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GROWTH ACCELERATION

v

+3 Q%* "'4.7%*

2015 2016



OVERPERFORMING

v

O/**
+4%* +4.7 .

MARKET | 'OREAL

*EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE : 2016 L'OREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT
*x2016 LIKE-FOR-LIKE SALES CROWTH



A GREAT VINTAGE OF INNOVATIONS

v



CONSUMER L'OREAL ACTIVE PROFESSIONAL
PRODUCTS LUXE COSMETICS PRODUCTS

+4.4%" 16.9%  4B7% 1.8%"

*2016 LIKE-FOR-LIKE SALES GROWTH



CONSUMER PRODUCTS

v

MARKET +4%**

*2016 LIKE-FOR-LIKE SALES GROWTH
**EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE : 2016 L'OREAL ESTIMATES.
EXCLUDING EXCHANGE RATE IMPACT



2015 2016



v

Maximisation of

make-up




\4

Double-digit
growth



WORLDWIDE




v

SALES x4
N 2 years






GARNICR

GLOBALISATION



GARNICR

STRONGEST GROWTH



L'OREAL LUXE

v

+6. Q%

MARKET 5 5%**

*2016 LIKE-FOR-LIKE SALES GROWTH
+*EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE : 2016 L'OREAL
ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT
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+2Q%-

*2016 LIKE-FOR-LIKE SALES GROWTH



| Bn' S

IN SALES IN 2016



*2016 LIKE-FOR-LIKE SALES GROWTH






v
A fragrances

v



*2016 LIKE-FOR-LIKE SALES GROWTH
**EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE : 2016 L'OREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT



COMPLEMENTARY BRAND PORTFOLIO

v

] SKINCEUTICALS

AAAAAAAAAAAAAAAAAAAAAAAAAAAA




v

Medical

[ SKINCEUTICALS

AAAAAAAAAAAAAAAAAAAAAAAAAAAA




Double-digit
growth



) SKINCEUTICALS

AAAAAAAAAAAAAAAAAAAAAAAAAAAA

v
#1 MEDICAL

esthetic skincare
american brand
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Natural
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PROFESSIONAL PRODUCTS

.
+].87%

MARKET +2% .



technology

v



v

Increasing demand
for natural



aromatherapy






GAINS IN OUR 3 STRATEGIC REGIONS

v

NORT WESTE

AMERICA ~U

RO

D

=N

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES CROWTH

+2. 4%

**EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE: 2016 L'OREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT



NORTH AMERICA

v

A year of acceleration

+5.8%"

2015 2016

*LIKE-FOR-LIKE TOTAL DIVISIONS SALES CROWTH



WESTERN EUROPE

-

Solid growth
+2 4%

MARKET L 'OREAL

*EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE: 2016 L'OREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT
*x2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH



WESTERN EUROPE

-

Strong leadership

L’OREAL COMPETITOR 1 COMPETITOR 2 COMPETITOR 3 COMPETITOR 4

«L'OREAL ESTIMATES



WESTERN EUROPE

-

% * UNITED KINGDOM
+ O
0.4 s

GERMANY

+ 470

SPAIN

+Q 70

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH



NEW MARKETS

v

Solid growth

LATIN —ASTERN
AMERICA -UROPE

ASIA,
PACIFIC

AFRICA
MIDDLE EAST

H1.1%% 0 +10.4%

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH

+3.6%

+7.9%



LATIN AMERICA

v
Market share gains
+]].]%* MEXICO
+]37%
+]4 7%

+H

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH

PERU

6%




EASTERN EUROPE

v
—xcellent year

+]O,4%* POLAND
+H

UKRAINE

Ho%:

RUSSIA

Ho%:

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH



ASIA, PACIFIC

v
Good progress

O SOUTH KOREA
+3.6%

+Q7x
TAMAN
+57%*
INDONESIA
% *
+ O
24 AUSTRALIA

+Q7%x

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH









L'OREAL CHINA N°1 IN E-COMMERCE

v

L’OREAL COMPETITOR 1 COMPETITOR 2 COMPETITOR 3 COMPETITOR 4

SOURCE : PANEL SMARTPATH E-COMMERCE, NOV 2016



v
Brands

stronger
than ever






AFRICA, MIDDLE EAST

v
Market share gains
+/ Q7%

P41

PAKISTAN

+ Q5%

*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH
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4 strategic
acquisitions
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—Nhances our position

iNn alternative
perfumery



cau thermale @f \
Sant-GGenvais
Nont Blanc

Meets new
asplirations

IN SKINCARE



ACQUISITIONS ROUND OUT OUR FLOTILLA OF BRANDS

-

PROFESSIONAL PRODUCTS

CONSUMER PRODUCTS

L'OR

CAL LUXE

ACTIV

= COSMETICS



QUALITY OF RESEESS.

ROBUS ITNESS OF OUR ECONOMIC MODEL

ST RONG VALUE CREATION



HIGH QUALITY RESULTS

v

OPERATING NET CASH-FLOW*
MARGIN (IN MILLION EUROS)
QO
+20 +Q. 5%
BASIS POINTS

2015 2016 2015 2016

*NET CASH FLOW: GROSS CASH FLOW - CHANGES IN WORKING CAPITAL - CAPITAL EXPENDITURE



HIGH QUALITY RESULTS

DIVIDEND PER SHARE-® v

3.03¢€

+6.5% || 3.30¢

2015 2016
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TOTAL SHAREHOLDER RETURN

-

INncrease in dividends

Rise in share value



TOTAL SHAREHOLDER RETURN

v
18 7%/ye0r
20 YEARS 10 YEARS 5 YEARS

*TSR (TOTAL SHAREHOLDER RETURN ). INTEGRE A LA FOIS LA VALORISATION DU TITRE ET LES REVENUS PER CUS SUR FORME DE DIVIDENDES . HORS IMPOTS SUR LES DIVIDENDES . AU 31 DEC. 2016















COMMUNICATION TOOLS

SHAREHOLDER LETTERS TO DIGITAL EDITION L'OREAL FINANCE
BROCHURE SHAREHOLDERS OF THE ANNUAL REPORT MOBILE APPLICATION










































CONNECTED BEAUTY

-



v

+33%

e-commerce
sales

*2016 LIKE-FOR-LIKE SALES
GROWTH. SALES ACHIEVED ON
OUR BRANDS OWN WEBSITES AND
ESTIMATED SALES ACHIEVED BY
OUR BRANDS CORRESPONDING TO
SALES THROUGH RETAILERS
WEBSITES (NON AUDITED DATA)



v

equivalent to our
4™ country



\ 4
> 307

IN DIGITAL



COMMUNICATION

v
better TArgeting

more efﬁcient



-
[,6OO

recruited experts

Almost |O times more
employees upskilled



Amplifies

the strength of our brands



Closer Proximity
with consumers






SUPPLY CHAIN

v

More
reqctive



industrial & logistics

Revolution









v

Major
agdvancements



SUSTAINABLE INNOVATION

v

32 & of products

with an improved
environmental or social

orofile



BIODEGRADABILITY

\ 4



BIOLAGE R.AW

v

upto |OO7*

natural ingredients



Q%"

PRODUCTION

_67%

CO2 EMISSIONS

OOOOOOOOOO






CLIMATE CHANGE

v



\4
SHARING

BEAUTY
WITH ALL

Accomplisnments
recognized




| of only 2
companies worldwide
with 3 As



ETHICS

for sustainable



A source of



ACROSS ALL
INDUSTRIES

IN PERSONAL
& HOUSEHOLD GOODS

WORLD’S MOST ™

ETHICAL
COMPANIES®

WWW.ETHISPHERE.COM

2017

« ONE OF THE MOST
ETHICAL COMPANIES
IN THE WORLD>»



GENDER
EQUALITY

L 'OREAL
RECOGNIZED

N°l Company
Worlawide



L' OREAL






THE WOLRD
OF BEAUTY IS CHANGING



A UNIQUE
OPPORTUNITY FOR L'OREAL






CONNECTED, SHARED

v



v

Self-expression






FLORIAN







A MAKE-UP BOOM

MAKE-UP MARKET*

+50/O

v

+6.6%

2014

+8.47%

2015

2016



LARGER SHARE OF INCOME SPENT ON BEAUTY

\4

D 4%
033%  2.35%

Estimated share of personal care
in consumer expenditure (world)

1996 2006 2016

*SOURCE : EUROMONITOR 2016 (PUBLISHED IN MARCH 2016)
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New Consumer
—xpectations






v

Seize the emerging
trends



ALWAYS MORE INNOVATION

v




SUPERIORITY IN R&I



v

QUALITY
EFFICACY
SAFETY

& SINCERITY












v

Ongoing
dialogue

Customize.d
advice



| billion visitors

v



v

LEADER oF

connected beauty









DIRECT DISTRIBUTION CHANNELS

v



v

—xtraordinary
opportunity



ROUND OUT OUR FLOTILLA OF BRANDS

v

PROFESSIONAL PRODUCTS

CONSUMER PRODUCTS

L'OR

CAL LUXE

ACTIV

= COSMETICS



ALL CHANNELS, ALL CATEGORIES

v

DEPARTMENT PHARMACIES
';:I'_'?)NS MASS MARKET STORES & DRUGSTORES g'éﬁ‘A"'IEED LE¢XEL
PERFUMERIES & MEDISPAS

E-COMMERCE

HAIRCARE SKINCARE MAKE-UP
HAIR COLOR FRAGRANCE

Price points & regions of the world



Strategically
concentrated

Operationally
decentralized

\4

AGILE AND FLEXIBLE
ORGANISATION



B 4

ENTREPRENEURIAL
CULTURE






Worldwide beauty market”
\ 4

1993 2000 2005 2010 201/E

*EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. SOURCE : L'OREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT



2017

COOD 1" QUARTER
\4

CONSOLIDATED SALES

REPORTED % LIKE-FOR-LIKE %
SALES =f= SALES =f=
GROWTH o GROWTH . -



2017

COOD 1" QUARTER
\ 4

CONSOLIDATED SALES BY DIVISION

L'OR

CAL

LUXE

ACTIV

COSM

ETICS

CONSUMER
PRODUCTS

PROFESSIONAL
PRODUCTS

+]2.27%

*LIKE-FOR-LIKE SALES GROWTH

+2.8%"

1.4%:

1.8%"



2017

COOD 1" QUARTER

CONSOLIDATED SALES BY GEOGRAPHIC ZONE

WESTER

Z

]
5y
O

O
Tl

NORT
AMERICA

MA QK_TS

*LIKE-FOR-LIKE SALES GROWTH

+3.8%

+5.6%



DIGITAL ACCELERATION

v

7%

*2017 FIRST QUARTER LIKE-FOR-LIKE SALES CROWTH. SALES ACHIEVED ON OUR BRANDS OWN WEBSITES AND ESTIMATED
SALES ACHIEVED BY OUR BRANDS CORRESPONDING TO SALES THROUGH RETAILERS' WEBSITES (NON AUDITED DATA)






Capacity to outperform
the market and achieve
another good year of
sales and profits












T'hank you



------------------------- Avertissement / Disclaimer --------------===mumuu--

« Ce document ne constitue pas une offre de vente ou la sollicitation d” une offre d” achat de titres L’ Oréal, Si vous souhaitez obtenir des informations plus complétes concernant L" Oréal, nous
vous invitons a vous reporter aux documents publics déposés en France auprés de I’ Autorité des Marchés Financiers (également disponibles en version anglaise sur notre site Internet
www,loreal-finance,com),Ce document peut contenir certaines déclarations de nature prévisionnelle, Bien que la Société estime que ces déclarations reposent sur des hypotheses raisonnables
a la date de publication du présent communiqué, elles sont par nature soumises a des risques et incertitudes pouvant donner lieu a un écart entre les chiffres réels et ceux indiqués ou induits
dans ces déclarations,»

"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 Marchés 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,”

21 20 avril 2017 I_,OR EAI_





