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BEAUTY 
MARKET:   

SOLID  
GROWTH 
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* EXCLUDING RAZORS, SOAPS AND TOOTHPASTES. 2016 PROVISIONAL ESTIMATES 
SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 

WORLDWIDE 
BEAUTY  

MARKET* 
+4%  ≃  
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+4%  +1%  

NORTH AMERICA WESTERN EUROPE NEW MARKETS 
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* EXCLUDING RAZORS, SOAPS AND TOOTHPASTES. 2016 PROVISIONAL ESTIMATES 

SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 

BEAUTY  
MARKET* BY  

GEOGRAPHIC 
ZONE 

+5%  ≃  ≃  ≃  



AFRICA,  
MIDDLE EAST 

+1.5%  

LATIN  
AMERICA 

+4.5%  

EASTERN  
EUROPE 

+7%  

ASIA,  
PACIFIC 

February 10th, 2017 
* EXCLUDING RAZORS, SOAPS AND TOOTHPASTES. 2016 PROVISIONAL ESTIMATES 

SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 

≃  ≃  ≃  +8%  ≃  

BEAUTY  
MARKET* BY  

GEOGRAPHIC 
ZONE 
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* EXCLUDING RAZORS, SOAPS AND TOOTHPASTES. 2016 PROVISIONAL ESTIMATES 

SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 

LUXURY 

+5.5%  

PROFESSIONAL 
BEAUTY 

+2%  

DOOR- 
TO-DOOR 

+1.5%  ≃  

DERMO- 
COSMETICS 

+4.5%  ≃  

MASS 
MARKET 

+4%  ≃  ≃  ≃  

+21%  

E-COMMERCE 

≃  

WORLDWIDE  
BEAUTY  

MARKET* BY  
SECTOR 



GROWTH  
ACCELERATION 

OUTPERFORMANCE  
VS. MARKET 
INCREASED  
LEADERSHIP  

A GOOD YEAR 
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GREAT  
VINTAGE OF  
INNOVATION 



PROFESSIONAL  
PRODUCTS 

+1.8%*  
Market**: ≃ +2% 

 
*2016 LIKE-FOR-LIKE SALES GROWTH 
**EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. 
2016 PROVISIONAL ESTIMATES. SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT  

CONSUMER  
PRODUCTS 

+4.4%*  
Market**: ≃ +4% 

ACTIVE  
COSMETICS 

+5.7%*  
Market**: ≃ +4.5% 

3 DIVISIONS 
 OUT OF 4   

GREAT  
PROGRESS  

L’ORÉAL  
LUXE 

+6.9%*  
Market**: ≃ +5.5% 
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UNIQUE PORTFOLIO OF ICONIC BRANDS  

FAST PACE OF GREAT INNOVATIONS 

PERFECT OPERATIONAL EXECUTION 

CONTINUED  
MARKET SHARE 

GAINS 
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MAXIMIZATION OF MAKE-UP 

ROLL-OUT OF NYX PROFESSIONAL MAKE-UP 

DEPLOYMENT OF GARNIER ULTRA-DOUX 

REINVENTED  
ITSELF 

CONSUMER 
PRODUCTS 
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STRATEGIC ACQUISITION* 

LEADS  
DERMOCOSMETICS 

SKINCARE  
ACTIVE 

COSMETICS 

*AGREEMENT TO ACQUIRE 
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2017 

PICK-UP OF THE HAIR COLOR MARKET 

FULL DEPLOYMENT OF 2016 LAUNCHES 

PROFESSIONAL 
PRODUCTS 
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THE BODY 
SHOP 
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+5.8%*  +2.4%* +6.3%*  

NORTH AMERICA WESTERN EUROPE NEW MARKETS 

Market**: ≃ +4% Market**: ≃ +1% Market**: ≃ +5% 

MARKET SHARE 
GAINS  IN THE  
3 STRATEGIC 

REGIONS 

 
*2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 
**EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. 
2016 PROVISIONAL ESTIMATES. SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 



+5.8%* 

+3.5%* 
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NORTH AMERICA 

* LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

A YEAR OF 
ACCELERATION 

2015 2016 



CONSUMER PRODUCTS:  
SPECTACULAR MARKET SHARE GAINS  

x2 THE MARKET 

L’ORÉAL LUXE:  
CLEARLY WINNING  

ACTIVE COSMETICS: 
 KEY ROLE IN THE CREATION  

OF THE DERMOCOSMETICS CATEGORY  

NORTH  
AMERICA 
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COMPETITOR 
#1 

February 10th, 2017 

COMPETITOR 
#2 

COMPETITOR 
#3 

COMPETITOR 
#4 

X2  

NORTH AMERICA 

≃  

LEADERSHIP 
EXTENDED 

*L’ORÉAL ESTIMATES 



MARKET 
 
*EXCLUDING SOAPS, TOOTHPASTES AND RAZORS. 
2016 PROVISIONAL ESTIMATES. SOURCE: L’ORÉAL ESTIMATES. EXCLUDING EXCHANGE RATE IMPACT 
**2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

+2.4%** 

≃+1%* 

WESTERN EUROPE 
SOLID  

GROWTH 
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WESTERN EUROPE 

COMPETITOR 
#1 

COMPETITOR 
#2 

COMPETITOR 
#3 

COMPETITOR 
#4 

X3 ≃  

STRONG 
LEADERSHIP 

POSITION 

*L’ORÉAL ESTIMATES 



+9%*  

+4%*  

+10%*  

+2.4%*  

UK 

GERMANY 

SPAIN 

WESTERN 
EUROPE 

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 
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+11.1%*  

+7.9%*  

+10.4%*  

+3.6%*  
LATIN  
AMERICA 

AFRICA, 
MIDDLE EAST 

ASIA,  
PACIFIC 

EASTERN 
EUROPE 

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

SOLID  
GROWTH  
IN NEW  

MARKETS  
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+13%*  

+16%*  

+14%*  

+6%*  

MEXICO 
COLOMBIA 

PERU 
BRAZIL 

+11.1%*  

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

GOOD MARKET 
SHARE GAINS LATIN  

AMERICA 
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+16%*  

RUSSIA 

+10.4%*  

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

+16%*  

UKRAINE 

+6%*  

POLAND 

EXCELLENT 
YEAR EASTERN 

EUROPE 
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+9%* 

+5%* 

SOUTH KOREA 

TAIWAN 

+24%*  

INDONESIA 

+9%*  

AUSTRALIA 

+3.6%*  

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

ASIA,  
PACIFIC 
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L’ORÉAL LUXE REINFORCED ITS LEADERSHIP  

CONSUMER PRODUCTS DIVISION SLOWED DOWN BY: 
DIFFICULTIES OF MAGIC  

PROGRESSIVE ADJUSTMENT  
TO THE ACCELERATING CHANNEL SHIFT 

L’ORÉAL  
CHINA 
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OF TOTAL 
GROUP  
SALES 

COMPETITOR 
#1 

COMPETITOR 
#2 

COMPETITOR 
#3 

COMPETITOR 
#4 

SOURCE SMARTPATH E-COMMERCE PANEL, 2016 YTD NOV 

X2  

L’ORÉAL  
CHINA 
N°1 IN  

E-COMMERCE 
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BRANDS  
STRONGER  
THAN EVER 

February 10th, 2017 



 
N°1 BEAUTY 
COMPANY 

February 10th, 2017 



+41%*  

EGYPT 
+25%*  

PAKISTAN 

+7.9%*  

* 2016 LIKE-FOR-LIKE TOTAL DIVISIONS SALES GROWTH 

ALL DIVISIONS 
HAVE GAINED 

SHARES AFRICA, 
MIDDLE EAST 
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Expands  
Active Cosmetics 
potential  

4 STRATEGIC 
ACQUISITIONS 

Perfect complement to  
our make-up artists brands 

Enhances our position  
in the fast-growing segment  
of alternative perfumery 

Taps into new aspirations  
in skincare 

CeraVe* 

*AGREEMENT TO ACQUIRE 
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2015 

17.4% 

2016 

17.6% 

+20BP  

OPERATING 
MARGIN 

3,031 

3,318 

+9.5%  

NET  
CASH FLOW* 

(IN MILLION EUROS) 

COMPELLING  
SET OF  

RESULTS 

*NET CASH FLOW: GROSS CASH FLOW - CHANGES IN WORKING CAPITAL - CAPITAL EXPENDITURE 

2015 2016 
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2015 

3.10 

2016 

3.30* 

+6.5%  

DIVIDEND 
PER SHARE 
(IN EUROS) 

COMPELLING  
SET OF  

RESULTS 

*PROPOSED AT THE ANNUAL GENERAL MEETING TO BE HELD ON APRIL 20TH, 2017 



VERY  
GOOD YEAR  

IN THE PACE OF OUR  
TRANSFORMATION 
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INCREASED  
DIGITAL  

LEAD 



 +33%*  
SALES  

GROWTH 

 4th 
COUNTRY  

EQUIVALENT  
TO OUR 

* LIKE-FOR-LIKE SALES GROWTH. SALES ACHIEVED ON OUR BRANDS’ OWN WEBSITES AND ESTIMATED SALES ACHIEVED BY OUR BRANDS CORRESPONDING TO SALES THROUGH  
RETAILERS’ WEBSITES (NON AUDITED DATA) 

L’ORÉAL  
LEADING 

E-COMMERCE 
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PRECISION 
ADVERTISING 

THE MOST ENGAGING CONTENT  

THE MOST RELEVANT CONTEXT  

AT THE RIGHT TIME 

TO THE RIGHT TARGET 



>30%  
OF OUR MEDIA 

IN DIGITAL 

OPTIMIZING  
OUR MEDIA 
EFFICIENCY 
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CLEAR STRATEGIC DIRECTION 

DECENTRALIZED, AGILE EXECUTION 

SUCCESS  
OF OUR DIGITAL 

TRANSFORMATION 
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SIGNIFICANT  
INVESTMENT  

IN TALENT 

1,600  
DIGITAL EXPERTS 

14,000  
UP-SKILLED  



LEADING 
DIGITAL 
BEAUTY 
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ADVANCES IN 
MANUFACTURING  

AND SUPPLY  
CHAIN 
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PROTOTYPING 
TECHNIQUES 



INDUSTRY 4.0 
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MORE AGILE 
 

AFFORDABLE  
PERSONALIZATION 
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MORE REACTIVE 
SUPPLY CHAIN 

February 10th, 2017 



February 10th, 2017 

PROFOUND  
TRANSFORMATION  



1 OF ONLY 2  
COMPANIES 
WORLDWIDE 
WITH 3 “A”s 
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The new L’Oréal 

THE NEW L’ORÉAL 
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THE WORLD  
IS CHANGING AT  

AN AMAZING SPEED 
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THE DAWN OF  
A NEW WORLD OF 

BEAUTY 
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DIGITAL IS 
OMNIPRESENT 
EVER-PRESENT 
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THE  
GOLDEN ERA  
FOR BEAUTY 
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THE ERA  
OF SOCIAL 
 BEAUTY 
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THE ERA  
OF SOCIAL 
 BEAUTY 
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1996 

2.33% 

2006 2016 

2.35% 

2.41% 

LARGER  
SHARE OF  

INCOME SPENT ON  
BEAUTY  

SHARE OF PERSONAL CARE IN 
CONSUMER EXPENDITURE (WORLD)  

SOURCE: EUROMONITOR 2016 (RELEASED IN MARCH 2016) 
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NEW,  
DIFFERENT,  

BETTER  
PRODUCTS 



QUALITY  
EFFICACY  
SECURITY  
SINCERITY 
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PREMIUMIZATION 

BEAUTY IS THE CATEGORY WITH THE HIGHEST 
TRADE-UP RATE* 

February 10th, 2017 *SOURCE: MCKINSEY GLOBAL CONSUMER SENTIMENT SURVEY, 2016 



MORE PERSONAL 
RELATIONSHIP  
WITH BRANDS 
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CUSTOMIZED  
ADVICE AND  

NEW SERVICES 
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BEST IMMERSIVE  
SHOPPING  

EXPERIENCE 
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UNIQUE 
OPPORTUNITY  
FOR L’ORÉAL 

THE BRIGHT  
NEW WORLD  
OF BEAUTY 
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UNIQUELY POSITIONED  
TO DRIVE AND CAPTURE 

THIS EXCITING  
GOLDEN ERA 
OF BEAUTY 

February 10th, 2017 



SUPERIORITY  
IN R&I 
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DIGITALISATION OF 
LABORATORIES 
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R&I 
UNIVERSALIZATION 



UV  
PATCH 

MAKEUP  
GENIUS 

CONNECTED 
BRUSH 

NEW  
SERVICES 
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STRONG  
PARTNERSHIPS  

WITH  
START-UPS 
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SEIZE  
UP-AND-COMING  

TRENDS 
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HARNESS  
THE POWER  
OF SOCIAL  
LISTENING 
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MAKE-UP NATURAL  PERSONALIZATION 
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CUTTING-EDGE  
DIRECT-TO-CONSUMER 

RELATIONSHIPS 
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billion 
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AT LEAST  
2 L’ORÉAL BRANDS  

IN THE TOP 5 
 
 L2 DIGITAL IQ 

L2 DIGITAL IQ INDEX: BEAUTY 



DATA  
ASSETS 

COMPETITIVE  
ADVANTAGE 
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EXPLORING  
OPPORTUNITIES OF 

DIRECT-TO-CONSUMER  
CHANNELS 
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LEADING 
BEAUTY 

E-COMMERCE 
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IMMERSIVE  
BRAND  

EXPERIENCE 

February 10th, 2017 



L’ORÉAL  
IS PERFECTLY 
FITTED TO THE  
NEW WORLD  
OF BEAUTY 
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PROFESSIONAL  
PRODUCTS 

CONSUMER  
PRODUCTS 

L'ORÉAL  
LUXE 

ACTIVE  
COSMETICS 

GLOBAL FLOTILLA  
OF  

COMPLEMENTARY  
BRANDS 



ACROSS ALL 
DISTRIBUTION 

CHANNELS 

ALL CHANNELS  
ALL CATEGORIES  

ALL PRICES 
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HAIR 
SALONS 
BEAUTY  
SALONS 

MASS 
MARKET 

DEPARTMENT 
STORES 
PERFUMERIES 

PHARMACIES 
DRUGSTORES 
MEDISPAS 

BRANDED 
RETAIL 

TRAVEL 
RETAIL E-COMMERCE 

ACROSS 
ALL BEAUTY 
CATEGORIES 

HAIRCARE HAIR COLOR SKINCARE FRAGRANCE MAKE-UP 
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STRATEGICALLY 
CONCENTRATED 
OPERATIONALLY 
DECENTRALIZED  

UNIQUE  
ORGANIZATION 



ENTREPRENEURIAL 
CULTURE 

EXPERT, 
HIGHLY 

ENGAGED 
TEAMS 
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GOLDEN ERA  
FOR L’ORÉAL 

GOLDEN ERA  
OF BEAUTY 
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BEAUTY  
FOR ALL 
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2017 
CONFIDENCE AND 

VOLUNTARISM 
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1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017E

5.0% 

3.0% 

BEAUTY MARKET GROWTH* 

*L’ORÉAL BMS ESTIMATES - EXCLUDING SOAP, TOOTHPASTE AND RAZORS. NET MANUFACTURING PRICE (SELL-IN) - PROVISIONAL ESTIMATE. GROWTH AT CONSTANT EXCHANGE RATE 

2017 est. 
 

  +4% ≃  

THE MARKET  
CONTINUES  
TO DEVELOP 
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OUTPERFORM  
THE MARKET,  

IN EVERY DIVISION  
AND REGION 

THE 
PROFILE OF GROWTH  

WILL BE SIMILAR  
TO 2016 ANOTHER  

YEAR OF INCREASE  
IN SALES  

AND PROFITS 



THANK  
YOU MERCI 

February 10th, 2017 



-------------------------Avertissement / Disclaimer ------------------------- 
« Ce document ne constitue pas une offre de vente ou la sollicitation d’une offre d’achat de titres L’Oréal. Si vous souhaitez obtenir des informations plus complètes concernant L’Oréal, nous 
vous invitons à vous reporter aux documents publics déposés en France auprès de l’Autorité des Marchés Financiers (également disponibles en version anglaise sur notre site Internet 
www.loreal-finance.com).Ce document peut contenir certaines déclarations de nature prévisionnelle. Bien que la Société estime que ces déclarations reposent sur des hypothèses raisonnables 
à la date de publication du présent communiqué, elles sont par nature soumises à des risques et incertitudes pouvant donner lieu à un écart entre les chiffres réels et ceux indiqués ou induits 
dans ces déclarations.» 
 
 

"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." 
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