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A GOOD YEAR FOR 

THE BEAUTY MARKET 

AND FOR L’ORÉAL

I.
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A GOOD YEAR 

FOR THE BEAUTY

MARKET

1.
+ 4/+5%

*Excluding razors, soaps and toothpastes. 2017 provisional estimates - source: L’Oréal estimates. Excluding exchange rate impactFebruary 9th, 2018
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WORLDWIDE BEAUTY MARKET* BY CATEGORY

SKINCARE

+ 6% ≃

MAKEUP 

+ 7% ≃

HAIRCARE

+ 3% ≃

FRAGRANCES

+ 3% ≃

OTHER

+ 2% ≃

*Excluding razors, soaps and toothpastes. 2017 provisional estimates - source: L’Oréal estimates. Excluding exchange rate impactFebruary 9th, 2018
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WORLDWIDE BEAUTY MARKET* BY SECTOR

LUXURY

E-COMMERCE

MASS MARKET DERMO-
COSMETICS

PROFESSIONAL

+8.5/+9.5% +3/+4% +1/+2% +4.5/+5.5% 

+ 24% ≃

*Excluding razors, soaps and toothpastes. 2017 provisional estimates - source: L’Oréal estimates. Excluding exchange rate impactFebruary 9th, 2018
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BEAUTY MARKET* BY GEOGRAPHIC ZONE

NORTH 
AMERICA

+3/+4% 

WESTERN 
EUROPE

+1/+2% 

NEW 
MARKETS

+6/+7% 

*Excluding razors, soaps and toothpastes. 2017 provisional estimates - source: L’Oréal estimates. Excluding exchange rate impactFebruary 9th, 2018
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BEAUTY MARKET* BY GEOGRAPHIC ZONE (NEW MARKETS)

ASIA,
PACIFIC

+7/ +8% 

LATIN
AMERICA

+5/ +6% 

EASTERN
EUROPE

+4/ +5% 

AFRICA,
MIDDLE EAST

-1/ 0% 

*Excluding razors, soaps and toothpastes. 2017 provisional estimates - source: L’Oréal estimates. Excluding exchange rate impactFebruary 9th, 2018
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A GOOD YEAR 

FOR THE

DEVELOPMENT 

OF L’ORÉAL2.
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ACCELERATED GROWTH*

*Like-for-like sales growth

Q1 

2017

+4.2% 

Q2 

2017

+4.3% 

Q3 

2017

+5.1% 

Q4 

2017

+5.5% 
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STRENGTHENED

POSITIONS

IN STRATEGIC CATEGORIES

IN STRATEGIC CHANNELS

IN STRATEGIC REGIONS
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MAKEUP SKINCARE

OUTPACED THE TWO MOST IMPORTANT CATEGORIES
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Bn euros
in sales

>10

+8.9%* 

NEW MARKETS

*2017 like-for-like sales growthFebruary 9th, 2018
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+12%*

Asia, Pacific
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+13%*

*2017 like-for-like sales growth

China
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February 9th, 2018 *2017 like-for-like sales growth

ASIA, 
PACIFIC

+12%* 

CHINA

+13%* 
HONG-KONG

+14%* 

THAILAND

+12%* 
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STRATEGIC 

GROWTH 

BOOSTERS

TRAVEL RETAIL

2
DIGITAL
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+ 34%*

E-commerce

SALES GROWTH

*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) 

Online sales

2.1Bn euros*
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+ 19%*

Travel Retail

SALES GROWTH

*2017 like-for-like sales growthFebruary 9th, 2018
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HIGH

QUALITY

RESULTS
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HIGH QUALITY RESULTS

*Net cash flow: gross cash flow - changes in working capital - capital expenditure 

2016 2017

OPERATING 

MARGIN

NET CASH FLOW*

in million euros18% +19.6% 

17.6% 

18% 

3,970

2016 2017

3,318
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HIGH QUALITY RESULTS

*Will be proposed at the annual general meeting to be held on April 17th, 2018

3.30

3.55*

DIVIDEND PER SHARE

in euros +7.6% 

2016 2017
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POWERFUL, 

BALANCED AND 

VALUE-CREATING 

BUSINESS MODEL 

FOCUS ON TOPLINE 

GROWTH

OPERATIONAL

DISCIPLINE

+
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REINFORCED 

LEADERSHIP

IN DIGITAL

UPSKILLING TEAMS 

ENGAGING CONSUMERS

INCREASING E-COMMERCE

IMPROVING ROI
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PIONEER LINKS WITH THE BEST 

TECH AND START-UP PARTNERS
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AT THE CUTTING EDGE 

OF BEAUTY 4.0
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INNOVATION

OPERATIONS 

COMMUNICATION

CONSUMER 

INTIMACY
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OUTSTANDING 

PERFORMANCE 

IN NON-FINANCIAL 

FIELDS
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NEWSWEEK GREEN 
RANKING 2017
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L’ORÉAL

N 1 OUT 
OF 3,000 
COMPANIES
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8TH YEAR 

“ONE OF THE MOST 

ETHICAL COMPANIES 

IN THE WORLD”

#1 

PERSONAL & HOUSEHOLD

GOODS CATEGORY

#2 

GLOBAL COMPANIES FOR 

ALL INDUSTRIES COMBINED
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A PIVOTAL 

YEAR
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TOTAL 

CONFIDENCE 

IN OUR UNIQUE 

BUSINESS 

MODEL

II.
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REASONS 

FOR SUCCESS7
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A BEAUTY

MARKET

THAT WILL

CONTINUE 

TO GROW1.
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+2.4 Bn
PEOPLE

3.2

5.6

2015 2030

February 9th, 2018

UPPER CLASS

INCREASE IN CONSUMER 

SPENDING BETWEEN 

2015 & 2030

x2

Source: World Data Lab for L’Oréal 

PEOPLE BELONGING TO THE MIDDLE 

AND UPPER CLASSES (IN BILLION)

MIDDLE & UPPER CLASSES
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INSPIRING, 

EXCITING 

PRODUCTS
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BEAUTY

BOTTLED WATER

HOUSEHOLD

CLEANING SUPPLIES

PREMIUMISATION TREND

HIGHEST 

PROPENSITY 

TO TRADE UP

TRADE UP* TRADE DOWN*

8

9

20

10

16

16

*% of people who traded up/down - Source: McKinsey Global Consumer Sentiment Survey, 2016February 9th, 2018
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CHAMPION OF 

PREMIUM BEAUTY 
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GROWING 

INTEREST 

IN BEAUTY 

& SELF-CARE
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SOCIAL BEAUTY 

ENHANCES THE 

IMPORTANCE 

OF PERSONAL 

GROOMING
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SELF-ESTEEM

SELF-CONFIDENCE

RELATIONSHIPS
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INCREASE IN CONSUMPTION 

LINKED TO KEY SOCIOLOGICAL 

AND DEMOGRAPHIC SHIFTS
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THE NUMBER OF SENIORS IS PROJECTED TO 
ALMOST DOUBLE, REACHING 1BN BY 2030*

2015 2030

*Source : Euromonitor

0.6Bn

1Bn
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5Bn*

URBAN POPULATION

“CITYZENS” BY 2030

URBANISATION IS CREATING NEW NEEDS AND DESIRES

*Source : EuromonitorFebruary 9th, 2018



February 9th, 2018

BEAUTY

PURE

PLAYER2.
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SHARP 

CONSUMER 

& CULTURAL 

INSIGHTS
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L’ORÉAL IS 

CHAMPIONING 

BEAUTY
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L’ORÉAL 

FUNDAMENTALS

ARE MORE 

RELEVANT 

THAN EVER

3.
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THE OBSESSION 

OF SUPERIOR 

QUALITY
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THE POWER 

OF BRANDS
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THE POWER 

OF BRANDS
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HERO PRODUCTS
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SUPERIOR 

DIGITAL 

PROWESS

4.
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ARTIFICIAL INTELLIGENCE

ROBOTICS

AUGMENTED REALITY
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L’ORÉAL

THE BEAUTY TECH 

COMPANY
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UNIQUE 

MULTIPOLAR

FOOTPRINT

5.
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BEING MULTI-DIMENSIONAL GIVES US THE HIGHEST INSIGHTS 
INTO WOMEN’S RELATIONSHIPS WITH BEAUTY

7 DISTRIBUTION CHANNELS

5 BEAUTY CATEGORIES

PHARMACIES 

DRUGSTORES

MEDISPASHAIR SALONS MASS MARKET

DEPARTMENT 

STORES 

PERFUMERIES BRANDED RETAIL TRAVEL RETAIL E-COMMERCE

HAIRCARE HAIR COLOR SKINCARE FRAGRANCES MAKEUP

ACROSS

68 COUNTRIES

ACROSS

ALL PRICE 

SEGMENTS
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DETECT CONSUMPTION

TRENDS
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LEADING 

RESPONSIBILITY 

CONSCIENCE & 

PERFORMANCE6.
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UNIQUE 

CULTURE, 

ORGANISATION 

& QUALITY 

OF TEAMS

February 9th, 2018

7.
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EXCELLENCE 

OF THE TEAMS 

ON THE GROUND
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MORE 

OPTIMISTIC, 

CONFIDENT 

& DETERMINED 

THAN EVER 
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CONFIDENCE IN OUR ABILITY 

TO OUTPERFORM THE MARKET

AND

TO ACHIEVE SIGNIFICANT 

LIKE-FOR-LIKE SALES GROWTH 

AND PROFITABILITY INCREASE



THANK YOU MERCI

February 9th, 2018



-------------------------Avertissement / Disclaimer -------------------------
« 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 complètes concernant L’Oréal, nous

vous invitons à vous reporter aux documents publics déposés en France auprès de l’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 hypothèses raisonnables

à la date de publication du présent communiqué, elles sont par nature soumises à des risques et incertitudes pouvant donner lieu à 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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