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IS AN ESSENTIAL
BEAUTY

HUMAN NEED



IS A
BEAUTY

SOCIAL NEED



REFLECTS
BEAUTY
SOCIETAL
CHANGES



1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.
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>€270Bn

€114Bn

BEAUTY MARKET
1



A RECORD
2023

CONFIDENCE
FOR 2024

FIT FOR
THE FUTURE

2 3 41
THE WORLD LEADER

IN BEAUTY



THE WORLD

IN BEAUTY
LEADER





€41.2Bn
2023 SALES

~€230Bn
MARKET CAPITALIZATION2

~7Bn
UNITS SOLD

~€6.1Bn
2023 NET PROFIT 1

>150 
COUNTRIES

>90,000 
EMPLOYEES

1 Net Profit excluding non recurring items after non controlling interests.       2 As of 21 February 2024.

WORLD LEADER
IN BEAUTY



115 YEARS DEDICATED
TO BEAUTY



BEAUTY IS A
UNIQUE EXPERTISE



115 YEARS
OF RESEARCH 

115 YEARS
OF CONSUMER 
KNOWLEDGE 

115 YEARS
OF CREATIVITY 

A UNIQUE
ADVENTURE



ALL BEAUTY



IN THE INDUSTRY
BEST BRAND PORTFOLIO



€7Bn

BEAUTY BRAND
IN THE WORLD

#1

IN SALES



#1
MAKE-UP BRAND
IN THE WORLD



FEMALE
LUXURY BEAUTY

#1 IN CHINA

#2 IN THE WORLD



HOTTEST COUTURE BRANDS
THE LYST INDEX – Q4 2023

#1 #2 #6 #10
1

1 Consolidated from 2025.



#1 PROFESSIONAL

IN THE WORLD
HAIRCARE BRAND #1 PROFESSIONAL

IN THE US
HAIRCARE BRAND



BRANDS
MOST-PRESCRIBED

BY DERMATOLOGISTS

International Dermatologists Barometer, conducted by a 3rd party in H1 2023, covering 34 markets, 
representing more than 80% of the worldwide GDP. Vichy #2 ex aequo, CeraVe #4 ex aequo.



ACQUISITIONS SUPPORT ORGANIC TOP-LINE GROWTH 

1 The Body Shop was sold in 2017.      2 Sales were restated to reflect the disposal of 50% of Galderma on 11 February 2014.     3 License renewal.     4 Acquisition of the thermalcentre La Société des Thermes de La Roche-Posay.
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ACQUISITION



BILLIONAIRE BRAND CLUB



4
COMPLEMENTARY

DIVISIONS

HIGHLY



DEMOCRATIZE
& PREMIUMIZE

CONSUMERS

1 2023 sales.

1

~1.1Bn

€15.2Bn1

IN SALES



CONQUERING
NEW MARKETS

1Bn
POTENTIAL CONSUMERS
IN EMERGING BY 2030



TO THE MASS RETAIL
BRING MAGIC

EXPERIENCE



1 2023 sales.

#1 LUXURY
BEAUTY PLAYER

OPERATING PROFIT

22.3%

€14.9Bn1

IN SALES



WORLDWIDE
#1 IN FRAGRANCES



WORLDWIDE
#2 IN SKINCARE



BRICK & MORTAR
ELEVATED

EXPERIENCE
ONLINE LUXURY

EXPERIENCE



€4.6Bn

400,000
SALONS

IN SALES

BRINGING THE BEST OF
PROFESSIONAL BEAUTY

TO ALL

INTERACTING WITH

1 2023 sales.

1

& 3M
INDEPENDENT STYLISTS



OMNI-CHANNEL
TRANSFORMATION



ANSWERING
CONSUMERS’ QUEST

FOR HEALTH

€6.4Bn
IN SALES

x2
IN 3 YEARS

+100M
CONSUMERS

IN 3 YEARS

SALES

1 2023 sales.

1

1



LEADERSHIP
MEDICAL

~290,000
DOCTORS



BOOSTED
BY SOCIAL

MEDICAL





SKINCARE

40%

OTHER

4%

MAKE-UP

20%

HAIR

23%

FRAGRANCES

13%

ALL CATEGORIES



GLOBAL FOOTPRINT
AS A % OF TOTAL SALES, IN BILLION EUROS

€11.1Bn
27% €13.0Bn

32%

€10.7Bn
26%

€6.4Bn
15%

€2.9Bn
7%

€3.4Bn
8%

NORTH AMERICA

EUROPE

NORTH ASIA

EMERGING MARKETS2

SAPMENA-SSA1

LATIN AMERICA

1 South Asia - Pacific - Middle East - North Africa/Sub-Saharan Africa.
2 Emerging Markets combine the Latin America and the SAPMENA-SSA Regions.



BY DESIGN
MULTIPOLAR 



AGILITY
AT THE CORE





A RECORD
2023



BEST GROWTH

OUTSIDE OF POST-COVID REBOUND IN 2021

IN 20 YEARS

2023

+11%
LIKE-FOR-LIKE



THAN AN EXTREMELY

1 2023 like-for-like sales growth.
2 L’Oréal beauty market estimates based on manufacturer’s 

net prices, excluding soap, toothpastes, razors and blades.
At constant exchange rate.

GREW 1.4x  FASTER

+8%
BEAUTY MARKET

2

DYNAMIC MARKET
1



+11%
GROWTH

1

UNITS
+4.1%

VALUE
+6.9%

1 2023 like-for-like sales growth.

PREMIUMIZATION 
& VOLUME GROWTH



+10.4%
SKINCARE

+10.0%
MAKE-UP

+12.0%
HAIR

+16.9%
FRAGRANCES

ALL CATEGORIES
ARE GROWING

1 2023 like-for-like sales growth.

1 1 1 1



1 2023 sales.

ALL DIVISIONS
ARE GROWING

+12.6% +4.5%1 1

+28.4% +7.6%1 1



1 2023 like-for-like sales growth.

BEST
GROWTH

IN OVER 30 YEARS

+12.6%1



13
CONSECUTIVE YEAR

OF OUTPERFORMING
THE MARKET

TH



6 CONSECUTIVE YEAR
TH

OF DOUBLE-DIGIT GROWTH

1 2023 like-for-like sales growth.

1

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

6.4
5.1

3.9
32.72.32.11.91.81.71.6



THE MARKET
X2

1 Based on 2023 sales.

1

+7.6%
PPD

~4%
MARKET



1  Emerging Markets combine the Latin America and SAPMENA-SSA regions.
2  Composed of Latin America: +24.4% and SAPMENA-SSA: +23.2%.         
3 Composed of Latin America: +15.1% and SAPMENA-SSA: +11.5%. 

BY REGION
+11% GROUP

GROWTH

EUROPE NORTH 
AMERICA

NORTH 
ASIA

EMERGING 
MARKETS1

EUROPE NORTH 
AMERICA

NORTH 
ASIA

EMERGING 
MARKETS1

LIKE-FOR-LIKE GROWTH 
2023 vs 2022

CAGR 2019-2023
ON A LIKE-FOR-LIKE BASIS

+16.0%

+11.8%

-0.9%

+23.7%

+6.6%
+8.7%

+7.3%

+13.0%

2

3



1ST

DOUBLE-DIGIT

IN OVER 20 YEARS
GROWTH

+16%

1 2023 like-for-like sales growth.

1

EUROPE



1 2023 sales.

NORTH AMERICA

USA

MARK

REACHED

€10Bn
FOR THE FIRST TIME

1



MARKET SHARE
+80 Bps
IN THE CHINESE
ECOSYSTEM

NORTH ASIA



OUTPERFORMING
THE MARKET

+5.4%
SELL-IN

+7.7%
SELL-OUT

1 2023 like-for-like sales growth.

1

MAINLAND CHINA



15%
CONTRIBUTION TO SALES 

CONTRIBUTION TO GROWTH 
30%1

1

EMERGING MARKETS

1 Based on 2023 sales and LFL growth.



19.8%

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

17.0%

15.0%
15.9% 16.4% 16.5%

15.5%
14.7%

15.7%
16.2% 16.4%

17.3% 17.8% 18.1% 18.0% 18.3% 18.6%
19.1% 19.5%

18.6%

A RECORD
OPERATING MARGIN

1 Based on 2023 sales.

1



20232022 2022 2023

INCREASED
GROSS MARGIN

CONTROLLED
SG&A

20232022

INCREASED
BRAND INVESTMENT

20232022

STRONG OPERATING
PROFIT MARGINS

2023
VIRTUOUS P&L

73.9%
72.4%

18.5%18.4%

32.4%
31.5%19.8%19.5%

+150 Bps

+10 Bps

+90 Bps
+30 Bps



2013 2014 20232015 2016 2017 2018 2019 2020 2021 2022

IN EUROS

Loyalty bonus +10%2

Dividend increase for shareholders
who have continuously held shares
in registered form for at least two full calendar years

1 Proposed at the shareholders’ meeting to be held on 23 April 2024.
2 2023 dividend paid in 2024: pay-out of the 10% loyalty bonus (preferential dividend of +10%) for shares held in registered form since 2021.

2.50 2.70
3.10 3.30

3.55
3.85 3.85 4.00

4.80

6.00 +10%

6.601

DIVIDEND



By 2025,
L’Oréal will reach

100% renewable energies 
for its sites. 1

By 2030, 100%
of the water required by 

our factories’ utilities will be 
derived from water reused

or recycled in a loop.

By 2030, 100%
of our biobased ingredients

will be traceable and will come 
from sustainable sources,

none will be linked
to deforestation.

By 2030, 95%
of our ingredients in formula 

will be biobased, derived 
from abundant minerals

or from circular processes.

By 2030, 100%
of our plastic packaging

will be either from recycled
or biobased sources

(we will reach 50% in 2025).

91% 14% 93%

CLIMATE WATER BIODIVERSITY RESOURCES

2022 result: 89% 2022 result: 13% 2022 result: 92% 2022 result: 61% 2022 result: 26%

65% 32%

JOURNEY
L’ORÉAL FOR THE FUTURE

1 This concerns the operated sites of the Group, excluding security installations. The operated sites include all production sites (factories, distribution centers) as well as administrative sites and research centers. Only sites with more than 50 people are included.
2 14% of the Group’s factories, ie. 5 factories, were “Waterloop”: 100% of the water required by the utilities (cleaning equipment, steam production, etc.) is derived from water that is reused or recycled in a loop on the site.

2



8 YEARS IN A ROW 
AAA BY CDP 



CONFIDENCE
FOR

2024



~5%1

+4% +4%
+5%

+4% +4% +4% +4%
+5%

+6%
+5%

+8%

-8%

+5%
+4%

+5%
+4% +4% +4%

+5% +5%

+3%

+5%

+1%

2020

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2021 202220092000 2001 2002 2003 2004 2005 2006 2007 20081999 2024

+6%

+8%

2023

WILL CONTINUE TO GROW
BEAUTY MARKET

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.



DOPAMINE
EFFECT
OF BEAUTY



CATEGORY ONLINE 
BEAUTY IS THE #1

442Bn

BEAUTY VIDEO VIEWS 
ACROSS PLATFORMS

Sources: 1 Tracker Tik Tok + Instagram + Facebook
+ X (Twitter) + YouTube

x21

VS 2022



BEAUTY IS
AN OFFER DRIVEN
MARKET



BEAUTY MARKET DRIVER

THIRST FOR QUALITY
CONSTANT

PREMIUMIZATION
&





SAPMENA-SSA1LATIN AMERICA

≃12%≃11%

IN EMERGING MARKETS

1  South Asia - Pacific - Middle East - North Africa/Sub-Saharan Africa.

STRONG MARKET SHARE
OPPORTUNITIES 



NEW CONSUMERS
IN EMERGING 

MARKETS

+250M
POTENTIAL CONSUMERS BY 2030 

INDIA & INDONESIA 



OUR WELL-ESTABLISHED
LOCAL FOOTPRINT



OF CERAVE
IN INDIA

LAUNCH
2023



INDIA#15

CONTRIBUTORS IN 2023
TOP GROWTH 



REMAINS
A POWERFUL

CHINA

GROWTH ENGINE



6%
MARKET GROWTH = 1/2 ITALY

EVERY YEAR



100M
L’ORÉAL

CONSUMERS

400M
POTENTIAL

CONSUMERS

A LOT OF OPPORTUNITIES
TO RECRUIT
NEW CONSUMERS

Tier 1

Tier 2

Tier 3/4/5

>25%

>15%

<10%

MARKET SHARE
BY CITY TIER



OF CHINESE CONSUMERS
SOPHISTICATION



IN THE LOCAL MARKET
BUILDING BRAND LOVE 



NEW BRAND
OPPORTUNITIES



CHINESE BEAUTY
INVESTING IN RISING

START-UPS

1 Minority investment.

1



CONFIDENCE
IN NORTH AMERICA & EUROPE

NORTH AMERICA

+10%
MARKET

+11.8%

EUROPE

+13%
MARKET

+16.0%

GROWTH IN 2023

1 2 1 2

1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.       2 2023 like-for-like sales growth.



ARE TRULY BOOMING
BOOMERS

21%
OF THE POPULATION

IN NORTH AMERICA

18%
OF THE POPULATION

IN EUROPE



UNPARALLELED
EXPERTISE ON AGING 

& LONGEVITY



NORTH AMERICA

HIGHEST PERCENTAGE 
OF AFFLUENT CONSUMERS



IN EUROPE

DERMATOLOGICAL 
PRODUCTS

SKIN
MARKET

TOTAL
1/3

IS BOOMING
MEDICALIZATION



≃12%
SAPMENA-SSA

≃11%
LATIN AMERICA

1

≃14%
NORTH AMERICA

≃13%
NORTH ASIA

Source: L’Oréal BMS.

1 South Asia - Pacific - Middle East - North Africa/Sub-Saharan Africa.

≃20%
EUROPE

ARE ALL OVER THE WORLD
OUR MARKET SHARE OPPORTUNITIES



FIT FOR
THE FUTURE



3 REASONS
WHY WE ARE CONFIDENT

DIGITAL
LEADERSHIP

BEAUTY TECH 
LEADERSHIPINNOVATION #2 #3#1



INNOVATION
AT THE CORE OF

ADVENTURE
THE

#1



CREATIVITY

BEAUTY A MIX OF

SCIENCE &

#1 INNOVATION



2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

748
680

761 794 841 877
914

985 1029
1139

964

1289

INVESTMENT IN R&I
CONSISTENT

IN MILLION EUROS

#1 INNOVATION



LEVERAGING
AI & DATA
TO BOOST
INNOVATION

#1 INNOVATION



INNOVATIONS
GROUND-BREAKING

#1 INNOVATION



DIGITAL LEADERSHIP
OUR

#2



DIRECT ACCESS
TO YOUNG CONSUMERS

#2 DIGITAL



JOURNEY
OUR DIGITAL TRANSFORMATION

SOCIAL & INFLUENCESOCIAL & INFLUENCEPAID, ADVOCATED & E-BEAUTY AWARDS, NOMINATIONS
& INDUSTRY LEADERSHIP

METAVERSE &
WEB3 OPEN INNOVATION

AMERICA’S
HOTTEST BRANDS 2023

#1
SILVER

IN
BEAUTY

#2 DIGITAL



USING AI
TO IMPROVE A&P

#2 DIGITAL



THE BOUNDARIES
OF CREATIVITY

PUSH

#2 DIGITAL





BEAUTY TECH
LEADING

COMPANY

#3



FUTURE OF BEAUTY

MORE 
PERSONALIZED 

MORE
INCLUSIVE

MORE
SUSTAINABLE

AUGMENTED BY TECH

#3 BEAUTY TECH



IN LAS VEGAS
2024

KEYNOTE
SPEECH

#3 BEAUTY TECH



PROVIDING
CONSUMERS

WITH ACCURATE
& PERSONALIZED

RECOMMENDATIONS

#3 BEAUTY TECH



BEAUTY DEVICES 
& TOOLS

LAUNCHING
CUTTING-EDGE

#3 BEAUTY TECH



#3 BEAUTY TECH



Water Saver
x

#3 BEAUTY TECH



OUR EXTERNAL
PARTNERSHIPS

#3 BEAUTY TECH



#3 BEAUTY TECH



MICROBIOME
INNOVATION

#3 BEAUTY TECH



BIOTECH
INGREDIENTS

#3 BEAUTY TECH



EXPLORING LONGEVITY

#3 BEAUTY TECH



INVENTING
THE FUTURE

OF BEAUTY



A UNIQUE COMPANY
A PURE
BEAUTY
COMPANY

A LUXURY
COMPANY

A MEDICAL
COMPANY

AN FMCG
COMPANY

A BEAUTY
TECH
COMPANY



YOU
THANK



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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