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AN INNOVATION
'DRIVEN COMPANY

4,000

RESEARCHERS

€1Bn

INVESTMENT

-3%

OF ANNUAL SALES




12021 like-for-like sales growth for sales achieved on our brands’ own websites + estimated sales achieved by our brands corresponding
to sales through our retailers’ websites (non-audited data).

+26%
29%

OF OUR SALES
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THE STRENGTH OF THE LORFAL P&L MODEL
OUR ACCRETIVE GROWTH MODEL




'A LONG TRACK-RECORD OF OVERPERFORMANCE
+16.1%



/012022 STRONG PERFORMANCE|



Q12022 CONSOLIDATED SALES|

Like-for-like change +135%



'OPERATING PROFIT |

AS A % OF SALES” 1917
«1/0



'VERY DYNAMIC DIVIDEND POLICY |

IN EUROS
€4.80"




TO 3 SHORT TERM
'WORRIES

CONSUMPTION SLOWDOWN?

CHINA?

INFLATION?
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BEAUTY
S ALWAYS
GROWING

LOREAL



AN EVER GROWING MARKET'|

2010 - 2021
+8.0%
b7% +5.6%
48%
420 +43% +46% 350 43, 6% +39%  +4.0% i
l l l l 2020
2010 201 2012 2013 2014 2015 2016 2017 2018 2019 2021
-8.2%

P =
1 L’Oréal worldwide beauty market estimates , excluding razors , soaps and oral care , 2021 provisional estimates , at constant exchange rates I—OREAI—



WORRY #1

BEAUTY

YEAR TO DATE

~+/%

1 L’Oréal worldwide beauty market estimates, excluding razors, soaps I_IORE'AL
and oral care, YTD May provisional estimates, at constant exchange rates



WORRY #1

BY CATEGORY

WORLDWIDE BEAUTY MARKET JAN-MAY 22

~+49% ~+21% ~+10% ~+/%

SKINCARE FRAGRANCES MAKE UP HAIR

‘'OREAL
1 L’Oréal worldwide beauty market est imates , exclud ing razors , soaps and oral care , YTD May provisional est imates , at constant exchange rates I—



WORRY #I

LIPSTICK INDEX |

SELL-OUT LIPSTICK
END OF APRIL MARKET GROWTH

US MASS +26%
US SELECTIVE 479,
EUROPE 5 MASS +36%
EUROPE 5 SELECTIVE +77%
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TIME HAS COME
TFOR ROARING 20s




WORRY #I

CONSUMERS INTENDING TO SPEND
MORE OVER NEXT 6 MONTHS ON PERSONAL CARE

PERSONAL CARE (HAIRCARE, SKINCARE) MAKE UP & FRAGRANCE

SELECTED % of people expecting to spend SELECTED % of people expecting to spend
COUNTRIES more in next 6 months than today' COUNTRIES more in next 6 months than today'

35 -
34

a 16
15

D 14 -
10 ®

() 6

1 Calculated by subtracting the % of respondents who said they would purchase these categories less in the next six months from the % of respondents who said they would purchase these categories more I_IORE'AL
in the next six months. Source: Survey conducted in April 15-22, 2022 in USA, UK, Germany, France, Brazil, China, India, Indonesia, Japan, Sweden and New-Zealand ; WW Total unweighetd BCG analysis






WORRY #2



WORRY #2
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WORRY #3

_
Q1 GROWTH COMES FROM... |

2/3

'FROM VALORIZATION

\
1/3

FROM VOLUME

EXAMPLE:

STRONG VALORIZATION
IN HAIRCARE,

WITH PRICES ON AVG 8%
HIGHER PER ML IN Q1,
AS CONSUMERS ARE
LOOKING FOR MORE
PREMIUM HAIRCARE

LOREAL



INNOVATIONS
ARE ACCRETIVE

LOREAL



WORRY #3

'STRONG INNOVATION PLAN

LOREAL



NO

' SLOWDOWN
NOR
TRADE DOWN

N SPITE

W INFLATION W
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FOR LONG-TERM
SUCCESS

LOREAL
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LABORATOIRE DERMATOLOCIQUE

@ | THE ST(%RFENGTH
'OUR BRANDS
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»

MAYBELLINE
NEW YORK

ARMANI

HELENA RUBINSTEIN

LOREAL

PARIS

VALENTINO
PRADA
BIOTHERM
S Maison Margiela
PARIS
MUGLER
AZZARO
(ttelier Colegne RALPH LAUREN
cacharel

DIESEL

KERASTASE

REDKEN

VIKTOR@&ROLF



REASON #2

BILLIONAIRE BRANDS



REASON #2

A FEW CANDIDATES
TO JOIN THAT PRESTIGIOUS CLUB



REASON #2

A FEW LUXURY GEMS



'BALANCE IS THE BEST VACCINE IN A VUCA WORLD

REGIONS DIVISIONS CATEGORIES

Breakdown of sales by Zone Breakdown by Division Breakdown by Category



REASON #3

LANCOME

_
LOREAL

L UXE

‘A LEADING LUXURY GROUP|

WESSAINTAURENT ARMANI

111111111



’'OREAL
A MAJOR FMCG PLAYER
LOREAL MAYBELLINE NY> S©ARNICR

PROFESSIONAL MAKEUP



_
LOREAL

'LEADING DERMATOLOGICAL BEAUTY |

REASON #3

CeraE @SKINCEUTICALS LA ROCHE POSAY

nnnnnnnnnnnnnnnnnnnnnnnnnn LABORATOIRE DERMATOLOGIQUE




e
LOREAL
Professional Products

'LEADING IN PROFESSIONAL BEAUTY

REASON #3

LOREAL KERASTASE REDKEN SALON CENTRIC. /
AT e | PLATFORM DEVELOPMENT

OFESSIONNEL




REASON #4

BEAUTY SUSTAINABILITY



REASON #4



REASON #4

AI-POWERED
FORMULATION
TOOLS




' STRATEGIC DATA

PARTNERSHIPS

LOREAL



REASON #4

" ACCELERATION
TOWARDS

‘GREEN SCIENCES

LOREAL



REASON #4

LOREAL
“OR THE FUTURE

ROADMAP|

CARBON NEUTRALITY
BY 2025

L’OREAL USA'’S SITES
ACHIEVED CARBON NEUTRALITY
IN SEPTEMBER 2021



REASON #4 .

'AAA FOR THE 6™ CONSECUTIVE YEAR |

LOREAL






REASON #5



LOREAL
CONCLUSION

L’OREAL: A PROVEN TRACK-RECORD

WINNING IN THE SHORT-TERM DIFFICULTIES

LONG TERM CONFIDENCE



LOREAL

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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