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. BEAUTY

A VIBRANT, EVER-EXPANDING MARKET
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A steadily growing market

+3% to +5%

every year*

2017

estimates

50% ~ +4%*

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016  2017E
* Beauty market annual growth, excluding soaps, toothpates and razors, at constant exchange rate

ISource: L'Oréal estimates 3 15 September 2017 I UOREAL

3.0%




Driven by the infinite diversity
of consumers’ aspirations

LOREAL



Fueled by Innovation

SCIENCE
MAKING
BEAUTY DREAMS
A REALITY
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Constantly rejuvenated
by new generations, new consumption trends, new technologies

NEW GENERATIONS NEW CONSUMPT|ON TRENDS NEW TECHNOLOGlES
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BEAUTY HAS ABRIGHT FUTURE
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... because the digital era places appearance
and self-expression at center-stage

Social
networks
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Appearance
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PEOPLE PICTURES SHARES
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... because urbanisation is accelerating,
creating new needs and desires
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5bn*

CITYZENS BY 2030
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BEAUTY ANNUAL SPEND
PER HEAD™

New markets: US$ 33
Mature markets: US$ 182

*Brookings/World Data Lab
** Source: Euromonitor

... because of the gap in beauty spend per head
... and 2.5 bn more people expected in the Middle class by 2030

10

2015

an

15 September 2017

2030

5.5bn
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... because the number of Seniors is projected to almost double,
reaching 1bn by 2030

2o3or

1.0bn

2015

O.6bn

*Source: Euromonitor ~
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... because of the never-ending quest for 'new, different and better
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*McKinsey Global Consumer Sentiment Survey, 2016
**Source: The Rising Global Middle Class study from World Data Lab, 2017

... and because of Premiumisation

HIGHEST |

PROPENSITY
TO TRADE UP

20
10
BEAUTY ]
. 16

BOTTLED WATER

16

HOUSEHOLD oo

13

CLEANING SUPPLIES

TRADE TRADE
UP DOWN

% of people who traded up/down*

UPPER CLASS |
GROWTH

340m

170m

2015 2030

Number of people**
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Il. COREAL,

THE CHAMPION OF BEAUTY

14 15 September 2017 UOREAL



Across all
distribution
channels

Across all
beauty
categories

L'Oreal: only beauty... ALL about beauty

DEPARTMENT PHARMACIES
HAIR MASS STORES DRUGSTORES BRANDED
SALONS MARKET PERFUMERIES RETAIL
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V = == o

HAIRCARE HAIRCOLOR SKINCARE FRAGRANCE MAKE-UP

15

MEDISPAS

Across
all price
segments

TRAVEL

RETAIL E-COMMERCE

o

nRERS-—-TAM
KH—AOFK o

WESTERN
EUROPE

Across

\ NORTH AMERICA
all regions

NEW MARKETS
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Mapped out through a global flotilla of emblematic brands
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Giving us a unique ability
to spot and seize emerging trends
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L'Oreal, the Champion of Digital Beauty

1 700 35u%

experts of our Media
spend
upskilled 30

P n %*
e-commerce
o Sales Growth

L2 Digital 1Q =

us, China, France, Germany e-commerce

2 to 3 brands
in the Top 5

[ %

of Group Sales

* H1 2017 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) I_,O R EAI—



lll. OUR LONG-STANDING STRATEGIC PRIORITY:

GROWTH

19 15 September 2017 UOREAL
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700%—,

IFRS norms from 2004
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L'Oréal has significant potential ahead

L'OREAL
WORLDWIDE
12.60 -
] /0 Nol EASTERN
5 wearerC
8%
B AII\\I/ICI)EF\F){-I—(':_'A 20.2% \°8
L'OREAL 14.0%
NEW MARKETS Ne2 JAPAN
MDD - 2p%
8 . 5% No2 13.0% PAAcsllélc
9.5%
AI\&I%EI%A Excl. JAPAN

8.8%

* Perimeter: countries where L'Oreal is present
L’Oréal BMS Estimates, shares of the beauty market, excluding soaps, razors, blades and oral care
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A set of unigue assets
INNOVATION
POWER

15% to 20%
new products/year

RESEARCH
KNOW-HOW

DIGITAL
EDGE

ENTREPRENEURIAL
CULTURE

Strategically centralised
Operationally decentralised

22 15 September 2017 I UOREAI_



Growth Is, more than ever, our priority

L'OREAL‘
H1

+4 . 3w

Top
COMPETITORS*

I* 21 listed competitors among WWD Top 30 3 15 September 2017 I I_’O R EAI_



V. 'OREAL

A POWERFUL, VALUE-CREATING
BUSINESS MODEL

24 15 September 2017 UOREAL



A powerful, value-creating business model

PRIORITY + OPERATIONAL
TO GROWTH DISCIPLINE

OUR RECIPE
FOR
SUSTAINED VALUE-CREATION

25 15 September 2017 I UOREAL



Operational discipline

ONGOING RE-ENGINEERING
OF OUR ORGANISATION

Almost the same number of factories as 20 years ago
but double the number of brands

Combining sourcing centers for both direct
and indirect purchasing

Global roll-out of information systems

Deployment of cutting-edge digital cockpits
and frameworks

Pooling of non-customer facing functions

Permanent 'pruning' : disposal of The Body Shop

15 September 2017 I UOREAI_



L'Oréal, a powerful, value-creating business model:
Operating margin

could reach
18%
17.4% 17:6%
17.0%
16.6% 16.5%
16.1% 16.2%
1530, 15-6% 15.5% 15.7%
14.90/0 14.8%
14.0%

12.9% =
12.1% e
2001 2002 2003 2004 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2015 2016 2017E

IFRS
, _
27 15 September 2017 LOREAL



L'Oréal, a powerful, value-creating business model:
Net profit*

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

*Net profit excl. non-recurring items attributable to owners of the company, with Sanofi-Synthélabo equity consolidated from 2001 to 2004; net profit excl. non-recurring items
attributable to owners of the company including Sanofi dividend from 2004; IFRS since 2005

28 15 September 2017 UOREAL



L'Oréal, a powerful, value-creating business model:
Dividend per share

*
350 LOYALTY 3.30
3,00 ] O
*
i % 1.80
2,50
2,00
1,50
0.44
1,00
0.025 0.097
0.008 '

0,50 l l
0,00 — l .
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*Approved at the shareholders’ meeting held on April 20™,

2017

Dividend increase for shareholders who have continuously held shares in registered form for at least two years

29 15 September 2017 UOREAL




L'Oréal, a powerful, value-creating business model:
Payout ratio*

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

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

** Based on the dividend approved at the shareholders’ meeting held on April 20™, 2017 7 =
30 15 September 2017 LOREAL



L'Oréal, a powerful, value-creating business model:
Double-digit Total Shareholder Return

5 YEARS

+18.7%

10 YEAR
20 YEARS 0 >

+10.5% +1O'8%

Source: L'Oréal's share price as of 31 December 2016 = €173.4

Th Reut Datast -
omson Reuters Datastream 31 15 September 2017 UOREAL
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Thank you

------------------------- Avertissement / Disclaimer -----------=-=-m-emumn--

« 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 aupres 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 hypothéses 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."
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