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L’OREAL IS A DIGITAL-FIRST COMPANY

e Jelos

E-COMMERCE

1.5Bn

CONSUMER
DATA POINTS

(M@]={=V:\Ml 1-20 figures

>60%*

DIGITAL MEDIA

1.5Bn

VISITS TO OUR
WEBSITES

1Bn

VISITS TO OUR
MODIFACE
SERVICES

28%

YOUTUBE BEAUTY
TRAFFIC

60M

CONSUMER
CONVERSATIONS

45K+

PEOPLE
UPSKILLED
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‘ Q#’ PIONEERING BEAUTY TECH TO REDEFINE THE BEAUTY EXPERIENCE
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© Livrer  Quensiére - Versailles 78000

nyxcosmetics_france prime Livraison > Beauté et Parfum ~ | Ca

CALENDRILR DI UAVINT

Google

X

mascara

TOUS

SHOPPING IMAGES MAPS VIDE

mascara

Afficher les résultats pour & i
P Définition du dictionnaire Y New York Y New York
Anti-cernes/Correcteur... Mascara effet faux cils -...
rir3018 x X 415
€ . €

Bl www.sephora.frs Yeux 8,40¢ (s,40 €/unite) 9,25¢€ (96,35 €/100 mi)
+1,20€ 10,90€
Economisez 5% dés Economisez 5% dés

Mascara = SEPHORA maintenant avec le maintenant avec le

en en

vous abonnant vous abonnant

prime Livraison GRATUITE /prime Livraison GRATUITE

dici lundi 28 septembre dici lundi 28 septembre

biche. Noir intense, vert sapin ou

Mascara. Cils déployés et
volume extréme, le mascara est
I'atout glamour pour un regard de l
marron glacé, vos ...

The Mascara - Mascara... ~ Climax Mascara - Masci

Autres questions posées

Quel est le meilleur mascara ?

SOCIAL

Quel mascara pour un effet faux cils ?

Quel est le mascara le plus allongeant ?

Quel mascara choisir 2020 ?

¥/ SEARCH

LOREAL

BBER
29034 AN |1

Gt anti-cerne est un dies meillewrs aui existe
Son rapport-qusled prix est bon. il et couneant
et dessiche pas la peas. I no e pas erire s
.l permet de sconamiser dun pinceau
puisiass 20 smbout permmat ung applcation
facke. Apris en it testé beauesup et des
‘sawvent plus chors, iy roviens... Alfichor plus

Praduit conforma 3 13 deserigtion, cagandant o
vous cormelerais daller voir les couleurs en




INTEGRATING BEAUTY TECH EVERYWHERE CONSUMERS SHOP
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22 Poved
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@& INTEGRATING BEAUTY TECH EVERYWHERE
CONSUMERS LOOK FOR BEAUTY
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‘QQ EQUIPPING BRICK & MORTAR RETAILERS FOR THE NEW TOUCHLESS ECONOMY

MAKE-UP
VIRTUEEL TESTEN

STAP 1 STAP 2 STAP 3

OPEN JE SCAN DE TESY HET
MOBIELE CAMERA QR-CODE
Kl(S JE KI.EUR

WELKE CATEGORIE WIL JE TESTEN? =

ST RLCOURBEDLS EFFET FAUX-CILS
LASH Mu l!’w FALSE LASH CFFICT VOLUME RADICAL VOLUME ‘l w

LOREAL



L’OREAL IS CONSTANTLY SCOUTING FOR INNOVATION IN BEAUTY

- Z partech Fgg'llﬂgls\l}.s | Sampler |'|1| )ﬁ(RSElﬂfa

 STATION F  PLUGMOPLY
‘ W =z lawvly

C
Limitless

2800 STARTUPS SCREENED, 60 CURRENTLY IN OUR PROGRAMS, 100+ PROJECTS
(o

LOREAL



HOW DID WE
GET THERE?



Qéf TEN YEARS COMMITMENT, A WINNING STRATEGY, FLAWLESS EXECUTION

Jean-Paul Agon =E-comm acceleration program  =Jean-Paul Agon declares = Advocacy marketing
declares the year =Precision advertising program the year of ROI g am
of digital e ket »Real time performance =Social commerce

B < M QLSE S DI IO tracking platform: “Cockpit” program

*Open innovation programs =Live streaming Academy

*Group’s data "Total media

*CDO nominated olatforms program under CDO
"Definition of governance "\Websites factories »Acquisition of ot L
=Upskilling program 2 : \Yloleliele= =Consumer care
P ik Mqugetmg | content k transformation
efficiency program *Marketing 3.0 org.
3 . =COVID-19
. ExceHgnqgln
Organic initiatives execution” program
= and projects -
across the Group
pLok[o 2014 2015 2016 plokyy 2018 2019 ploplo

oreo. I



| Q;‘ WE ARE DIGITAL ATHLETES

.

INSOURCED STRATEGIC
CAPABILITIES

UPSKILLED MANAGEMENT

STRONG DIGITAL FACTORIES
FOR SPEED AND SCALE

CULTURAL APTITUDE: SEIZING
AND SCALING WHAT IS STARTING

OBSESSION WITH EXCELLENCE,
EXECUTION & ROI

LOREAL (-
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WE WERE READY WHEN THE BIGGEST DIGITAL STRESS TEST HAPPENED

+70%
(o)
+50% e

INSTAGRAM <

2 +20%
2Bn o WEBTRAFFIC

DAWA L OADS Sy

ORI KTOK . + 6 8 % p

1 50/ @ TOTAL US E-RETAIL
USE OF P 22 /0 GROWTH
MESSENGING APPS o T EEEAUTY

LVLad S CONVERSATIONS

TIME SPENT

ON YOUTUBE
+70% =

L/ ORE AL || e G
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;jﬂ DIGITAL HAS COMPENSATED FOR THE EFFECTS OF THE CRISIS

7/

ENSURING OUR _zad
BRANDS’ VISIBILITY

STRENGTHENING
CONNECTIONS
WITH OUR CONSUMERS

ABSORBING DECLINE
OF BRICK & MORTAR

i

)

GAINING MARKET SHARE
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=5 A MORE CONNECTED BEAUTY

)

eature ’
: / WA
@lady._pizza_hug mg.soa A ' @
#mei #meiling #meicoplay #cosplay JBBIEAI - #fingertempo cuc chat eyl ‘ B Pdaryitufekci
#overwatch #overwatchcosplay #kawalii CUSEHALS c5m un 500k fI%Pyeu mn N Why? @ % #goodairlsbadduys #ner

Mincttuiness £ Siosp Training & Mncavery

Youtube +50%
Facebook +13%
1. Connected TV +25%

LOREAL 6;\
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4 AMORE SOCIAL BEAUTY

Beauwitabion Agp

@lady_pizza_hug

#mei #meiling #meicoplay #cosplay 6| @daryltufekci

#overwatch #overwatchcosplay #kawali S car yéu mn Why? @ % #goodairlsbadduys #nerd

NI Y

' - <
-
Nutntion 3 Mincttuiness £ Siosp Training & Rncavery

Instagram +70%

LOREAL @
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Qaﬁ MORE CONVERSATIONS HAPPENING EVERYWHERE ONLINE

Conversations +15%

LOREAL 6‘?
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Qé’ BEAUTY E-COMMERCE HAS EXPLODED

b
e
Featured
@lady_pizza_hug Mng.SOA
findetterr

#mei #meiling #meicoplay #cosplay SHRgEan c o #finger cu r
#overwatch #overwatchcosplay #kawalii cuc Chﬁl@ am un 500k fi®¥ yéu mn nerd

E) - COMMERC

-’ '~ g C
ﬁ»', .

-y

E-Corﬁmerce +16%

o
LOREAL g [

Beauty
E-Commerce +36%

LOREAL ﬁ
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4 BEAUTY IS GOINGLIVE

@lady_pizza_hug

#mei #meiling #meicoplay #cosplay ce# c
#overwatch #overwatchcosplay #kawall CUSEHEIS o un 500k fi%Pyéu mn Why? @ % #goodairlsbadduys #nerd

LOREAL g | .$'

LOREAL

Beauwitabion Agp

- <
-
Nutntion 3 Mincttuiness £ Siosp

Live streaming

Training & Mncavery

x2

o






a! COVID-19 HAS ACCELERATED THE CHANNEL SHIFT

-
1t

LOREAL

35%

30%

25%

20%

15%

10%

5%

0%

Al5

Al6

E-COMMERCE WEIGHT

Jan
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Avr

May

June
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. a! REST OF THE WORLD IS NOW LEADING E-COMMERCE GROWTH ...

-

Lt
S NNR

CHINA ROW
+74%* | L +52%* +112%"

f
(25

|_'OREA|_ 'Q2-2020 e-commerce like-for-like growth



AND ACCRETIVE GROWTH POTENTIAL FORTHE YEARS TO COME

-

= i ...SHOWING A STRONG, SUSTAINABLE

* CANADA ,: s UNITED-KINGDOM

+100%* +62%*
WEIGHT: 14%

Y AN
+599%* +112%*
WEIGHT: 23% WEIGHT: 10% WEICHT: 24%

BRAZIL

+138%*
WEICGHT:10%

LOREAL @



Q! E-COMMERCE IS DELIVERING RESULTS
-

+10PTs >359% TRIPLE DIGIT
OF WEIGHT OF BUSINESS . L ACCELERATION
IN 6 MONTHS L OREAL LUXE ON BRANDS.COM
x2 +82%  TRIPLE DIGIT
E-COMMERCE ACTIVE GROWTH IN LATIN AMERICA
WEIGHT OF BUSINESS COSMETICS AND AFRICA MIDDLE EAST
IN THE US
1ST
CHANNEL AHEAD

OF FOOD IN EU5




ACCELERATING OUR
BRANDS’ PIVOT
TOWARDS A DIGITAL
FIRST ENGAGEMENT

STRATEGY
ﬁ et




r
~a4 ACCELERATING THE SHIFT TO DIGITAL MEDIA

-

Y

WORLDWIDE H1-2020 MEDIA O+0O
B Online Media m Offline Media

JAN 20 FEB 20 MAR 20 APR 20 MAY 20 JUN 20

>60% MEDIA IS DIGITAL, +30PTS IN 8 WEEKS

AT PEAK
(=




r’
aé’ ACCELERATING BEAUTY TECH

-
—

MAKE UP VTO
& VIRTUAL
TESTER

LOREAL

HAIR COLOR SKIN SHADE
VTO DIAGNOSTIC FINDER

USAGE x5

MODIFACE

LIVE TELE
STREAMING ' CONSULTATION

DEVELOPED IN
4 WEEKS F



\ai ACCELERATING CONSUMER CARE TRANSFORMATION

+40%

T BEAUTY
= CONVERSATIONS|

X2

\ REPLY RATE
' IN 12 WEEKS

4
. %3
t
@ disrespectful for the model with
// ° Mairbyhe 5
‘ q
£
e 9
. oooooooooooooooooooooooooo
A mostly women to be concerned
lllllllllllllllllllllllllllllll

OBJECTIVE 100% REPLY RATE
COMPLETE REORGANISATION OF OUR CONSUMER

ENGAGEMENT PRACTICE + AUTOMATION (\
5




LOREAL

FSOCIAL COMMERCE

l..

10% CHINA E-COMM
REVENUES ON 6.18

b

$130Bn MARKET"‘“"“" . 5




ACCELERATING SOCIAL COMMERCE

1000 LIVESTREAM
BRAND SESSIONS

80M VIEWERS
IN 8 WEEKS

LOREAL
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‘ Q#’ ACCELERATING THE TRANSITION FROM B&M TO ONLINE

VICHY & |
CONNECT

WITH
DERMATOLOGIST: &

DR.JOYCE 4
PARK

i 1
Dr. Joyce willbe .

Markenbotschafter von L'Oréal
Professionnel alle Fragen rund

-

Mehr Zeit fiir mein Haar

WITH LIVE STREAMING AND SOCIAL COMMERCE ON THE RISE, OUR POWERFUL
ECOSYSTEM OF PRESCRIBERS IS TURNING INTO A GOLD MINE OF ONLINE
ADVOCATES AND SELLERS

LOREAL @



L’OREAL EMERGED FROM COVID-19

WITH AN EVEN STRONGER LEADERSHIP POSITION

X2 +60% 53% 60M

MARKET GROWTH | WEB TRAFFIC IN | NEW CONSUMERS ONLINE
ON E-COMMERCE ‘| NORTH AMERICA ON D2C CONVERSATIONS
L'OREAL LUXE: +37% | x2 CONVERSION
RATE

INCREASED SHARE OF 7 5 BRANDS

VOICE ON YOUTUBE
2 EACEBOOK BEAUTY GROUP ON IN TOP 6

CHINESE FESTIVALS L2 GARTNER IN CHINA

roreaL e
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4 STRETCHING OUR LEAD

E

NOT ONE, BUT'-
6 E-COMMERCE MODEL

A NEW CONSUMER ENGAGEMENT
PLAYBOOK

TECHNOLOGY. . - 1 7\
TRANSFORMING BEAUTY 3 | P2

o
ONLINE AND OFELINE
COLLIDING ‘

NEW INFLUENCERS & ADVOCATES

LOREAL o .
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aﬁ WE ARE READY FOR A NEW WORLD
3

‘Q

L b ey
’ Cuff‘ » Q‘ " . " "
50% OF OUR BUSINESS IS DIGITAL o3
£ BV 'r;,y « 96
50% OF OUR GROWTH DRIVERS ARE DIGITAL 5 \.,ﬂ 3

R S & : ®
80% OF INTERACTIONS WITH CONSUMERS HAPPEN ONLINE
BEAUTY TECH IS CREATING NEW PATHS TO GROWTH

LOREAL
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AGILITY AND ABILITY'@ -
EXEE) T el S DYNAMIg
RESOURCE SHIFTS o
TOWARDS MORE DIC‘E.I"&L
ARE THE KEY TO GROWTH
AND VALUE CREATIONmg,

SHAPE THE BEAUTY
INDUSTRY THROUGH OUR

DIGITAL EXCEIW =
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THANK
YOU

DISCLAIMER

"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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