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CONSUMER PRODUCTS DIVISION

+5.6%

VS 2020

2021 like-for-like sales growth



QUARTERLY SALES ACCELERATION
vs 2019
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DOUBLE-DIGIT
GROWTH IN H2

2021 like-for-like sales growth



T BOOSTS CELLULAR TURNOH
OF YOUR SKIN'S SURFACE
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2021 like-for-like sales growth




2021 like-for-like sales growth

DIGIT

GROWTH

DOUBLE

STARBUCKS
COFFEE

Rl

[ -IE R 3 g .1 i
| ! L . I » ¥ "'f-_ =1 - i
I - | N :
[ | & 1 7 A | 1 = s -
| 890 r
. i || Y e T .
| » h | y = 1 |PT = &
] | + p =
» i w I r‘_ ==
[ I e A . ¥ - 3
| = | A -
I e el 2 ¥
i - . rhr y
! - -
. —
b
- '
" "
= 5
o ||
3 -
-l.:' |
] | 3 b
b
- - B
_ 4 i >
‘ | - | / "
1 ! i -
= H ’ | &
# ! 3



-

\

[ ]
.‘.IF',I i;_'."“-
-

—a——

B i

L
—\
==

| . % 'I':::1.—E§SDfET; - =
=
a - NICO
1 (g

e .
i Wkt
sl ‘, ]
!= - I.
e
1 g r II ~
|I ! .I
ol |
I
.

~-‘\

iy, "

'....-l e W
STRONG
OUTPERFORMANCE

. o i - - L e
& ®

- -

\

-

-



GARNKE 1=

o Py
|I“=-r

il

i1 I s
:---—:-t-l‘jli-l*;“‘_ by B

more information on www . garnier.in




OREAL

PARIS

2021 like-for-like sales growth
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MAYBEL

GREAT VINTAGE
OF INNOVATIONS
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aircare: Shampoo, "Inditiuner, hair treatment and s n
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THREE KEY PRIORITIES
for the Future

] /Lead I 9 Accelerate in 3 / Champlon
Premiumization |§ Emerging Markets Tech & Digital
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HAIRCARE
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AGE PERFECT CELL RENEWAL

MIDNIGHT SERUM

LOREAL

PARIS

WITH ANTIOXIDANT RECOVERY COMPLEX

YOU'RE WORTH IT.

PREFERRED
TO THE LUXURY
NIGHT

# SERUM™

RENEW SKIN
NIGHT AFTER NIGHT

FOR SMOOTHER, FIRMER,
® Skin surface cell exfol MORE RADIANT SKIN

**Based on a heud—tu—M umer preference study of 350 women vs. the #1 luxury night serum retailing
for $75 (1 fl oz) within specialty & dept store, brick & mortar and enline channels (6 months through Jan 2021).
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Emerging Beauty Markets
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NO Ammonia
§X Shiny & Soft Hair
100% Grey Coverage
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Restore that healthy-looking
glow. Find skincare you know,
love and can’t live without

Like-for-like sales growth
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DEVELOPING

- New Services

Satu selfie untuk kulit sehat,
cerah dan glowing

SkinCoach Ai menganalisa dan
merekomendasikan rangkaian skincare
terbaik untukmu
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Great Results on our Makeup Brands
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THE BEST' DIGITAL BRANDS
o m the US
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2530 11,1 mio 1303
Publications Abonnés Abonnements

Gartner
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~ STRONG FOCUS

“‘BUNNECUULEUH' on Consumer Data Collection
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Growth Engines

Lead I 9 Accelerate in 3 / Champzon
Premiumization |§ Emerging Markets Tech & Digital
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------------------------- Jisclaimer —------==scemmmmmaaaaao
"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).Thisdocument 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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