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i s —  that one day China will become the

Our mission is fo put a lipstick in the hands of every | in the world in terms of economy and ¢
Chinese woman. 99 ' ‘eal | have this vision!

— Lindsay OWEN-JONES ——Jean-Paul AGON

Chairman and CEO of L'Oréal Group (1988-2006) Then APAC President of L'Oréal Group

Present Chairman and CEO of L'Oréal Group -
] ] |




PHASE I: GAINED INITIAL SUCCESS AFTER CHINA’S REFORM AND OPENING-UP
(GCADEE

PAR Head Office in Shanghai €
RiS Wholly-Owned Company

Suzhovu Plant Started ‘
Production

Six Beauty Brands ‘
Entered in China

LOREAL MAYBEL LINE LANCOME
PARIS BRRRERDLEE PARIS
VICHYZ  LOREAL KERASTASE
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1997

L'Oréal China Was Ready to Accelerate
Its Beauty Journey

From the Tips of Your Nails
to the Ends of Your Hair -
L‘Oréal Inspired Chinese Women'’s
Desire for Beauty.




China joined the WTO in 2001

GDP grew over 10% per annum over 5 years

NTRY'S ECONOMY BOOMED

‘ ( | love China, I trust all of you, | want to
devote all my passion to L'Oréal's beauty
adventure in China.

)

—— Paolo GASPARRINI
First CEO of L'Oréal China (1997-2009)






PHASE Il

e

R
S

In 2010
largest

BRying 2008

QLY

5’ Beijing Olympics

: FLOURISHING WITH THE RISE OF CHINA (20

4

11 14
HEH
URERERRUHH
‘‘‘‘‘

i min

T
i
1 {HHNe /
]

/.

A o

s, AR U
_3:._',"{»’,1 BN
ot A’g" L “'2

-
.
- 3

, China became fhe world’s 2" 11 With this team, the sky is the limit!
cconomy )’

W Shanghai —— Alexis PERAKIS-VALAT
expo World Exposition Second CEO of L'Oréal China (2010-2015)

(2008) 00 (2010) President Consumer Products Division of L’Oréal Group (2016-Present)

SHANGHAI CHINA 7



1997

—e 1999

—eo 2007

Strong Growth Was Achieved in China

Consumers’ desire for a better life,
excellent brands and products.
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PHASE IV: WINNING WITH HIGH QUALITY IN-THE \[3"]
(2013-FUTURE)

Internet Plus

NEW
The Belf and Road Inifiatives L'Oréql Chinq

Supply-side Reform 9
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L'OREAL CHINA GAINING SHARE TO NO.1

2008 2017
1 Competitor 1 14.3% L'Oreal China 9.8% A
2 L'Oréal China 8.8% Competitor 1 8.8% N
3 Competitor 2 4.1% Competitor2  3.5% N

*Beauty Market (incl. E-Commerce). Cosmetics Market plus Shaving (excl. Razor & Blades) & Sets/Kits



MARKET SHARE - TOP 10 BEAUTY GROUPS
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2008

Competitor 1
L'Oréal China
Competitor 2
Competitor 3
Competitor 4
Competitor 5
Competitor 6
Competitor 7
Competitor 8

Competitor 9

14.3

8.8

4.1

3.2

3.1

3.0

2.9

2%

2.3

2.0

2017

L'Oreal China
Competitor |
Competitor 2
Competitor 10
Competitor 11
Competitor 12
Competitor 13
Competitor 14
Competitor 8

Competitor 5

new

new

new

new

new

9.8

8.8

9.0

3.0

2.9

2.8

2.7

2.5

2.5

2.4



/ I # | in China

E-Commerce Beauty Market
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ONLINE MARKET SHARE

2X

Over Next Competitor

Vv
p-

10%
n""'?‘ﬁmmm,,_
\/\'\
ﬁ{-ﬁrgjﬁiﬁkgﬂh 5%
I .
L'Oréal Competitor 1 Competitor 2

Source: Smartpath B2C, 2018 YTD Aug 1 5



ONLINE MARKET SHARE: LEAD IN EACH SECTOR

Mass Market

5%
47

L'Oréal CPD Competitor1 Competitor 2

Source: Smartpath B2C, 2018 YTD Aug

\'

22%

L'Oreal Luxe

Selective Market

19%

Competitor 1

13%

Competitor 2
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L'OREAL BRANDS IMPROVED TMALL RANKING ON 11.11

2016 2017 2018

1 Competitor 1 Compefitor1 ., Lancome
. Competitor 2 Lancame e Competitor 9
~
3 Competitor 3 Competitor 4 L'Oréal Paris
4 Competitor 4 Competitor 3 ‘ Competitor 4
5 Competitor 5 Competitor 9 | Competitor 3
6 Lancome Competitor 5 Competitor 1
/ Competitor 6 Competitor 10 Competitor 5
8 Competitor 7 e L'Oréal Paris Competitor 12
9 'Oréal Paris oo Competitor 7 Competitor 8
10 Competitor 8 Competitor 11 Competitor 11

Source: 2018 Tmall; 2017 QBT; 2016 Smartfpath
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展示PPT/YS video.mov

® 6% ® 2%

Professional Products 79

Active Cosmetics

L'Oréal China

by Division

® 45%

L'Oreal Luxe

® 47%

Consumer Products

Source: net sales 2017




L'OREAL MARKET SHARE BY DIVISION

#2

CPD m L'Oreal Luxe mACD mPPD

Source: Internal Estimation 2017
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CRET BEHIND SUCCESS
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s e & o5 o 7K./ ¥ SUPERIOR & UNIQUE - |
S P S e S R INNOVATION=— - = - - .
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L'Oréal China 5-POWER Model
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YERY PERSONAL CARE FOR EXCEPTIONAL HAIR
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SUPERIOR & UNIQUE

INNOVATION

only meet consumer demands,

but also create new desires

33
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L’OREAL CHINA IS SURFING THE DIGITAL TSUNAMI

Share of Search

Source: Admaster
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L’OREAL CHINA IS SURFING THE DIGITAL TSUNAMI

Share of Buzz

Source: Admaster
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L’OREAL CHINA IS SURFING THE DIGITAL TSUNAMI

of Top 5
Digital IQ (L2)

Source: L2 2017
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L’OREAL CHINA IS SURFING THE DIGITAL TSUNAMI

Access 1o

Data Assets

Source: Internal data
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Unmanned Store

Thermal Spring Water
vending machine

- _
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LANCOME

PARIS

Attract Me
Cloud Shelf

Product Trial

Vending Machine
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CHINA STRIDING TOWARD
CHINESE DREAM
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Hand in hand to create a more
beavutiful life
and to realize Chinese dream
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THANKS TO OUR AMALZING TALENTS & TEAMS
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Disclaimer

"This document does not constitute an offer to sell, or a solicitation of an offer to buy, L'Oréal shares. If you wish to obtain more comprehensive information about L'Oréal, please refer to the public documents registered in France with the
Autorité des Marché's Financiers (which are also available in English on our Internet site: www.loreal-finance.com). This document may contain some forward-looking statements. Although the Company considers that these statements are
based on reasonable hypotheses at the date of publication of this release, they are by their nature subject to risks and uncertainties which could cause actual results to differ materially from those indicated or projected in these statements.”
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