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This Presentation does not constitute an offer or solicitation to sell or purchase any securities of L’Oréal SA 
or any associated company (collectively, the “Company”), nor shall there be any sale of securities in any 
jurisdiction in which such offer, solicitation or sale would be unlawful prior to registration or qualification 
under the securities laws of any such jurisdiction. No offer of securities shall be made in the United States 
except by means of a prospectus meeting the requirements of Section 10 of the Securities Act of 1933, as 
amended. The information contained in this Presentation does not purport to contain all of the information 
that a prospective purchaser may desire. In all cases, interested parties should conduct their own 
investigation and analysis of the Company and the information contained herein.  No information, 
statements, or analyses presented on this Presentation are intended to form the basis of any investment 
decision, nor do they constitute investment advice, recommendations, or counsel. If you wish to obtain more 
comprehensive information about L’Oréal, please refer to the public documents registered in France with 
the Authorite des Marches Financiers (which are also available in English on our internet site www.loreal-
finance.com).  The 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 
document, they are by nature subject to risks and uncertainties which could cause the actual results to differ 
materially from those indicated or projected herein.

http://www.loreal-finance.com/
http://www.loreal-finance.com/


1993-1999: Marketing, L’Oréal Paris

1999-2003: General Manager, Consumer Products Division

2003-2005: Global Brand President, Matrix

2005-2008: Chief Human Resources Officer, L’Oréal USA

2008-2017: President, Maybelline Garnier Essie

2017-2022: President, Professional Products Division

2022-Present: CEO, L’Oréal USA and President, North America

DAVID GREENBERG
CEO, L’Oréal USA and President,
North America
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REACHING BEAUTY CONSUMERS
IN THE UNITED STATES

FOR OVER 70 YEARS
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#1

#1

L’ORÉAL USA
AT A GLANCE

27%
SUBSIDIARY SALES NA ZONE

>75%
UNITS PRODUCED IN NA

6
FACTORIES

>800
RETAIL STORES

>13K
EMPLOYEES
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7X GROWTH SINCE 1995
L’ORÉAL USA

2025

Source: L’Oreal Net Sales USD
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BUILDING THE FOUNDATION OF L’ORÉAL IN THE US

INDIE 
MAKEUP

ACCESSIBLE
DERM SKIN

DERM 
PRO SKIN

PRO
CONQUEST

MASS
MAKEUP

1996 1993 2005 2012 20172000

2008

2015
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COUTURE BEAUTY & WELLNESS

STRATEGIC ACCELERATION IN KEY SEGMENTS

2008 2018 2019 2025 2021 2022 2023



#1
U.S. BEAUTY 

MANUFACTURER

16%
SOM 

TTL BEAUTY
LOREAL COMPETITOR COMPETITOR COMPETITOR COMPETITOR

+2X LARGER THAN #2
16% SOM

Source: Market360 YTD Q3 Sell-out excluding Hygiene



#1 ACROSS ALL DIVISIONS

LUXE CONSUMER
PRODUCTS

DERMATOLOGICAL
BEAUTY

PROFESSIONAL
PRODUCTS

Source: FY 2024, Luxe 100% MKT, CPD Nielsen, LDB Medical 360, PPD Circana
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L’OREAL WOB

31%

MARKET WOB

28%

HAIR

L’OREAL WOB

30%

MARKET WOB

37%

SKINCARE

L’OREAL WOB

26%

MARKET WOB

23%

MAKEUP

L’OREAL WOB

13%

MARKET WOB

12%

FRAGRANCE

BALANCED 
CATEGORY PORTFOLIO

Source: Market360 YTD Q3 Sell-out excluding Hygiene / L’Oreal YTD Q3 Sell-out Market360 
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MAYBELLINE COMPETITOR LOREAL PARIS COMPETITOR COMPETITOR

TOP RANKINGS ACROSS ALL CATEGORIES

MAKEUP

#3

#1

Source: Market360 YTD Q3 Sell-out
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TOP RANKINGS ACROSS ALL CATEGORIES

HAIR

#3

#1

REDKEN LOREAL PARIS GARNIER COMPETITOR COMPETITOR

#2

Source: Market360 YTD Q3 Sell-out
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FRAGRANCE

COMPETITOR YSL COMPETITOR COMPETITOR VALENTINO

#2

#5

Source: Market360 YTD Q3 Sell-out

TOP RANKINGS ACROSS ALL CATEGORIES
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SKINCARE

CERAVE COMPETITOR LA ROCHE-POSAY SKINCEUTICALS COMPETITOR

#1

#3

Source: Market360 YTD Q3 Sell-out Face Care 

#4

TOP RANKINGS ACROSS ALL CATEGORIES



STATE OF THE 
U.S. BEAUTY MARKET



C2 - Confidential

2024 Worldwide Beauty Market at a Glance

2024 SELL IN, TOTAL BEAUTY MARKET (BILLION €)

MARKET (€) % WEIGHT %CHG

WORLD 100.0% +5%

UNITED STATES 78.8 27% +5%

CHINA 41.1 14% -3%

JAPAN 18.9 6% +6%

BRAZIL 13.4 5% +13%

UK - IRELAND 9.9 3% +8%

FRANCE 9.2 3% +4%

TR ASIA 9.0 3% -11%

Source: BMS World-Wide 2024 

U.S. #1 BEAUTY MARKET
IN SIZE & GROWTH WORLDWIDE
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2015-2019 2020 2021-2023 2024-2025

HISTORICAL U.S. BEAUTY MARKET
BACK TO PRE-COVID DYNAMISM

%POPULATION:
%BEAUTY SPEND:

PRE-COVID
ERA

PEAK
COVID

REVENGE SPENDING & 
INFLATIONARY PERIOD

THE 
NORMALIZATION

+4% CAGR +10% CAGR +4% CAGR

Source: BMS World-Wide Sell in including Hygiene

v

-4%



BEAUTY IS THE PREFERRED
CATEGORY FOR THE CONSUMER

Source: Circana YTD thru 9/20
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VIDEO 
GAMES TOYS MASS

BEAUTY
PRESTIGE 
BEAUTY

RETAIL
FOOD & 

BEVERAGE

NON
EDIBLE

CPG2

AUTO
AFTERMARKET 
PARTS/TIRES

SMALL
APPLIANCES TECH FOOTWEAR HOUSE-

WARES
OFFICE

SUPPLIES APPAREL SPORTS EQ JUVENILE ACCESSORIES

TOTAL
RETAIL

15%
7% 4% 4% 3% 2% 1% 1% 1%

1% 2% 3% 4% 5% 5% 6%

2%

-4% 4% 2% 3% 0% 0% 0% -3% -3% -4% -5% -4% -3% -7% -9% -2% FLAT



U.S. RETAILERS STATE POSITIVE OUTLOOK
GAINING FURTHER MOMENTUM Q3

DEPARTMENT STORES

BEAUTY SPECIALTY

DRUG STORES

Source: Kohl’s: WWD article 11/25/25. Ulta Beauty: CNBC 8/29/25, Walgreens: Walgreens Boots Alliance 8/28/25, Walmart: Yahoo Finance 11/20/25, Sephora: LVMH earnings 10/14/25, CVS: 
CVShealth 10/29/25.



+0%

+2%

+4%

+1%

+3%

+5%

Q1 Q2 Q3

MARKET L'OREAL

GAINING MAJOR MOMENTUM

Source: Market360 YTD Q3 Sell-out Excluding Hygiene 



+0%

+2%

+4%

+1%

+3%

+5%

Q1 Q2 Q3

MARKET L'OREAL

GAINING MAJOR MOMENTUM

Source: Market360 YTD Q3 Sell-out Excluding Hygiene 

WITH L’ORÉAL ACCELERATING FASTER 



THE HAIR MOMENTUM
ACCELERATING & GROWING 3X THE MARKET

6 OUT OF TOP 10 
BRANDS

LOREAL PARIS
 9X MARKET GROWTH

#1 INNOVATION 
IN HAIRCARE

Source: PPD YTD Oct Circana, Mass F4 YTD September, Cerave Nieslen YTD October

PRESTIGE EXPLOSION MASS HAIR ACCELERATION NEW TERRITORY



FRAGRANCE BLOOMING
OUTPACING AN ALREADY DYNAMIC MARKET

LUXE #1 IN FRAGRANCE
5 MEN’S IN TOP 1O | 3 WOMEN’S IN TOP 10

#8 PARENT BRAND OCTOBER
NEW MIU MIU MIUTINE

VALENTINO DONNA #1 | UOMO #2 
YSL LIBRE #5 | MYSLF #4

Source: YTD Circana October Wk 4

THE ICONS RISING STARS
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-1%
-1%

2% 2%

6%

7%
7%

MAR APR MAY JUNE JULY AUG SEPT

CPD MAKEUP

CPD BRANDS MAKEUP ACCELERATION
ALL BRANDS OUTPACING THE MARKET YTD

Source: CPD Makeup F4 Market Sell-out YTD Sept



CPD BRANDS MAKEUP ACCELERATION
ACCELERATING ACROSS ALL BRANDS Q3

34% SOM IN MASS MAKEUP

Source: CPD F4 Makeup Market YTD September 

FUEL INNOVATION DRIVE BRAND LOVEMAXIMIZE CORE

#1 CPD SKU
#1 SETTING SPRAY

25% WOB OF NYX +1.5B IMPRESSIONS
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L’ORÉAL USA
EXCEPTIONAL
GROWTH POTENTIAL



PORTFOLIO CHANNELS CONSUMERS
LEVERAGE MAXIMIZE CONNECT WITH

OUR GROWTH STRATEGY

FIT FOR THE FUTURE



PORTFOLIO
LEVERAGE



PREMIUM PRICE 
POINT

GLAMOURHEALTH

ENTRY PRICE POINT

A HIGHLY
COMPLEMENTARY 
BRAND PORTFOLIO
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ALPHAS GEN Z MILLENIAL BOOMER HISPANIC MEN

AMERICAN BEAUTY CONSUMER
DYNAMIC & DIVERSE 

%POPULATION:
%BEAUTY SPEND:

FASTEST GROWING 
BEAUTY BUYER SEGMENT

LARGEST 
BEAUTY BUYER SEGMENT

U.S. POPULATION
GAINING +10M 55+

SPEND & SHOP MORE 
ON BEAUTY 

UNDERPENETRATED IN 
BEAUTY VS. 

POPULATION

SPENDING POWER                   
$5.5 TRILLION BY 2029

Source: GenZ + Millenial Nielsen NIQ HH Data 1H June,  Boomer:Census Bureau US , Men: Census Bureau US and NIQ Nielsen HH data 1H June, Alphas: Mintel 2025 report, Hispanic: NIQ report 10-10-24   



C2 - Confidential

LEVERAGING OUR DYNAMIC PORTFOLIO
TO CONNECT WITH CORE CONSUMERS & GROWING SEGMENTS

GEN Z MILLENIAL HISPANIC BOOMER MEN
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LAUNCHING CONSUMER-FIRST INNOVATION
TO CONNECT WITH THE AMERICAN BEAUTY CONSUMER

GEN Z MILLENIAL HISPANIC BOOMER MEN



CHANNELS
MAXIMIZE



2019 2025 YTD

ECOMM
35% WOB

B&M
65% WOB

RETAILER.COM & PURE PLAYERS
GAINING OVERALL SHARE TIK TOK SHOP AMAZON

SEPHORA WALMART

THE EVOLVING RETAIL LANDSCAPE
 MORE TOUCHPOINTS & ENHANCED OFFERINGS FOR CONSUMERS

Source: Market360 YTD Q3 Sell-out



95%

74%

5%

26%

2015 2024

TOTAL ECOM
CAGR: >25%

TOTAL B&M
CAGR: 3%

ACCLERATING +2X MARKET YTD
+11% YTD vs. MKT +5%

L’OREAL’S ONLINE VS. OFFLINE
ECOMMERCE 26% WOB

5% 5%

11%

12%

1H Q3

MARKET L'OREAL

ACCELERATING ECOMMERCE
AND OUTPACING THE MARKET 

Source: L’Oreal USA Net sales, YTD Market 360 Sell-out YTD Sept Excluding Hygiene



TTL SKIN MU HAIR FRAG

#1 #1 #1 #1 #1

#1 #1 #1 #1 #1

#1 #1 #1 #3

#3 #1 #1 #2

#1 #5 #2 #1 #1

MAXIMIZING 
GROWTH CHANNELS

DOMINATING
MAJOR ECOMM PLAYERS

WINNING ACROSS KEY PARTNERS
IN BOTH NEW & EXISTING CHANNELS

Source: (Amazon): Profitero YTD 2025 though 8.30.25, (WMT, Sephora, Ulta, Target): Rakuten YTD 2025 through August 
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B&M REMAINS A PRIORITY
65% WOB TOTAL MARKET 

A DYNAMIC U.S. FOOTPRINT 

WITH DIFFERENTIATED CONSUMER TARGETS

Source: Market360 YTD Q3 2025 Sell-out Excluding Hygiene



THE BEAUTY CONSUMER IS AN OMNICHANNEL CONSUMER



CONSUMERS
CONNECT WITH



THE EVOLVING INFLUENCE LANDSCAPE
& HOW WE REACH OUR CONSUMERS

REACH THROUGH

Mass Media

REACH THROUGH

Creators

2015
TODAY

REACH THROUGH

Precision Media

Cookie-based 
advertising 

reaches scale

2020

TikTok 
reaches 

100M

2023

OneFluence

2017

In-house all 
biddable Media

2021

Division-led Content 
Factory Pilot



LEADING THE INFLUENCE MODEL
& AUTHENTICALLY CONNECTING WITH OUR CONSUMER

BREAKING THROUGH WITH

BOLD CREATIVITY
MOVING AT THE

SPEED OF CULTURE
SCALING CREATORS WITH

EARNED-FIRST



THE FUTURE
FIT FOR



FIT 
FOR THE
 FUTURE

THE WORLD LEADER 
IN BEAUTY

FIT FOR THE
 FUTURE



ONE 

POWERED BY

AI  

ACCELERATING TO BECOME

L’ORÉAL



AI-POWERED 
CONSUMER JOURNEYS

AI-POWERED 
MÉTIERS

AI-POWERED 
EMPLOYEES

1 2 3

THREE PILLARS OF THE AI ACCELERATION



TEAMS &

PEOPLE FIRST

STRENGTH

IN OPERATIONS

DIGITAL INNOVATION

& TECHNOLOGY

OUR SUSTAINABLE COMPETITIVE ADVANTAGE



+ CONSUMERS
+ INNOVATION

+ BRANDS

16% SOM

L’OREAL’S GROWTH POTENTIAL
GAINING MARKET SHARE

Source: 16% SOM Market360 YTD Q3 Sell-out
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THANK YOU!
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