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A buoyant market — the best growth in 20 years

2018 est.*
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* [’Oréal BMS estimates - excluding soap, toothpaste and razors. Net manufacturing prices (sell-in). Growth at constant exchange rate - Without Argentina in 2018
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Beauty market acceleration due to key boosters

By region® By sector® By category®

Asia Pacific Luxury Dermo-cosmetics Skincare

z+10% 2+11% z+6% z+9%

E-commerce Travel Retall

z+25% z+22%

(1) 2018 L’Oreal provisional estimates-Excluding razors, soaps and toothpastes, at constant exchange rates
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Acceleration due to strong underlying trends

1

Acceleration
thanks to an insatiable desire for beauty

2

Acceleration
thanks to premiumization

« Consumers are ready to trade up

« EXxciting new benefits, better performance,
superior quality

5 Deutsche Bank 2019 |_,O R EAL




Acceleration due to strong underlying trends

| PROTIP

SUPER STAY MATTE INK |

Acceleration
’ thanks to digitalization

SuperStay Matte Ink
Liquid Lipstick - Lip
Makeup - Maybelline...

One of the most engaging categories online

Y - Explosion of sharing and self-expression on
I@ social media

IHIF”III

Our long lasting matte
liquid lipstick is here!
NEW Maybelline Supe...

f-"‘_t ATERPROOF
MAYBELLINE SHOP AT(ULTA 4
PER Y MA

A ulta.com

Our long lasting
matte liquid lipstick is
SuperStay Matte Ink here! NEW Maybelli...
Labial Liquido 45
Escapist

Love your longwear

liquid lipstick like Super
% ‘ Stay Matte Ink but hav.
P omoted by

Myhﬂ e New York

"i"i ﬂﬁ

Increased penetration of beauty

E-commerce, extending our reach beyond traditional
distribution

6 Deutsche Bank 2019 UOREAL




A VERY STRONG PERIOD

FOR BEAUTY

AND FOR L'OREAL




L'Oréal: best year in a decade

2018

+f. 1o

Q1-2019 ——

of . (%

Like-for-like sales growth

+7.7%  +(. (%

* Like-for-like sales growth

+/.5%
+6.8%
Q1 Q2 Q3 Q4 Q1
2018 2018 2018 2018 2019
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All divisions recorded growth

% change
2018 Like-for-like Q1-2019 Like-for-like
Professional Products 3,262 +2.0% 835 +2.2%
Consumer Products 12,032 +2.5% 3,284 +3.3%
L'Oréal Luxe 9,367 +14.4% 2.679 +14.2%
Active Cosmetics 2,275 +11.9% 751 +13.0%

Deutsche Bank 2019
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SIGNIFICANTLY OUTPERFORMED
THE MARKET

IN THE MOST PROMISING
AND
STRATEGIC AREAS FOR THE FUTURE
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Strongly reinforced our leadership in Asia Pacific

— APAC

Fy-2018: +24 v

01-2019: +2 3%+

i

* Like-for-like sales growth

FY-2018: +33%*

01-2019: +33%*

g

COREAL L ANCOME

#1 Brand in their respective market

RANKED IN THE TOP 3 ON TMALL DURING 11.11
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Outperformed in skincare

LOREAL +1060:

\ !

)|

(,g,‘ar.f

I\/Iarket,if9% f\
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1

Cera

CEVELOPED WITH DERMATOLOGISTS

¥ Moisturizing
i Cream

LANCOME
ABSOLUE

CREME FONDANTE
SOFT CREAM

AUX GRANDS EXTRAITS DE ROSE
WITH GRAND ROSE EXTRACTS

LA ROCHE-POSAY
LRAOASTCIR {08

N ARMATOLOGH

HYALU 55
SERUM
AN WHRONKLE CONCENY!

FErAING [EMLU

L

tore the

sestactive skin barrie
!
J JESSENTIAL CERAMIDES

*2018 Like-for-like sales growth.

Source: L’Oréal 2018 estimates. Excluding razors, soaps and toothpastes. 7/ =
Excluding exchange rate impact 12 Deutsche Bank 2019 I_O R EAI_



Strengthened leadership in two booming channels

E-COMMERCE TRAVEL RETAIL

FY-2018

+41 0 FY-2018: +2 / %+

. SALES g 1% SALES GROWTH
N MO OF SALEs
SALES

+44% *

129,

OF SALEs

Q1-2019: +24%*

SALES GROWTH

* 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) IO -
13 Deutsche Bank 2019 |_ R EAl_



Increased the power of our big brands

TOP 8 BRANDS ’OPIBRi
LANCOME
* PARIS .
+ 8 . 4% GARNICR
WESSAINTJAURENT
POWER . g GIORGIO ARMANI
EROPTCTS e

MAYBEVLLINE

NNNNNNN

L'OREAL

ACQUA DI
N -

| (]I() PROFESSIONNEL
{ GIORGIO ARMANI i ’ PARIS
| Hehls
POUR HOMME. ’—__'
" p— SINCE 1851

* Average 2018 sales growth 14 Deutsche Bank 2019 |_IO R EAL



Digital is embedded in our teams
& Is boosting media efficiency

] LABSOLU ROUGE “ 7™ '
) -~ 7 P § '!" .
upskilled talents ‘m ‘ |
‘ - 439

of our Media spend
2,000

Strong ROI focus

S Of which
3/ 4
1.20n On preciior

Visitors on our
websites

2018 data 15 Deutsche Bank 2019 |_IO R EAL



GARTNER L2 DIGITAL IQ INDEX

4 BRANDS IN THE TOP 10
& 6 IN THE TOP 20

MAYBELLINE ANY X UKBALI?)ECAY L’'OREAL

NNNNNNN PARIS

PROFESSIONAL MAKEUP i AT

LANCOME  Aehls

PARIS -

111111111

u Deutsche Bank 2019 I_,O R EAI_
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Strenghthened the power of digital:
enriching our leadership and our expertise

LIP MAGNET LIQUID LIPSTICK
AN ULTRA-MATTE, HIGH PIGMENT LIQUID LIPSTICK WITH A

VTR U A Recent Strategic Partner
QM B
] amaZon
Q EEEEEEENEENENE
r H EEN
X e
O a o Embed Modiface within strategic partner to leverage
counterparts
TRY-ONS LIVE STREAMING 1-1 CONSULTATION DIAGNOSIS SMART SAMPLING
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Some Al powered diagnostic application tools

y\

Wl SFR 4G

SKINCONSULTA %&8&5&3&%& — S

B 0P TECH
B CES WINNER
R
{ S
J" |

”DISCC)VER
..EFFACLAR

SPOTSCAN
‘BYLAROCHE-POSAY--

> srar voua SCAN ‘ SKIN wzv | Mglp
[ A ) | ¢ D m O ,_ ? e I( U\/
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A powerful value-creating business model:
Record Operating Margin

18.3%
18.0%
« Strong improvement in gross margin: +110 bps
Record level of [ 2.8%*
« Sustained investment in growth drivers
2017 2018

* As a % of 2018 sales 19 Deutsche Bank 2019 |_IO R EAL



Well balanced profitability*

OPERATING PROFIT BY REGION OPERATING PROFIT BY DIVISION
(as a % of sales) (as a % of sales)
20.9% 19.8% 22.0% 20.0% 20.2% 22.1% 23.0%
-200bp +60bp +170bp = +20bp +20bp +40bp

Western Europe North America  New Markets Professional = Consumer  L'Oréal Luxe Active
Products Products Cosmetics

*Before central group expenses, fundamental research expenses, stock-option & free grant of shares expenses and miscellaneous items

20 Deutsche Bank 2019 |_,O R EAL



POWERING

AHEAD

21 Deutsche Bank 2019 I_,O R EAI_



The market will continue to grow thanks to
the rise of the middle & upper classes

T2.4B
4 5.6bn

Middle & upper UPPER MIDDLE + UPPER CLASSES

classes® SPENDING BY 2030
3.2bn Western Europe
X 1 . 5 North America
2 Latin America
X Africa Middle-East
)(3 Asia
2015 2030

s / ~
(1) Number of people. World Data Lab for L’Oréal 22 Deutsche Bank 2019 I_O R EAL



The market will continue to grow thanks to
the huge potential to increase consumption

BEAUTY CONSUMPTION PER CAPITA INDEX®

100 <35 <20 <]10

North America Eastern Europe Asia | Africa

Western Europe Latin America Middle-East
Japan

i~ SIS ot 2 . SR
P (1) L'Oreal 201 estimeaies - excluding soa\tntpas
o ol 2= 9 J X



The market will continue to expand thanks to
many growing opportunities

SENIORS 3 URBAN

SRS POPULATION

1.0bn

5bn<1>

BY 2030

Pollution Socialisation

2015 2030

(1) Source: euromonitor
(2) L’Oréal 2017 BMS estimates — excluding soaps, toothpastes and razors. Net manufacturing prices (sell-in) at constant exchange rates.

24

m VIEN

Men’s market

< 1 O%(Z)

of the beauty market

Deutsche Bank 2019 |_,O R EAL



CONFIDENCE IN THE FUTURE
FOUNDING
PRINCIPLES

25 Deutsche Bank 2019 I_,O R EAI_



1 — Faith in the superior quality of our products

A CONTINUOUS STRATEGIC FOCUS ON

RESEARCH & INNOVATION

A PERMANENT OBSESSION WITH

INNOVATION

& SUPERIOR QUALITY
-

26 Deutsche Bank 2019 I_,O R EAI_

2013 2014 2015 2016 2017

R&D EXPENSES IN MILLION €




Cutting-Edge Innovations

INNOVATIONS NATURAL TREND

LORE L
“Ab
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POWERFUL,
BALANCED AND
VALUE-CREATING
BUSINESS MODEL

Focus on
topline growth

+

Operational
discipline

28

2 — Topline growth

Deutsche Bank 2019

LOREAL



A robust, long term successful business model
Operating margin (as a % of sales)

0)
17.39% 17.49%" %7

17.0%

16.6% 16.5%
16.1% 16.2%

15 30, 15-6% 15.5% 15.7%
14.9% - 14.8%

14.0%

12.9%

12.1%
11.7%

2000 2001 2002 2003 2004 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
IFRS

29 Deutsche Bank 2019 UOREAL



Dividend from 1997 to 2018

(in euros)

8.5%

. Loyalty Bonus +10%* 355
€3.85 Dividend increase for shareholders '

€3.55 who have continuously held shares in registered
form for at least two years 3.10

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

*Proposed at the shareholders’ meeting to be held on 18 April 2019 30 Deutsche Bank 2019 |_'O R EAL



Payout ratio from 1997 to 2018

(as a % of net profit*)

29.1%

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

* Taking into account the Sanofi history with regards to the dividends

** Based on the dividend approved at the shareholders’ meeting held on April 18", 2019 V4 O =
31 Deutsche Bank 2019 |_ R EAl_



3 — Victories are won on battlefield

AT
St
| | \qum/;,/,
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STRATEGICALLY CONCENTRATED AGILITY AND EXCELLENCE ON THE FIELD

RESOURCES DEPLOYMENT OPERATIONALLY DECENTRALIZED CONSUMER RELEVANCE

32 Deutsche Bank 2019 |_,O R EAL



4 — Catch the growth wherever it emerges

/ DISTRIBUTION CHANNELS

DEPARTMENT PHARMACIES
HAIR MASS STORES DRUGSTORES BRANDED TRAVEL
SALONS RETAIL PERFUMERIES

GIORGIO ARMANI

RETAIL RETAIL E-COMMERCE

KERAS TASE

.pos!
uslio |
mmF;v HAIR WANSFOR

5 BEAUTY CATEGORIES
[y ;“%15‘13 -
sr: U \J ALL PRICE ALL ALL
== ﬁij \ SEGMENTS REGIONS PSYCHOGRAPHICS
HAIRCARE HAIR COLOR SKINCARE FRAGRANCES MAKEUP

33 Deutsche Bank 2019 |_,O R EAL



A unique portfolio of complementary brands

Professional products Consumer products L'Oreal Luxe Active cosmetics
12.1%* | 44 7% | 34.8%* g 8.49%*
] . LANCOME ()  WESANTAURNT () O
, | , . :
E () LOPI/:SR%AL () § : Larocreposay ()

PARIS : LABORATOIRE PHARMACEUTIQUE

GIORGIO ARMANI @ M 7

ARNICR e = |
REDKEN £ @ 0 . BIOTHERM g VICHY ()
= () - :

MAYBELLlNE& URBAN DECAY

NNNNNNN

U o e

»

MATRI X

(I
(I

: SKINCEUTICALS =
shuuemura @ =5 =

KERASTASE ()

PARIS

R%LPH LAURI«JN@ ]_R
: FRAGRANCES ‘ ’

: z Cerdld £
: VIKTOROROLFS cacharel ()

g3 PURECLOGY £ @ |
clansonic &£ DIESEL () ROGER=GALLET ()
DECLEOR () _ =3 :

| -QE‘IYUESAI‘ \\||N||\()U )
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Acquisitions to foster our future organic growth

.‘j COSMETICS Q’WC ne IOE@.Q é

= VALENTINO  PULPRIOT

Consolidated sales (€m) - B MODIFACE
28000 - = ~ Ceram
DECLEOR CARITA 7
ants PARIS @H ‘
26000 A L]\,/)-( mmre ‘
E=ENEDRS ||
VICHY  BIOTHRM ud =
24000 A S URBAN DECAY | = |
clarisonic
1980 1971 =
22000 4 .
- essie.
GARNIGR LANCOME |
20 000 A AR )’(’ESS :4
1967 shu uemura | INTAURENT |
18 000 /.{;g',,\ ‘
SHOP
C ), S A
10000 MATRIX Jehls CRTa
SOFTSHEEN-CARSON |
14 000 A ‘
12 000 A
0
LA ROCHE-POSAY
LABORATOIRE PHARMACEUTIQUE
8 000 -
REDKEN
6 000 - I R ‘
GIORGIO ARMANI
4000 | RALPH LAUREN ‘
2000 A

| —
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2018 targeted acquisitions

Logocos

Valentino*

Armani* Stylenanda
] ~a ‘ "
= i gl | rom \ .@ 5
v @@
N

German beauty
company which
pioneered natural
cosmetics with vegan

Long-term license
agreement
Unique blend

Professional
haircolor brand
Unique creative

Korean lifestyle
make-up company
Highly desirable
artistry and stylist of prestige
and bio certified brands

Iconic Italian brand
recognized for its

elegance and the
perfection of its style brand among
Korean & Chinese

millennials
CPD PPD L’Oréal Luxe CPD
LOREAL

and modernity

powered education
(Logona)

L’Oréal Luxe
Deutsche Bank 2019

36
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5 — Power to positively impact
Our lead in sustainability & ethics

ONLY COMPANY WITH
“AAA” FOR THE 39 YEAR
RUNNING

WATER
CHANGE FORESTS SECURITY

CLIMATE

#1 WORLDWIDE

#1 IN EUROPE
2018 ETHICALQUOTE
GENDER EQUALITY REPUTATION INDEX*
cevalence

'] G RE 5 -
o 5

5 #1 EUROPE © ESG ratings
x L’Oréal
- 2018 s
é EQUILEAP  ° 10th YEAR
Ocr ¢ ouis G| WORLD'S MOST "
=IETHICAL
1{COMPANIES

WWW.ETHISPHERE.COM
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Q1-2019: Same powerful growth drivers as in 2018

38

Luxury
&
Active Cosmetics

Skincare

Asia

E-commerce
&
‘ Travel Retail

Deutsche Bank 2019 |_,O R EAL



[ . (% like-for-like sales growth in Q1

Same powerful growth drivers

Confidence in our ability to outperform
the beauty market

and

Achieve another year of growth
In both sales and profits

39 Deutsche Bank 2019 I_,O R EAI_



Disclaimer ----------=msmmmmmmmmee

ffre de vente ou la sollicitation d’ une offre d’ achat de titres L’ Oréal. Si vous souhaitez obtenir des informations plus complétes concernant
ter aux documents publics déposés en France auprés de I’ Autorité des Marchés Financiers (également disponibles en version anglaise sur
Ce document peut contenir certaines déclarations de nature prévisionnelle. Bien que la Société estime que ces déclarations reposent sur des
ation du présent communiqué, elles sont par nature soumises a des risques et incertitudes pouvant donner lieu a un écart entre les chiffres
arations.»

, 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
e Autorité des Marchés Financiers (which are also available in English on our Internet site: www.loreal-finance.com).This document
jough the Company considers that these statements are based on reasonable hypotheses at the date of publication of this release,
ties which could cause actual results to differ materially from those indicated or projected in these statements."

40 Deutsche Bank 2019 I_,O R EAI_



