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Jean-Paul AGON
Chairman of the Board Directors



WORLD LEADER
IN BEAUTY

€43.48Bn
2024 SALES



PERFORMANCE
2024

PREPARING L’ORÉAL
FOR THE CHALLENGES
OF THE FUTURE

THE NEXT CHAPTER OF
THE L’ORÉAL ADVENTURE



1 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.
2 2024 like-for-like sales growth.

OUTPERFORMING
THE BEAUTY MARKET

MARKET

+5.1%

~+4.5%

2

1

SOLID GROWTH



AGILITY
& RESILIENCE

2024

+8%
EXCLUDING NORTH ASIA

+5.1%1

1 2024 like-for-like sales growth.



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.

EUROPE

+8.2% +7.5%
MARKET

NORTH ASIA

-3.2% -2%
MARKET

EMERGING MARKETS

+11.7% +11%
MARKET

PERFORMANCE BY REGION

NORTH AMERICA

+5.5% +5%
MARKET

+5.1%
GROUP GROWTH



+11.7%

EMERGING MARKETS

STRONG

36%
CONTRIBUTION
TO GROWTH 2024

ACCELERATION

LIKE-FOR-LIKE

1 Based on 2024 sales..

1



EMERGING MARKETS

DOUBLING SALES
IN 4 YEARS

3.5Bn
From

7Bn
To

<13% >16%
OF SALES OF SALES

1 2

1 Based on 2020 sales.      2 Based on 2024 sales.



EUROPE

FIRST CONTRIBUTOR
TO GROWTH

+8.2%
LIKE-FOR-LIKE

1 Based on 2024 sales.

1



NORTH AMERICA

1 Based on 2024 sales.

USA

1/4
OF GROWTH

+5.5%
LIKE-FOR-LIKE

1



USA

LUXURY
BEAUTY PLAYER

#1
IN 2024



NORTH ASIA

STILL SLUGGISH
A CHINESE MARKET

IN JAPAN & KOREA
POSITIVE DYNAMIC



23%
2022

OF SALES

17%
2024

OF SALES

2

2

THE CHINESE ECOSYSTEM
REDUCED EXPOSURE TO

1

1 Mainland China, Hainan and Hong-Kong SAR.       2 of L’Oréal Sales.



FIRST
CONTRIBUTOR

TO GROWTH

+5.4%
LIKE-FOR-LIKE

1 Based on 2024 sales.

1



+9.2%
LIKE-FOR-LIKE

#1 BEAUTY BRAND IN THE WORLD

1

1 Based on 2024 sales.



INNOVATION

DZMOCRATIZATION

PREMIUMIZATION



LUXURY
BEAUTY PLAYER
#1
+2.7%

LIKE-FOR-LIKE

1 Based on 2024 sales.

1



FRAGRANCE
LEADERSHIP

+14%
FOURTH CONSECUTIVE YEAR
OF DOUBLE-DIGIT GROWTH

1 2024 like-for-like sales growth.

1



THE BEST OF
EXPERIENTAL LUXURY



+5.3%

26%
RECORD

MARKET SHARE

LIKE-FOR-LIKE

1 Based on 2024 sales.

1



#1
IN THE US
ON THIS SEGMENT

SUCCESS
OF PREMIUM
HAIRCARE



OMNI-CHANNEL

TO SERVE STYLISTS
STRATEGY
& CONSUMERS



+9.8%

A GROWTH

x1.3 FASTER
THAN THE MARKET

LIKE-FOR-LIKE

1 Based on 2024 sales.

1



GLOBAL SKINCARE
BRAND

#3
GLOBAL SKINCARE

BRAND

#5

TWO BILLIONAIRE BRANDS



INNOVATIONS

+5
MAQUILLAGE

+13%
CAPILLAIRE

+14%
PARFUMS

DISRUPTIVE



+3%
SKINCARE

+5%
MAKE-UP

CATEGORIES +14%
FRAGRANCES

+13%
HAIR

1 On a like-for-like basis. 

1



CONTINUOUS INNOVATION
AT THE SERVICE OF
VALUE CREATION



17.0%
17.3%

17.8%
18.1% 18.0%

18.3%
18.6%

19.1%

19.5%

18.6%

19.8%

20%1

(+20Bps)

20232022202120202019201820172016201520142013 2024

A RECORD OPERATING MARGIN

1 Based on 2024 figures.



VIRTUOUS

CONTROLLED SG&A

STRONG A&P
INVESTMENTS

RECORD HIGH
GROSS MARGIN

TOP-LINE GROWTH

P&L

STEADY IMPROVEMENT
IN PROFIT



FINANCIAL PERFORMANCE

20242023

INCREASED
GROSS MARGIN

74.2%73.9%

+30 Bps 1 reported

2023 2024

CONTROLLED
SG&A

18.9%18.5%

20242023

INCREASED
BRAND INVESTMENT

20242023

STRONG OPERATING
PROFIT MARGINS

20%19.8%

+50Bps2 comparable

+40 Bps 1

0Bps2

+20 Bps 1

+40Bps2

-20 Bps 1

+10Bps2

32.4% 32.2%

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



1 Proposed at the shareholders’ meeting to be held on 29 April 2025.

DIVIDEND IN EUROS

+6.1%

20242023202220212020201920182017201620152014

2.70
3.10 3.30

3.55
3.85 3.85 4.00

4.80

6.00

6.60

7.001



>€43Bn €32.3Bn >€14Bn €8.7Bn

+46%
reported

+48%
margin expansion

+140 Bp
as a % of sales

+57%
margin expansion

SALES GROSS PROFIT A&P SPEND OPERATING
PROFIT

THE POWER OF OUR VIRTUOUS P&L
2019 - 2024



PREPARING

OF THE FUTURE
CHALLENGES

FOR THE



UNCERTAIN
GLOBAL CONTEXT



1 2024 like-for-like sales growth.

KEEPS THE COURSE

SOLID 1ST QUARTER
2025 RESULTS

+3.5%1

GROWTH



BEAUTY MARKET

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

2020

+4% +4% +4% +4%

+5%

+6%

+5%

+8%

+6%

+8%

+4,5%

-8%

+4- 4.5%1

WILL CONTINUE TO GROW

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



OF TRANSFORMATION

AGILITY
& RESILIENCE

SCIENTIFIC & TECHNOLOGICAL 
EXCELLENCE

SUSTAINABLE 
TRANSFORMATION

3 STRATEGIC AXES
OF



HARMONISATION
DE L’IT

AGILITÉ & ÉCONOMIES
D’ÉCHELLE

SIMPLIFICATION

SYNERGIES

AGILITY

AUTONOMY



HARMONIZING
IT

AGILITY & SCALE
EFFICIENCIES



DACH

UKI
BENELUX

IBERIA

ADBA

CHS

POLBA

DNSFORGANIZATIONAL
STRUCTURE

SIMPLIFIED

EUROPE EXAMPLE
FROM 25 COUNTRIES
TO 8 CLUSTERS



SHARED SERVICE CENTERS

NORTH AMERICA
Tampa

LATIN AMERICA
Mexico City

EUROPE (Eastern)
Warsaw

EUROPE (Western)
Madrid

EUROPE (France)
Paris

NORTH ASIA & SAPMENA
Kuala Lumpur



RESILIENCE
OPERATIONS



EXCELLENCE

SCIENTIFIC
& TECHNOLOGICAL

R&I

€1.3Bn

IT

€1.5Bn
IN 2024



NEW
RESEARCH CENTER



694
PATENTS 2024



REGEN BEAUTY & LONGEVITYGREEN & BIOTECH

EASYTEM

AUGMENTED BEAUTY FRAGRANCE / COLOR

MICROBIOME

UNIVERSITIES



AUGMENTED
CREATIVITY

OUR MASTERY

16,000 TERABYTES
OF DATA

AUGMENTED
A&P ROI

AUGMENTED
EMPLOYEES

AUGMENTED
RESEARCH

OF
ARTIFICIAL

INTELLIGENCE



ARTIFICIAL 
INTELLIGENCE

SERVING
CONSUMERS



SCIENCE
AT THE HEART OF
THE ENVIRONMENTAL
TRANSFORMATION
OF



COMMITMENT TO THE PLANET
AT THE HEART OF OUR PRIORITIES





AAA OF THE CDP
FOR THE

9TH CONSECUTIVE YEAR



LAUNCH OF MID-TERM
REVIEW

20252020 2030

STRATEGIC REVIEW



Ezgi BARCENAS
Chief Corporate

Responsibility Officer



NEW CLIMATE OBJECTIVES
VALIDATED BY SBTI

NEW OBJECTIVES ON WATER
AND BIODIVERSITY

SCIENTIFIC DATA
INTEGRATE THE LATEST



OBJECTIVES BECOME
THE STANDARD



A
C
T
U
A
L 2024

37%

2030

OBJECTIVE 
100%

OBJECTIVES ADJUSTED TO NEW CHALLENGES
EXAMPLE: CIRCULARITY OF PACKAGING

N
E
W

EXTENSION OF THE SCOPE
TO ALL MATERIALS

AND TARGET TO

50%

COMMITMENT TO REDUCE
VIRGIN PLASTIC CONSUMPTION

IN ABSOLUTE

-50%

PLASTIC OF RECYCLED OR BIOSOURCED ORIGIN



OUR OBJECTIVES

1 Operated stores where we hold an electricity subscription.      2 From plant or mineral sources.      3 Over the 2020 – 2030 period.       4 Over the 2025 – 2030 period.    

BY 2030, WE WILL AIM TO :

More information available online: https://www.loreal.com/en/commitments-and-responsibilities/

Reach 100% renewable energy use
on operated sites and stores. (1)

Reduce absolute scope 1 and 2 GHG 
emissions by 57 % compared to 2019.

Reduce absolute scope 3 GHG emissions 
from purchased goods and services, 
upstream transportation and distribution 
and business travel by 28% compared
to 2019.

STEWARDING
THE CLIMATE TRANSITION

1

2

3

Sustainably source at least 90%
of biobased materials used in formulas 
and packaging.

Source over 75% of  ingredients from
nature (2) or from recycled materials
in formulas. 

Use 100% recycled or reused water
for industrial purposes in our factories.  

Offer water-saving products
or technologies to enable consumers
in water-stressed markets to meet
their hygiene and beauty needs.

Regenerate more land than our footprint 
to enhance the health and resilience
of our priority ecosystems. 

SAFEGUARDING NATURE

4

5

6

7

8

Reduce by 50% in absolute the use
of virgin plastic for product packaging 
compared to 2019.

Source 50% of all materials used
in product packaging either
from recycled or biobased sources. 

Reduce the packaging intensity of
our products by 20% compared to 2019. 

DRIVING CIRCULARITY

9

10

11

Help 100,000 people (3) from
disadvantaged communities gain access
to employment.

Have 100% of our strategic suppliers sign
a living wage pledge with a time-bound
action plan.

Support 10 million people through our
brands’ social engagement programs. (4)

Enhance wellbeing, empowerment
and resilience of 5 million women through 
our philanthropic efforts. (4)

SUPPORTING COMMUNITIES

12

13

14

15



SOLUTIONS ACCELERATOR
LAUNCH OF A SUSTAINABLE

GLOBAL CALL
FOR PROJECTS

€100M
OVER 5 YEARS



THE NEXT
CHAPTER

AVENTURE

OF THE



THE DNA OF

EXPLORING
NEW SCIENTIFIC
& GEOGRAPHICAL FRONTIERS



CONQUER

3 NEW SPACES

NEW
TECHNOLOGIES

CONSUMER
GROUP

GEOGRAPHICS



Fabrice MEGARBANE
Chief Global Growth Officer



CONQUEST OF
NEW CONSUMERS



4.2Bn

1.3Bn

CONSUMERSCONSUMERS

RECRUITMENT POTENTIAL

TARGET

2Bn
IN THE NEXT DECADE

POTENTIAL

CONSUMERS



1/5
OF POTENTIAL CONSUMERS

GEN Z

SOCIAL MEDIA
MASTERY

OBSESSION
WITH BEAUTY

&

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



370M
OVER 25 YEARS OLD

IN 2030

MORE
DISPOSABLE INCOME

MORE
SOPHISTICATED
BEAUTY ROUTINES

GEN Z

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



STRATEGY

FOR GEN Z

& TARGETED
INNOVATIONS



2025 2030

850M > 1Md

OVER 60 YEARS

POTENTIAL
CONSUMERS

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



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

PURCHASING POWER
OF THOSE OVER 60

ADVANCED ECONOMIES

BOOMERSGEN XGEN YGEN Z

420 $
390 $

250 $

170 $



UNMATCHED SKINCARE
EXPERTISE



<10%
OF GLOBAL BEAUTY MARKET

MEN

1/2
OF OUR CONSUMER
BASE

1/4
OF GLOBAL

BEAUTY USAGE

MALE PRODUCTS

Source: Internal sizing from BMS, Euromonitor and Kantar consumer usage panel.



FOR MEN
NEW INNOVATIONS



A UNIQUE PORTFOLIO
OF 37 INTERNATIONAL BRANDS



&

PARTICIPATION

LICENSEACQUISITION

LICENSE



A STRATEGIC CHOICE
ALL BEAUTY, ONLY BEAUTY 



NEW TECHNOLOGIES
& ADJACENCIES



LONGEVITY
LIVE BETTER
FOR LONGER



LONGEVITY
INTEGRATIVE
SCIENCE

15 YEARS
OF ADVANCED RESEARCH

38 SCIENTIFIC
PUBLICATIONS





Cell BioPrint



MARKET  

~€15Bn

Source : Strategia Partners Study including Cosmetic supplements (hair, skin & nails) and beauty supplements with proven scientific impact (women’s health, microbiome, sleeping care).

BEAUTY
SUPPLEMENTS





DEVICES
BEAUTY TECH



BEAUTY TECH
IS SHAPING

THE BEAUTY
OF THE FUTURE





CANADA

CHINA

OBSERVATION
& PARTNERSHIPS

AESTHETICS

PARTICIPATIONS
IN CLINICS

OUR BRANDSSCIENTIFIC
PARTNERSHIP

& 10% PARTICIPATION

US



ADVENTURE
IS A HUMAN ADVENTURE

THE



THAT MOVES THE WORLD
CREATE THE BEAUTY


