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LOREAL
 WORLD LEADER

- NBEAUTY

€32Bn ~€HBn

2021 SALES 2021 NET PROFIT*
~/Bn probuUCTS 85,4()0
PER YEAR IN 150 COUNTRIES EMPLOYEES

€232 58n 36"

MARKET CAPITALIZATION** IN THE WORLD**

* Net Profit excluding non recurring items after non controlling interests. ~ ** As of 31 december 2021.
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VER THE
LAST 10 YEARS

1.6 X

OUR SALES

19X

OUR PROFIT
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 SHAREHOLDER STRUCTURE

347%

BETTENCOURT-MEYERS
FAMILY

20.1%

L NESTLE

4529

PUBLIC & EMPLOYEES
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 GREAT MANAGEMENT STABILITY |
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1909 - 1957 1957 - 1984 1984 - 1988 1988 - 2006

Eugene Schueller Francois Dalle Charles Zviak Lindsay Owen-Jones
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! 4 PILLARS & KEYS
TO OUR SUCCESS
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A NEVER ENDING GROWTH

—4/5%




HYGIENE

99%

HAITRCARE

220

FRAGRANCES

1%

BEAUTY MARKET |
CATEGORIES

SKINCARE

- 42%

MAKE UP

16%

LOREAL
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FOUR SEPARATE DIVISIONS

LOREAL LOREAL

Professional Products Active Cosmetics



A MAJOR
'FMCG PLAYER |

LOREAL

CONSUMER PRODUCTS DIVISION
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CONSUMER PRODUCTS DIVISION

L'OREAL MAYBELLINE

PARIS NEW YORK




A LEADING
LUXURY GROUP
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Professional Products

L REAL KERASTASE



LEADING
DERMATOLOGICAL
BEAUTY

Active Cosmetics
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Active Cosmetics
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OUR IDEAL
 BALANCED PROFILE |

i
ONSUMER
>RODUCTS

- NORTH
. AMERICA

LATIN SAPMENA / PROFESSIONAL ACTIVE FRAGRANCES
AMERICA SUB-SAHARAN PRODUCTS COSMETICS
AFRICA*

7 =
* SAPMENA / SSA: South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa. I—OREAI—
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'OUR ACCRETIVE
"GROWTH MODEL
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OUR ACCRETIVE GROWTH MODEL |

STRONG
A&P INVESTMENTS

'3
1I.

HIGH
GROSS MARGIN

REGULAR PROFIT @
INCREASE CONTROLLED SG&A




 OPERATING PROFIT |

AS A % OF SALES*

o

17.0%

16.5%
16.2%

15.7%

2010 2011 AOV 2013 2014 PAONIS 2016 2017 2018 2019 2020 2021

0 =
"Excluding companies consolidated under the equity method as from 2013 and TBS as from 2017 . I—OREAL



" VERY DYNAMIC DIVIDEND POLICY |

IN EUROS

| | Dividend increase for shareholders
| | who have continuously held shares in registered
‘ il form for at least two full calendar years

180
2020 221

0.44

0.008 0.025 0.097
v ' .
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‘P d at the A I G | Meeti f 21 April 2022.
roposed at the Annual General Meeting o pri I_’O R E L
2021 dividend paid in 2022: pay-out of the 10% loyalty bonus (preferential dividend of +10%) for shares held in registered form since 2019. /\
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§ soap, toothpastes,#ors and blades. Excluding currency e)ts
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THE

REBOUND
T BEAUTY

MARKE

~+8%

LOREAL



T GROWTH
SINCE 1988

‘. 1o +11.3%

VS. 2019
2 X

THE MARKET

L’OREAL VS. MARKET
2021 VS. 2019

+12 prs

‘OREAL
12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. I—O



R REAL

COLLECTIVE
PERFORMANCE

A GRAND SLAM

EVERY
DIVISION | ZONE | CATEGOR
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ccccccccccccccc

* SAPMENA / SSA : South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa.
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MARKET

; +16%
- 21% 1%

VS, 2019

1 ’Oréal beauty market estimates based on me

2 2021 like-for-like sales growth.



{ THE DIVISION STRENGTHENED

I'TS FRAGRANCE LEADERSHIP




LOREAL

CONSUMER PRODUCTS DIVISION

#]

IN VOLUME
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réal beauty market estima}on'manufactu?er’s net prices, "ng soap, toothpastes, razors and blades. Excluding curren}*ﬁe-ffects.



'TOP 3 EMERGING BEAUTY MARKETS

MEXICO | L,

BRAZIL ]’




LOREAL

CONSUMER PRODUCTS DIVISION

MARKET

o %
 56%  +65%

Q4 2021

T L’Oréal beauty d on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. -

2 2021 like-for-li } .




LOREAL

"Professional Products

A TOTAL

RANSFORMATION
~ OF ITS BUSINESS MODEL




LOREAL

Professional Products

MARKET

+11%
+25% | +1/%

WAS T O1'S

toothpastes, razors and blades. Excluding currency effects.

2 2021 like-for-like sales growth.

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap,
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Active Cosmetics

HAS DOUBLED

ITS SIZE
IN 4 YEARS!

LEADERSHIP
IN DERMATOLOGICAL
BEAUTY
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Active Cosmetics

" THE MEDICAL
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Active Cosmetics

MARKET

+12%
+32% +Hh%

VS, 2019
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 GLOBAL MARKET SHARE
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'NORTH AMERICA |

#] cRowTH
CONTRIBUTOR

— +15%

"-}* ‘”“t VS. 2019
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LOREAL

12021 like-for-like sales growth.



{ CHINA'S
REMAINS DYNAMIC

H1 2021 H2 2021

H&% B +49%

VS, H1 2019 VS, H2 2019

" LOREAL




' EUROPE
THE GROUP'S STRONGHOLD

~20%

MARKE T SEHGERIE

‘OREAL
T L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. I—O



SOUTH ASIA - PACIFIC -
MIDDLE EAST - NORTH AFRICA /
SUB-SAHARAN AFRICA

E-COMMERCE
ACCELERATION



LATIN AMERICA
GREAT YEAR

+21%

LOREAL



SKINCARE
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12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects. I—O
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' FRAGRANCES |
STRONG ACCELERATION +35%1

VS, 2020
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 MAKE UP |

INCREASED L EADERsHP 1.6 X

THE MARKET

| A NCOM]

INFAILLIBLE
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FOUMNDATION
IN A POWDER
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12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturer’s net p

es, excluding soap, toothpastes, razors and blades. Excluding currency effects.
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“HAIR PRODUCTS

A BREAKTHROUGH YEAR
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E-COMMERCE
GROWTH'

+26%
29%

OF OUR SALES

Yaleoiine's ";_l-_l Gils
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ike sales growth for sales achieved on our brands’ own websites + estimated sales achieved I_IORE’AL
‘corresponding to sales through our retailers’ websites (non-audited data).




STRONG

INVESTMENT
IN CONSUMER
ENGAGEMENT
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SKIN DIAGNOSIS
/M

| USERS )

LOREAL



LOREAL

A REMARKABLE YEAR
IN TERMS OF

& P&L




ALL THE STARS WERE ALIGNED

2020 2021

GROSS MARGIN
(% OF SALES)

P&L

20.1%

Poss

- e —

2020 2021

SELLING GENERAL
& ADMINISTRATIVE EXPENSES
(% OF SALES)

- 328
30.99 '

F
2020 2021

A&P
(% OF SALES)

LOREAL



ALL THE STARS WERE ALIGNED
P&L

18.6%

r

2020 2021

OPERATING MARGIN
(% OF SALES)

LOREAL



ALL THE STARS WERE ALIGNED
EARNINGS PER SHARE

IN EUROS

LOREAL

' Diluted earnings per share, based on net profit, excluding non-recurring items, after non-controlling interests.



ALL THE STARS WERE ALIGNED
. DIVIDEND PER SHARE
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'GROWTH

OF THE

BEAUTY
MARKET




'MARKET SHARE POTENTIAL

-14.2%

EUROPE

~14% “ZO% = | NORTH ASIA
| | ~12%

SAPMENA / SSA*

~11%

LATIN AMERICA

~11%

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.

0 =
* SAPMENA / SSA: South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa I—OREAL



 MARKET SHARE OPPORTUNITIES |
IN MANY REGIONS
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NORTH ASIA USA EMERGING MARKETS

LOREAL
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'NORTH ASIA |

MARKET SHARK \F .

~12%




US

BEAUTY MARKET

MARKET SHARE

-14%

LOREAL



EMERGING
- MARKETS

MARKET SHARE
- ‘
| ’\/1 "‘

e



"COSTS

OF GOODS
INFLATION

HEADWIND IN HI



" _
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PRICING / PROMOTIONS / FORMAT MIX
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' PRODUCTIVITY
OPPORTUNITIES
IN OUR A&Ps
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A DIGITAL FIRST |
COMPANY
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'TRANSFORMATIONS |
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A NEW ERA
OF R&l

S BEAUTY TECH
. COMPANY

VERNOS

Deputy CEOC
in charge of R&| and Tech




AT-POWERED
FORMULATION
TOOLS

LOREAL




STRATEGIC DATA
PARTNERSHIPS
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“ACCELERATION
TOWARDS

GREEN SCIENCES |
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LOREAL
FOR THE FUTURE
— "ROADMAP |

e _‘ﬂ:“:&:_ﬁ—:n._. = ‘

S===__——  CARBON NEUTRALITY
‘_, - B BY 2025 |

-

L’OREAL USA’S SITES

ACHIEVED CARBON NEUTRALITY
IN SEPTEMBER 2021
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SOCIAL & ENVIRONNEMENTAL PERFORMANCE |

'ETHIC & GENDER EQUALITY

Bloomberg \"
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BEAUTY

BEAUTY GIVES US COMFIDEMCE AT L'OREAL, AT L'OREAL,
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Disclaimer

“ This document does not constitute an offer to sell, or an offer to buy L'Oréal sh.
obtain more comprehensive information about L'Oréal, please refer to the publi
in France with the Autorité des Marchés Financiers (which are also avail
site: www.loreal-finance.com). This document may contain some forwa
the Company considers that these statements are based on reasona
publication of this release, they are by nature subject to risks and unce
actual results to differ materially from those indicated or projected in these st
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