L'OREAL

ANNUAL
GENERAL
ETING

Nicolas HIERONIMUS

Chief Executive Officer

21 April 2022

=
1

ey

—maLgs L IR
B
.I

e



B SOLIDARITY WITH
~ THE PEOPLE OF UKRAINE

TOP PRIORITY:
PROTECTING OUR EMPLOYEES
& THEIR LOVED ONES

350 EMPLOYEES AND THEIR FAMILIES
HAVE LEFT THE COUNTRY

€5M DONATED TO CHARITIES
ALONG WITH 600,000 PERSONAL CARE ESSENTIALS




R POSITION

4
.i
T
« 8

‘_.

o




OUR POSITION

*

- ]
|
-

W

i

al i

I
RS

e .

- JF

¥ J:'-'l'

{G CONDEMNATION OF THE INVASION OF UKRAINE

1PORARY CLOSURE OF OUR POINTS OF SALE

& OUR BRANDS’ E-COMMERCE SITES

SUSPENSION OF INDUSTRIAL & MEDIA INVESTMENTS
IN RUSSIAN AND BELARUSIAN TELEVISION NETWORKS

APPLICATION OF EUROPEAN & AMERICAN SANCTIONS
PAUSE IN SALE OF MOST OF OUR BRANDS




RECORD-BREAKING
PERFORMANCE [N 202]

CONFIDENCE & AMBITION
FOR 2022 AND BEYOND
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~+8%

1 L'Oréal beauty market estimates based on manufacturer's net prices, excluding soap, toothpastes, razors and blades.
Excluding currency effects.
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THE BEAUTY MARKET
- HAS TRANSFORMED
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2021
AN EXCEPTIONAL YEAR

LOREAL




2021

AN EXCEPTIONAL YEAR

N 4
1_-_ ; ‘.__ _"
N __#:i""-:‘-_-; -
r -

HISTORIC



HISTORIC
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2OWTH

"IN 33 YEARS

2X

THE MARKET

1 2021 like-for-like sales growth.



DIVISIONS
CATEGORIES



RESPON

SHARING OUR SUCC
WITH OUR EMPLOYEES

INVESTING IN OUR
SOCIAL & ENVIRONMENTAL
COMMITMENTS




~ BEST
"GROWTH

SINCE 1988

16l 2X

THE MARKET

+113% 12 Pts

VS. 2019 L’OREAL VS. MARKET
2021 VS. 2019

1 2021 Like-for-like sales growth. L'Oréal beauty market estimates based on manufacturers’ net prices, excluding soap, toothpastes, razors and blades.
Excluding currency effects.



PERFORMANCE
A GRAND SLAM

ALL o
DIVISIONS | ZONES | CATEGORIE!

‘B
[

r_'
R

i

=aag itn

- -
-



L'OREAL

L U X E

|

DIVISION

-

1 Based on 2021 sales..



1 2021 sales.



LANCOME

PARIS

LANCOME

" LANCOME "

TEINT , ¥ %

' IDOLE /= - . : _ ADVANCED
ULTRA R GENIFIQUE
WIEAR = G-y

ALL OVER LANCOME bl ¥

WORLDWIDE

1 L'Oréal beauty market estimates based on manufacturers’ net prices, excluding soap, toothpastes, razors and blades.
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A LEADER IN PREMIUM SKINCARE

LANCOME

'iE'_ rA
i PRECIQUS OIL
i HUILE | .
J NUTRITION LUMIERE _ HELENA RUBINSTEIN
| HELENA RUBINSTEIN
R=PLASTY

ABSOLU E | NOURISHING LUMINOUS '.
~_ | alL | s REPLASTY

L ¥ / PRODIGY
e C=LLGLOW

CREME FONDANTE
SOFT CREAM /£ ll
AUX GRANDS EXTRAITS DE Bt . |
WITH GRAND ROSE & ! { /




A REMARKABLE YEAR FOR
OUR COUTURE BRANDS

ColOERCH 0 AHALAN




SUCCESSFUL FIRST STEPS

VALENTINO



POSITION AS GLOBAL LEADER STRENGTHENED

RALPH LAUREN
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L'OREAL

L U X E

STRENGTHENED
LEADERSHIP

IN CHINA & EUROPE



L'OREAL

CONSUMER PRODUCTS DIVISION

#]

BY VOLUME




ACCELERATION
" QUARTER AFTER QUARTER

ELVIVE e B
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L HYALURON
S PLUMP
L &3 £100%

cCD

76

[Hyaluronic Care System]

MOISTURE PLUMP
SERUM

Replumps & reshapes hair |
10x more hydration = ———

no buildup - IR —— =

LEAVE-IN

DEHYDRATED HAIR

N ———




ADAPTING THE OF
FE
TO LOCAL ASP\RAT\ONE
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 MARKET SHARE GAINS
IN EMERGING MARKETS
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IMPORTANT SUCCESSES
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MAYBELLINE

NEW YORK




12021 sales.

IMPORTANT SUCCESSE
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MAYBELLINE

NEW YORK



12021 sales.
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REAL

PARIS

IMPORTANT SUCCESSES

L E
=y -
T

- _;|}-'.-'_ 'y

130303305 ¢00e

N

1 Ly r N B - -
j.h—" . N '
/ ! -

g j

L&) AW

FAAS E LA TAE

. W
TIhIr
SE——

MAYBELLINE
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12021 sales.
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MAJOR PERFORMANCE IN MAKEUP

PROFESSIONAL MAKEUP

STYLENANDA



L'OREAL

Professional Products

F TOTAL
. BUSINESS MODE|
TRANSFORMATION




TRAINING & ONLINE ORDER

LOREAL

I , I 2 I : I PARTNER SHOP ] SE CONMNECTER | SINSCRIRE :
A ACHETER PAR MARQUE ACHETER PAR CATEGORIE NOUVEAUTES NOS OFFRES NOS SERVICES

COLOR GELS LACQUERS

PARTNER SHOP ' . ) LEPOUVOIR DE LA COLORATION LIQUIDE

' COULEUR
| -

ULTRA

JE DECOUVRE »

REDKEN

5TH AVENUE NYC

que Vert Chroma Neutralisant Shampoing racines grasses pointes seches Ashita Supreme Sérum

Amino Mint Ashit

Pour consulter nos prix, vous devez Pour consulter nos prix, vous devez Pour consulter nos prix, vous devez
VOUS connecter ou vous inscrire. vous connecter ou vous inscrire. VOous connecter ou vous inscrire.

SE CONNECTER | S'INSCRIRE SE CONNECTER | S'INSCRIRE SE CONNECTER | S'INSCRIRE




 STRONG E-COMMERCE GROWTH
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KERASTASE

PARIS

THE LUXURY

—S5SIONAL

ASTASE

PARIS
KERASTAS
| PARIS |
é MANIFESTO
E MAMUKA + CERAMIDE
BAIN HYDRATATION DOUCEUR xidme jour raviveur de boucle
— MIEL DE MANUKA + CERAMIDE Bouclés, trés bouclés et crenis
—_ Shampooing doux creme hydratant dd 2
S : : ay curl refreshing spray
Cheveux bouclés, trés bouclés et crépus )
ly, very curly and coily hair

Gentle hydrating creamy shampoo
Curly, very curly and coily hair

KERASTASE

FARIS |
S viresto B RECHERCHE AVANCEE
MASQUE BEURRE HAUTE NUTRITION | RECHERCHE AVANCEE 130/l 5.4.1l.0z.
MIEL DE MANUKA + CERAMIDE . 250 mil 8.5 fl.oz

6.8 flox

200 mil




MAJOR TECHNOLOGICAL INNOVATIONS

Feal

=
e

N REDKEN

PARIS
5TH AVENUE NYC

Metal
Detox

PROFESSIONNEL

PARIS

acidic bonding
concentrate il

rét R e |
shampoo pia i e« g2
intense conditioning, fortifying, BN 5 (B & A0 o i o A - 4 h
T optimized for colored hair . [ - W, = T
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-t CITRIC ACID+ T

| | SALON
-+1+ Metal Defox , Ofp  EXPERT
TEE | y -: P GLCOAMNE + IONENE After color, b geo bonding CONCENTRATION
e ¢ '::_ , HASOUE PROFESSIONNEL / PRO e s
. i oni-04p8t - Aprés cokoration, SERIE EXPERT complex

e ey - i-deoest protecter - After color, balc :
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Es P A e p———— SEHEExpERT )
3 1.m. s * T?"‘.!'" " | -. 101fl0z 300 mi
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HAIR COLOUR

SALON SUPERIOR
REOPENINGS —ORMULAS
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L'OREAL

Active Cosmetics

' DOUBLED

IN SIZE
N 4 YEARS

#1

IN DERMATOLOGICAL
BEAUTY




L'OREAL

Active Cosmetics

MEDICAL
ENDORSEMENT
SIRAITEGY




LA ROC I-IDOSAY

LABORATOIRE DERMATOLOCIQUE

#l DERMOCOSMETICS
BRAND'

LABORATOIRE DERMATOLOCIQUE

EFFACLAR
SERUM
ULTRA
CONCENTRE




Cera¥z
_|_75% VS. 2020

IN
DERMOCOSMETICS®

DERMATOLOGIST
RECOMMENDED
MOISTURIZER BRAND

era

D WITH DERMATOLOGIST

Moisturizing
~feam

12021 Like-for-li

2 L'Oréal beaut | blades.



PERFORMANCE BY
GEOGRAPHIC ZONE

LOREAL
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GLOBAL MARKET SHARE

2021

~14.2%

1 L'Oréal beauty market estimates based on manufacturers' net prices, excluding soap, toothpastes, razors and blades.
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12021 like-for-like sales growth.

NORTH ASIA
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EUROPE
THE GROUP’S BASTION

20.1%

...... MA !A_

-

GERMANY

. : _."_-l i § i ) | | | 1, - , h Il _-"._ " e i
DTS —— . e L& Tl S W Fnoctow roukoAres

sl j.,“’ ;Li

e al s
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+70 BASIS POINTS

IN STRATEGIC COUNTRIES ,

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



LATIN AMERICA

AN EXCEPTIONAL
YEAR

1 2021 like-for-like sales growth.




SAPMENA &
' SUB-SAHARAN AFRICA
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#] GROWTH CONTRIBUTOR

Cera

CEEVELCPED WITH DIERBLATT

Moisturising Cream

For Diry la Very Diry Skin

nil:mn.
Baume Hydrata nt
F\‘-;-_.'I:'SQ hes & Tr

i Y ehramiches saseri

1 2021 sales, like-for-like. L’Oréal beauty market estimates based on manufacturers’ net prices,

excluding soap, toothpastes, razors and blades. Excluding currency effects.

LA ROCHE-POSAY

LABORATOIRE DERMATOLOGIOU

EFFACLAR
SERUM
ULTRACONCENTR

ANTI-IMPERFECTIONS
ANTI-MARQUES
PEELING QUOTIDIEN

ANTI-IMPERFECTION AND M;

DAILY PEELING

AVEC DE L'EAU THERM
DE LA ROCHE-POSAY

5

SKINCAR

~OR THE GROUP

SINCE 1E3Y

KIEHL'S

DERMATOLOGIST
SOLUTIONS -

LOREAL

Retinol Skin-Renewi PARIS

Daily Micro-Dose Ser! MlDNlGHT

with a Precise, Datly-Strength Concenieist
of Pure Retinol, Peptide and Ceranidii

dimically Tested 1o Steadily Pro
. s Surfses Tamover and Visibly 1y
Fresess, Reduce Wrinkles amd Refine |
ikl l~5|.-||r|!|.'ir'|fI Dizcomfoning Ef
Isciuding Redness, Dryness and Peet

1.0 fl. oz. - 30 ml

ENSIVE comtamaéz ,
ONCENTRE INTENSIE

‘.

GARNICR

NG | SKINACTIE

1 VITAMING
F BRIGHTENING
SERUM CREAK

! ... ne
EJ - J’{J

CTTRUS
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FRAGRANCES :
STRONG ACCELERATION +35%1

VS, 2020

e

ol

r——————

l REPLICA

REPRODUCTION OF FAMILIAR
| SCENTS AND MOMENTS OF VARYING
i‘ LOCATIONS AND PERIODS

Originally:

MRG0 ARMAN

ﬁ"’Ei. i

Provenance and Period. |

Fragrance Descriptlion:
::l. W R . . T -

Style Description:
Maison Margiela

PARIS I""

B S —

1 2021 Like-for-like sales growth.



MAKEUP
ENHANCED LEADERSHIP
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=~ FROFESSIORMN
MAKEUP

&

CASA mPA
#+-2 MIONEY

PHL

LANCOME

INFAILLIBLE
2AHEESINE

FOUNDATION
IN A POWDER

FULL COVERAGE. FRESH MATTE FIMNISH.
; NATFRERCIC

12021 like-for-like sales growth. L’Oréal beauty market estimates based on manufacturers’ net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.




REDKEN

ETH AVENUE NYC

acidic bonding
concentrate

shampoo
intense conditioning, fortifying,
optimized for colored hair

regimen for: demanding,
processed hair

CITRIC ACID+

SALON
U/ EXPERT
r 0
bondieg CONCENTRATION
care

complex

101floz 300 mi

CURL MANIFESTO

MASGUE BEURRE HAUTE NUTRITIGN
MIEL DE MAMUKA « CERAMIDE

~ KERASTASE

PARIS

I - 1 !
e
S——

j CURL MANIFESTO

BAIN HYDRATATION DOUCEUR
MIEL DE MANMUKA + CERAMIDE
) Shampooing doux créme hydratant
Cheveux bouclés, trés bouclés et crépus
Gentle hydrating creamy shampoo
Curly, very curly and coily hair

RECHERCHE AVANCEE
250 mi - B.5 .oz

6.8 o

HAIRCARE
AN INNOVATIVE & PREMIUMISED OFFERING

HIDR A

| [HFALURONICO]

O/
HIDRATACAO
NOTURNA

"[Acido Hialurénico)

“ HIDRATACAO E MACIEZ
SEM PESAR

. LEVE E SOLTO
| CABELOS DESID

§
4
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|
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Instantly Detangles For Smooth
Sleak Hair. Mo Weigh Down.

AR

L
Tk E.
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NG recraapies

[T HO SILICONE FORA
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e

FINE HAIR

1AIR FOOD
___SHAMPOO .
ﬁggs.- PLUMPS - updv?@u -.
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RICK & MORTAR STORES

=,




L'EAU DE PARFUM

for-like sales gro &h.
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' Like-for-like sales growth. 2021 sales on our own websites + estimated sales by our brands on distributor e-commerce websites (non-audited data).
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STRONG CONSUMER
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& PROMOTION INVESTMENTS

STEADILY CONTROLLED SELLING,
INCREASING PROFITS GENERAL & ADMINISTRATIVE
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ESG PERFORMANCE

'ETHICS & GENDER EQUALITY

L'Oréal

Bloomberg

Gender-Equality
Index

#1 Fronce for
gender equality
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BEAUTY GIVES US CONFIDENCE AT L'OREAL, AT L'OREAL,
WE BELIEVE NATURE IS THE FUTURE OF BEAUTY. WE BELIEVE IN SOCIAL INNOVATIONS
IN WHO WE ARE AND WHO WE WANT To BE. 59% of the ingredients used in our products are from plant-origin. FOR OUR EMPLOYEES'

We were among the first companies in 2018 to sign the United Nations LGBTI

Standards of Conduct for Business to combat all forms of discrimination. By 2030, 95% will be renewable, derived from abundant mineral sources

. We ensure that all our emplovyees around the world haove access
or from circular processes. POy t

to the best social protection, healthcare coverage and well-being at work.

LOREAL LOREAL LOREAL
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OUR CULTURE
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A DYNAMIC

- FIRST QUARTER

+13.5%

Q1 2022
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! Like-for-like Q1 sales growth.
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RETINOL + NIACINAMIDE

OPERATIONAL AGILITY ATTRACTIVE LAUNCHES
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NOURISHING
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with rare flower oils
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. | NOURISHING
FOREAL SHAMPOO

with rare flower oils
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BEAUTY

MARKE |
ROWTH

! L’Oréal beauty market estimates based on manufacturers' net prices, excluding soap,
toothpastes, razors and blades. Excluding currency effects.
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LATIN AMERICA

~11%

1 L’Oréal beauty market estimates based on manufacturers' net prices, excluding soap, toothpastes, razors and blades. Excluding currency effects.
* SAPMENA / SSA: South Asia - Pacific - Middle East - North Africa / Sub-Saharan Africa.
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UNITED STATES EMERGING MARKETS

NORTH ASIA
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NORTH ASIA

MARKET SHARE
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MARKET SHARE

-14%

1 L’Oréal beauty market estimates based manu ding soap, toothpastes, razors and blades. Excluding currency effects.
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MARKET SHARE
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5, excluding soap, toothpastes, razors and blades. Excluding currency effects.
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ACQUISITIONS
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INVENTING THE FUTURE OF BEAUTY
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L'OREAL
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OF OUR TEAMS
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| '{OREAL

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 ité és Financiers
(which are also available in English on our internet site: www.loreal-finance.com). Thi
looking statements. Although the Company considers that these statements ar
publication of this release, they are by nature subject to risks and uncertai
materially from those indicated or projected in these statements.”
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