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BEAUTY WILL BOUNCE BACK LONG TERM POTENTIAL
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from brands or companies which
are aligned with their values.”
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3 REGIONAL PRIORITIES

PURSUING BOOSTING ACCELERATING
CHINESE MOMENTUM GROWTH IN THE USA IN EMERGING MARKETS
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Disclaimer

“ This document does not constitute an offer to sell, or 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 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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