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L’OREAL USA
AT A GLANCE
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BUILDING THE FOUNDATION
FORL'OREAL IN THE U.S.
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STRATEGIC ACCELERATION
IN KEY GROWING SEGMENTS
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LUXE CONSUMER DERMATOLOGICAL PROFESSIONAL
PRODUCTS BEAUTY PRODUCTS

Source: FY 2025, Luxe 100% MKT, CPD Nielsen, LDB Medical 360, PPD Circana




#1 ACROSS
ALL CATEGORIES
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TOP RANKINGS BRANDS

1#1 #1 o ,

I

MAYBELLINE COMPETITOR LOREAL PARIS COMPETITOR COMPETITOR REDKEN LOREAL PARIS GARNIER COMPETITOR COMPETITOR

#3

MAKEUP
HAIR

SKINCARE
T—
I
—
—t
L

FRAGRANCE

CERAVE COMPETITOR LA ROCHE- SKINCEUTICALS COMPETITOR

YSL COMPETITOR COMPETITOR VALENTINO COMPETITOR

Source:



STATE OF THE
' U.S. BEAUTY MARKET




U.S. #1 BEAUTY MARKET
IN SIZE & GROWTH WORLDWIDE

2025 Worldwide Beauty Market at a Glance

Y A R N T A T
Rt e o S R e S ]

2025 SELL IN, TOTAL BEAUTY MARKET (BILLION €)

MARKET (€) % WEIGHT %CHG

~+3.5%
UNITED STATES 74.4 26% +4%
CHINA 42.3 15% +1%
JAPAN 19.9 7% +3%
BRAZIL 11.9 4% +6%
UK - IRELAND 10.1 4% +3%
FRANCE 9.3 3% +2%

Source: BMS World-Wide 2025



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

PRE-COVID PEAK REVENGE SPENDING &
ERA CoOVID INFLATIONARY PERIOD
+4% CAGR -4% +10% CAGR

2015-2019 2020 2021-2023

Source: BMS World-Wide Sell in including Hygiene

THE
NORMALIZATION

+4% CAGR

2024-2025
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BEAUTY IS THE PREFERRED
CATEGORY FOR THE CONSUMER

RETAIL
FOOD &
BEVERAGE

OFFICE
SUPPLIES

TECH APPAREL

AFTERMARKET FOOTWEAR SMALL
PARTS/TIRES APPLIANCES
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L'OREAL U.S. GAINING MOMENTUM

WITH ALL 4 DIVISIONS OUTPACING THE MARKET FY 2025

PPD CPD
+8% VS MKT +1.8% +5% VS MKT +2%
MKT PPD MKT CPD
;; LUXE LDB
% +3% VS MKT +2% +4% VS MKT +1.5%
8
W
.'S
MKT LDB
MKT LUXE

Source: PPD sell in Kline FY 2025 CPD F4 market FY 2025, LUXE 100% market FY 2025, LDB Medical360 FY 2025



| WINNING IN THE MOST
| DYNAMIC CONSUMER MARKET IN THE WORLD




THE AMERICAN CONSUMER

IS DYNAMIC & DIVERSE

GENZ - MIL HISPANIC BOOMER MEN

16% U.S. POPULATION 20% U.S. POPULATION 19% U.S. POPULATION 32% U.S. POPULATION 50% U.S. POPULATION

Source: US Census Data



AMERICA'S BEAUTY BOOM:
INCREASINGLY YOUNG, DIVERSE, & AFFLUENT

>40%

OF BEAUTY SPEND DRIVEN BY
MILLENIALS AND YOUNGER*

>50%

OF GEN ALPHA ARE NON-
WHITE OR HISPANIC**

30%

OF BEAUTY SPEND FROM
AFFLUENT CONSUMERS VS.
6% OF U.S. POP™

>55%

OF AFFLUENT BEAUTY
CONSUMERS ARE <45 YRS OLD™*

*NIELSEN HH BEAUTY PANEL
**U.S. CENSUS DATA
***SURVEYED 2,700 WOMEN IN U.S.




WITH HIGH-SPENDING POWER
STILL AMONG 55+

1in4

PEOPLE ARE 65+

36%

OF BEAUTY SPEND DRIVEN
BY 55+

5 pts

GREATER THAN U.S.
POPULATION*

*NIELSEN HH BEAUTY PANEL
**U.S. CENSUS DATA




LEVERAGIG OUR DYNAMIC.PORTFOLI
TO CONNECT WITH CORE CONSUMERS & GROWING SEGMENTS
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DIVERSE OFFERING

ACROSS PRICE TIER, CONSUMER & CHANNEL
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! CREATING THE MAGIC
| CONSUMER CONNECTION




AUTHENTICALLY CONNECTING WITH OUR CONSUMER

MOVING AT THE BREAKING THROUGH WITH SCALING CREATORS WITH
SPEED OF CULTURE BOLD CREATIVITY EARNED-FIRST
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! ADDRESSING THE
| OMNI-CHANNEL CONSUMER




FROM THE DIGITAL REVOLUTION OF RETAIL
FUELING THE OMNI-CHANNEL EXPERIENCE

THE DIGITAL REVOLUTION OF RETAIL »  'OREAL DOMINATING IN ECOMMERCE
;3‘"' +23% PTS IN 10 YEARS +2X GROWTH VS. THE MARKET
+14%
2 ECOMM
x 35% WOB
; .’0..
R 0..
+6%
B&M
MARKET LOREAL
2015 2025 YTD 2025

o8]
s Source: Market 360 FY 2025



WINNING ACROSS KEY PARTNERS

IN BOTH NEW & EXISTING CHANNELS

MAXIMIZING
GROWTH CHANNELS

DOMINATING

MAJOR ECOMM PLAYERS

TTL SKIN MU HAIR FRAG

adMazZzon # = # #1 #1

Follow #1 #1 #1 #1 H#1
Q Search all Lancome
@ #1 #1 #1 #3
target
Walmart #3  #1 # #2

SEPHORA #1 #5 #2 #1 #1




1O THE Al REVOLUTION OF RETAIL
RESHAPING THE WAY CONSUMERS SHOP

HOW L’OREAL U.S. IS LEADING IN AN Al WORLD
& THE KEY PILOT PARTNER

29% OF CONSUMERS USE Al TO SHOP & EXPLORE BEAUTY
+8% PTS IN 6 MOS

\ 4

@ChatGPT X % SKINCEUTICALS amazon

27% 8:51

- ChatGPT

Rufus ai, ol

21%

BEAUTY

23% Yes! SkinCeuticals is a well-known
dermatologist-backed skincare brand prized
for its science-driven formulas that target
aging, environmental damage, and wrinkles —
including around the delicate eye area.
19%
1 7(y Here are some of their top eye treatments

0 that are excellent for wrinkles, crow'’s feet, and

overall signs of aging:
15%
11%
=

SkinCeuticals A.G.E. SkinCeuticals AOX+
Advanced Eye for Dark Cir...  $110.00 - SkinCeutical

HEALTH & WELLNESS

25-Apr

GROCERY

m 25-Oct

HOUSEHOLD
SUPPLIES

What's the best drugstore mascara
Here are the top drugstore mascaras that
consistently earn high praise from beauty
enthusiasts and deliver excellent value:
Top Drugstore Favorites

Maybelline Great Lash
Washable Mascara Makeup, V..
PP

$680

Maybelline Lash Sensational Sky
High Washable Mascara Makeu

45 176,53C




B&M REMAINS DRIVER OF DISCOVERY
ELEVATING THE CONSUMER JOURNEY

DIVERSE FOOTPRINT & DIFFERENTIATED CONSUMER TARGETS

Walmart SEPHORA

MILANO
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REAL'S GROWTH POTENTIAL

GAINING MARKET SHARE

13% SOM i
+ CONSUMERS

+ CONNECTION
+ CONVERSION
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. Source: BMS FY 2025
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