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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. 

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 brandsÐ L'OR•AL PARIS, 
GARNIER, MAYBELLINE NEW YORK, 
SOFTSHEEN´CARSONÐit offers consumers 
products that combine advanced 
technology with accessible prices.

OFFERING THE BEST OF OUR BRANDS  
IN ALL OUR DISTRIBUTION CHANNELS

BUSINESSES
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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 .

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.

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 BODY SHOP has a network of  
more than 2,550 stores in 62 countries.

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

Consumer 
Products 
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L'OR!AL PROFESSIONNEL
K!RASTASE
REDKEN
MATRIX
PUREOLOGY
SHU UEMURA ART OF HAIR
MIZANI
K!RASKIN ESTHETICS

Professional
PRODUCTS 
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Businesses Ð Professional Products

2008 REVIEW

The Professional Products Division strengthened its number 1 posi-
tion in a market whose growth slowed substantially over the year. 
In Western Europe, growth (+0.6%) was driven by Northern Europe 
(Germany, the United Kingdom, the Netherlands, Scandinavia) 
where the division has been gaining significant market share. The 
luxury brands (SHU UEMURA ART OF HAIR, K•RASTASE, MIZANI), MATRIX with 
its accessible positioning, and the alternative brand REDKEN are the 
major growth drivers. In North America (±6.3%), the severe 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 of L'OR•AL PROFESSIONNEL, K•RASTASE 
and MATRIX. Russia (+36.2%), Brazil (+16.4%) and China (+32.9%) are 
the three major contributors to this growth rate. J apan (+5.0%) is 
confirming its dynamism, while India (+28.8%) is accelerating. 

2009 OUTLOOK

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 look ing 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 MATRIX will appeal to large numbers of 
salons eager to combine quality with competitive pr ices, while 
REDKEN and L'OR•AL PROFESSIONNEL will cultivate their flair for artistic 
and technical innovation.
The international roll-out of the PUREOLOGY brand acquired in 2007, 
S!rie Nature and the L'OR•AL PROFESSIONNEL men'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.

ªSupporting the development of 
increasingly professional hair salons  
in the ªgrowth-relayº 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

Creativity and services 
for each salon

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 1,017.8 1,002.6 40.6% +0.6% ±1.5%

North America 802.0 830.3 33.6% ±6.3% +3.5%

Rest of the World 572.1 638.8 25.8% +14.7% +11.7%

TOTAL 2,391.9 2,471.7 100% +1.3% +3.3%

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Hair colourants 887.6 876.5 35.5% +0.5% ±1.2%

Styling and textures 360.3 350.5 14.2% ±2.5% ±2.7%

Shampoos and haircare 1,144.0 1,244.7 50.4% +3.0% +8.8%

TOTAL 2,391.9 2,471.7 100% + 1.3 % +3.3%
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Major innovations in  
hair colourants 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. 

L'Or!al strongly reinforces  
its leadership in Eastern Europe  
thanks to the success of K •RASTASE  and 
L'O R•AL  PROFESSIONNEL in the luxury segment, 
and MATRIX  in the affordable segment. 

Success for men's  
haircare with the new lines  
L'Or!al Professionnel Homme and  
its Cover 5' product for grey hair, and  
the Mint line by Redken for Men. 

Acquisition of a third distributor in the United States,  
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. 

Rapid growth in  
the emerging countries  
thanks to hairdresser  
education, the success of  
MATRIX  and local breakthroughs  
for L'O R•AL  PROFESSIONNEL,  
with Hair Spa in Asia and  
Force Relax in Brazil. 

Launch of K •RASKIN  ESTHETICS,  
the ultra-selective skincare line,  
in hair salons with skincare booths and 
luxury aesthetic institutes.

Strong worldwide growth in  
the luxury brands  
SHU UEMURA ART OF HAIR,  
K •RASTASE  and MIZANI , which combine 
superior quality with the benefits of  
a unique experience. 
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L'OR!AL PROFESSIONNEL

A premium brand featuring the most advanced technol ogies, 
L'OR•AL PROFESSIONNEL is the privileged partner and the source of 
inspiration of top hairdressers all over the world.
In 2008, the growth of L'OR•AL PROFESSIONNEL outpaced the market. 
In hair colourants, the brand strengthened its leadership thanks to 
solid performances from the star products Majirel a nd 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 S!rie Nature range, entirely 
designed around natural ingredients, is another growth vector.
In styling, the growth of L'OR•AL PROFESSIONNEL has been driven by 
the extremely successful Play Ball, a young, alternative 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 firs t time with the 
launch of L'Or!al Professionnel Homme. This extreme ly 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.

K!RASTASE

The K•RASTASE brand again reinforced its position as the world l eader 
in professional haircare. In 2008, its strong growth 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 

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

REDKEN 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 20th 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(1) 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 Sync Sheer Pas-
tels. In the brown segment, Wonderbrown again proved dynamic 
in Asia and was also successful in India. In haircare, Biolage 
extended its reach in Europe, and grew with the launch of Forte 
th!rapie and new services. The accessible haircare range Matrix 
Essentials was boosted by the worldwide success of Sleek.look. 
With 280,000 salons, MATRIX is now present in 53 countries.

ÐK!RASTASE 
Russia.

Businesses Ð Professional Products

(1) Brazil, Russia, India, China.

ÐK!RASTASE 
With Chroma Riche, the fibre  
is filled with active emollients and  
light refracting ingredients. 

ÐL'OR!AL PROFESSIONNEL
Launched in Brazil, the Force Relax haircare 
range offers precise hair relaxation with  
the injection of active nutri-lipidic ingredients. 

ÐSHU UEMURA ART OF HAIR
Enriched with Depsea Water,  
Muroto Volume haircare  
is formulated to meet the needs of fine hair.

ÐMATRIX
Biolage Forte th!rapie increases the strength of 
hair that is moderately fine to thick, damaged or 
colour-treated, weakened or brittle.
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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, PUREOLOGY launched 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 5th 
consecutive year. The brand is also participating in the national 
ªBreak the silence about ovarian cancerº campaign.

SHU UEMURA ART OF HAIR

One year after its launch, SHU UEMURA ART OF HAIR 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, M IZANI achieved double-digit growth, strengthening its 
original positioning as a salon-exclusive expert brand for Afro and 
multi-textured hair. MIZANI means ªbalanceº in Swahili. All its products 
are formulated to balance hydration and protein, su ch as haircare 
products Scalp Care and Renew Strength, and the Butter Blend Sen-
sitive Scalp Relaxer system, launched in 2008.

K!RASKIN ESTHETICS

The new professional skincare brand made a high-profile entrance 
into luxury aesthetics. In this extremely dynamic market, K•RASKIN 
ESTHETICS is aiming to support the development of upmarket sa lons 
and aesthetics centres. In 2008, the brand was launched in eight 
countries in Western Europe, Russia and Asia.
The original combination of L'Or!al's advanced rese arch with the 
expertise of the top aesthetics professionals has given rise to a new 
professional approach to beauty. K•RASKIN ESTHETICS offers a range 
consisting of seven rituals, 30 professional products and tools, and 
professional excellence training programmes. 

The science of  
natural ingredients
In its new S"rie Nature range, L'OR•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.

ÐL'OR!AL PROFESSIONNEL
Brazil.

ÐMATRIX
China.

L'OR!AL PROFESSIONNEL ADVANCED TRAINING 
WINS OVER HAIRDRESSERS ACROSS THE GLOBE

The new ªH3º cutting and styling education programm e 
focuses on the three facets of the hairdressing bus iness: 
ªHeartº for artistic inspiration, ªHandº for techni cal expertise, 
and ªHeadº for salon development. A team of six top 
international hairdressers, which is changed each y ear, creates 
a collection of hair styles using L'OR•AL  PROFESSIONNEL styling 
products. Information on the techniques is distribu ted to the 
training teams in each country, and they are then p assed on  
to hairdressers in L'OR•AL  PROFESSIONNEL salons. This unique 
approach has met with unprecedented success in the 
profession. It has enabled the training of more tha n 
15,000 hairdressers in the latest styling technique s, the most 
modern trends and the use of the products.

Commitments
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Consumer
L'OR!AL PARIS

GARNIER
MAYBELLINE NEW YORK

SOFTSHEEN´CARSON 
CLUB DES CR!ATEURS DE BEAUT!

PRODUCTS 
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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. 
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Luxury 
LANC#ME
GIORGIO ARMANI
YVES SAINT LAURENT 
BIOTHERM
RALPH LAUREN
CACHAREL
HELENA RUBINSTEIN
KIEHL'S
SHU UEMURA
DIESEL
ROGER & GALLET
VIKTOR & ROLF
BOUCHERON
YUE SAI
OSCAR DE LA RENTA
STELLA MC CARTNEY 
ERMENEGILDO ZEGNA

PRODUCTS
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2008 REVIEW

The Luxury Products Division's worldwide sales grew by +0.7% like-
for-like in 2008. In Western Europe, the division held on to its 
number 1 market share thanks to initiatives with a strong 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 LANC!ME . 
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), especially in the anti-ageing 
and men's segments. Make-up continued to register in creased 
growth, with unchallenged leadership in mascara.  

2009 OUTLOOK

In 2009, the Luxury Products Division should take advantage 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. LANC!ME , world number 1 in selec-
tive beauty, and the division's three major designe r brandsÐ GIORGIO 
ARMANI, YVES SAINT LAURENT and RALPH LAURENÐwill continue to rein-
force their development. The division will continue  to support its 
ªgrowth-relayº brands with their strong potential f or expansion, 
such as KIEHL'S, BIOTHERM, SHU UEMURA and DIESEL. Lastly, it will deliver 
revolutionary innovations, particularly in skincare and make-up, con-
firming its role as a trailblazer in the selective market. 

ªT 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

An unrivalled 
range of  
luxury cosmetics

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Western Europe 1,734.7 1,929.6 46.3% ±1.9% +11.2%

North America 1,053.2 954.2 22.9% ±7.3% ±9.4%

Rest of the World 1,140.0 1,285.9 30.8% +12.4% +12.8%

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

Businesses Ð Luxury Products

CONSOLIDATED SALES BY BUSINESS SEGMENT

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Skincare 1,423.0 1,443.5 34.6% +3.4% +1.4%

Fragrances 1,641.6 1,781.9 42.7% ±2.1% +8.5%

Make-up 863.3 944.2 22.6% +2.3% +9.4%

TOTAL 3,927.9 4,169.6 100% +0.7% +6.2%
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A MILESTONE YEAR WITH THE ACQUISITION OF YVES SAINT LAURENT BEAUT!

The Luxury Products Division significantly enhanced its portfolio in 2008 with the acquisition of YSL Beaut",  
consolidated since June 30 th, 2008. Reinforcing its leadership in fragrances, where it is number 1, not only in the men's but 
now also in the women's market, it is consolidating its strategic positions in make-up with the Yves Saint Laurent brand. 
Through this acquisition, the group now has the opportunity of becoming world number 1 in the luxury cosmetics market, 
with an extensive array of complementary brands with strong identities. Backed up by the group's research and  
a considerable international presence, the division is opening up attractive future growth prospects for the YSL brands. 

THE SIX  YSL BEAUT" BRANDS

YVES SAINT  LAURENT

The eponymous 
iconic brand. 

BOUCHERON

The jeweller perfumer. 
ERMENEGILDO  ZEGNA

The Italian 
ready-to-wear 
designer brand.

OSCAR DE LA  RENTA

The unique charm of  
the Spanish-American 
designer.

STELLA  MCCARTNEY

The designer brand 
strongly committed to 
sustainable 
development. 

ROGER & GALLET

The art of  
refined fragrances 
since 1862. 

RALPH  LAUREN  
launches Notorious,  
a new prestige fragrance  
for women.

LANC!ME  launches  
the Magnifique fragrance and  
hits the headlines  
with #scillation,  
the first-ever vibrating  
powermascara by LANC!ME ,  
with no less than four  
patents to its name. 

The division continues  
its global expansion:  
GIORGIO ARMANI  moves into  
Beijing Civic and Hangzhou  
in China, and opens  
120 perfumeries in Italy.  
K IEHL 'S starts up in Japan and  
Latin America. 

CACHAREL  with Amor Amor Tentation  
enters the top 10 in France and Spain.

 Tentation 
and Spain.

L
th
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wi
th
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LANC#ME

World number 1 in the selective beauty market, LANC!ME  is con-
tinuing its development, driven by technological in novation, the 
creativity of its make-up, and French-style elegance. The brand hit 
the headlines with the launch of *scillation, the f irst-ever vibrating 
powermascara, which proved an unprecedented success. The 
arrival of the visionary artist Aaron de Mey as artistic director for 
make-up marked a new era of creativity, with the first Pink Irrever-
ence collection. The new women's fragrance Magnifiq ue, with its 
ambassadress Anne Hathaway, made its mark in every country 
across the globe as the number 1 women's fragrance launch of the 
year. The R!nergie line reinforced LANC!ME 's position as an anti-
ageing skincare specialist with strong growth, particularly in Asia.

GIORGIO ARMANI

The symbol of Italian-style elegance, GIORGIO ARMANI maintained 
growth, particularly in Europe, travel retail and A sia. The brand 
confirmed its position as world leader in men's fra grances with 
Acqua di Gio, number 1 for the eighth year in a row, and Armani 
Code for men, which is in third position. 2008 saw the high-profile 
launch of Emporio Armani Diamonds for Men fragrance , embodied 
by actor Josh Hartnett. Its success is promising, as in less than a 
month it reached the top 5 in the United States and the top 10 in 
Germany, Italy and Spain.

YVES SAINT LAURENT

2008 marked the 30th anniversary of Yves Saint Laurent make-up, 
which recorded very strong growth for the seventh year in a row, 
driven by the uninterrupted rise of its cult produc ts Touche Eclat 
and Mascara Volume Effet Faux Cils, and the success of new prod-
ucts such as Rouge Volupt!, represented by Kate Moss. Fragrance 
sales continued to grow thanks to good performances  from 
L'Homme, the roll-out of the fragrance elle, reinforced by the launch 
of elle Intense, and the brand's other maintstays which held up well. 
In skincare, the brand launched the Top Secrets line, blending high 
performance with gestures perfected by make-up artists.

A unique  
brand  

portfolio

ÐLANC"ME
China.

Businesses Ð Luxury Products

Yves Saint Laurent is the legendary symbol of 
French elegance and luxury, not only in haute 
couture design but also in fragrances and 
cosmetics. He revolutionised women's fashion and 
beauty, and succeeded in passing on his inspiration , 
passion and aesthetic vision to the whole world. 
He will always be the ultimate symbol of daring, 
creativity and timelessness.

BIOTHERM

Launched in countries including Vietnam and Romania in 2008, 
BIOTHERM maintained its growth momentum and its internation al 
roll-out. The flagship Aquasource facial skincare line performed 
extremely well in Asia, supported by a new TV advertising cam-
paign. In the anti-ageing segment, BIOTHERM's launch of Rides Repair 
produced very good results, especially in Germany and Spain. In 
bodycare, Celluli Laser boosted the brand's positio n in the slim-
ming segment, and is the number 1 slimming product in both Italy 
and Canada. Another success was Eau Pure, which topped fra-
grance sales in Germany when it was launched. Lastly, the Biotherm 
Homme range, world leader in men's skincare in selective channels, 
maintained its positions in existing markets. The brand asserted its 

ÐGIORGIO ARMANI
Face Fabric, an unprecedented  
cosmetic textile, is an invisible make-up 
that transforms the complexion.

ÐLANC"ME
The cutting-edge formula of Absolue Premium ûx with 
Pro-Xylane& targets the extra-cellular matrix to re juvenate 
the skin at every level, restoring both firmness and volume.

ÐBIOTHERM
Rides Repair is the first-ever  
pure silicium, dermobiotic  
wrinkle repair treatment.

ÐYVES SAINT LAURENT
Rouge Volupt!: 18 colours  
to illuminate the lips  
with a glamourous touch. 



59

anti-ageing expertise across Europe with Force Supr"me, and 
extended its territory with the creation of Regenet ic, its first anti-
hair loss serum.

RALPH LAUREN

RALPH LAUREN consolidated its major classics especially the Polo 
men's fragrances rangeÐincluding Polo Blue and Polo  Classic, 
which celebrated its 30th anniversary with an updated version, Polo 
Modern ReserveÐand Romance in its women's fragrances. RALPH 
LAUREN strengthened its position in women's fragrances wit h the 
global launch of Notorious. With Laetitia Casta as its ambassadress, 
Notorious draws inspiration from the classic American ªfilm noirº, 
and the glamour of Hollywood stars.

CACHAREL

Embodied by tender-hearted but audacious and seduct ive strangely 
unsettling heroines, CACHAREL has always been an integral part of 
special moments in women's lives. In 2008, the launch of Amor 
Amor Tentation further confirmed the success of the  Amor range 
and boosted the brand's positions with young people  especially in 
France and Spain. For its thirtieth anniversary, Ana/s Ana/s was 
treated to a special make-over by designer duo Eley Kishimoto.

HELENA RUBINSTEIN

Benchmark anti-ageing brand, HELENA RUBINSTEIN offers products that 
combine boldness, high technology and glamour to ac hieve enduring 
assertive beauty, embodied by Demi Moore and summed  up in the 
vibrant slogan ªLive brilliantlyº. In 2008, the bra nd recorded dynamic 
growth with Lash Queen Feline Blacks, now a cult mascara, success-
fully relaunched its Collagenist skincare line, and launched Prodigy 
Re-Plasty, inspired by the Mesolift concept clinical research developed 
in partnership with Laclinic-Montreux. The new brand identity gener-
ated double-digit growth in sales outlets where it was introduced.

ÐGIORGIO ARMANI
Poland.

ÐHELENA RUBINSTEIN
Italy.

#SCILLATION  
WORLDWIDE PREVIEW IN LONDON

For the launch of #scillation, the revolutionary 
vibrating power mascara, LANC!ME  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.

ÐRALPH LAUREN
To celebrate its 30th anniversary,  
the emblematic men's fragrance Polo was given  
a make-over with Polo Modern Reserve.

ÐHELENA RUBINSTEIN
Lash Queen Feline Blacks went waterproof  
in 2008, giving the eyes a magnificent feline look 
that is irresistibly fascinating at all times.
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KIEHL'S

KIEHL'S SINCE 1851, the cult New York brand, continued across the 
globe to roll out its unique values and expand on its rich heritage 
as a former pharmacy by offering skincare products based on mild, 
natural ingredients for the whole family. Service, quality, generosity 
and respect for the environment are the key to lie at the core of the 
brand's success. In 2008, the brand was launched in six new coun-
tries, which contributed to its very strong double- digit sales growth. 
For the launch of its new 100%-biodegradable Liquid Body Cleanser, 
KIEHL'S teamed up with the JPF Eco Systems charity foundation, 
created with Brad Pitt, to support an environmental  initiative draw-
ing on an exclusive technological breakthrough (see details on next 
page).

SHU UEMURA

Created over 25 years ago by Mr Shu Uemura, a legendary make-up 
artist and cosmetics specialist, SHU UEMURA draws inspiration from 
the art of beauty. In 2008, Kakuyasu Uchiide, trained by the master 
for two decades and his spiritual heir, became the brand's interna-
tional artistic director. Cleansing oils proved extremely successful, 
with the launch of the first skin clarifying treatment in the brighten-
ing skincare category and the relaunch of its original, classic, flag-
ship product. The brand also launched a new fluid foundation, Face 
Architect, based on SHU UEMURA's own unique architectural approach 
to the face. The brand has set up many artistic partnerships, for 
example with Viktor < Rolf and the famous Japanese photographer 
Mika Ninagawa. Extremely dynamic in all its categories, the SHU 
UEMURA brand recorded strong growth.

Continuing to globalise 
ªgrowth-relayº brands 

ÐKIEHL'S
Mexico.

ÐSHU UEMURA
Australia.

ÐMAYBELLINE NEW YORK
Russie.

ÐSHU UEMURA
Face Architect produces a second-skin effect, 
thanks to a unique formula including 40% of 
Depsea water.

ÐKIEHL'S
Eco-efficient 100%-biodegradable Liquid Body Cleanser 
is launched in conjunction with the JPF Eco Systems 
foundation, created with Brad Pitt.

Businesses Ð Luxury Products
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ÐYUE SAI
China.

ÐVIKTOR & ROLF
The Flowerbomb fragrance reflects the world of  
its designers: an explosive bouquet of flowers delicately 
radiating a million new sensations.

ÐDIESEL
In a new take on the Roaring Twenties, Fuel for Life 
Unlimited is designed for women seeking pleasure, 
power and unlimited experience. 

ÐYUE SAI
Empower is a truly global anti-ageing product  
containing Pro-Xylane&  blended with Tibetan ginseng, 
royal jelly, and jasmine and cedar extracts.

DIESEL

DIESEL epitomises the alternative to classic luxury products. When it 
launched Fuel for Life in 2007, the brand shook up market codes with 
its offbeat creativity that appeals to young people . In 2008, DIESEL cre-
ated an unprecedented offer whereby the bottle can be customised 
and each customer has the chance of personalising the fragrance by 
choosing a ªpouchº from a range available on the we b or in the sales 
outlet. The brand also created a new women's fragrance, Fuel for Life 
Unlimited, a perfect illustration of the sensual codes of femininity. One 
year after its first launch, DIESEL is still growing, and Fuel for Life for Him 
features in the top fifteen men's fragrances in many markets.

VIKTOR & ROLF

In barely fifteen years, the VIKTOR & ROLF brand has become a byword 
in the world of luxury and designer creativity. In 2008, the two 
designers took centre stage in a show at London's Barbican Centre, 
and celebrated their first fragrances with limited,  numbered edi-
tions of Flowerbomb and Antidote. Since their launc h, the success 
of VIKTOR & ROLF fragrances has been particularly boosted by the 
continuing growth of Flowerbomb across all markets.  In the United 
States, it features among the 20 best-sellers in fragrance bars, even 
though it is only available in fewer than 500 sales outlets.

YUE SAI

An expression of the Chinese approach to beauty, YUE SAI has con-
solidated its positions through the success of its Vital Essential 
Water skincare line. The launch of Empower Active Regenerating 
Cream, blending Tibetan ginseng with the renowned anti-ageing 
molecule Pro-Xylane& , has enabled YUE SAI to win rightful recogni-
tion as a Chinese skincare specialist. Meanwhile, with Silky Moist 
Magnificent Ruby lipstick, the brand has successfully entered the 
lipstick segment. With these flagship products, YUE SAI succeeded 
in posting double digit-growth in department stores  and is now the 
number 1 Chinese brand in the selective distribution channel.

Commitments

(1) Cradle to CradleCM is an MBDC LLC (McDonough 
Braungart Design Chemistry) brand which certifies 

formulations that minimise environmental impact and 
optimise recycling, creating an eco-efficient product. 

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 CM(1), 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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Cosmetics 
ACTIVE

VICHY
LA ROCHE-POSAY
INN!OV
SKINCEUTICALS
SANOFLORE
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Cosmetics 
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ªA 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. 

Brigitte Liberman
Managing Director  
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 sales of seasonal 
products for VICHY. North America continued to grow, with a +4.7% 
rise in a very troubled market. The Rest of the World 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 advertising and promo-
tional investments, the division's global position is being strength-
ened in its core skincare business. 

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 l 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.

Anticipating  
health expectations 
in beauty 

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Western Europe 727.5 716.7 55.6% ±1.5% ±1.5%

North America 105.1 103.3 8.0% +4.7% ±1.8%

Rest of the World 415.4 469.4 36.4% +14.0% +13.0%

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

Businesses Ð Active Cosmetics

CONSOLIDATED SALES BY BUSINESS SEGMENT

2007 2008 % of 
  2008 sales

Growth 
2008/2007

�% millions Like-for-like Published 
figures

Skincare 978.4 993.5 77.1% +2.6% +1.5%

Haircare 98.8 109.9 8.5% +11.9% +11.3%

Make-up 93.7 94.2 7.3% +1.2% +0.5%

Other 77.2 91.6 7.1% +16.4% +18.7%

TOTAL 1,248.1 1,289.3 100% +4.2% +3.3%
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Another year of 
double-digit growth for 
LA ROCHE-POSAY  
with accelerated growth  
in Latin America,  
Asia and Eastern Europe. 

Relay brands SKIN CEUTICALS and  
SANOFLORE continue  
their gradual roll-out in Europe  
in response to new consumption trends. 

INN•OV  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. 

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

Laboratoires Vichy develop everyday skincare products dedicated 
to skin health and beauty. After a slow start to the year, reflecting 
an underachievement in seasonal products, VICHY enjoyed a more 
dynamic second half thanks to major innovations in facial skincare. 
Liftactiv CxP is an anti-wrinkle firming care product that uses bio-
logical action for a lifting effect; Normaderm, an anti-imperfections 
moisturiser with an improved formula; Aqualia, which is continuing 
to grow, boosted by the arrival of Aqualia Thermal Mineral Balm. 
In haircare, the launch of Aminexil Energy to treat premature hair 
loss is confirming VICHY as the leader in this segment. Number 1 in 
pharmacy sales in Europe, Asia and Latin America, VICHY continued 
its roll-out in the United States in 2008.

LA ROCHE-POSAY

LA ROCHE-POSAY offers a line of everyday dermocosmetics products, 
and a make-up line that combines maximum tolerance and effec-
tiveness in daily care for all skin types, including the most sensitive. 
In 2008, the brand's sales grew by 11.4% thanks to the support of 
over 25,000 dermatologists who prescribe LA ROCHE-POSAY in over 
60 countries, and the back-up of active advisory services in pharma-
cies. The year's highlights included three major launches: the new 
paraben-free, alcohol-free Physiologique make-up remover, 
Hydr!ane moisturiser for sensitive skin with LA ROCHE-POSAY thermal 
spring water, and K!rium Anti-Hairloss, an intensive treatment con-
taining madecassoside.

INN!OV

In 2008, five years after its creation, INN•OV  confirmed its position 
as number 1 in Europe in the nutricosmetics segment. The brand 
is renowned for its rigorous scientific approach, t he result of col-
laboration between L'Or!al and Nestl! research teams.
INN•OV 's sales and market share grew rapidly, and have been 
boosted by two major initiatives in particular: Inn !ov Homme Anti-
Chute, the first nutritional concentrate to tackle the four biological 
causes of hair loss in men, and the brand's launch in Brazil, where 
INN•OV  received an enthusiastic welcome from dermatologis ts and 
consumers.

ÐVICHY
Ukraine.

Innovating in  
skincare,  

our core business

2,000 ªPHARMACY-MANAGERSº  
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 th 
ªPharmacy Managerº. 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 valuesÐbeauty and health advice and 
servicesÐof the channel. The ªPharmacy Managerº 
programme is now operating in over 10 countries and  
has had very positive results in terms of growth  
in the dermocosmetics sector. 

ÐLA ROCHE-POSAY
K!rium Anti-Hairloss:  
an intensive treatment 
with madecassoside,  
for both men and women. 

Businesses Ð Active Cosmetics

ÐVICHY
Aqualia Thermal mineral 
balm with its ªBandageº 
effect rehydrates and 
repairs the skin. 

ÐINN!OV
Inn!ov Homme Anti-Chute 
strengthens and thickens hair 
thanks to pine phytosterols.
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SKINCEUTICALS 

SKINCEUTICALS has consolidated its position as number 1 in medical 
and professional skincare in medical, aesthetic and medi-spa chan-
nels in the United States. The brand's successful entry into the major 
European markets is the first step in its globalisation. The launch 
of Phloretin CF serum, the winner of numerous awards in the United 
States, is bolstering the technological leadership of SKINCEUTICALS 
in antioxidants.

SANOFLORE

Experts in organic products, Laboratoires Sanoflore became part 
of L'Or!al in October 2006. SANOFLORE is positioned as an effective 
organic brand, offering a full range of organic essential oil-based 
cosmetics, aromatherapy and phytotherapy products. In 2008, 
SANOFLORE began its international expansion in the pharmacy chan-
nel and through a number of distributors specialisi ng in organic 
cosmetics. It aims to become a major player in the fast-growing 
market for natural cosmetics.

Strict dermatological 
and environmental 
standards
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.

ÐLA ROCHE-POSAY
China.

ÐSANOFLORE
Germany. 

ÐSKINCEUTICALS 
A.G.E. Interrupter addresses  
the complex phenomenon of  
intrinsic ageing and the glycation  
process in particular. 

ÐSANOFLORE
The aroma draining sap helps  
combat water retention and drain off 
toxins for a more slender figure.

ÐSKINCEUTICALS
Italy. 

Commitments
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The Body Shop
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2008 REVIEW
 
The like-for-like sales of The Body Shop increased by +4.6%. Total 
retail sales(1) 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.

Opening of the first  
The Body Shop stores  
in Egypt and Slovakia,  
and strategic acquisition of  
franchisees in Spain. 

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. 

Development of three new 
Community Trade supplier 
relationships in Kenya,  
Samoa and Ecuador. 

Introduction of 100% recycled 
PET bottles. 

(1) Total sales to consumers through all channels.
(2) Total sales to consumers by stores which operated continuously from  
January 1st to December 31st, 2008 and over the same period in 2007.

In partnership with  
MTV Networks International,  
£1 million raised for the Staying 
Alive Foundation, to educate and 
prevent the spread of HIV and AIDS. 

RETAIL SALES BY GEOGRAPHIC ZONE

�% millions
2008

% of  
2008 sales

Like-for-like growth

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%

�% millions
2008 Like-for-like growth

Retail sales(1) 1,234.0 +1.9%

Retail sales with a comparable store base(2) 1,038.5 ±2.3%

Consolidated sales 756.0 +4.6%

SALES

NUMBER OF STORES

At December 31 st, 
2007

At December 31 st, 
2008

Variation  
in 2008

Company owned stores 1,008 1,069 +61

Franchisees 1,418 1,481 +63

TOTAL 2,426 2,550 +124

of 

 new 
pplier 
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With its new 
communications based on 

ªNature's way to beautifulº 
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.

In 2008, the brand's continued focus on 
product innovation was reflected in the 
launch of four ªWellbeingº 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 

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. 

ÐMORINGA
This line offers the benefits of oil  
from the seeds of the moringa,  
a ªmiracle treeº in Ayurvedic medicine. 

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

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

Increasingly fair trade
21 years ago, with the launch of its Community Trad e 
programme, The Body Shop was the first company to b 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 rganic virgin 
coconut oil from Samoa, organic sunflower seed oil from Kenya 
and organic ethanol from Ecuador. This latter examp le of 
organic production will also contribute to safeguar ding 
biodiversity in Ecuador and help provide income for  around 
200 farmers in the challenging local sugar cane industry.

Businesses Ð The Body Shop

Commitments
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CONSOLIDATED SALES BY GEOGRAPHIC ZONE(1) 

2007 2008 % of  
2008 sales

Growth 
2008/2007

�% millions
Like-for-like Published 

figures

Western Europe 187.2 196.6 23.0% +7.3% +5.0%

North America 409.8 492.0 57.6% +18.5% +20.1%

Rest of the World 138.0 165.2 19.4% +26.3% +19.7%

TOTAL 735.0 853.8 100% +17.1% +16.2%

GALDERMA

Science in the service of dermatologists

(1) 100% of Galderma's sales.

2008 REVIEW

Galderma experienced an exceptional year with a like-for-like sales 
growth of +17.1%. The company continued to gain mar ket share 
in its traditional markets particularly in North America, where sales 
have increased by +18.5%. The main growth drivers, Differin#  and 
Epiduo&  (acne), Rozex# =Metro#  and Oracea#  (rosacea), Clobex#  
(psoriasis), Dysport#  (frown lines) and Cetaphil#  (therapeutic skin-
care line), all contributed to the significant increase in Galderma's 
market share.

2009 OUTLOOK

Galderma will continue its worldwide roll-out of Ep iduo & , a new 
acne treatment, in the United States in particular, where it was 
approved at the end of 2008. Vectical# , for the treatment of psoria-
sis, will enhance Galderma's American subsidiary's product range. 
Several strategic products will be launched in Europe: Oracea#  to 
treat rosacea, Clobex#  Shampoo, acknowledged as a reference 
treatment for psoriasis, and Azzalure#  to reduce frown lines. 

Through the acquisition of CollaGenex in the United  States, Gal-
derma has enhanced its product portfolio with Orace a# , the first 
oral treatment for rosacea authorized by the FDA (Food and Drug 
Administration), as well as two topical products which are under 
development.

In Japan, the second largest dermatology market in the world, the 
launch of Differin#  represents an important landmark in Galderma's 
history. This reference product for acne, the result of Galderma's 
own research, is the first topical retinoid approved in Japan.

Epiduo& , a unique combination treatment for acne, which was also 
discovered and developed by Galderma, is highly-recognised for 
its therapeutic innovation and is successfully gaining ground in 
Latin America and Europe.

In order to meet the evolving needs of doctors and patients, Gal-
derma is entering the corrective and aesthetic derm atology seg-
ment with the marketing of Dysport #  in Latin America, a botulinum 
toxin type A, for the treatment of frown lines. The  European launch 
is planned for 2009.

The company continues to develop partnerships with health profes-
sionals and the scientific community. Intense R<D activity has 
resulted in significant progress on several major projects, some fifty 
patent filings to protect innovation and numerous p roduct registra-
tions.
 
Product launches and the increase in production of strategic brands 
internally mean that the plants have reached unprecedented activ-
ity levels. In addition, the French, Canadian and Brazilian sites all 
received or renewed certification in 2008. Galderma is thus stepping 
up its initiatives to improve safety and protect th e environment.

Galderma continues to pursue its commitment: to dev elop ever 
more innovative, diverse and complementary medical solutions to 
foster advances in the field of dermatology throughout the world.

Dedicated exclusively to dermatology, Galderma's ambition is 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.

Businesses Ð Dermatology

ÐEPIDUO #

A unique combination treatment for  
acne discovered and  

developed by Galderma.

ÐORACEA $

The first oral treatment for 
rosacea authorized in  
the United States.

ÐDIFFERIN $

Reference product for acne, 
the first topical retinoid 
approved in Japan.


