line of eye shadows and pencils also
made a promising start in Japan and Europe.

DMAYBELLINE NEW YORK DMAYBELLINE NEW YORK

Pure Mineral, a foundation Superstay Powergloss is the first
that blends effortlessly with the skin patented gloss with 12 hours of
for perfect coverage. colour wear.



For many years, LOr"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
MavBeLLINE NEw York and LOR-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.
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The Luxury Products Division's worldwide sales grewby +0.7% like-
for-like in 2008. In Western Europe, the division held on to its

number 1 market share thanks to initiatives with astrong innovative

focus, particularly in fragrances and make-up. In North America,

sales contracted against a background of declining footfall in

department stores and stock reductions, despite successes for
major perfume launches and for *scillation mascara by LancivE .
Growth in 2008 was driven by the Rest of the World zone, particu-
larly by Eastern Europe, and once again by excellent growth rates
in Asia, the Middle East and Latin America. The most dynamic cat-
egory was skincare (+3.4% like-for-like), especiall in the anti-ageing

and men's segments. Make-up continued to register in creased
growth, with unchallenged leadership in mascara.

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

An unrivalled
range of
luxury cosmetics

he Luxury Products Division
today has a unique portfolio of
highly complementary global brands,
enabling it to expand in the three major
luxury cosmetics businesses: skincare,
make-up and fragrances. Each brand has
its own business model, but all benefit from
an image of excellence based on
technological expertise, substantial
marketing and commercial resources, and
a close relationship with distribution.
Thanks to its strong positions in dynamic
new markets such as Asia and Latin America, and
the integration in 2008 of the YSL Beaut!
brands, the division now has the opportunity
to become the world's number 1 group in
luxury cosmetics.

Marc Menesguen
President
Luxury Products

In 2009, the Luxury Products Division should take avantage of its
outstanding capacity for innovation, and strong mom entum from
the 2008 launches, to resist the market slowdown. The operational
integration of the YSL Beaut! brands, set to benefi t in distribution
from the strong positions and support of the divisi on across the
globe, will be a source of growth. Lancive , world number 1 in selec-
tive beauty, and the division's three major designe r brandsb Giorcio
ARrMANI, YvES SaINT LAuRENT and RaLpH LaurenDwill continue to rein-
force their development. The division will continue to support its
agrowth-relay® brands with their strong potential f or expansion,
such asKienL's, BioTHErRM, SHU Uemuraand DieseL Lastly, it will deliver
revolutionary innovations, particularly in skincare and make-up, con-
firming its role as a trailblazer in the selective market.

CONSOLIDATED SALES BY BUSINESS SEGMENT

Western Europe 1,734.7 1,929.6 46.3% +1.9% +11.2%  Skincare 1,423.0 1,443.5 34.6% +3.4% +1.4%
North America 1,053.2 954.2 22.9% +7.3% +9.4% Fragrances 1,641.6 1,781.9 42.7% +2.1% +8.5%
Rest of the World 1,140.0 1,285.9 30.8% +12.4% +12.8% Make-up 863.3 944.2 22.6% +2.3% +9.4%

3,927.9

4,169.6 100% +0.7% +6.2%

3,927.9  4,169.6 100% +0.7% +6.2%




in France amnd Sam.

highlights

a new prestige fragrance
for women.

the first-ever vibrating
powermascara byl ANCIME
with no less than four

] patents to its name.
GlorGlo ARMANI Moves into

Beijing Civic and Hangzhou
in China, and opens

120 perfumeries in Italy.
KIeHL 's starts up in Japan and
Latin America.

A MILESTONE YEAR WITH THE ACQUISITION OF YVES SAINT LAURENT BEAUT!

YVES SAINT L AURENT BoucHERON SteELLA McCARTNEY ERMENEGILDO ZEGNA ROGER & GALLET OsCARDE LA RENTA
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#SCILLATION
WORLDWIDE PREVIEW IN LONDON

For the launch of #scillation, the revolutionary
vibrating power mascara, Lancive staged
a worldwide preview in London where

the product went on sale exclusively

to customers of London's Selfridges
department store. This unprecedented
initiative with a distributor was showcased
with a high-profile coverage of the brand

in the British press. Selfridges also gave
tremendous visibility to the event by

setting up special podiums in London and
around the country, together with

a month-long Oxford Street window display.
As a result, more than 100 mascaras

were sold per day. A perfect opportunity to
strengthen the exclusive links between
brand and department store.







Commitments

Kiehl's supports
ecological initiatives

In 2008, KieHL's joined forces with
Brad Pitt to launch a 100%-biode-
gradable and eco-efficient bodycare
product. All profits from this cleans-
ing product with aloe vera, certified
Cradle to Cradle M@ will be passed
on to JPF Eco Systems, a charitable
foundation set up with Brad Pitt to
support global ecological initiatives.
The first project initiated by JPF Eco
Systems supports the efforts of
Make it Right, a charity which helps
finance ecologically sustainable and
financially affordable housing for
the victims of hurricane Katrina.
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Businessed® Active Cosmetics

2008 REVIEW

In a slowing dermocosmetics market, the Active Cosmetics Division
recorded +4.2% like-for-like growth, with contrasti ng results across
the geographic zones. Western Europe was down slightly, held
back by a weaker pharmacy market and the fall in sdes of seasonal
products for VicHy. North America continued to grow, with a +4.7%
rise in a very troubled market. The Rest of the Woid zone con-
firmed its dynamism with double-digit growth of +14 %, driven par-
ticularly by Latin America and Asia, and today accounts for 36.4%
of the division's sales. Thanks to increased advertisng and promo-
tional investments, the division's global position is being strength-
ened in its core skincare business.

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

Anticipating
health expectations
INn beauty

s number 1 in the market for
dermocosmetics sold in pharmacies,
the Active Cosmetics Division's
first challenge is to be the key partner of
pharmacists and dermatologists, through
a portfolio of unique and complementary brands,
backed up by training initiatives to support
their development. The second challenge is to
roll out the major brands in geographic zones
where the potential of the division has not yet
been fully realised, in Eastern Europe, Asia and
Latin America, and also in the United States.
And the third is to continue innovating in the core
skincare business, to sustain the major franchises
in the catalogue. 99

Brigitte Liberman
Managing Director
Active Cosmetics

2009 OUTLOOK

The market for dermocosmetics sold in pharmacies should be sup-
ported by the intrinsic values of the channel: health, ethics, advice,
proximity and good value for money. As the market | eader, the
Active Cosmetics Division should benefit from several favourable
factors: a unique portfolio of complementary brands covering all
consumption trends which combine beauty and health; the richness
of its product innovation in the key dermocosmetics segments such
as acne, anti-ageing, sun protection and bodycare; the focusing of
resources and investments on major initiatives; and continuing
efforts to boost productivity in organisation and purchasing.

CONSOLIDATED SALES BY BUSINESS SEGMENT

Skincare 978.4 993.5 77.1% +2.6% +1.5%
Western Europe 7275 716.7 55.6% +1.5% +1.5%  Haircare 98.8 109.9 85%  +11.9% +11.3%
North America 105.1 103.3 8.0% +4.7% +1.8% Make-up 93.7 94.2 7.3% +1.2% +0.5%
Rest of the World 415.4 469.4 36.4% +14.0%  +13.0% Other 77.2 91.6 7.1% +16.4% +18.7%

+4.2% +3.3%

1,248.1

1,289.3 100%

1,248.1  1,289.3 100% +4.2% +3.3%




Another year of
double-digit growth for
LA RocHe-Posay

with accelerated growth
in Latin America,

Asia and Eastern Europe.

Relay brands S«in CeuTicaLs and
SANOFLORE continue

their gradual roll-out in Europe

in response to new consumption trends.

highhghts

VicHy consolidates

its world number 1 position
in the anti-ageing segment
with the successful Liftactiv
CxP range of anti-wrinkle and
firming products.

INNeOV continues to conquer
world markets with

a successful move into Brazil.

The nutricosmetics brand

is strengthening its position

as number 1 in the European market.
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2,000 2PHARMACY-MANAGERS®
TRAINED IN 10 COUNTRIES

As the number 1 in dermocosmetics, the division is
keen to train and assist its pharmacist partners

in their development. In 2008, it celebrated its 2000
aPharmacy Manager®. All participants completed

the high-level marketing and management course
devised by the division. The objective is to respond
more effectively to consumer expectations by
boosting the attractiveness of the sales outlet and
the key valuesbbeauty and health advice and
servicesbof the channel. The @Pharmacy Manager®
programme is now operating in over 10 countries and
has had very positive results in terms of growth

in the dermocosmetics sector.




Commitments

Strict dermatological
and environmental
SERES

The first active ingredient of the per-
sonal care products, La Roche-Posay
thermal spring water is a rare and
fragile natural resource. The brand is
committed to closely monitoring
activities around the spring on a daily
basis, checking the quality of the
water and more generally protecting
the environment. La RocHe-Posay now
also offers its consumers a broad
range of paraben-free products.







highlhights

Opening of the first

The Body Shop stores
in Egypt and Slovakia,
and strategic acquisitionaff
franchisees in Spain.

Development of threenew
Community Trade suppliier
relationshipsin Kenya,
Samoa and Ecuador.

Launch of Nature's Minerals® ,
a make-up range with

100% minerals, fragrance and
preservative free,

offering the highest sun protection
factor in its category.

NUMBER OF STORES

Company owned stores 1,008 1,069 +61
Franchisees 1,418 1,481 +63
TOTAL 2,426 2,550 +124
SALES

Retail sales? 1,234.0 +1.9%
Retail sales with a comparable store basé? 1,038.5 +2.3%
Consolidated sales 756.0 +4.6%
RETAIL SALES BY GEOGRAPHIC ZONE

Western Europe 549.1 44.5% +1.4%
North America 196.9 16.0% +11.3%
Rest of the World 488.0 39.5% +9.1%
TOTAL 1,234.0 100% +1.9%

In partnership with

MTV Networks International,
£1 million raised for the Staying
Alive Foundation, to educate and

prevent the spread of HIV and AIDS.

Introduction of 100% recycled
PET bottles.

2008 REVIEW

The like-for-like sales of The Body Shop increased by +4.6%. Total
retail sales® grew by +1.9% with strong performances from Sweden,
Switzerland, the Middle East, Hong Kong, Singapore, South Korea,
Indonesia and India. However, due to lower footfall in its stores
because of the difficult economic climate during th e fourth quarter,
sales were disappointing in the United Kingdom, Spain and North
America. A total of 124 new stores were opened in 2008, taking the
total to 2,550 by the end of the year.

2009 OUTLOOK

In 2009, The Body Shop will continue to introduce innovative,
nature-inspired and ethically sourced skincare, body care, fragrance
and make-up products. The brand will also continue to roll out
initiatives in the ethical and societal spheres. It will strengthen the
privileged relationship it maintains with its custo mers, while extend-
ing its reach to new markets in collaboration with its strong fran-
chisee network.

(1) Total sales to consumers through all channels.
(2) Total sales to consumers by stores which operated continuously from
January I to December 31%, 2008 and over the same period in 2007.
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Businesse® The Body Shop

DMORINGA

This line offers the benefits of oil

from the seeds of the moringa,
a?amiracle tree® in Ayurvedic medicine.

With its new
communications based on
aNature's way to beautiful®
and new visual materials
in sales outlets,
The Body Shop
is reasserting its position
as the original natural and
ethical beauty brand,
while generating
new impetus for its range.

DDEEP SLEEP

This new body care range
with jujube date nourishes and
promotes untroubled sleep.

In 2008, the brand's continued focus on
product innovation was reflected in the
launch of four @Wellbeing® ranges, contain-
ing evocative natural ingredients based on
traditional herbal remedies, and the new
Nature's Minerals® make-up range. The
brand also introduced the Moringa range
of moisturising body care products, rich in
Community Trade ingredients, and three
new fragrances: Japanese Cherry Blossom,
White Musk* Blush and Aqua Lily. A pioneer
in the industry, The Body Shop introduced
sustainable palm oil across its full range of
bar soaps, equating to 7.5 million bars of
soap per year.

AWARDS FOR THE BODY SHOP

Ever since its foundation by Dame Anita
Roddick in 1976, The Body Shop has
defended the principle that companies
should adopt a truly responsible approach
to society and to communities. Through its
campaigns to defend human rights, and its
Community Trade programme to support
fair trade, the brand has always been a force

Commitments

DJAPANESE CHERRY BLOSSOM

This range with cherry extracts and
Community Trade ingredients is inspired by
the beauty of Japanese cherry blossom.

for social and environmental change.
Its achievements in this field have been rec-
ognised through a number of awards includ-
ing best Ethical Reputation in the United
Kingdom, Favourite Green Brand in the
United States and best Corporate Social
Responsibility in Asia. Since 2003, The Body
Shop has raised nearly £1.2 million to help
women who are victims of domestic vio-
lence, as part of the Stop Violence in the
Home campaign. In addition, the RSPCA
(Royal Society for the Prevention of Cruelty
to Animals) awarded it a prize for its long-
standing commitment to animal welfare. In
2009, The Body Shop will publish its biennial
Values Report, developed in consultation
with NGOs and other stakeholders, with
validation by independent experts.

Increasingly fair trade

21 years ago, with the launch of its Community Trad e
programme, The Body Shop was the first company tob  ring
fair trade to the cosmetics industry. Its unique initiative today

enables it to work directly with local suppliers in

20 countries,

providing some 25,000 people with access to essenti al

resources such as education. With the development o

f three

new supplier relationships in 2008, three new ingredients will

be introduced in the composition of its products: o
coconut oil from Samoa, organic sunflower seed ol
and organic ethanol from Ecuador. This latter examp
organic production will also contribute to safeguar
biodiversity in Ecuador and help provide income for

rganic virgin
from Kenya
le of
ding
around

200 farmers in the challenging local sugar cane industry.



Businessed® Dermatology

GALDERMA

Science inthe service of dermatologists

Dedicated exclusively to dermatology, Galderma's ambitioris to be recognised as the most competent and innovative
company in its field. With innovation and research at the heart of its strategy, Galderma is bringing scientific progress
to patients and doctors and fostering advances in the field of dermatology throughout the world.

2007 2008 % of Growth
2008 sales 2008/2007

Like-for-like  Published
Y%millions figures

TOTAL 735.0 853.8 100%  +17.1% +16.2%



