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GREAT START
TO THE YEAR
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WINNING MODEL
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Keratin Alpha
Sleek

SMOOTH TRANSFORMER
KERATIN-ALPHA SHAPER + AMNO-ACD(0

TRAITEMENT LISSANT PROFESSON
Jusqu'd 2 semaines danti 568
PROFESSIONAL SM
Up to 2 weeks of frizz
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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.
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BEAUTY MARKET
VITALITY

CONTINUOUS EXPANSION

TECHNOLOGIES
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~+3.5-4<

MARKET GROWTH

"Like-for-like growth adjusted for the net impact of the phasing ahead of the IT transformation in Q126 and Q125.

2L'Oréal beauty market estimates based on manufacturer’s net prices, excluding soap, toothpastes, razors and blades. At constant exchange rate.




GROWTH n AI_.I_ *

DIVISIONS & REGIONS

EUROPE
NORTH —3 ‘
AMERICA +5.5% NORTH
il ASIA
+7.6% -
o +408%
SAPMENA =
LATIN SSA

AMERICA

v e 15.4%
+5.1f%"



GROWTH
ATION

+6 7%

+4.9%
+3.2%

> S2 Q12026
2025

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



DURABLE STEP-UP_
N INNOVATION
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LOREAL

ESTEE
LAUDER

COMPANIES

LVMH

CHANEL Beiersdorf

JHIJEIDO coTY
. . = PUIG Bath&BodyWorks "a@ I€ kenvue  Naturasco

TWWD Beauty Ranking by sales 2025.



LOREAL +6.6%

Unileaser o
+3.1%
3Y CAGR
(others TOP 30)
ESTEE
PG [AUDER
LVMH  cpyaNEL  Beiersdorf
JHISEIDO coTY

ERUic L Ka@ € kenvue Naturasaco
1 > 3 9 0 & ;

TWWD Beauty Ranking by sales 2025.




ACQUISITIONS —

: il IHE HEART OF THE OF THE GROUP'S TOTAL
/
LO R EAl_ MODEL %R\(()EVX-FEQ OVER THE PAST
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COLORWOW
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Revenue per year.



THE BEST

A

PREMIUM PRICE POINT

BRAND
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ACCESSIBLE PRICE POINT




INTERNATIONALIZATION
ofrour BRAND PORTFOLIO

PRADA  BIOTHRM TAKAMI
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GLOBAL LEADERSHIP IN PERFUMES
ERRENGTHENED

2025

LOREAL MARKET
+10% | +6%

MARKET SHARE

EAU DE PARFUM |

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




FRAGRANCES
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Aésop.

Virére
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PERFUMED HAIR & BODY MIST ‘
CARAHEL GRUSH p

Ch. 1

Blaze of Stillness

Maison Margiela
PARIS

Eau de Parfum

MISTS RAUTE PARFUMERI|S



MAKE-UP

WORLDWIDE
HA N MAKE-UP

LOREAL

+3.5%

2025

MARKET SHARE

~17% 48

Source: : BMS 2025.
22025 like-for-like sales growth.



MAKE-UP

ACCELERATING INNOVATION

& PRODUCT LAUNCHES
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SKINCARE

-

BRANDS .
IN T E ‘\‘

GLOBAL TOP 5 *

LOREAL 5 s W — 1 5¢y
PARiS OSSR TN Y —— wry g o

MARKET SHARE

LAROCHE POSAY

LABORATOIRE DERMATOLOGIQUE DEVELOPED WITH uzwmmws;.s.rs

Source: BMS 2025.
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HAIRCARE

" HAIRCARE
& OUTPERFORMING
4 THE MARKET

+13% 2x

IN 2025

MARKET SHARE

~16%

12025 like-for-like sales growth.



HAIRCARE

STRENGTH

& SYNERGY
OF 3 DIVISIONS

LOREAL T

Consumer Products

CURLS METHOD.

SHAPE
REFRESH

148H MOISTURE & DEFINTION

REFRESHING
— SPRAY
T 7

'OREAL
LOREAL

PROFESSIONAL PRODUCTS

DERCOS

TECHNIQUE

=
: Anti dandruff
: Anti-pelliculaire

Bl PIROCTONE OLAMINE
BisaBOLOL |

S

Cera

£L0PE0 WITH DERMATOLOGISTS.

DERMATOLOGICAL

SHAMPOO KERASTASE
wovr, A
ﬁ;ﬂrgﬁﬂgr”ff

L ampoo& Conditioner
TRATANT 55?:1’55&"%3%%&; o B

ANTI HAIR-FALL FORTIFYING SERUM

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

. Sensitive scalp —
Cuir chevelu sensible

VICHY

Leaves hair feeling healthy & soft d

S— ' FRECFROMSULFATES, NIT)

PARABENS & FRAGRANCE
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LOREAL

PROFESSIONAL PRODUCTS

AL

PROFESSIONNEL

Keratin Alpha
Sleek

SMOOTH TRANSFORMER

KERATIN-ALPHA SHAPER + AMINO-ACIDCHAN

TRAITEMENT LISSANT PROFESSION
Jusqu'a 2 semaines d'anti=frisottis&d

PROFESSIONAL SMOOTHING TREA!

Up to 2 weeks of frizz & volume contro H E RI
SERIE EXPERT " 200mi67¢id 1 &




L'OREAL

PROFESSIONAL PRODL
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PROPESSIONAL
BEAUTY
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HAIRDRESSING AT A GLANCE

A LOCAL INDUSTRY WITH A STRONG
SOCIAL FOOTPRINT

PAR

2M SALONS WORLDWIDI: - I oo
FRANCE: 70.000 SALONS vs 39,000 BAKERIES / 20,000 PHARMACIES | 5

000000

/M HAIRDRESSERS WORLDWIDE

FRANCE: 182.000 HAIRDRESSERS
2nd LARGEST CRAFT SECTOR AFTER CONSTRUCTION

81 % OF BUSINESS OWNERS ARE WOMEN

~€140Bn MARKET TURNOVER WORLDWIDE
FRANCE: €0.38n EXCL. TAX



OVER THE LAST 10 YEARS,
TlmlE FNIBALISF RN I AS

UNDERGONE [)[[']
TRANSFORMATIONS

HYPER-FRAGMENTATION
OF THE SALON LANDSCAPE

NEW CONSUMER
TRENDS




0D %
(+5pts)

HYPER-FRAGMENTATION

OF THE SALON LANDSCAPE

“)
d= 9
£= 44 o 2004
o (vs 2022)
[1EA
y

THE RISE OF INDEPENDENT STYLISTS

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



LONGER, MORE TEXTURED HAIR

NEW CONSUMERS

& NEW CONSUMPTION TRENDS

i
tkfmrw
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KERASTASE .M-—-‘e-.. - KERASTASE
K KERASTASE l:-} flen vl 1
b i
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Sl =

Did you like these styles?..  Frizzy, messy texture is o.. 2026 hair trends are all a... Les nouvelles coupes ten...
Q) alinecoiffure... ﬂ ellebangs o verdeavedasa.. ‘ chirinerhb

LONG/MEDIUM LENGTH HAIR

FUROPE 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+

NEW HAIRCARE ROUTINES

>3 STEPS

FOR 72% OF WOMEN
IN FRANCE

NEW TOOLS
STYLERS, STRAIGHTENERS

EXPLOSION OF CONVERSATIONS

ZHAIRSTYLING 13Bn VIEWS / MONTH
ZHAIRCARE 6Bn VIEWS / MONTH
ON SOCIAL MEDIA

F-COMMERCE ACCELERATION

~ ONE IN TWO AMERICAN WOMEN
BOUGHT A HAIRCARE PRODUCT ONLINE
IN PAST 6 MONTHS
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A C15.58n MARKE'T

DRIVEN BY HAIRCARE

16 000 CAGR 2015-25

WEIGHT MARI<ET

14 000

16% 3
12 000 > + O/O

10000 CAGR 15-19 CAGR 21-25
8000 ~+ 3 % MARKET 4 - 5%
6000 ~ + 4 % HAIRCARE Gty 7%
000 + 2— 3 % HAIRCOLOR =+ 1—2%
2000

P

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

@ rarcare @ HAIRCOLOR OTHERS




a Now OMNI-CHANNE, markeT

EMERGENCE OF NON-SALON CHANNELS

(E-COMMERCE, SELECTIVE RETAIL)

16 000
14000 NOIE
SALON
12 000 Weight
~ 38%
NON-SALON [~ 15000
Weight
(o) _J
162 8000
6000
4000
2000

A4

2017 2018 2019 2020 2021 2022 2023 2024 2025

‘ NON-SALONS (E-COM, SELECTIVE RETAIL¥*) . SALONS
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ourR PERFORMANCE

EVOLUTION 2015-2025

6 000
CAGR 2019-25
" 7 8 o +7.5%
. (0]
5000 +5.3%
CAGR 2015-19 +7.6%

+10.1%

+2.1% °
4000

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

_

7

0,
+34% +18% +02% +2.0% *32%

+24.8%
-6.4%
3000
2000
1000

D

* LIKE-FOR-LIKE GROWTH




OUR PERFORMANCE IN 2026

A PROMISING START TO THE YEAR

vs 2024 vs 2025

2025 Q1 2026

L J @
MARKET MARKET
~+3% N+3—4%




LOREAL

PROFESSIONAL PRODUCTS

2 /%

LCOR

MARKET SHARE




WE ARE ACCELERATING IN

MW CHANNELS

6000

5000 13%

/'

/
CAGR +1.2%

4000

3000

2000

1000

2019 2025

B PROFESSIONAL mECOM B2C SELECTIVE RETAIL
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OUR POWERFUL

BRAND
- PORTIOLIO
KERASTASE RO
REDKEN COLORWOW

AAAAAAAAAAAAAAAAA

BIOLAGE I MNATLrIX MIZANIL PULPRIOT

TEXTURE LOVE SINCE 1991
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3. OVMNI CHIANNLL srarecy

amazon
~—7

V7 KERASTASE

PARIS

Keérastase > Nouveau : Gloss Absolu

A WINNING

SELECTIVE RETAIL

SALONS




4 cREATING A ST YLAST - CENTRIC viopr,

TO SERVE A FRAGMENTED MARKET

B2B E-COMMERCE:
L'OREAL PARTNER SHOP,
SALON CENTRIC

SCALING EDUCATION:
L’'OREAL ACCESS

ROLL OUT IN 35+ COUNTRIES

2025: 2.0M STYLISTS TRAINED
vs 900,000 in 2019

FIELD PRESENCE

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

SM -+ HAIRSTYLISTS IN OUR DATABASES







prxiom HAIRCARE:

SIGNIFICANT DEVELOPMENT
POTENTIAL REMAINING

SKINCARE HAIRCARE
@ Freviov @ wass
THE PREMIUM HAIR SEGMENT " PR? HAlR P
IS YET UNDER-DEVELOPED IN COMPARISON I PRODUCT OUT Ol 10

SOLD IN THE USA

TO PREMIUM SKINCARE




RE-INVENTING THE HAIRCARE EXPER[ENCE

Al-POWERED DIAGNOSIS

IN SALONS

NEW HAIR SPA SERVICES

K-SCAN

10,000 SALONS
\




acceLerATING IN 8TYING

WITH THE
ACQUISITION OF

COLORWOW

STYLING MARKET
CAGR 2022-24




OUR

AMBITION

KEEP SIGNIFICANTLY
OUTPERFORMING
THE MARKET




BETAPING THE

HUTURL

e PROFESSIONA(S

BEAUTY




' ACCELERATION

~NGINES




BEAUTY

CONSUMERS
INCREASE

World Data Lab.

TENTIAL CONSUMERS
BY 2030
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ATTRACTING NEW CONSUMERS
ACCELERATING UNIT GROWTH

ENIEEEGIERER N TERMS STRENGTH IN
OF PRICEPOINTS E-COMMERCE

OPORTUNIDADES
QUE NO VUELVEN

wsrs 5O%OFF
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BEAUTY ROUTINE
SOPHISTICARINS




HAIRCARE e - iliagi
ROUTINE SOPHISTICATION . e |

PROFESSIONNEL

Keratin Alpha
Sleek

| SMOOTH TRANSFORMER
KERATIN-ALPHA SHAPER + AMINC-ACD (4%

TRAITEMENT LISSANT PROFESSIONE.
| Jusqu'd 2 semaines danti-frisotisEdse

PROFESSIONAL SMOOTHING TREATN
Up to 2 weeks of frizz & volume contrd
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Ch. 1
Blaze of Stillness
Maison Margiela
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REINFORCING THE CULTU
& LOCAL ASPECTS OF BEAUTY. \ &

PARTICIPATION PARTICIPATION



USA

Y

MULTICULTURAL

BRAND PORTFOLIO

skinbe+ter

SCIENCE

& SKINCEUTICALS
RALPH LAUREN

Hiohls REDKEN
m vvvvvvvvvv
a8 BIOLAGE MAYBELLINE
YOUTH=PEOPLE  THAYERS
@PUREOLOGY  WmAtriX
IT COSMETICS DH:IJB“
URBAN DECAY &ssie
COLORWOW Cerad

! Participation
2 After expiration of Coty License.
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| 'OREAL’'S HISTORIC EXPERTISE
INTERNATIONALIZATION & LOCAL CULTURAL RELEVANCE
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CHINESE NES S
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LONGEVITY

|SERERERINING
SIKINCARE
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LONGEVITY
PARTNERSHIP




~-POWERED
BEAUTY




A HOLISTIC
& AMBITIOUS A STRATEGY

-

DEVELOPMEN
FOR EMPLOYEES

ENGAGEMENT WITH INTEGRATION
CONSUMERS INTO OUR METIERS

#

LOREAL

p
— - gy | CRE NMTECH
@ BeoutyGenius GenAl Beauty Content Loti >
Welcome Back | LOREAL —
How Can | Help You § S e
Today? - BETiq




'OREAL SET TO BE
THE REFERENT SOURCE
OF BEAUTY KNOWLEDGE FOR LLMs
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EUROPE’S

COMPANIES

2025
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P-Y-W BEAUTY COMPANY
L'OREAL: X IN THE ®VORLD

WORLDWIDE
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° DISCLAIMER *

_“This document does not constitute an offer to sell, or a solicitation of an offer to buy L’Oréal
shéres. 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 docungent 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 calse 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.”



