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Nicolas HIERONIMUS

Chief Executive Officer




SOLIDARITY  — =

WITH L'OREAL’'S EMPLOYEES,
BUSINESS PARTNERS
& CONSUMERS

L
% m

k)

:{v

NS

B
%5
g
o

B
=

&



AUTY COMPANY

2025 SALES
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L’OREAL’S BOARD OF DIRECTORS

Jean-Paul
AGON

Chairman of the Board
of Directors

Chairman of the Strategy
and Sustainability Committee

Nicolas
HIERONIMUS

Chief Executive Officer

Jean-Victor
MEYERS

Vice-Chairman of the Board
of Directors

Member of the Strategy
and Sustainable Development
Committee

Member of the Nominations
and Governance Committee

Member of the Human Resources
and Remuneration Committee

Paul
BULCKE

Vice-Chairman
of the Board of Directors

Member of the Strategy
and Sustainability Committee

Member of the Nominations
and Governance Committee

Member of the Human Resources
and Remuneration Committee

Sophie
BELLON

Chairwoman of the Human
Resources and Remuneration
Committee

Member of the Nominations
and Governance Committee

Patrice
CAINE

Chairman of the Nominations
and Governance Committee

Member of the Strategy
and Sustainability Committee

Fabienne
DULAC

Member of the Audit Committee

Member of the Human Resources
and Remuneration Committee

'Thierry
HAMEL

Member of the Human
Resources and Remuneration
Committee

Aurélie
JEAN

Member of the Board
of Directors

llham
KADRI

Member of the Strategy
and Sustainable Development
Committee

Nicolas
MEYERS

Member of the Nominations
and Governance Committee

Alexandre Jacques
RICARD RIPOLL
Member of the Audit Chairman of Audit Committee

Committee

Member of the Human
Resources and Remuneration
Committee

Member of the Human
Resources and Remuneration
Committee

Member of the Human
Resources and Remuneration
Committee

Isabelle
SELLIER

Member of the Audit Committee

Member of the Nominations
and Governance Committee

Société
THETYS

Member of Audit Committee

Béatrice
GUILLAUME-GRABISCH

Member of the Audit Committee

Benny
DE VLIEGER

Member of the Audit Committee

Member of the Strategy .
and Sustainable Development
Committee



Jean-Paul AGON

Chairman of the Board
of Directors
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- STRONG GROWTH

OUTPERFORMING
THE BEAUTY MARKET

+4%
~+3.5%

MARKET L'OREAL

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

22025 like-for-like sales growth.




POSITIVE MOMENTUM

GROWTH ACCELERATION
HROUGHOUT THE YEA

49% +*9%

+3.7%
+2.6%

T SE e T3

12025 like-for-like sales growth, adjusted for the phasing related to the 2024 and 2025 IT transformation.







3 KEY INGREDIENTS |
FOR SUCCESS

MULTIPOLAR - MULTI=DIVISION MANAGEMENT = -
MODEL & ~ CATEGORY TRATEGY QUALITY
e A\ R 1



MULTIPOLAR MODEL

& GLOBAL OPERATIONAL FOOTPRINT

EUROPE

34

OF SALES ._ -
NORTH AMERICA ' DR ASIA

27% o | . - 23% |

OF SALES

OF SALES

i EMERGING MARKETS
160 rPowER PLANTS 2 "' e 170/

o g OF SALES

® 37 FACTORIES
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OPERATIONAL AGILITY
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STEADY GROWITH IN
EMERGING MARKETS

1% -~40%

OF SALES OF SALES
GROWTH

-

1Based on 2025 sales..




KEY GROWTH MARKETS

i
; GULF COUNTRIES MEXICO BRAZIL
5th th 7 th
CONTRIBUTOR I CONTRIBUTOR CONTRIBUTOR
TO GROWTH' . TO GROWTH' TO GROWTH'
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LOREAL

Consumer Products

WINNING OVER

NEW
CONSUMERS




BRENALH RE ] URNS
TO NORTH ASIA

NOIH N g AN VAN MAINLAND CHINA

+5%,

+2%

+1%

o

iy 73
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2025 like-for-like sales growth




NORTH AMERICA

LT el e ey

L i

H2 2025

H12025

2025 like-for-like sales growth.
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EUROPE

TOP GROWTH

CONTRIBUTOR -

+4.4%




LOREAL
E-COMMERCE GROWTH 13%
ACROSS ALL REGIONS b

30%
NORTH AMERICA EUROPE o

+12% "'16% OF SALES
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v e Wdee  Ragisry GATCands  CLoeer i b TR
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NORTH ASIA

+6%

EMERGING MARKETS

+35%

12025 like-for-like sales growth.

2 Includes sales on L'Oréal’s brand websites, sales to online pure ¢




LOREAL

mer Products

MULTI-DIVISION _
CATEGORY "~ ALL DISTRIBUTION

CHANNELS

STRATEGY
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STRENGTH o
& SYNERGY DIeTmotoziEIéclzty UOREAL
OI: 3 D‘\/‘S‘ONS PROFESSIONAL PRODUCTS

DERCOS

TEC HMHNI Q UE

]

Anti dandruff
Anti-pelliculaire

BISABOLOL ( era

DERMATOLOGICAL GEVELOPED WITH DERMATOLDGISTS
SHAMPOO i

wﬁafp:::wg . 2 m1
S & ITCHY SCAL .
- Anti-Dandruff
: ;DEMANGEMSUNS Hydratlng

0 SRS Shampoo & Conditioner

PYRITHIONEZINC GEMESIS

ANTI-DANDRUFF 2in1

SHAMPOO & CONDITIO SERUM ANTI.CHUTE FORTIFIANT
ANTIHAIR-FALL FORTIFYING SERUM

il

KERASTASE

PARIS

LOREAL

Consumer Products

|j|l|l|rlIL|IIIlIIIII|I|I

SHAMPOOING
TRAITANT

irrJFlllrlillrlllllJ

Elminates up to 100% of visible Mlakes
without disrupting the scalp barrier”

h anti-frizz iti
E‘_Stnﬁltlv& scalp —
B LOMG, FRIZZY HAIR { 1 uir ¢h!1f’e!,u 5¢|‘|Slﬂle JJ'E'EShElT’fEElIHQ hE‘ﬂlthY&Sﬂ-'l

VICHY sential ceramides,
IARBEARSINEL mite & hyaluronic acid
S — .~ FRECFROMSULFATES, MIT.)
REFRESHING TS M
(i | SPRAY




HAIRCARE

OUTPERFORMING
THE MARKET

2X

IN 2025

#

MARKET SHARE

~16%

Source: BMS 2025.



HAIRCARE

HAIR GJJ.QMM&N CAUSE gLLgng!c %ﬂcn
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MNATURAL |
VERY LIGHT
BLONDE

REDKEN

S5TH AVEHUE NYC

shades

DE

5 B
NO AMMONIA TRIPLE CARE COLOR//'
100% GREY COVERAGE

1 No Ammonia Long Lasting Color .}

" F WITH |
?) Layered Tones, Natural Looking [SUVHE=tS
2 Gentle scalp care*, stronger hair r ) ,)

DESIGNED FOR MATURE THINNING HAIR -
f

\‘ *Refers to post colorl

. \KERATINE J/

LONG-STANDING

LEADER
IN HAIR COLOR

MARKET SHARE




Source: BMS Ot
12025 like-for




GLOBAL LEADERSHIP IN PERFUMES
STRENGTHENED

L'OREAL MARKET
+10% +6%

MARKE

- SHARE

|"' - -. - e ..
- S .:_,-’-__ o i lh::i“_—ﬁnn
ST [T

S/ O
N ﬁ"? Db
T § % 5 8 1

Source: BMS 2025.
12025 like-for-like sales growth.




FRAGRANCES

BILLIONAIRE BRAND

COUTURE
SUCCESS
STORIES

' 7 VALENTINO

LAUNCH IN 2019 Ny i 74| LAUNCH IN 2021

.€700M | &) >€700M

Based on 2025 sales.




FRAGRANCES

ircana / Nielsen / Market Vector.
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— ACCELERATING INNOVATION
& PRODUCT LAUNCHES




#1 WORLDWIDE
IN MAKE-UP

MARKET SHARE

~17/%

Source: BMS 2025.



SKINCARE

Based on 2025 sales.

[ %

OF SALES

STRONG GROWTH

O

)

PORTUNITY




SKINCARE

SKINCARE
STRATEGY

ACCELERATING
SCIENCE-BASED INNOVATIONS

F
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ACCELERATION
IN SKINCARE

3Y
LOREAL

Dermatological Beauty

+20%

CAGR 2020-2025

Sales growth on a like-for-like basis for the Dermatological Beauty division's skincare segment in 2025.



SKINCARE

SUCCESS
I_'OREAL

Dermatological Beauty

SKINCEUTICALS

A.G.E.
INTERRUPTER
«s ULTRA SERUM s

CONCENTRATED

MULTI-CORRECTIVE SERUM
FOR VISIBLE SKIN LIFTING

SKINCEUTICALS
NEW BILLIONAIRE BRAND




SKINCARE

UNIQUE PORTFOLIO

MULTIPLE PRICEPOINTS

FROM €3

1Brazil price in EUR equivalent.  2China price in EUR equivalent.
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SKINCARE

INgR- S " \

GLOBAL TOP S5
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| AROCHE POSAY Cera\d \

LABORATOIRE DERMATOLOGIQUE

 Source: BMS 2025.



STEP-UP o 1 o U B 3 U1
IN INNOVZ —mErzms
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L’OREAL

PARIS

ELVIVE

GLYCOLIC GLOSS

CONDITIONER

PERFECTLY SMOOTHES
THE FIBER'S SURFACE

"? GLOSS COMPLEX
& WITH GLYOOLN ACID

KERASTASE

FARIS

LA ROCHE-POSAY WLL, POROUS HAIR

LABORATOIRE DERMATOLOGIOQUE

GLAZE DROPS

ANTHELIOS
CORRIET/CORRICIR UVMUNE 400

{_} 30 ml /1A e

o LANCOME

——..

Vllamino Color Spectrum
FERULIC ACID » CITRIC ACID L'ORE

-

RENERGIE

C.R.x. TRIPLE SERUM RETI

PURE VITAMEN C - PURE RETINOL - X-PEPTIDE
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MANAGEMENT
QUALITY

OF THE
LOREAL
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RECORD FINAL

FIG

14.3% >€14Bn 18.8% 20.2%

GROSS MARGIN A&P SPEND SG&A OPERATING
MARGIN
+10Bps |  StablevsLY | -10Bps + 20 Bps
DESPITE ENHANCED l WORKFORCE DESPITE
20 Bps EFFICIENCY BALANCE 40 Bps

TARIFFS HIT THROUGH Al CURRENCY IMPACT




DIVIDEND IN EURG
- 7.20

Loyalty bonus +10% .
Dividend increase for 6.60 . +2.9%
continuous| / hel
for at least ty | |
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

e shareholders’ meeting to be held on 24 April 2026.



DOUBLE
PERFORMANCE

SO
& ENVIR




Climate
Forests Water

ACD

A List




L'OREAL 100%
RENEWABLE ENERGY
D WRE AT OUR SITES K STORES
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L'OREAL
READY TO EMBRACE

A NEW ERA
OF CHANGE

TECHNOLOGICAL

| ECONOMIC
GEOPOLITICAL
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ACQUISITIONS ' OVER 1/4
AT THE HEART OF THE ' ~ OF THE GROUP'S TOTAL
UOREAL MODEL  ovears 0 e

E uI TE
S
JACQUEMUS

COLORWOW
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mMIuU MIY =
Aésop

skinbe+ter -
SCIENCE"®
VALENTINO MUGLER YOUTH % PEOPLE |
" s, & e a T e e e ) TAKAMI oA .
IT COSMETICS @ THAYERS - .
HYH : G PRADA .
ssssssssssssssssss A[e]ier A Z Z A RO i
: : PULPRIOT
Niely Cologne Cerd . | |

2014 PAONRS 2016 2017 2018 PAONES 2020 2021 2022 - 2023 2024 2025




DING OUR COVERAG
THE BEAUTY MARKET

Ty

. rapetome la texuredeschevest |
» reoteition incroyable g 4

; s I
r 'r ; ."
DREAMCOAT , ¢
SUBERNATUHAL SPRAY
SPRAY Pﬂum:;mrm

nagicaily '..-ansfonns_laﬂ'!m L
maring humidity-preofing POWees, 4 i

ARAERNN 74 STRENGTH

| ULTRA-MOISTURIZING
ANTI-FRIZZ TREATMENT

straigh if results
straight, smooth, glass hair resu
| infusas moisture +#!b!1umr5 fie days

J00me67AN

200mi @ 61802 e |
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AFTER EXPIRATION OF COTY LICENSE

BALENCIAGA

|
.

GA VENETA

1

%

BOTTE




THE BEST
BRAND

PREMIUM PRICE POINT

A

CARITA '352
) I
ORTFOLIO IR
skinbe+ter RALPH LAUREN WESVAINTAURENT VALENTINO
SCIENCE" = M o M . 1
SKINCEUTICALS Aesop® ey L GIORGIO ARMANI PRADA MUGLER GUCCI
ADVANCED PROFESSIONAL SKINCARE VlKTORROLF JACOUEMUS n‘l‘, n‘ll' BOTTEGA VENETA
_
é Atelier Cologne AZZARO BALENCIAGA
L’\ PARIS N
TAKAMI LANCOME
ol MedikS8 shu uemura
e/l d
o o ,
am BIOLAGE - BIOTHERM KERASTASE
YOUTH % PEOPLE
HEALTH - uo > GLAMOUR
LAROGHEPOSAY mrureoosy  DRcosencs DESELencharel By WA
LABORATOIRE DERMATOLOGIQUE i BHEAQ!SJ‘EENN =.
\Y ICHY e NAtrix
7
Cerad Dr.G A OREAL
GARNICR
MAYBELLINE

THAYERS

Acquisitions: subject to customary approve

ACCESSIBLE PRICE POINT

NEW YORK






2025

COMPANIES




RESEARCHER
EXCELLENCE

4,000

RESEARCHERS
Ll

725

PATENTS BY 2025

- __ 2 —



AV\!TARD
JDCES

Powered by The Consumer Technology Association®

IN LAS VEGAS
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SCIENCE.
THE DRIVING FORCE BEHIND
ENVIRONMENTAL

TRANSFORMATION
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Samuel du Retail

General Manager Al
Data - Shared Services




A HOLISTIC
& AMBITIOUS Al STRATEGY

ENGAGEMENT WITH INTEGRATION ‘ DEVELOPMEN
CONSUMERS INTO OUR METIERS FOR EMPLOYEES

\ R&I
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DMI
CDMO
Welcome Back ' ObERATIONS L
Eva | e
How Can | Help You COMMERCE

Today? _ :
FINANCE & LEGAL

HR

IT
SUSTAINABILITY

" Should | add a
W my skin carer

What can | do to make my skin
glow? v

CA&E =y
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INCREASINGLY
AGMENTED BEAUT
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STRENGTHEN

OUR TEAM
SPIRIT
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ALL FOR ONE
& ONE FOR ALL




LOREAL
IS STRONGER
ITHAN EVER




L 'OREAL
GROWTH
DRIVERS




+6.1%

Q12026

' ike-for-like growth adjusted for the net effect of phasing related to the IT transformation in Q1 2026.




EXPLOSION OF | caals = OBSESSION WITH
CONVERSATIONS ' | el = HEALTH
ON SOCIAL MEDIA | - & LONGEVITY

"LOOK GOOD,

FEEL GOOD




BEAUTY
CONSUMERS
INCREASE

World Data Lab.

=NTIAL CONSUMERS BY 2030
BY 2030
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OBJECTIVE 2 Bn

Lo EAL CONSUMERS
IN THE NEXT DECADE

P




ATTRACTING NEW CONSUMERS
ACCELERATING UNIT GROWTH

A UNIQUE OFFER IN TERMS STRENGTH IN
OF PRICEPOINTS E-COM_MERCE
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