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LOREAL

WORLD LEADER

€43.5Bn

2024 SALES

~7Bn

UNITS SOLD

20,000

EMPLEOYEES

=i AN
€6.4Bn

2024 NET PROFIT!

>150

COUNTRIES

~€180Bn

MARKET CAPITALIZATION?

! Net Profit excluding nonrecurring items after non controlling interests. 2 As of 31 May 2025.



WWD RANKING

LOREAL

Unilever
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COMPANIES P&G
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CHANEL Beiersdorf

JHI/TIDO

Naturaaco

COoTY

Bath & BodvWorks

€ Kxenvue

MARY KAY

< PUIG

Kao

! WWD Beauty Ranking by sales 2023.
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WE DO ALL VALUE-ADDED CATEGORIES

/
MAKE-UP
19%
SKINCARE
39%
FRAGRANCES
14%
OTHER HAIR
4% 24%




PARIS

LOREAL LANCOME GARNICR m%@%@ WESAINTAAURENT
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BILLIONAIRE
BRAND CLUB

PROFESSIONNEL

PARIS
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LOREAL

Consumer Products

DEMOCRATIZE
& PREMIUMIZE

€16Bn

e
2
L IN SALES
Y = Neaizad
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' Based on 2024 numbers.
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A\




el [

OF
CONSUMER
RECRUITMENT

>1.1Bn

CONSUMERS
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LOREAL

#1 LUXURY
SEAUTY PLAYE

€15.6Bn

IN SALES

/

OPERATING MARGIN

22.3%
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! Based on 2024 numbers.



COUTURE ISEEe.  LIFESTYLE
EUXURY /4 =y 1 LUXUR?V

ALL FACET!
UXURY BEAU

LUXURY




LOREAL

LU X E

FRAGRANCE
LEADERSHIP

+1 4%

FOURTH CONSECUTIVE YEAR
OF DOUBLE-DIGIT GROWTH




LOREAL

L. U X E

#1 LUXURY

= PLAY
IN THE US
Sl Eiepa
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L'OREAL /
PROFESSIONAL PRODUCTS

BRINGING THE BEST
OF PROFESSIONAL
BEAUTY TO ALL

/

€4.9Bn 22.2%

IN SALES OPERATING MARGIN
INTERACTING WITH
SALONS INDEPENDENT

STYLISTS

! Based on 2024 numbers.



LOREAL

PROFESSIONAL PRODUCTS

REDKEN

5§TH AVENUE NYC

#1

HAIRCARE BRAND

IN THE US
ACROSS ALL CHANNELS



MOST-PRESCRIBED BRANDS
BY DERMATOLOGISTS

LOREAL

Dermatological Beauty

Cera

ANSWERING B Aj
CONSUMERS’ QUEST

Gentle
LA RocHEFOSAY fiydrating
Bl HARR & SCALP = Conditioner

Bl DERMATOLOGICAL C mecaB3
BBl EUMINATES VISIBLE FLAKES SERUM
Egll HYORATES & DETANGLES NCENTRE NTEE
E ANTI-TACHES. .ﬂ\x‘[»QEilO\yE

FOR HEALTH - B : - ,
=~ Bl ME - 2
Bl ecLicuLes ity & effectively con S .
gl & DEMANGEAISONS P i;zf‘:sw;n:qmwk

Bl APRES-SHAMPOOING TRATAY
Ell CHEVEUX & CUR

BB ¢UNINE LES PELLCULES
Bl HYDRATE & DEMELE LES CHEVER
1 — Sensitive sca lp —
1 Cuir chevelu sensible
n ® (o i

IN SALES

—~
Leaves hair feeling heaithy & <o

FREE FROM SULFATES, MIT,
PARABENS & FRAGRANCE

OPERATING MARGIN I e

! Based on 2024 numbers.
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Dermatological Beauty

LA ROCHE-POSAY
LABORATOIRE DERMATOLOGIQUE

2 B R A N D S / Gm'ﬁ's"?ézm
IN THE TOP 5
GLOBAL SKINCARE
RANKING
ALL CHANNELS
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CeraV¥& A US SUCCESS STORY




BALANCED
GLOBAL
FOOTPRINT

1% of total 2024 sales, sales in billion euros.




' PERFORMANCE
2 0&24

OUTLOOK
2025



ANOTHER YEAR OF
OUTPERFORMANCE

~+4.5%

MARKET LOREAL

! L'Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.
22024 like-for-like sales growth.



PREMIUMIZATION & VOLUME GROWTH

+3.6%

VALUE

+1.4%

LIKE-FOR-LIKE GROWTH

UNITS

! The slight difference between the sum of « units » and « value » and total LFL is due to rounding.



GROWTH
BY

' FRAGRANCES MAKE-UP

2024 +14% +5%

! On a like-for-like basis.

A

SKINCARE

+3%




LOREAL L’OJ-:QEAL

MARKET MARKET
GROWTH b2 o

2024 : :
O LOREAL LOREAL
PROFESSIONAL PRODUCTS Dermqtologicol Beouty
MARKET MARKET

+3.5% +8%

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



PERFORMANCE BY REGION

EUROPE

+8.2%

 d NORTH ASIA

- 3.2% | -2%

ﬂ - L'OREAL MARKET

2024 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 rate.



A TAL

LOREAL

+5.1%

LIKE-FOR-LIKE

LOREAL

LIKE-FOR-LIKE

12024 like-for-like sales growth.




REDUCEDEXPOSURETO///
THE CHINESE ECOSYSTEM

2022

23%

OF SALES 2024

17%

@ SALES



EMERGI§G MARKETS

6%

CONTRIBUTION TO GROWTH

- >16%

OF SALES

! Based on 2024 sales.
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UNWAVERIN(} PROFIT DELIVERY

+30 Bps'reported

+50 Bps: comparable
73.9%
-20 Bps!
+10 Bps: +20 Bps!
+40 Bps' +40 Bps:
19.8%
18.5%
2023 2024 2023 2024 2023 2024 ploplc 2024
INCREASED CONTROLLED INCREASED STRONG OPERATING
GROSS MARGIN SG&A BRAND INVESTMENT PROFIT MARGINS

eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee

sis (in basis points). 2 Year-on-year change on a comparable basis (in basis points).



2019 TO 2024 /

THE POWER OF OUR VIRTUOUS P&L

' margm expan?_lonf:

+814

5Y—CAGR

! CAGR 2019-2024 on a like-for-like basis.



DIVIDEND IN EUROS




ecovadis

Sustainability Rating

JAN 2025






BEAUTY MARKET WILL CONTINUE TO GROW

+8% +8%

+6% +6%

+5% +5% .
+4% +4% +4% +49 +4.5%

2020

2013 2014 2015 2016 2017 2018 2019 2021 2022 2023 2024 2025

-8%

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



SEAUTY
STIMULUS PLAN

LA ROCHE-POSAY

BORATOIRE DERMATC OLOG!

ANTHELIOS
UVMUNE 400



INCREASED

MARK

PRODUCTIVITY
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R&
INVESTMENT

iNn Million euros

L, 985 96 1029
877 °

748 761 194 =

680

of sales

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

' Based on 2024 figures.



GREEN & BIOTECH REGEN BEAUTY & LONGEVITY

ABOLIS ﬁﬁl #50%  Debut’

e\ . .
SYMATESE time—Iine

o\ e

. .

R& 8
PARTNERSHI

SHINEHIGH INNOVATION
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Opalux 25 ZENTRAXA

AW UMD LECULES BY DESIGN

MICROBIOME

8 MicrEos  HelloBiome

(Panm. () plantible

AUGMENTED BEAUTY FRAGRANCE / COLOR
- COSMO o
d) BreeZOMeter EASYTE 7 v INTERNATIONAL FRABRANCES @ VIVIdye

DIVISCO @

CCCCCCCCC

Zuvi seB NAN@MED mazpa
YOUWE gjosa prinker. UNIVERSITIES
§ Stanford  #® HARVARD &Y Bakar
@ ismart LUMIRITHMIC QNanoEntek Cnrs L ST —— W A Labs
" Powered by QB3



AUGMENTED
BEAUTY
WITH Al

ED4 AUGMENTED,  AUGMENTED AUGMENTED
A&P ROI . PEATIVITY CONSUMER
SERVICES

CRE NTECH ®BeautyGenius

eeeeeeeeeeeeeeeeee




HARMONIZING
T3

GILITY & SCALE
EFFICENCIES




58 OPERATIONS
v RESILIENCE




GLOBAL R&I AND OPERATIONS FOOTPRINT

incl. FRANCE
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6 R&l regional hubs
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SUB-SAHARAN
AFRICA



ENHANCED
PORTFOLIO
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FASTER
& FURTHER

LOREAL

it




CONQUEST

. OF NEW SPACES
. IN THE BEAUTY GALAXY

.




TECHNOLOGIES
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THREE SPACES
TO CONQU
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USA
= (UK

/

OF SALES

1 of L'Oréal Sales.



REGIONAL CONQUESTS

\ .

: ' .
US DEMOGRAPH
DYNAMISM

POTENTIAL MULTI-
CONSUMERS POPULA O

2M  x3

- BY 2030 IN 10 YEARS

! Source: World Data Lab Consumer Class population




Uus
LEADERSHIP
IN MAKE-UP
& FRAGRANCE
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REGIONAL CONQUESTS /

EMERGING MARKETS
DEMOGRAPHIC

/ \ 6
\ i -

OF OUR POTENTIAL BY 2030
CONSUMERS




REGIONAL CONQUESTS

EMERGING MARKETS

- >
- DOUBLING SALES

INd YEARS ‘
<13% 16 /|

of sales of sales -
SN




REGIONAL CONQUESTS

RISE OF AFFLUENT
IEARE (| ASS

&
E-COMMERCE
DEVELOPMENT



REGIONAL CONQUESTS

EMERGING MARKETS
WHITE SPACES
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Source: Internal data.
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CONSUMER CLUSTER CON QUESTS
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| 5 RECRUITMENT
I P p();ENTIAL

", TARGET
INCTHE NEXT DEC

Bn

LOREAL _ #8

ONSUMERS / .

N

LOREAL POTENTIAL
CONSUMERS CONSUMERS
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CONSUMER CLUSTER CONQUESTS

OF
POTENTIAL CONSUMER

+150M

BY 2030

Source: World Data Lab Consumer Class population with daily spending over 12$ PPP.



CONSUMER CLUSTER CONQUESTS

RECRUITING GEN Z
WITH INNOVATION

TRULY
ACNE-
SO)

GETED

TAR
LEARING
LUTI

Cera

Acne
Foaming
Cream
Cleanser

DAILY USE 4% BPO)




7 CONSUMER CLUSTER CON QUESTS

3

GEN A WILL BE
COMING OF AGE

a +200M

BY 2030

) |
=



CONSUMER CLUSTER CONQUESTS

MALE PRODUCTS

<10%

OF GLOBAL BEAUTY MARKET

A

1/408

OF GLOBAL BE
USAGE

Source: Internal sizing from BMS, Euromonitor and Kantar consumer



CONSUMER CLUSTER CONQUESTS

MEN

CATEGORY OPPORTUNITIES

v 3
Cerd

Anti-Dandruff
Hydrating
Shampoo

PYRITHIONE ZINC
ANTI-DANDRUFF
SHAMPOO <

DERCOS s
VSR AU Leaves hair feeling healthy & soft / = | / !
B S ptn 3 f I : Aeésop.
Anti dandruff e ok ! ! =l »

(]
Anti-pelliculaire B (@ —— - A o
@ S = Fragrances 66% 34%
" LOREAL

R |  ELVIVE | i;%: - Face cleansing 77% 23%

WOMEN MEN
Hair care 59% A41%

3% NIACINAHIDE]
- A5I0T SALICYLIGUE

N OO

SHAMPOO

DANDRUFF
&ITCHY SCALP

v W W

1

& PELLICULES (o) ()
f o Face care 81% 19%
OWTHB i ) e
ANTI-FALLSCALP SERUM { VALENTINO
S SHAMPOOING L 3 -
| B O T :
Sl TRAITANT oy GROWTHESTRENGTH e v v E N
Sémwm A p,
, [AMINEXIL-R"] ‘
— Sensitive scalp —
Cuir chevelu sensible
............ i ’
3WEEKCURE

Source: Internal sizing from BMS, Euromonitor and Kantar consumer usage panel.
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- CONSUMER CLUSTER CONQUESTS

aan
- 2
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MEN
CHANGING ROUTINES

%

PENETRATION OF
FACIAL SKINCARE & CLEANSING

CHINA EURCEE

51% 32%

|

Source: Kantar consumer individual purchase panel China MATQ3- 2024 and Europe 4 (France, Spain, Germany, Italy) MAT Q2-2024 Face care AND cleansing.



POTENTIAL CONSUMERS

Source: World Data Lab Consumer Class population with daily spending over 125 PPP.



O+ COHORT
BY 2030

BOOMERS B GEN X

0%

IN DEVELOPED MARKETS

Source: World Data Lab Consumer Class population with daily spending over 125 PPP.




- CONSUMER CLUSTER CONQUESTS /

ADVANCED
ECONOMIES

60+ SPENDING POTENTIAL

P

Boon.\ers 6 O +

OF THE POPULATION

$250 &

$170

OF BEAUTY DEMAND



BEAUTIES
OF THE FUTURE
& NEW TECHN




NEW TECHNOLOGIES

LONGEVITY

BVE BET ER
FOR LONGER




LOREAL
LONGEVITY
« INTEGRATIVE

w SC _NC/
15 YEARS

OF ADVANCED RESEARCH

38 SCIENTIFIC PUBLICATIONS

€



NEW TECHNOLOGIES m

LOREAL
LONGEVITY"
SKIN WHEEL

POWERED
BY Al LONGEVITY CLOU ]

Y, N

267 BIOMARKERS =

"
VAW
.\ A



NEW TECHNOLOGIES

Cell

510

Print

ANCOME

ABSOLUE
LONGEVITY

THE SOFT CREAM




NEW TECHNOLOGIES

-

-

BEAUTY
PLEMENTS

MARKET




~ NEW TECHNOLOGIES

BioRewind
Skin Health Dietary Supplement

4+
skinbe+ter

SCIENCE®

Promotes skin health and visibly improves skin quality, including
radiance and texture, combating visible signs of aging caused by 80 capsmes

the lation of Ad! d Glycation Endproducts (AGEs)

due to age, diet, and environment.”




" NEW TECHNOLOGIES /

L

- =

LOREAL

H‘b\m Cell BioPrint







NEW TECHNOLOGIES

Christelle M.

AVIS SPONTANE

le meilleur
LOréal p onnel A
encore essayé toutes le
nt méme n de lisseur. On peu
e que I'on souhaite curly lisse ou autre je amazon
est que le cé ent € s long frar

ns ¢a va leur paraitre mais moi je trouve super p

Vicky Rehling

Fantastic dryer!!!!

Mina
Marie
Impressionnant

¢a change la vie !

AVIS SPONTANE

AII i Ln84 The perfect hair dryer
irLight ~ro —

J,
Y,

Révolutionnaire .
Verified Purchase




NEW TECHNOLOGIES

/

OBSERVATION

& PARTNERSHIPS [N ,A GALDERMA
CHINA T
skinbe+ter FUNCTIONALAB
SCIENCE"® CANADA
OUR BRANDS PARTICIPATIONS SCIENTIFIC

IN CLINICS PARTNERSHIP

& 10% PARTICIPATION



CONCLUSION




THE /

NEXT CHAPTER

OF THE LIOIR[\E'S‘RL




SCIENCE
AT HEART







SUPPLEMENTS

® 'EUROPE

FRAGRANCES

DEVICES

EMiiiNG ®







LOREAL
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Disclaimer

site: www.loreal-finance.com). This document may
considers that these statements are based on
nature subject to risks and uncertainties which
d in these statements.”
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