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ANOTHER
GOOD YEAR



=l THE BEAUTY
MARKET

ACCELERATED

//’ - +4 / +5%*




ACCELERATED GROWTH*

+5.1%
+4 2% +4.3%

Q1 Q2 Q3

2017 2017 2017

*LIKE-FOR-LIKE SALES GROWTH



STRENGTHENED
POSITIONS :

IN STRATEGIC CHANNELS
IN STRATEGIC CATEGORIES
IN STRATEGIC REGIONS




OREAL ACTIVE CONSUMER PROFESSIONAL
LUXE COSMETICS PRODUCTS PRODUCTS

+10.5%  +5.8%  +2.2%  +0.2%"

*2017 LIKE-FOR-LIKE SALES GROWTH



L’OREAL LUXE

+10.5%"

AN EXCEPTIONAL
YEAR

*2017 LIKE-FOR-LIKE SALES GROWTH



OUTPERFORMED

THE MARKET

thYEAR

IN A ROW
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> 2 BILLION €

IN SALES 2017
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STRONG BRANDS

5 SKINCEUTICALS
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LABORATOIRE DERMATOLOGIQUE
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DEVELOPPE AVEC LES DERMATOLOGUES

£l CERAMIDES ESSENTIELS
u POUR RESTAURER LA BARRIERE
NATURELLE CUTANEE
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DEVELOPED WITH DERMATOLOGISTS

Moisturizing
Cream

Moisturizes & neips restore the
protective skin barrier

3 ESSENTIAL CERAMIDES
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CONSUMER PRODUCTS

+2.2%"

*2017 LIKE-FOR-LIKE SALES GROWTH



IMPROVING GROWTH

*LIKE-FOR-LIKE SALES GROWTH
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+0.2%"

IN 4th QUARTER

+2%

*2017 LIKE-FOR-LIKE SALES GROWTH

PROFESSIONAL PRODUCTS







THE BODY SHOP
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BODY
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FOCUSING
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> *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)
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2 BILLION €*

*SALES ACHIEVED ON OUR BRANDS' OWN WEBSITES AND ESTIMATED SALES ACHIEVED BY OUR BRANDS CORRESPONDING TO SALES

THROUGH RETAILERS’ WEBSITES (NON-AUDITED DATA) .




EQUIVALENT TO

#3 COUNTRY
OF THE GROUP*

TN W

*SALES ACHIEVED ON OUR BRANDS' OWN WEBSITES AND ESTIMATED SALES ACHIEVED BY OUR BRANDS CORRESPONDING TO SALES
THROUGH RETAILERS’ WEBSITES (NON-AUDITED DATA)
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WESTERN EUROPE

+2.6%"

SOLID
PERFORMANCE

*2017 LIKE-FOR-LIKE SALES GROWTH



*2017 LIKE-FOR-LIKE SALES GROWTH
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POWERFUL
BALANCED &

VALUE-CREATING

BUSINESS
MODEL




HIGH QUALITY RESULTS

RECORD 0 NET PROFIT** 0
OPERATING MARGIN* 18 . O /O in million euros + 15 = 3 /O
+40 BASIS POINTS
18.0%

17.6%

2016 2017 2016 2017

*OPERATING PROFIT, AS APERCENTAGE OF SALES. *NET PROFIT AFTER NON-CONTROLLING INTERESTS



HIGH QUALITY RESULTS DIVIDEND PER SHARE*

3.90¢€

3.95¢€

2017
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35,000 REGISTERED
Sl o SHAREHOLDERS
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by Jean-Paul Agon

Stratégie
Strategy

Performances
Marques
Atouts

Performance
Brands
Expertise

10 points clés de 'année 2017

n Hocanage ) ' ’ 10 highlights of 2017
Madame Bettencourt
\ <
— Tribute 1o Mrs Liane
> Bettencourt

VOR FOUTES LES PUS ICATIOMNS




LOREAL

Rapport Annuel 2017
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TOTAL SHAREHOLDER RETURN?*

14%
10% PER YEAR

PER YEAR

20 S
YEARS YEARS

*TAKES INTO ACCOUNT THE VALUE OF THE SHARE AND THE DIVIDEND INCOME RECEIVED (EXCLUDING TAX CREDITS). AT DECEMBER 315T 2017



BEST SHAREHOLDER RETURN OVER 30 YEARS IN CAC 40

INVESTIR SUPPLEMENT NOV-DEC 2017. SOURCE : FACTSET

+15.6%6* A
PEREAR +15.1% +14 90p*

PER YEAR

PER YEAR

L’OREAL

#3

*ANNUALIZED PERFORMANCE OF THE SHARE SINCE DECEMBER 31ST 2017. AT SEPTEMBER 29™ 2017
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SEVEN

 REASONS
" FOR CONFIDENCE

~ IN TOMORROW
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A DYNAMIC

BEAUTY
MARKET




A CONSTANTLY GROWING BEAUTY MARKET

~ 0f*
~+A4%* _5/0

~ 3 _ 9%* O

2014 2015 2016 2017

*EXCLUDING RAZORS, SOAPS AND TOOTHPASTES. SOURCE: LOREAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT
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URBAN POPULATION
5 BILLION*

BY 2030




*SOURCE :

EUROMONITOR

1 BILLION*
SENIORS

BY 2030




BEAUTY
PURE PLAYER







L’'OREAL FUNDAMENTALS
ARE MORE RELEVANT
THAN EVER IN TODAY’S

WORLD




RESEARCH
INNOVATION

& QUALITY

R&D EXPENSES
IN MILLION EUROS

877TME

ol DEDICATED TO

R&|I EXPERTS R&| EN 2017

2012 2013 2014 2015 2016 2017
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CONSUMERS
I N F L U E N C E Ma bglline New York FR

OTHER CONSUMERS

Maybelline New York x The Voice: [TEA.. @

N

Utile ? ouil - 1 Non @ Signaler

*dddkk Marjo1971 - il y 3 un mois
Super mascara P o) 000/042
J al acheté ce mascara il y a 3 mois |l est formidable. Il allonge et épaissit les cils en un passage je le rachatarals !

© Points forts : EFFICACITE. TENUE APPLICATION

A bénéficié d'un avantage pour avoir rédigeé cet avis NON Maybelline New York x The Voice  TOUT REGARDER

Vous avez ce produit depuis 3 MOIS
@ Oui, JE RECOMMANDE CE PRODUIT.

Ulle 7 Oui- 2 Non -0 Siqra{e’

*hAhah Lessismore il y 3@ 4 mois

Genialissime! Look Licorne avec Look Lip Me Up avec |
2 : ‘ ; EnjoyPhoenix & Djeneva, EnjoyPhoenix & Drea, Talent I
J ai frouve mon graall Aprés plusieurs annees de recherche que ce soit en grande distribution ou en parfumerie de luxe. aucun mascara n egale paradise, bonne separalion, longueur et surtout
Maybelline New York FR Maybelline New York FR l
beaucoup de volume Bref une quasi perfection en ce qui me concene oo e ek S bkl ot A
388 kvues *ilya2jours | Mvues * ilya 1 semaine
Sous-titres Sous-titres

© Points forts ; EFFICACITE, TENUE, RAPPORT QUALITE/ PRIX. APPLICATION, TEXTURE

© Oul, JE RECOMMANDE CE FRODUIT.

’ TASPASDUGLOSS? TOUT REGARDER
Utle? Qui-4 Non-1 Signaler

"T"as pas du Gloss ?"; le rendez-vous maquillage avec Marie de la chai

jeudis a 17h30. Marie de la chaine Enjoy Phoenix regoit toutes les sen
whhihk Gladsd Ilysa 4 mois

Génial

J'gl reste de nombreuses marques mais celul (3, je lul trouve tous les atouts; vos cils sont ¢eployes plus epars en un passage {plusieurs pour un effet plus glamour)l |l ezt tep il tignt res bien... je m'en
suis commandé 2 car on ne le trouve plus trop ailleurs que sur le site Foral

© Points forts ; EFFICACITE. TENUE, RAPPORT QUALITE / PRIX. PACKAGING APPLICATION TEXTURE

. S

@ Qui. JE RECOMMANDE CE PRCDUIT. =55
T'as Pas Du Gloss #125 T'as Pas Du Gloss #124 Un

Utie? Oui-2 Non 1 Signaler Retour sur les meilleurs maquillage de printemps .
Maybelline New York FR Maybelline New York FR I
60 k vues * il y a 3 semaines 24 kvues « jlya 1 mois

ededede SliMmee 3 v ad moic
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EIGHT BILLIONAIRE BRANDS®
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PARIS

HESSANIJAUREN GIORGIO ARMANI

*AT DECEMBER 3157, 2017
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\ 2 BILLION VIEWS

ON SOCIAL MEDIA
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AT LEAST 2 'OREAL
BRANDS IN THE TOP 5

L2 DIGITAL IQ

1)
URBANDECAY
l—JbA M A Y B E L “L'- ‘l‘ N‘“‘ vuunHurfu MAKLUP
LOREAL

CHINA o

MAYBELLINE [ANCOML
FRANCE HESANTAURENT  LANCOME
GERMANY MAYBE LLINE LOREAL




OUR PRESENCE IN ALL
CHANNELS,

CATEGORIES
AND REGIONS




7 DISTRIBUTION CHANNELS

DEPARTMENT PHARMACIES
HAIR MASS STORES DRUGSTORES BRANDED
SALONS MARKET PERFURMERIES MEDISPAS RETAIL TRAVEL RETAIL E-COMMERCE

LANCOME @

ACROSS ACROSS
ALL PRICE 68
SEGMENTS COUNTRIES

HAIRCARE HAIR COLOR SKINCARE FRAGRANCES MAKEUP



BALANCED BUSINESS MODEL

2017 2017
OPERATING MARGIN OPERATING MARGIN
BY REGION* BY DIVISION~*
(AS A % OF SALEYS) (AS A% OF SALES)
22.9% 0 29 6%
20.3% 2L s

19.2% 20 8% 20.0%  20.0%

WESTERN NORTH NEW PROFESSIONAL CONSUMER L’OREAL ACTIVE
EUROPE AMERICA MARKETS PRODUCTS PRODUCTS LUXE COSMETICS

*BEFORE CENTRAL GROUP EXPENSES, FUNDAMENTAL RESEARCH EXPENSES, STOCK OPTIONS AND FREE GRANT OF SHARES AND MISCELLANEOUS ITEMS
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20™ L’OREAL-UNESCO
FOR WOMEN IN SCIENCE
AWARDS CEREMONY

For VWomen
n Science

FONDATION
LOREAL
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WOMEN IN SCIENCE:

How can we accelerate progress
on gender equality?

And how does the world

stand to gain?




ETHICAL APPROACH

C.VCI I e n Ce 00 |WORLD’S MOST

SIETHICAL
£5G ratings A
- 9™ YEAR

PERSONAL & HOUSEHOLD
GOODS CATEGORY

#2

"ONE OF THE MOST ETHICAL
COMPANIES IN THE WORLD”

GLOBAL COMPANIES FOR ALL
INDUSTRIES COMBINED
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XCELLENCE OF THE TEAMS
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AND

- LEADERSHIP

-

OUR
PERFORMANCE

- REINFORCING




i 2018
A VERY GOOD 1STQUARTER

LIKE-FOR-LIKE == 6 . 8%*

SALES GROWTH

AR BIIAERIASE SRR EARSEAANRASLAIIIARESND

*CONSOLIDATED SALES



BEST GROWTH
IN 8 YEARS




TO OUTPERFORM THE MARKET
LIKE-FOR-LIKE SALES GROWTH
AND PROFITABILITY INCREASE

CONFIDENCE IN OUR ABILITY
AND

TO ACHIEVE SIGNIFICANT
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