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RESULTS
2023

HALF-YEAR
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2 CONFIDENCE
FOR THE SECOND HALF1 FIRST HALF

VERY STRONG
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CROSSING THE
€20Bn THRESHOLD

H1 2019 H1 2020 H1 2021 H1 2022 H1 2023

20.6
18.4

15.2
13.1

14.8

+8.2%
‘19-23 CAGR
LIKE-FOR-LIKE

+13.3%
LIKE-FOR-LIKE

1

1  H1 like-for-like sales growth
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UNIT VALUE
+4.9% +8.5%

GROWTH
+13.3%

PREMIUMIZATION
& VOLUME GROWTH

1

1  H1 like-for-like sales growth
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VERY DYNAMIC 
BEAUTY MARKET

H1 2023

1  L'Oréal worldwide beauty market estimate, excluding razors, 
soaps and oral care, H1-2023 provisional estimate, at constant 
exchange rates

≃+10%
1
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DYNAMIC CHANNELS

BRICK & MORTAR E-COMMERCE

L’ORÉAL
+13.8%

MARKET
≃+9%

L’ORÉAL
+12.1%

MARKET
≃+11%

27%
OF TOTAL 

SALES

12 3 3

1

1  H12023 Like-for-like sales growth for sales achieved on our brands' own website + estimated sales achieved by our brands corresponding to sales through our retailers websites (non-audited data);
2 H1 like-for-like sales growth ; 3 L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care, H1-2023 provisional estimate, at constant exchange rates  
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C1 - Internal use

ALL DIVISIONS
ARE GROWING

+29% +7.6%+15% +7.6%
1

1  H1 like-for-like sales growth

1 1 1
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GROWTH ON RECORD
BEST HALF-YEARLY

+15%
LIKE-FOR-LIKE

≃+9%
MARKET

1

2

1  H1 like-for-like sales growth
2  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care,   

H1-2023 provisional estimate, at constant exchange rates 
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ALL MAJOR BRANDS
GROWING IN DOUBLE DIGITS

+18% +22%+14% +19%
1 1 1 1

1  H1 like-for-like sales growth 9



CONSUMER PRODUCTS
GROWTH ACROSS ALL MARKETS

EUROPE MEXICO BRAZILINDIA
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DEMOCRATIZE & PREMIUMIZE

11
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AN ACCELERATING
DERMATOLOGICAL 
BEAUTY MARKET

OUTPERFORMING

+29%
LIKE-FOR-LIKE

≃+13%
MARKET

1

2

1  H1 like-for-like sales growth
2  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care,   

H1-2023 provisional estimate, at constant exchange rates 
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EXTREMELY
DYNAMIC

+36% +38%
LIKE-FOR-LIKE LIKE-FOR-LIKE

1 1

1  H1 like-for-like sales growth
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PROMISING 
START
      

OFF TO A VERY
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QUARTER AFTER QUARTER
ACCELERATING

1  H1 like-for-like sales growth

+4.6%
+5.5%

+6.5%

+8.6%

Q3 2022 Q4 2022 Q1 2023 Q2 2023

1

1

1

1

15
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CONTINUED OUTPERFORMANCE
OF THE FRAGRANCE MARKET

1  H1 like-for-like sales growth

1+22%
LIKE-FOR-LIKE
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GROWING 
AT VERY HIGH SPEED
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OF THE PROFESSIONAL MARKET
CLEAR OUTPERFORMANCE

+7.6%
LIKE-FOR-LIKE

≃+6%
MARKET

1

2

1  H1 like-for-like sales growth
2  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care,   

H1-2023 provisional estimate, at constant exchange rates 
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SUCCESSUL
INNOVATIONS
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GROWING IN
ALL CHANNELS

SALONS SALONCENTRIC E-COMMERCE SELECTIVE
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C1 - Internal use

ALL CATEGORIES
GROWING IN DOUBLE DIGITS

FRAGRANCES HAIR MAKE-UPSKINCARE

+15% +13%+22% +11%
1

1  H1 like-for-like sales growth

1 1 1
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C1 - Internal use

BROAD-BASED

PERFORMANCE
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C1 - Internal use

TOP 5  
GROWTH CONTRIBUTORS

USA GERMANY–AUSTRIA
SWITZERLAND MEXICOCHINA FRANCE
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C1 - Internal use

EMERGING MARKETS
CONTINUE IN FULL SPEED

X1.5
MARKET

+23.6%
LIKE-FOR-LIKE

2

3

15%
OF SALES

25%
OF GROWTH 

CONTRIBUTION

1

2  H1 like-for-like sales growth
3  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care, H1-2023 provisional estimate,    

at constant exchange rates 

1  Emerging Markets combine the Latin America and the SAPMENA-SSA Regions
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C1 - Internal use

SPECTACULAR GROWTH IN
EUROPE

≃+13%
MARKET

+18.2%
LIKE-FOR-LIKE

1

1  H1 like-for-like sales growth
2  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care,   

H1-2023 provisional estimate, at constant exchange rates 

2
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C1 - Internal use

STRONG GROWTH IN
NORTH AMERICA

≃+11%
MARKET

+13%
LIKE-FOR-LIKE

1

1  H1 like-for-like sales growth

2  L'Oréal worldwide beauty market estimate, excluding razors, soaps and oral care,   
H1-2023 provisional estimate, at constant exchange rates 

2
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27
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C1 - Internal use

NORTH ASIA

+3.9%
H1 2023 

+1.9%
Q1 2023

VERY ENCOURAGING 
ACCELERATION IN

+5.9%
Q2 2023

1

2 3

1  H1 like-for-like sales growth
2 Q1 like-for-like sales growth
3 Q2 like-for-like sales growth
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C1 - Internal use

CHINESE
CONSUMPTION ECOSYSTEM
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IN MAINLAND CHINA

CONSUMPTION
IS RECOVERING

MARKET Q1
-2%

1  L'Oréal worldwide beauty market estimate, excluding razors, soaps
and oral care, H1-2023 provisional estimate, at constant exchange rates

1

MARKET Q2
+6.5%

1
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OUTPERFORM

CONTINUES
L’ORÉAL
TO STRONGLY

+16.2%
Q2 2023

LIKE-FOR-LIKE

1  Q2 like-for-like sales growth

1
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6
BRANDS
IN THE TOP

20

1 2

A VERY SUCCESSFUL
6.18

32
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C1 - Internal use

NEW
HAINAN

PARADIGM
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C1 - Internal use

HAINAN:
LESS THAN 3%

OF GROUP SALES
CHINESE ECOSYSTEM:

APPROX 23%
OF GROUP SALES
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OUTPERFORMING

THE CHINESE
ECOSYSTEM

THE MARKET IN

+10%
H1 L’ORÉAL
SELL-OUT

+2.6%
H1 MARKET
SELL-OUT
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C1 - Internal use

H1 
2023

32.5%
31.5%

H1 
2022

A&P

+100Bps

VIRTUOUS P&L

H1 
2023

74.3%
73.1%

H1 
2022

18.1%

H1 
2023

20.7%
20.4%

H1 
2022

GROSS MARGIN OPERATING MARGIN

+120Bps

+30Bps

H1 
2023

18.3%

H1 
2022

SG&A

-20Bps

All numbers expressed as a % of sales
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POWER OF
VALORIZATION

X2

X3
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PERFORMANCES
EXTRA-FINANCIAL

85/100
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FOR THE
CONFIDENCE

2ND HALF
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C1 - Internal use

ADVERSE CURRENCY 
EFFECT

PRICE
EFFECT

THE NEW HAINAN 
PARADIGM

HEADWINDS
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C1 - Internal use

5 REASONS 
WHY WE ARE CONFIDENT

CONSUMER 
DEMAND

DIGITAL
LEADERSHIP ENGAGED TEAMSINNOVATIONS R&I

& BEAUTY TECH

1 2 3 4 5
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1
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CONSUMER INTEREST
INCREASING IN BEAUTY

+14% #1
CATEGORY

1
43
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C1 - Internal use

STRONG LAUNCH PLAN

2
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C1 - Internal use

DIGITAL
LEADERSHIP

REINFORCED

3
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#1 BEAUTY SHARE
OF INFLUENCE

26.4%
SHARE OF INFLUENCE:

+5pts
VS. LAST YEAR

3

1   MOVERST

ON TIKTOK IN CHINA
& THE WESTERN WORLD
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3

47



THE METAVERSE & GEN AI
WE EXPLORE

3
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RESEARCH
& INNOVATION

> €1Bn 

3%
OF TOTAL SALES

INVESTED PER YEAR

4
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BUILDING A UNIQUE BIOTECH
& GREEN ECOSYSTEM

4
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4
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BEAUTY TECH

4
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5

TEAMSENGAGED
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C1 - Internal use

CONCLUSION

 VERY DYNAMIC MARKET

 BALANCED FOOTPRINT

 OUTPERFORMANCE

 VIRTUOUS P&L
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C1 - Internal use

Q A&

“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.”

Disclaimer
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