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[’ Oreéal Consumer Products at a Glance

2022 2022 2022
REVENUE OPERATING PROFIT OPERATING MARGIN

€14Bn t2.7Bn 19.8%

37% of Group

2022 EMPLOYEES BILLIONAIRE
UNITS BRANDS

5B 20k 3

=70% of Group
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The Mass Beauty B@ket 1s Accelerating

2010 2011 2012 2013 2016 2019 2020 2022 PROJECTED
2023

L.’Oréal internal estimates UOREAL

excluding soap, tooth paste and razors. 2021 provisional estimates . Nel manufacturir sell-in). Growth at constant exchange rate CONSUMER PRODUCTS DIVISION




Social Media Fuels Consumer Savviness
and Spreads Beauly Expertise at Mass

BEAUTY
QUERIES

19.2Bn
(+9%)

CUTE GRASSAE
LUNGHEZZE SECCHE?!

BEAUTY VIEWS
ACROSS
PLATFORMS

L9905

Sources: * Google ** Traackr Tik Tok + Instagram + Facebook + X (Twitter) + YouTube
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L
Consumer Savviness Inspires New Beauty Habits at Mass

7/ / l' ( V g\
LA W
HAIRCARE A\ | MAKEUP “PLUS” uv
TREATMENT GESTURES PROTECTION

GROWTH RATES* PENETRATION RATES PENETRATION RATES

SERUMS

PENETRATION RATES

SETTING SPRAY 2.5x vs. 2019

#= +58% vs. 2019 9 ~
£ 90/, V8 JU1 TREATMENTS 2.5X VS. SHAMPOO

Y
(+4M NEW SERUM BUYERS VS. 2019) -

& raciaLuv2x vs. 2016

& 3xvs. 2020

- HIGHLIGHTERS 34x vs. 2016

%B: TREATMENTS 2X VS. SHAMPOO %: uvprrobucT +23% vs. 2016

Sources: Country A&Us Beauty Track for Europe 5 *One Market CPD MAT P8 2023 LOREAL
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High-Potential Consumer Groups Offer
New Opportunities for Growth at Mass
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~Transformation
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The CPD S.Ojansformation

s? CREATION
"A}nﬂ‘"ﬁ-‘
,"‘ - ran Product
& i g;g\?erl_\ii)emen’r

«

DEVELOPED CHINESE EMERGING
WORLD WORLD

Activation Consumer Sales & Retail
Strategy Activation Activation

ACTIVATION
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Rolled Out FastiAcross the World

-"

-

e

R it
|'ELVIVE |

"HYALURON

|
ke
b
|

|

I PLUMP x1 ‘ ' :
J Bioow | iofg

| RECTCED" PASTI BOTTLE 2 ! . ‘

§ = IN ‘ J : '

i u“’ A- ‘ . 4 ~ ‘WA JANUARY 2021
o T I 6 i 10
| N y oy

- >3 %ESL\:I:!%ELS @ mispANic AMrciA_BER *:(2
X w)C Sy
(3 : e 3RIGHT ‘€;v JULY 2021 Vighpmsd y
> COMPEETE ‘é/
| | 72HMOISTURE FILLING
SHAMPOO

[Hyaluronic Acid]

0 Vil ® i

Replumps hair
with long-lasting hydration

DEHYDRATED HAIR
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Step Change of our Partnerships with Retailers

LOREAL
4
.- A
.- A
REAL vanvracturer FMOG Manufacturer Rankings
14 ' based on Retailer feedback
Advantage_
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Our Division is Thriving

Sources: like-for-like sales growth LOREAL
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I’Oreal Groupe Business Skewed
Towards The Most Affluent Consumers

REVENUE GROUPS

Sources: Equity Research from Kepler Cheuvreux, September 2023

'UPPER-MID| UPPER

SIGNIFICANTLY OVER-INDEXED

““ VS TOTAL USERS

DIRECTIONALLY OVER-INDEXED
VS TOTAL USERS







LOREAL

CONSUMER PRODUCTS DIVISION




Our 4 Powerful Global Brands

v
PROFESSIONAL MAKEUP

LOREAL
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World’s #1
Beauty Brand

I_’ OPBR'E’S A I_

CUTTING-EDGE SCIENCE,
FEMININE & FEMINIST,
PARISIAN LUXURY

LOREAL
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World’s #1
Makeup Brand

MAYBELLINE

NEW YORK

WORK HARD, PLAY HARD.,
MAKE CHANGE

LOREAL
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PROFESSIONAL MAKEUP




Our Regional GI’O—Wth Driver Brands
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USA’s Nail Salon Expert

SINCE 1847

THAYERS

NATURAL REMEDIES

A Tpil"‘f" Brand
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Our Growth and Market Share Opportunities
Are All Over The World

North America

<20%"

North Asia

=~5%"

Emerging

~15%"

Sources: *CPD Omnichannel Hi'2023 LOREAL
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We Have a Once-in-a-lifetime Opportunity In Emerging Markets*

Create an account and enjoy Free Shipping on orders $60+ Details

12:10 R 85!

< Nikak

LOREAL " i
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SHOP ALL + DIGITAL BROCHURE BECOMEAR

=
=
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PARIS ] l * H
Tyl ' New! Digital Brochure
GLC 5 SKIN ' :
S ED Y S Shoppable, browsable, virtual try-ons
PEELING PROCEDURES |

and more!

IS
-
p A NS

i OMBRE!
--4PAKE SHADE!

. . Maybelline Superstay\Vinyl Ink | 9 v

DARK SPOT REDUCTION hd HIALURONIC ACID RANGE - HYDRATED & BOUI

Best L'Oréal Paris Products Online ! NG :
Vinyl'Ink tutorial.glossy ombre lip! 18
157 products warna’shinyfanpa transfer ... more

E-Commerce Explosion Door-to-door Rise & Sophistication

Boom of Social Media Recruitment Reservoir of Upper Middle Class

*Southeast Asia, India, Middle East, Latin America, And Sub-saharan Africa LOREAL
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We are Well-Positioned to Capture
The Rising Upper-Middle-Class in Emerging Markets

India Beauty Consumption Brazil Beauty Consumption

SOCIO-ECONOMIC COREA - SOCIO-ECONOMIC 'ORE
sCLAssES s S RRKET LOREAL CLASSES BE NS B

~ MIDDLE/UPPER |  76% .~ 85% - MIDDLE / UPPER 72% - 19%

LOWER 2% - ' LOWER - 28% 2%

Mexico Beauty Consumption

‘SOCIO-ECONOMIC 7575 ST
CLASSES MARKET - LOREAL

MIDDLE / UPPER 74% 82%

LOWER 26% 18%

Source: Kantar Worldpanel FY’22 LOREAL
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Our Disruptive Innovations are

Newer, Ditterent, Better

PARIS UOPBRE’&AL

i MAYBELLINE W=

BRIGHT REVEAL

NIACINAMIDE

Dark Spot Serum




Opening New Opportunities with the +1 Strategy

SO,

V VNN \ -
SEFENDER ERNICR
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:
SERUM BOOSTER

PA++++
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IEDINAVEANAY

eV LI NEINEDA LIRS

24% UV GUARD COMPLEX
WITH [HYALURON'C + PEPTIDES
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Valorizing with Premium Launches

2 PERMANENT
X HAIR COLOR
AVERAGE PRICE OF 1/ ?Wf

THE CATEGORY* >

276>

100% GREY COVERAGE’

NO AMMONIA

*Average price per unit for Good and per ml for Bond Repair compared to the existing lines

L2

PARIS

ELVIVE
1 A

SULFATE FREE

BOND REPAIR

SHAMPOO

REINFORCES INNER
BROKEN HAIR BONDS .+

BOND REPAIR
5°/ COMPLEX
WITH CITRICACID

WORKS ON ALL TYPES
OF DAMAGED HAIR

ELVIVE

BOND REPAIR

RESCUE PRE-SHAMPOO

RECREATES INNER
BROKEN HAIR BONDS

12%

WORKS ON ALL TYPES
OF DAMAGED HAIR

BOND REPAIR
COMPLEX
WITH CITRICACID

LOREAL

PARIS

EWVIVE
-

I

BONI

CONDITI

REBUILDS
BROKEN |

10%

WORKS ON ALL TYPES
OF DAMAGED HAIR

X3

AVERAGE PRICE OF
THE CATEGORY*

T
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Pioneering Bea_uty Tech at Mass
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Democratizing
Makeup Education

B THE FIRST-EVER

VIRTI/ANSNVANEYIR

CREATED FOR
MICROSOFT TEAMS

Premiumizing
the Hair Color Experience

——————— W ‘w'




Democratizing Sustainable Beauty

Educating with
Eco Impact Labels

ENVIRONMENTAL IMPACT SCORE

Carbon Footprint

qco:.
6.7 g™ per usage dose
13 g per 1Omi

Water Footprint

5.2 per usage dose

2.6 per 10ml

LOREAL
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o &€ .
Democratizing Sustainable Beauty

Educating with

Reducing Packaging §4
Eco Impact Labels I

ENVIRONMENTAL IMPACT SCORE

ECONOMICAL REFILL
RECHARGE ECONOMIOUE

v
HECYCLABLE -60% FL‘;TCC f L’OREAL

PARIS

ELVIVE

DREAM

Carbon Footprint LENGTHS
(co. i ' HYDRA
117 5 i s ..o HYALURONIC
13 g per 10mi ) e 72H MOISTURE FILLING
Water Footprint
, % =20
of USIQe JOsSe O
PLASTIC

[T — ) LOREAL
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o &€ .
Democratizing Sustainable Beauty

Educating with Reducing Packaging ¥ Scaling
Eco Impact Labels ' Social Causes

ENVIRONMENTAL IMPACT SCORE

ECONOMICAL REFILL ol
RECHARGE ECONOMIOUE () ’
EEEEEEEEEE -60% FLA.S'NC I OREAI

PARIS

ELVIVE

MA B ELLINE
Carbon Footprint Lgﬁgéns N NEW YORK P4

‘ HYDRA | | | .
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OB o 72H MOIS‘I’URE FILLING < : |
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PLASTIC

13 g per 10mi
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We Strongly Beheve n the Unhmlted Potential of Beauty
DEMOCRATIZATION & PREMIUMIZATION
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OOOOOOOOOOOOOOOOOOOOOOOO





