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



BEAUTY MARKET
VITALITY 

NEW SERVICES NEW CATEGORIES
NEW 

TECHNOLOGIES 





TO THE YEAR
STRONG START

1 Like-for-like growth adjusted for the net impact of the phasing ahead of the IT transformation in Q126 and Q125.
2 L’Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate. 
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+6.7%
Q1 2026

~+3.5-4%
MARKET GROWTH

A VERY
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GROWTH IN ALL
DIVISIONS & REGIONS

+5.5%

EUROPE

+7.6%

NORTH 
AMERICA

+4.8%

NORTH 
ASIA

+5.1%

LATIN 
AMERICA

+15.4%

SAPMENA 
SSA

+10.2%+4.1%

+13.1% +5.6%
Like-for-like growth adjusted for the net impact of the phasing ahead of the IT transformation in Q126 and Q125.



+3.2%

+4.9%

S1 S2

ACCELERATION
GROWTH

Q1 2026

+6.7%

2025

Adjusted like-for-like growth for the FULL impact of L'Oréal's IT phasing. 



DURABLE STEP-UP
IN INNOVATION

WEIGHT 
OF LAUNCHES

H1 2025

+100 Bps

H2 2025

Q1 2026

+200 Bps

+350 Bps



WINNING 
UNIQUE

MODEL



UNIQUE COMBINATION 
OF SCALE & AGILITY 



RANKING

1 WWD Beauty Ranking by sales 2025.

UNDISPUTED BEAUTY LEADER

2#1 3 4 5 6 7 8 9 10 11 12 13 14 15



OUTPERFORMANCE

3Y CAGR 
(others TOP 30) 

3Y CAGR 

LONG-STANDING

1 WWD Beauty Ranking by sales 2025.

2#1 3 4 5 6 7 8 9 10 11 12 13 14 15



Revenue per year.

OVER 1/4
OF THE GROUP'S TOTAL
GROWTH OVER THE PAST
10 YEARS

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

ACQUISITIONS
AT THE HEART OF THE 

MODEL



ACCESSIBLE PRICE POINT

PREMIUM PRICE POINT

HEALTH GLAMOUR



MORE THAN 
40 COUNTRIES

INTERNATIONALIZATION
OF OUR BRAND PORTFOLIO

20-39 
COUNTRIES

10-19 
COUNTRIES

LESS THAN 
10 COUNTRIES



CATEGORY 
STRATEGY

MULTI-DIVISION 



GLOBAL LEADERSHIP IN PERFUMES 
STRENGTHENED 

+10%
MARKET

+6%
MARKET SHARE

~22%

1

FRAGRANCES

Source: BMS 2025.
1 2025 like-for-like sales growth.

2025



FULLY COVER THE MARKET

MISTS HAUTE PARFUMERIE

FRAGRANCES



IN MAKE-UP

MARKET SHARE

~17%

WORLDWIDE

Source: BMS 2025.
2 2025 like-for-like sales growth.

#1
+3.5%

MAKE-UP

1

2025



ACCELERATING INNOVATION
& PRODUCT LAUNCHES

MAKE-UP



MARKET SHARE
~15%

LEADER

Source: BMS 2025.

IN THE
BRANDS

GLOBAL TOP 5
4

SKINCARE



ACCELERATION
LDB SKINCARE

LDB skincare like-for-like sales growth.

S1 
2025

S2
2025

+2.2%

+7.8%

+10.3%

Q1 
2026

SKINCARE



INNOVATIONS
SKINCARE

SKINCARE

MORE



THE MARKET
OUTPERFORMING

2x
IN 2025

MARKET SHARE

~16%
Source: BMS 2025. 
1 2025 like-for-like sales growth.

+13%

HAIRCARE

HAIRCARE

1



STRENGTH
& SYNERGY
OF 3 DIVISIONS

HAIRCARE



HAJERI
OMAR
BY



PROFESSIONAL
THE LEADER IN

BEAUTY
117 YEARSFOR



A LOCAL INDUSTRY WITH A STRONG
HAIRDRESSING AT A GLANCE

SOCIAL FOOTPRINT

2M SALONS WORLDWIDE
FRANCE: 70,000 SALONS vs 39,000 BAKERIES / 20,000 PHARMACIES

7M HAIRDRESSERS WORLDWIDE
FRANCE: 182,000 HAIRDRESSERS

        2nd LARGEST CRAFT SECTOR AFTER CONSTRUCTION
81 % OF BUSINESS OWNERS ARE WOMEN

SOURCES: FRANCE XERFI 2024, ESTIMATIONS BASED ON UNEC, CNEC, FIDUCIAL, CERFRANCE, 
URSSAF/ACOSS, ISM, OPCO EP, HCFIPS, BAROMÈTRE UNEC-HAIRNET. 

~€140Bn MARKET TURNOVER WORLDWIDE
FRANCE: €6.3Bn EXCL. TAX



THE INDUSTRY HAS
OVER THE LAST 10 YEARS,

DEEP

HYPER-FRAGMENTATION 
OF THE SALON LANDSCAPE

NEW CONSUMER
TRENDS

TRANSFORMATIONS
UNDERGONE



HYPER-FRAGMENTATION

44 % 

SOLO-PRENEURS (HOME-BASED STYLING ; CHAIR RENTAL)  /  WORK-LIFE BALANCE 

SOURCE: KLINE 2024 STYLISTS COUNT AND OTHER LOCAL SOURCES: FRANCE XERFI, UK 300 FREELANCERS SURVEY

65 % 
(+5 pts)

50% 

11 % 

58 % 

28 % 

61 % 
(+6 pts)

28 % 
(+13 pts)

17 % 

2024
(vs 2022)

OF THE SALON LANDSCAPE

THE RISE OF INDEPENDENT STYLISTS



LONGER ,  MORE  TEXTURED HA IR SOPH IST ICATED ROUT INES ULTRA  
CONNECT ION

NEW CONSUMERS

TRENDS

LONG/MEDIUM LENGTH HAIR

EUROPE 79% (+8 PTS)
USA 83% (+4 PTS) BOOMERS 60% (x5*)

CHINA 94% (+14 PTS)
2024 (VS 2016)

TEXTURED HAIR

1/3 OF EUROPEAN MILLENIALS
WITH CURLY HAIR TYPE 4+

E-COMMERCE ACCELERATION

~ ONE IN TWO AMERICAN WOMEN 
BOUGHT A HAIRCARE PRODUCT ONLINE 

IN PAST 6 MONTHS

SOURCES: USAGES AND ATTITUDES, LOCAL STUDIES 2025        * VS 11% IN 2011 ON WOMEN AGED 65 TO 75.

NEW HAIRCARE ROUTINES
>3 STEPS

FOR 72% OF WOMEN
IN FRANCE

NEW TOOLS

STYLERS, STRAIGHTENERS

EXPLOSION OF CONVERSATIONS 
#HAIRSTYLING 13Bn VIEWS / MONTH  

#HAIRCARE 6Bn VIEWS / MONTH
ON SOCIAL MEDIA

& NEW CONSUMPTION



1.
PRODUCTS

THE PROFESSIONAL

MARKET
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DRIVEN BY HAIRCARE

WEIGHT

16 %

29 %

55 %

HAIRCOLORHAIRCARE OTHERS

CAGR 15–19

~ + 3 %
~ + 4 %

+ 2 - 3 %

CAGR 2015–25

MARKET

> + 3 %
CAGR 21–25

+ 4 - 5%

~ + 7 %
+ 1 - 2 %HAIRCOLOR

HAIRCARE

SOURCE: KLINE PROFESSIONAL HAIR CARE (SELL IN – ALL CHANNELS)– MIO €

€13.5Bn MARKETA

MARKET



NON-SALONS (E-COM,  SELECTIVE RETAIL* ) SALONS

* CONSUMERS STORES: B&M SEPHORA, ULTA, ETC.
SOURCE: KLINE PROFESSIONAL HAIR CARE (SELL IN – ALL CHANNELS)– MIO €
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EMERGENCE OF NON-SALON CHANNELS

NON-
SALON
Weight

38 %
NON-SALON

Weight

16 %

(E-COMMERCE,  SELECTIVE RETAIL )

A NOW MARKETOMNI-CHANNEL



OUR
PERFORMANCE
2.



PERFORMANCE
EVOLUTION 2015–2025

OUR

0

1 000

2 000
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5 000

6 000

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

+ 1.8 % + 0.2 % + 2.0 % + 3.2 %
- 6.4 %

+ 24.8 %

+ 7.6 %
+ 5.3 %

+ 10.1 %

+ 3.4 %

CAGR 2015–19

+ 2.1 %

CAGR 2019-25

+ 7.8 %

COVID

+ 7.5 %

* LIKE-FOR-LIKE GROWTH



OUR IN 2026

+7.5%
vs 2024

~+3%

MARKET

2025 Q1 2026

+13.1%*
vs 2025

PERFORMANCE
A PROMISING START TO THE YEAR

~+3-4%

MARKET

SOURCE: BMS JAN. 2026 
* LFL GROWTH ADJUSTED FOR THE NET IMPACT OF THE PHASING AHEAD OF THE IT TRANSFORMATION IN 1Q26 AND 1Q25



RECORD
MARKET SHARE

27%

SOURCE: BMS JAN 2026 + KLINE 2025, 
EXCLUDING COLOR WOW



WE ARE ACCELERATING IN
NEW CHANNELS

0

1 000

2 000

3 000

4 000

5 000

6 000

2019 2025

PROFESSIONAL ECOM B2C SELECTIVE RETAIL

88%
60%

26%

13%

5%

6%

x3.5
x7

CAGR +1.2%

BASED ON SALES



KEYS
SUCCESS
3. TO



OUR POWERFUL

PORTFOLIOBRAND

1.



DEVELOPED THROUGH 
L'ORÉAL'S

2.
ADVANCED

RESEARCH 

SUPERIOR FORMULAS



A WINNING3. OMNI-CHANNEL STRATEGY

E-COM SELECT IVE  RETA IL SALONS



3M+ HAIRSTYLISTS IN OUR DATABASES

B2B  E-COMMERCE :
L ’ORÉAL  PARTNER  SHOP ,  

SALON CENTR IC

SCAL ING  EDUCAT ION :  
L ’ORÉAL  ACCESS F IELD  PRESENCE

TO SERVE A FRAGMENTED MARKET

ROLL OUT IN 35+ COUNTRIES 

4.

2,000+ REPRESENTATIVES (WORLD)
650+ PRO STORES (NorAm)

2025: 2.5M STYLISTS TRAINED 
vs 900,000 in 2019

“STYLIST-CENTRIC”CREATING A MODEL

SOURCE: INTERNAL DATA



OUTLOOK4.



~50%
~25%

~50% ~75%

PRO HAIR:  
1 PRODUCT OUT OF 10 

SOLD IN THE USA

HAIRCARE:PREMIUM 

THE PREMIUM HAIR SEGMENT 
IS YET UNDER-DEVELOPED IN COMPARISON 

TO PREMIUM SKINCARE

SIGNIFICANT DEVELOPMENT
POTENTIAL REMAINING

SOURCE: BMS JAN 2026 

MASSPREMIUM

SKINCARE HAIRCARE



K-SCAN
10,000 SALONS

NEW HA IR  SPA  SERV ICES A I -POWERED D IAGNOS IS

IN SALONS
EXPERIENCERE-INVENTING THE HAIRCARE

K-SPA
GCC



WITH THE 
ACQUISITION OF

STYLINGACCELERATING IN

STYLING MARKET 
CAGR 2022–24

~+6%

SOURCE: KLINE PROFESSIONAL HAIR CARE



AMBITION
OUR

KEEP SIGNIFICANTLY 
OUTPERFORMING 

THE MARKET



BEAUTY

SHAPING THE

FUTURE
OF PROFESSIONAL



ENGINES
ACCELERATION



GROWING EMERGING 
MIDDLE CLASS 

+400M +125M +170M

BY 2030

BEAUTY
CONSUMERS
INCREASE

POTENTIAL CONSUMERS

<25 60+

World Data Lab.

1



OBJECTIVE 2 Bn
L'ORÉAL CONSUMERS
IN THE NEXT DECADE



ATTRACTING NEW CONSUMERS

STRENGTH IN 
E-COMMERCE

A UNIQUE OFFER IN TERMS 
OF PRICEPOINTS

ACCELERATING UNIT GROWTH



BEAUTY ROUTINE 
SOPHISTICATION

OPPORTUNITIES
FOR VALUE CREATION

2



HAIRCARE
ROUTINE SOPHISTICATION

NEW INNOVATIONS

ACQUISITION
OF

GLOBAL
LEADER

IN STYLING



OF BODY CARE
EXPANSION 

VALORIZATION



THE RISE OF HAUTE     PARFUMERIE

A NEW
ULTRA-LUXURY GEM

COLLECTIONS FROM
HAUTE COUTURE BRANDS



& LOCAL ASPECTS OF BEAUTY
REINFORCING THE CULTURAL3

PARTICIPATION PARTICIPATION



MULTICULTURAL
BRAND PORTFOLIO

AUSTRALIA

CHINA

ITALY
MONACO

NETHERLANDS

SPAIN

UK

FRANCE
JAPAN

SOUTH KOREA

USA

OMAN
1

1

1 Participation.

2

2 After expiration of Coty License.



INTERNATIONALIZATION & LOCAL CULTURAL RELEVANCE

L’ORÉAL’S HISTORIC EXPERTISE

CHINESE NEW YEAR DIWALI



LONGEVITY
IS REDEFINING

SKINCARE

4



LONGEVITY 
INTEGRATIVE
SCIENCE

15 YEARS OF ADVANCED 
RESEARCH



ADVANCED BEAUTY PROTOCOLS 
LONGEVITY

DIAGNOSTIC TOOLS TOPICALS DEVICES SUPPLEMENTS



LONGEVITY
PARTNERSHIP

L’ORÉAL ADVANCED 
RESEARCH

SCIENTIFIC
PARTNERSHIP

20% PARTICIPATION
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A HOLISTIC 
& AMBITIOUS AI STRATEGY

DEVELOPMENT
FOR EMPLOYEES

ENGAGEMENT WITH 
CONSUMERS

INTEGRATION
INTO OUR MÉTIERS



How can I help you ?

What are the safest

skincare brands?

What are the safest

skincare brands?

Dermatologist-style gentle brands

La Roche-Posay – Includes lines for 

sensitive, acne-prone and eczema-prone 

skin, with many fragrance-free options.

CeraVe – Ceramide-rich, non-fragranced 

products created with dermatologists,

often suggested for dry, acne-prone, 

eczema and rosacea-prone skin.

THE REFERENT SOURCE 
OF BEAUTY KNOWLEDGE FOR LLMs 

SET TO BE



ACCELERATES
OUR R&I DISCOVERIES

MORE MOLECULES TESTED

THAN IN THE PREVIOUS 5 YEARS
IN THE LAST 12 MONTHS

PARTNERSHIPS

Internal data. 



#1



THE POWER OF 
L’ORÉAL CULTURE



“This document does not constitute an offer to sell, or a solicitation of an offer to buy L’Oréal
shares. If you wish to obtain more comprehensive information about L’Oréal, please refer to
the public documents registered in France with the Autorité des Marchés Financiers (which
are also available in English on our Internet site: www.loreal-finance.com). This 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 release,
they are by their nature subject to risks and uncertainties which could cause actual results to
differ materially from those indicated or projected in these statements. Any reuse of images
and content is prohibited and/or subject to prior authorization.”

DISCLAIMER


