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- BEAUTY, AN INDUSTRY

LIKE NO OTHER



BEAUTY

IS AN ESSENTIAL
HUMAN NEED




BEAUTY

IS A UNIVERSAL

QUEST

Since the origin of humanity,
the quest for beauty is innate
and inherent for all cultures

EARLY COSMETICS
APPEARED
350,000 YEARS
AGO

BEAUTY PRACTICES
THROUGHOUT
ALL CULTURES

& TIME

BEAUTY IS A LANGUAGE
DEPENDENT
ON CULTURAL
& SOCIAL SYSTEMS
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BEAUTY

IS A SOCIAL
NEED

A sense of belonging
to a community

BEAUTY IS USED TO
EXPRESS CULTURAL
AFFILIATION
& THE ERA WE LIVE IN

MASTERING
THE LANGUAGE
OF BEAUTY IS
AN ASSET IN SOCIETY

BEAUTY CODES
ARE OFTEN BROKEN
TO CREATE
SUBCULTURES



&

BEAUTY

PLAYS
AN IMPORTANT

NOINS

In self-affirmation & identity

BEAUTY UNLOCKS BEAUTY INDUCES BEAUTY ENHANCES
INDIVIDUAL EXPRESSION CONFIDENCE WELLBEING
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BEAUTY

REFLECTS
SOCIETAL

— CHANGES

BEAUTY DRIVES A MORE BEAUTY SUPPORTS BEAUTY CHALLENGES
INCLUSIVE SOCIETY GENDER EQUALITY NORMS & STEREOTYPES



+6%
+8%

+6%
+5% +5% +5% +5% +5% +5% +5% +5%
+49% +4% +4% +4% +49% +4% +4% +4% +4% +4%
+3%

+1%

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 20m 2012 2013 2014 2015 2016 2017 2018 2019 2022

-8%

1 L'Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rates.
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L'OREAL
WORLD LEADER
INBEAUTY

€38.3Bn -€6.1Bn

2022 SALES 2022 NET PROFIT*

~"(Bn >150

UNITS SOLD COUNTRIES

87,400 -€205Bn

EMPLOYEES MARKET CAPITALIZATION*



FOREALE

Dermatological Beauty



\
GLOBAL FOOTPRINT

AS A % OF TOTAL SALES, IN BILLION EUROS

EUROPE |—

NORTH AMERICA |— —1{ NORTH ASIA

707% —{ SAPMENA-SSA*
- €2.9Bn

LATIN AMERICA |— O MY s

EMERGING MARKETS**

* South Asia Pacific, Middle-East, North Africa - Sub-Saharan Africa.  ** Emerging Markets combine the Latin America and the SAPMENA-SSA Zones.



OUR BUSINESS MODEL
6 PILLARS & KEYS TO OUR SUCCESS

RESEARCH BRANDS DIGITAL OUR OUR CULTURE
& INNOVATION MANUFACTURING VIRTUOUS & VALUES
CAPABILITIES CIRCLE
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WESAINTAURENT

MOST-COVETED

LUXURY
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12022 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).



MAYBELLINE
NEW YORK

Cerdy






, TOP-LINE GROWTH _

OUR VIRTUOUS
CIRCLE

\
v

STRONG A&P I_’O R E L HIGH GROSS
INVESTMENTS A MARGIN

A

STEADY IMPROVEMENT  _ rael
IN PROFIT < CONTROLLED SG&A
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CULTURE
& VALUES



G CULTURE &



LOREAL

GROUPE

STRONG PURPOSE

CREATE THE BEAUTY
THAT MOVES THE WORLD



















+10.1% +8.3% +10.2% +21.9%
X5 -x1.4 -x1.3 -X2.4

VS. MARKET** VS. MARKET** VS. MARKET* VS. MARKET**

"2022 like-for-like sales growth.  ** L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rates..



+20.5%*

. +11.6% +12%
+11% +10.4%

+8%

+6.6%

]

EUROPE NORTH AMERICA - EMERGING MARKETS*
-2%

NORTH ASIA

Market*** L'Oréal ****

* Emerging Markets combine the Latin America and the SAPMENA-SSA Zones.
** 2022 vs 2021: composed of SAPMENA-SSA: +22.0% and Latin America: +18.6%. *** L'Oréal beauty market estimates based on manufacturer's net prices, excluding soap, toothpastes, razors and blades. At constant exchange rates. *x 2022 like-for-like sales growth.



+10.1% +9.2% +12.0% +22.8% +4.6%
~-X3.4 -x1.3 -X2.4 -X1.5 -x1.3

VS. MARKET** VS. MARKET** VS. MARKET** VS. MARKET** VS. MARKET**

"2022 like-for-like sales growth.  ** L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rates..



L’'OREAL LUXE EUROPE NORTH AMERICA VALUE: PRICE
CONSUMER
36% PRODUCTS 32% 25% 33%
29% VOLUME
349

DEMATOLOGICAL . VALUE: MIX
BEAUTY EMERGING MARKETS NORTH ASIA

24 EEES 24k 19 33x
(1)
%

12022 like-for-like sales growth.
* Emerging Markets combine the Latin America and the SAPMENA-SSA Zones.



OPERATING MARGIN
+40 Bps

2022 VS. 2021

»

19.5%

&
<

19.1%

18.6% 18.6%
18.3%
18.0%

17.3%  17.4% 17.6%

16.9%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022






Loyalty bonus +10%~ ULV

Dividend increase for shareholders
who have continuously held shares in registered +25%

3. 0

3.85 3.85 400
3.55

3.10 3.30

2.70
. 46.
2.30 2.50 6.8

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

* Proposed at the shareholders’ meeting to be held on 21 April 2023.
** 2022 dividend paid in 2023: pay-out of the 10% loyalty bonus (preferential dividend of +10%) for shares held in registered form since 2020.



2019 TO 2022
FROM STRENGTH TO STRENGTH









SOLIDARITY
SOURCING PROGRAMS

21,000

PEOPLE COMING FROM
STRUGGLING COMMUNITIES



€22M €30M

TO RESTORE TO SUPPORT OVER 1.2 MILLION
DEGRADED ECOSYSTEMS VULNERABLE WOMEN









CONFIDENT FOR 2023

MACROECONOMIC CONTEXT CHINA REOPENING THE BEAUTY MARKET
SLIGHTLY BETTER IS RESILIENT



—1 L’'OREAL HAS A PROVEN
"OVERPERFORMANCE" TRACK RECORD

+2Pts +5Pts:

GROWTH ABOVE THE MARKET ABOVE THE MARKET

20% < > < >
LOREAL"
BEAUTY MARKET"
0%
-10%
2017 2019 2020 2022
BEFORE THE PANDEMIC DURING THE PANDEMIC

1 On average p.a.
2 Like-for-like sales growth.
3 L'Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.



EUROPE

NORTH AMERICA ~190/ NORTH ASIA
(V

~149% ~13%

LATIN AMERICA SAPMENA-SSA*
——————————————— EMERGING MARKETS** -

"'10% ~11% "'11%

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

* South Asia Pacific, Middle-East, North Africa - Sub-Saharan Africa.  ** Emerging Markets combine the Latin America and the SAPMENA-SSA Zones.



2023: DAWN OF A NEW ERA

MULTIPOLARITY Al & TECH SUSTAINABILITY DIVERSITY PURPOSE-DRIVEN



LOREAL
UNIQUELY

HON]

IONED

TO WIN IN THIS
NEW ERA












] MuLTIPOLARITY

GEOGRAPHIC FOOTPRINT



] MuLTIPOLARITY

GEOGRAPHIC FOOTPRINT SUPPLY CHAIN
38 FACTORIES



] MuLTIPOLARITY

GEOGRAPHIC FOOTPRINT SUPPLY CHAIN DIVISIONAL MODEL
38 FACTORIES



] MuLTIPOLARITY

GEOGRAPHIC FOOTPRINT SUPPLY CHAIN DIVISIONAL MODEL
38 FACTORIES

R&I MODEL
20 RESEARCH CENTERS



] MuLTIPOLARITY

GEOGRAPHIC FOOTPRINT SUPPLY CHAIN DIVISIONAL MODEL
38 FACTORIES

R&I MODEL DISTRIBUTION STRATEGY
20 RESEARCH CENTERS






?) AI&TECH



) AI&TECH

OUR OWN
LARGE-SCALE

CONSUMER DATA
& DATA FROM
PARTNERSHIPS










BROW MAGIC



?) AI&TECH

BEAUTY

IN THE METAVERSE



3 SUSTAINABILITY

LONG-STANDING TRACK RECORD
OF COMMITMENTS AND ACTIONS

SUSTAINABILITY



3 SUSTAINABILITY

TRANSFORMING
WITH GREEN SCIENCES

61% BIO-BASED INGREDIENTS*

* Or derived from abundant minerals ingredients.



3 SUSTAINABILITY

REDUCING
CONSUMER FOOTPRINT

L’OREAL WATER SAVER ECO-SCORE



BEAUTY FOR EACH




4 DIVERSITY



4 DIVERSITY



4 DIVERSITY












CONCLUSION

BEAUTY IS A TIMELESS VALUE,
ALWAYS VALORIZING

L'OREAL IS THE WORLD LEADER IN BEAUTY
AND STRONGER IN TIMES OF CRISIS

CONSTANT IMPROVEMENT IN PROFIT

FITFORTHE FUTURE



ANK
YOU




LOREAL

Q&A




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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