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cosmetics
group
worldwide

(1)

82,600
employees

34

150

26.02

498

brands

countries

billion euros
of sales
(2)

4.68
billion euros
in operating
profit
(2)

(1) Source: WWD, “Beauty’s Top 100”, April 2017. (2) At 31 December 2017.

patents registered
in 2017

Commitments for

2020

“Sharing Beauty
With All”
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Prospects

Beauty has
never looked
this good
by Jean-Paul Agon,
C h a i r m a n a n d C h i e f E xe c u t i v e O f f i c e r

C h e c k o u t J e a n - Pa u l A g o n’s
full interview in the digital version

PROSPECTS

“

As people’s desires for beauty grow in multiple
ways worldwide, beauty has never looked this
good. Market growth accelerated in 2017,
stimulated by extremely favourable demographic
and sociological developments. In this dynamic
market, L’Oréal achieved a great new year
in terms of sales and results.

”

We strengthened our
positions in categories,
distribution channels
DQGbUHJLRQVRIWKHZRUOG
ZKLFKbDUHVWUDWHJLFbIRU
WKHbIXWXUH
First, in the two most important categories of the
market, makeup and skincare. Secondly, in two key
sectors: selective, where L’Oréal Luxe has experienced
its strongest growth since 2000, and GHUPRFRVPHWLFV
where our Active Cosmetics Division has passed the
two billion euro mark. In WKH1HZ0DUNHWV also
ZKHUHIRUWKHÀUVWWLPHZHVXUSDVVHGWHQELOOLRQHXURV
in sales, particularly thanks to the dynamism of
WKH$VLD3DFLÀF=RQH/DVWO\WZRJURZWKERRVWHUV
are running full steam ahead: on the one hand,
2017 was DQRWKHUJUHDW\HDURIGLJLWDODFFHOHUDWLRQ
Our e-commerce sales grew by +34%(1) and online sales
now exceed two billion euros, representing nearly 25%
of sales in a digitally advanced country like China.
On the other hand, Travel Retail, a high potential
channel where L’Oréal celebrated its 40 years by
strengthening its leadership position.

L’Oréal also delivered good results
achieving a record operating
margin of 18%.
The year was marked by a sharp increase in net income,
up +15.3%, as well as by a dividend increase that will be
proposed at the Annual General Meeting(2). The Group has
once again shown the strength of its powerful, balanced
and value-creating business model.
But our mission goes beyond economic success. This year,
through our sustainability programme, “Sharing Beauty
With All”, we have once again demonstrated that economic
performance and environmental and social performance
go hand in hand and are even mutually reinforcing.
For example, in 2017, the reduction in our CO2 emissions
reached -73% since 2005, whilst at the same time,
our production increased by +33%.
Our performances have been widely recognised. L’Oréal
was the top performing global company on Newsweek’s 2017
Global 500 Green Rankings and CDP(3), the most respected
authority in sustainability, awarded us, for the second year
UXQQLQJWKUHH´$µUDWLQJVIRURXUDFWLRQVLQÀJKWLQJFOLPDWH
change, water management and combatting deforestation.
Another great source of pride - because it is a long struggle
- is the fact that L’Oréal has come ÀUVWLQWKHZRUOGZLGH
UDQNLQJVRQJHQGHUHTXDOLW\ among over 3,000 companies
rated by Equileap.

(1) Sales achieved on our brands’ own websites + estimated sales achieved by our brands corresponding to sales through our retailers’ websites (non-audited data); like-for-like growth.
(2) Dividend proposed at the Annual General Meeting of 17 April 2018. (3) CDP is an independent international organisation that evaluates companies’ environmental performance.
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PROSPECTS

Being a leader both
economically and socially
is our goal.
Our ambition allows us to have
a positive impact on the environment
and society, as well as sustaining our
success in the long-term. Overall,
ZDVD\HDURIVLJQLÀFDQW
progress for L’Oréal, a pivotal year
at a pivotal time. We are entering
DQGWKHFRPLQJ\HDUVZLWK
JUHDWFRQÀGHQFH in our unique and
original business model, ideally suited
to this new world of beauty, full
of new promises and opportunities.

/HWPHVKDUHZLWK\RXZKDW,FDOO
our seven reasons for success.
Firstly, DEHDXW\PDUNHWWKDWZLOO
FRQWLQXHWRJURZLQWKHFRPLQJ\HDUV
This is in part thanks to the emergence
of the new middle and upper classes
who are powerful consumers of beauty,
especially of premium products. But
also the result of major shifts which
reveal new needs, such as urbanisation
or ageing populations.

Secondly, L’Oréal is the archetype of the
“Beauty Pure Player” - nothing but beauty,
for all types of beauty - and our unique expertise
acquired over 109 years, allows us to understand,
in extreme detail, the desires and aspirations
of consumers all around the world.
Thirdly, RXUIXQGDPHQWDOV the reasons for our
success today which will be the reasons for our success
tomorrow: the obsession of innovation and superior
quality, more important than ever in a world
of ratings and reviews: our continuous strategic
focus on Research & Innovation is absolutely
necessary; the power of our brands, more essential
than ever in a world of consumer hyper-choice:
the richness of our complementary brands, eight
of which are already billionaires, makes and will
continue to make the difference; the star products,
strong and powerful, in a world of algorithms.
The fourth reason is our VXSHULRUGLJLWDO
SURZHVV in a world where technological
developments are crucial.
2017 VivaTech Exhibition
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TRIBUTE

Fifth, our unique multipolar footprint in all categories,
distribution channels and regions of the world helps
us to spot new consumer trends more quickly and to adapt
in real time to market developments.
Sixth: the recognised excellence of our environmental
and social commitments.
Finally: in a world where agility has become decisive,
our decentralised organisation, our entrepreneurial
culture and the high quality of our teams in the countries
and on the ground.

TRIBUTE TO
MRS LILIANE BETTENCOURT
Mrs Liliane Bettencourt passed away on
b6HSWHPEHU
7KURXJKRXWKHUOLIHVKHOLYHGDQGEUHDWKHG
/Š2U«DO6KHDOZD\VFRQVLGHUHGKHUVHOI
WKHbFXVWRGLDQRIKHUIDWKHUŠVZRUNDQGSURYHG
WRbEHbDbVRXUFHRIGHWHUPLQHGDQGXQIDLOLQJ
VXSSRUWIRUWKHFRPSDQ\

For all these reasons, we are
more than ever optimistic,
confident and determined.
Ready to seize every opportunity
LQbDEHDXW\PDUNHWIXOORIbSURPLVH

Mrs Liliane Bettencourt was eager,
GHWHUPLQHGDQGbSURXGWRVHH/Š2U«DOH[WHQG
LWVLQIOXHQFHZRUOGZLGH$V)UDQ©RLV'DOOH
RQFHVDLGVKHbKDGLQKHULWHGIURPKHUIDWKHU
DQDUGHQWŢGHVLUHWRVHH/Š2U«DOJURZţ
'LVFUHHWDVWXWHDQGNLQGKHDUWHGDSHUVRQ
RIVRXQGMXGJHPHQW\HWYHU\PRGHUQLQKHU
WKLQNLQJ/LOLDQH%HWWHQFRXUWVKDUHGZLWKWKH
*URXSŠVHPSOR\HHVWKLVIDEXORXVDGYHQWXUH
HYHU\VWHSRIWKHZD\
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Strategy

L’Oréal is looking
to the future
with confidence,
driven by a clear
mission and strategy

STRATEGY

Our mission

Beauty for All
Offering all women and men worldwide the best
RIbFRVPHWLFVLQQRYDWLRQLQWHUPVRITXDOLW\HIILFDF\
DQGVDIHW\WRVDWLVI\DOOWKHLUGHVLUHVDQGDOOWKHLU
EHDXW\QHHGVLQWKHLULQILQLWHGLYHUVLW\

Our strategy

Universalisation
/Š2U«DOKDVFKRVHQDXQLTXHVWUDWHJ\
8QLYHUVDOLVDWLRQ,WPHDQVJOREDOLVDWLRQWKDWFDSWXUHV
XQGHUVWDQGVDQGUHVSHFWVGLIIHUHQFHV'LIIHUHQFHV
LQbGHVLUHVQHHGVDQGWUDGLWLRQV7RRIIHUWDLORUPDGHEHDXW\
DQGPHHWWKHDVSLUDWLRQVRIFRQVXPHUVLQHYHU\SDUW
RIbWKHbZRUOG/Š2U«DOLVGULYHQE\WKLVYLVLRQRIWKHZRUOG
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STRATEGY _ GOVERNANCE

The Board of Directors

Stable governance

Proactive and committed directors

7KHFRPSRVLWLRQRIWKH%RDUGUHÁHFWV/·2UpDO·V
VKDUHKROGLQJVWUXFWXUHDQGJXDUDQWHHVWKHLQWHUHVWVRI
DOOLWVVKDUHKROGHUV$ORQJVLGHWKH&KDLUPDQDQG&KLHI
([HFXWLYH2IÀFHUWKHUHDUHÀYHGLUHFWRUVZKRUHSUHVHQW
/·2UpDO·VPDMRUVKDUHKROGHUVVHYHQLQGHSHQGHQWGLUHFWRUV
DQGWZRGLUHFWRUVUHSUHVHQWLQJWKHHPSOR\HHV
7KHGLYHUVLW\DQGFRPSOHPHQWDULW\RIWKHGLUHFWRUV·
LQGXVWULDOÀQDQFLDODQGHQWUHSUHQHXULDOH[SHUWLVHHTXLS
WKHPWRTXLFNO\DQGWKRURXJKO\FRPSUHKHQGWKH
GHYHORSPHQWFKDOOHQJHVIDFLQJ/·2UpDOWKHOHDGHURI
DJOREDOLVHGDQGKLJKO\FRPSHWLWLYHFRVPHWLFVPDUNHW
LQZKLFKWKHQHHGWRLQQRYDWHDQGDGDSWLVFUXFLDO
0RVWRIWKHGLUHFWRUVKDYHH[SHULHQFHPDQDJLQJ
LQWHUQDWLRQDOJURXSVDWWKHKLJKHVWOHYHO,Q
1HVWOp%RDUGRI'LUHFWRUV&KDLUPDQ3DXO%XOFNHMRLQHG
/·2UpDO·V%RDUGDV9LFH&KDLUPDQUHSODFLQJ3HWHU
%UDEHFN/HWPDWKH7KH%RDUGPHPEHUVUHSUHVHQWVHYHQ
GLIIHUHQWQDWLRQDOLWLHVDQGRIGLUHFWRUVDUHZRPHQ
RIWKH&RPPLWWHHVDUHFKDLUHGE\LQGHSHQGHQW
ZRPHQGLUHFWRUV 

7KHGLUHFWRUVDUHFRPPLWWHGDQGSURDFWLYHGULYHQE\
WKHFRQYLFWLRQWKDWVWULQJHQWJRYHUQDQFHFUHDWHVYDOXH
IRUWKHFRPSDQ\7KH\DOZD\VNHHSWKHFRPSDQ\·VORQJ
WHUPLQWHUHVWVÀUVWLQPLQGDVWKH\YRLFHWKHLURSLQLRQV
7KHGLUHFWRUVSOD\DWLUHOHVVDQGG\QDPLFUROHLQWKH
ZRUNRIWKH%RDUGDQGLWV&RPPLWWHHVZKLFKDFWLYHO\
FRQWULEXWHWRSUHSDULQJWKH%RDUG·VGHOLEHUDWLRQV
7KH%RDUGFORVHO\PRQLWRUVFKDQJHVLQEHVWSUDFWLFHV
DQGWRHQVXUHWKDWFRQVWDQWSURJUHVVLVDFKLHYHGFDUULHV
RXWDIXOOUHYLHZRILWVmodus operandi DQGRUJDQLVDWLRQ
HYHU\\HDU,WGHWHUPLQHVZKLFKWRSLFVWRSULRULWLVHDWWKLV
DQQXDOUHYLHZLQOLQHZLWKLWVUROHWRSURYLGHWKHLPSHWXV
IRU/·2UpDO·VORQJWHUPVWUDWHJ\

A Board of Directors that fully assumes
its responsibilities to provide strategic
TGƃGEVKQPCPFKORGVWU

7KH%RDUGGHYRWHVPRVWRILWVWLPHWRVWUDWHJLFLVVXHV
WRIRVWHUDQGDFFHOHUDWHWKH*URXS·VWUDQVIRUPDWLRQLQWR
DPRUHXQLYHUVDOPRUHGLJLWDODQGPRUHVXVWDLQDEOH
/·2UpDO7KH%RDUGLVNHSWLQIRUPHGWKURXJKRXWWKH\HDU
DERXWWKH*URXS·VDFWLYLWLHVDQGUHVXOWVLWVSRVLWLRQV
LQUHODWLRQWRLWVFRPSHWLWRUVPDUNHWWUHQGVDQGWKH
H[SHFWDWLRQVRIFRQVXPHUVDOORYHUWKHZRUOG,WH[DPLQHV
DFTXLVLWLRQSURMHFWVDQGPRQLWRUVWKHLQWHJUDWLRQ
RIUHFHQWO\DFTXLUHGFRPSDQLHV7KH%RDUGPHPEHUV
UHJXODUO\PHHWZLWK*URXSH[HFXWLYHV7KLVWUDQVSDUHQW
DQGFRQVWUXFWLYHGLDORJXHFXOPLQDWHVLQDVKDUHGVWUDWHJLF
YLVLRQZKLFKJLYHV*HQHUDO0DQDJHPHQWWKHFRQÀGHQFH
QHFHVVDU\IRULWVLPSOHPHQWDWLRQ7KLV\HDU·VVWUDWHJLF
VHPLQDUIRFXVHGRQWKHFKDOOHQJHVIDFLQJ5HVHDUFKDQG
,QQRYDWLRQDWWKHKHDUWRIWKH*URXS·VJURZWKVWUDWHJ\

Ethics at the heart of L’Oréal’s governance
and commitments

7KH%RDUGRI'LUHFWRUVSODFHVJUHDWLPSRUWDQFH
RQUHVSHFWLQJ/·2UpDO·VHWKLFDOSULQFLSOHV²,QWHJULW\
5HVSHFW&RXUDJHDQG7UDQVSDUHQF\²DQGPRUHJHQHUDOO\
LWV&RGHRI(WKLFV,QWKH6HQLRU9LFH3UHVLGHQW
DQG&KLHI(WKLFV2IÀFHUSUHVHQWHGWKHHWKLFVSROLF\
DQGWKHLQLWLDWLYHVWDNHQLQWKLVÀHOGDVZHOODVWKHLU
UHVXOWV7KH%RDUGFRQVLGHUVWKHVHSROLFLHVWREHDQ
LQWHJUDOSDUWRI/·2UpDO·VJURZWKPRGHOLWVXSSRUWVWKHLU
LPSOHPHQWDWLRQDQGUHJXODUO\PHDVXUHVWKHDGYDQFHVPDGH

“

L’Oréal’s governance is
solid, perfectly in line with
the challenges of tomorrow.
Jean-Paul Agon
&KDLUPDQDQG&KLHI([HFXWLYH2IILFHU
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”

Jean-Paul Agon
&KDLUPDQDQG&KLHI([HFXWLYH2ƅFHUVLQFH
0DUFK WHUPRIRƅFHUHQHZHGLQ

Jean-Pierre Meyers
Vice-Chairman of the Board
WHUPRIRƅFHUHQHZHGLQ 

Charles-Henri Filippi
WHUPRIRƅFHUHQHZHGLQ

Béatrice Guillaume-Grabisch
VLQFH$SULO

Jean-Victor Meyers
WHUPRIRƅFHUHQHZHGLQ

Françoise Bettencourt Meyers
WHUPRIRƅFHUHQHZHGLQ

Ana Sofia Amaral
VLQFH-XO\

Xavier Fontanet
WHUPRIRƅFHUHQHZHGLQ

Bernard Kasriel
WHUPRIRƅFHUHQHZHGLQ

Virginie Morgon
WHUPRIRƅFHUHQHZHGLQ

Paul Bulcke
9LFH&KDLUPDQRIWKH%RDUG VLQFH$SULO

Sophie Bellon
VLQFH$SULO

Belén Garijo
VLQFH$SULO

Georges Liarokapis
VLQFH-XO\

Eileen Naughton
VLQFH$SULO 
Check out the biographies
on the digital version.
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STRATEGY _ GOVERNANCE

The Executive Committee,
the Group’s management body
Jérôme Tixier

Nicolas Hieronimus

([HFXWLYH9LFH3UHVLGHQW
+XPDQ5HODWLRQVDQG
$GYLVRUWRWKH&KDLUPDQ

'HSXW\&KLHI([HFXWLYH2ƅFHU
LQFKDUJHRI'LYLVLRQV

Jean-Paul Agon
&KDLUPDQ
&KLHIb([HFXWLYH2ƅFHU

Lubomira Rochet
&KLHI'LJLWDO2ƅFHU

Vianney Derville
Executive Vice-President
Western Europe Zone

Lucia Dumas (1)

Alexis Perakis-Valat

Executive Vice-President
Communications and
3XEOLFb$ƂDLUV

President
&RQVXPHU3URGXFWV'LYLVLRQ

Brigitte Liberman
President
$FWLYHb&RVPHWLFV'LYLVLRQ
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The Executive Committee members are in charge of the operational
Divisions and functional Departments, as well as the geographic Zones.
They implement the strategic guidelines and direct the activities
of L’Oréal all over the world.

Christian Mulliez

Laurent Attal

([HFXWLYH9LFH3UHVLGHQW
&KLHI)LQDQFLDO2ƅFHU

([HFXWLYH9LFH3UHVLGHQW
5HVHDUFK ,QQRYDWLRQ

Alexandre Popoff
([HFXWLYH9LFH3UHVLGHQW
(DVWHUQ(XURSH
$IULFD0LGGOH(DVW

Barbara Lavernos
([HFXWLYH9LFH3UHVLGHQW
2SHUDWLRQV

Frédéric Rozé
Nathalie Roos
President
3URIHVVLRQDO3URGXFWV'LYLVLRQ

Jochen Zaumseil
Executive Vice-President
$VLD3DFLƃF=RQH

Executive Vice-President
Americas Zone

(1) Since January 2018, Mrs Lucia Dumas is in charge of Communications and Public Aﬀairs, succeeding to Mrs Isabel Marey-Semper.
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STRATEGY _ ETHICS

Ethics at the heart of
L’Oréal’s commitments
L’Oréal was built on strong ethical principles that guide
its development and contribute to building its reputation.
These principles are namely the foundation of the Group’s policies
in terms of compliance, responsible innovation, environmental
stewardship, social and societal responsibility and philanthropy.

Respect

Because acting with integrity
is vital to building and maintaining
trust and good relationships.

Because what we do
has an impact on many
different stakeholders.
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Transparency
Because we must always be
sincere and able to justify our
actions and decisions.
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Courage
Because ethical questions
are rarely easy but must
EHbDGGUHVVHG

Ethics Day

A key date
More than 60% of employees from
71 countries participated in the ninth annual
Ethics Day. Chairman and CEO Jean-Paul
Agon, Country General Managers and
members of the Executive Committee
received more than 5,700 questions:
proof of teams’ growing interest and their
growing maturity with regards to business
ethics topics. The question, “What more can
we do on ethics at L’Oréal?” generated more
than 1,100 suggestions. The proposals will be
taken forward through concrete initiatives.

See highlights and photos of the
2017 Ethics Day on the digital version.

Ethics and transparency

L’Oréal receives honours
L’Oréal received two awards in recognition
of its commitment to ethics and transparency.
The Group received the Grand Prix de la
Transparence for its Code of Ethics, following
the results of the Transparency study,
carried out each year on the public financial
documentation of the French SBF 120
listed companies. The Ethisphere® Institute,
the global leader in defining and advancing
the standards of ethical business practices,
also ranked the Group as one of the world’s
most ethical companies.

One Young World

Raising awareness about ethical
dilemmas in business
During the One Young World Summit held in Bogota in October 2017,
L’Oréal Senior Vice-President and Chief Ethics Officer Emmanuel Lulin
engaged participants in exercises based on the complex choices leaders
face when handling ethical dilemmas.

Learn more about our ethics
initiatives on the digital version.
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STRATEGY _ COMMITMENTS

Our commitments
“Sharing Beauty With All”

Citizen Day

The social and environmental responsibility programme
“Sharing Beauty With All”, launched in 2013, is aimed at making
L’Oréal a model company in terms of sustainable innovation,
production and consumption, and in sharing its growth with
all the Group’s stakeholders.

Record employee
participation
Every year, since 2010, L’Oréal employees
have devoted a workday to volunteering with
charities and environmental organisations.
In 2017, the Group’s employees supported
over 700 local organisations in 68 countries.
More than 30,000 L’Oréal employees on ﬁve
continents joined in the events, setting a new
participation record.

Read more about the 2017 Citizen Day
highlights on the digital version.

Innovating sustainably
By 2020, 100% of L’Oréal’s products will have an improved
HQYLURQPHQWDORUVRFLDOSURÀOH5HGXFWLRQRIWKHHQYLURQPHQWDO
footprint of formulas, respect for biodiversity via a sustainable
and responsible sourcing policy for raw materials, eco-design of
packaging and commitment to zero deforestation are all levers
XVHGE\/·2UpDOWRGULYHVXVWDLQDEOHLQQRYDWLRQ

Producing sustainably
L’Oréal has set the target for 2020 of reducing the environmental
footprint of its plants and distribution centres by 60% from a 2005
EDVHOLQH7KHUHGXFWLRQRIJUHHQKRXVHJDVHPLVVLRQVLQDEVROXWH
WHUPVRIZDWHUFRQVXPSWLRQDQGRIZDVWHJHQHUDWLRQSHUÀQLVKHG
product unit, and the reduction of impacts related to transportation,
KDYHEHFRPHIXQGDPHQWDOFULWHULDIRU/·2UpDO·VLQGXVWULDOSHUIRUPDQFH

Living sustainably
L’Oréal aims to empower its consumers to make sustainable
FKRLFHV7RDFKLHYHWKLVWDUJHWWKH*URXSDGRSWVVHYHUDODSSURDFKHV
aggregating information on the environmental and social impact of
products, evaluating the footprint of each brand, raising awareness
DPRQJFRQVXPHUVDQGPDNLQJVXVWDLQDEOHGHYHORSPHQWGHVLUDEOH

370,000

EHQHƃFLDULHVIURPRUJDQLVDWLRQVLQ

Developing sustainably
Sharing its growth with its internal and external stakeholders
LVDSULRULW\IRU/·2UpDO7KH*URXSSURPRWHVDFFHVVWRZRUN
for people from underprivileged communities by deploying
various programmes, associates its suppliers with its sustainable
development policy and offers its employees the best social
practices all over the world, in terms of health insurance cover
DQGVRFLDOSURWHFWLRQ

30,000
HPSOR\HHVYROXQWHHUHG

700

ORFDORUJDQLVDWLRQSDUWQHUV
14

The L’Oréal Corporate Foundation
10 years in action
7KH/Š2U«DO&RUSRUDWH)RXQGDWLRQIRXQGHGLQWRVXSSRUWZRPHQDURXQGWKHJOREHFHOHEUDWHGLWV
 thbDQQLYHUVDU\,WVDLPLVWRKHOSWKHPUHDOLVHWKHLUSRWHQWLDOWKURXJKWZRSURJUDPPHVŢ)RU:RPHQLQ6FLHQFHţ
DQGŢ%HDXW\IRUD%HWWHU/LIHţ5HDGRQIRUDFORVHUORRNDWWKHLQLWLDWLYHVLPSOHPHQWHGWKURXJKWKHVHSURJUDPPHV

Supporting female scientists
in their careers
Every year, the L’Oréal-UNESCO “For Women in
Science” programme celebrates and awards ﬁve eminent
researchers from ﬁve continents. 97 laureates have been
awarded since 1998, three of them have received a Nobel
prize. This programme also helps more than 275 young
women scientists at a crucial moment in their careers,
by supporting them during their doctoral or post-doctoral
studies. The scholarships are presented at national and
regional awards ceremonies in more than 48 countries.
Since 1998, 2,800 young women have been selected to
receive the scholarship.
Learn more about the “For Women in Science”
programme on the digital version.

Training in the
beauty industry
for employability
As part of its “Beauty for a Better Life” programme,
L’Oréal is joining hands with Les Apprentis
d’Auteuil to offer free small business training in
the beauty industry in France to people in difficult
employability situations. The L’Oréal Corporate
Foundation and Groupe SOS in France are joining
hands to create L’Atelier des talents, a centre which
will offer fast-track professional training to people
with some background in hair styling but who no
longer work in the ﬁeld.

Learn more about the “Beauty for a Better
Life” programme on the digital version.
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Performance

L’Oréal maintains
for another year
its position as leader
of the global
cosmetics market
(1)

PERFORMANCE

The world of beauty in 2017
The global beauty market
Estimated at more than 200 billion euros, the worldwide cosmetics market
has grown steadily, spurred on by innovation and the limitless diversity of
consumer aspirations. It is a market driven by the development of social media,
increasing urbanisation worldwide and rising growth in online beauty spending
due to the expected growth of the high-income class between now and 2030,
an increase in life expectancy and the continued desire for products that are
new, different and better. In this context, L’Oréal has maintained its leadership
in 2017 (2) .

4 +5%

(1)

+

to

growth in 2017

Growth of the worldwide cosmetics market over 10 years(1)

Breakdown of the market by
geographic Zone(1)

+4.6% +4.6%
+4.2%

+3.8 % +3.6% +3.9%

+4.0%

+4.0%
to

+5.0%

37%

Asia Paciﬁc

+2.9%

25%
North America

18%
Western Europe

11%
Latin America

6%

+1.0%

Eastern Europe
2008

2009

2010

2011

2012

2013

2014

2015

2016

2017

3%
Africa, Middle East

Main worldwide players in sales

Breakdown of the market by
product category (1)

(3)

(in billions of USD)

37%
Skincare

22%
Haircare

19%
Makeup
UNILEVER
2 0 . 5 (4)

12%
Fragrances

10%

2 8 .6

Hygiene products

Online sales
PROCTER
& GAMBLE
1 5 . 4 (5)

COT Y
5 . 4 (6)

E ST É E
L AU D E R
1 1 . 4 (4)

SHISEIDO
7.7 ( 4 )

+24%

+10%

growth in worldwide
online cosmetics sales (1)

share of e-commerce
in the beauty market (1)

(1) Source: L’Oréal estimate of the global cosmetics market in 2017 based on manufacturers’ net prices. Excluding soaps, oral hygiene, razors and blades. Excluding currency effects. (2) Source: WWD,
“Beauty’s Top 100”, April 2017. Based on 2016 sales. (3) Source: WWD, “Beauty’s Top 100”, April 2017. Based on 2016 sales. (4) Cosmetics sales estimate by WWD. (5) Cosmetics sales estimate
by WWD. Before sale of 41 brands to Coty. (6) Before acquisition of 41 brands from P&G.
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PERFORMANCE _ COSMETICS MARKET

Focus on the luxury
cosmetics market
The luxury cosmetics market is constantly growing and has seen a boom
in the last few years, driven by the expansion of the high-income class and
the increase in the number of Chinese consumers travelling worldwide.

Luxury cosmetics market

Performance of the luxury cosmetics market
compared to the total market (1)

+8.5%
+9.5%

DVb

23%
40%
of the beauty market (1)

of worldwide cosmetics
market growth(1)

+5.7%

+5.2%
+3.6%

2014
Total market

+3.9%

2015

+5.7%

+4.0%
+5.0%

+4.0%

2016

2017

Luxury cosmetics market

Luxury market
consumers
The high-income classes
in North America and Asia
• The high-income classes are likely
to show the fastest population growth
in the next 15 years, reaching more than
330 million people by 2030(2).
• In the Asia Pacific region, the high-income
class is still relatively small, but is set
to grow the fastest here between now
and 2030.
• North America will continue to be the
wealthiest region, and is expected
to be home to almost half of the world’s
high-income class by 2030.
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(1) Source: L’Oréal estimate of the global cosmetics market in 2017 based on manufacturers’ net prices. Excluding soaps, oral hygiene, razors and blades. Excluding currency effects. (2) Source: survey conducted for
L’Oréal by The World Data Lab.

Chinese tourists

261 Bn USD

Past and predicted development
of the weight of Chinese consumers
in the global luxury market(2)

Chinese spending in international tourism in 2016 (1)

36%
32%

• Chinese spending in international tourism rose from
13 billion USD in 2000 to 55 billion in 2010 and 261 billion in 2016 (1).
• The number of Chinese travellers abroad has continued to rise,
reaching 135 million in 2016. This growth confirms China as
the largest source of outbound tourists since 2012, with tourist
spending seeing double-digit growth since 2004.

21%

12%

Check out the Focus on China
on the digital version.

2008

Most buoyant categories
of the luxury cosmetics market

2012

2016

2020

Travel Retail:
a prestige channel
Weight (value) of the global Travel Retail market
by nationality in 2017 (4)

Makeup

1/4

1st

The Chinese makeup
market, although historically
small, has grown signiﬁcantly
in the last few years,
accounting for a quarter
of the Chinese selective
market in 2017 (3).

The lip makeup segment
has made a signiﬁcant
contribution to this growth:
it is now the biggest market
segment with sales more
than doubling in one year (3).

45%

10%

5%

4%

3%

Chinese

South Korean

Russian

Brazilian

American

Read more about Travel Retail
on the digital version.

L’Oréal Luxe has a strong,
balanced portfolio of brands
Major aspirational and multi-expert brands:

Skincare

+12 %

Growth drivers often specialised in a single product category:

New niche additions:

The global luxury skincare market saw a resurgence in 2017, with
growth increasing from approximately 5% in 2016 to approximately
12% (3) in 2017, driven by the women's skincare segment.

(1) Source: UNWTO, World Tourism Organization. (2) Source: McKinsey & Company, 2017 China Luxury Report. (3) Source: L’Oréal estimate of the global cosmetics market in 2017 based on manufacturers’ net
prices. Excluding soaps, oral hygiene, razors and blades. Excluding currency effects. (4) Source: L’Oréal estimates.
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PERFORMANCE _ L'ORÉAL IN FIGURES

A robust and balanced
business model
The Group achieved dynamic growth in sales and robust profits in 2017.
Operating margin and cash flows have set new records,
confirming that L’Oréal’s business model is set to deliver
robust performance and create significant value.

Sales growth in all Divisions
Consolidated sales (1)
(in millions of euros)

+ 4.8% (2)

€

26.02 Bn

25,257
22,124

25,837

26,024

22,532

sales in 2017

+ 4.8 %
like-for-like sales growth (2)

2013

2014

2015

2016

2017

Weight of digital in sales (3)

€

2.1 Bn

of sales in e-commerce

20

8.0%

+33.6%

of consolidated sales in
e-commerce

like-for-like growth in
e-commerce sales in 2017 (2)

(1) Between 2008 and 2016, Group sales included sales for The Body Shop. (2) Like-for-like: based on a comparable structure and identical exchange rates. (3) Sales achieved on our brands’ own websites + estimated
sales achieved by our brands corresponding to sales through our retailers’ websites (non-audited data); like-for-like growth.

Breakdown of 2017 sales
(as %)

By operational
Division

By geographic
Zone

By business
segment

46.6 %

31.2 %

40.5 %

29.3 %

11.8 %

Consumer Products

Western Europe

New Markets

Skincare

Hair Colouring

32.5 %

28.3 %

23.6 %

27.9 %

9.2 %

L’Oréal Luxe

North America

Asia Paciﬁc

Makeup

Fragrances

12.9 %

7.5 %

17.5 %

4.3 %

Professional Products

Latin America

Haircare

Other (1)

8.0 %

6.7 %

Active Cosmetics

Eastern Europe

2.7 %
Africa, Middle East

Record operating margin
at 18.0% of sales

Operating profit

Operating margin

(in millions of euros)

+ 3.0 %

(as % of sales)

4,676
4,388
3,760

2013

3,891

2014

18.0

4,540

17.3

17.4

17.6

2014

2015

2016

17.0

2015

2016

2017

Net profit excluding non-recurring items
after non-controlling interests (2)

2013

Earnings per share (3)
(in euros)

+ 3.0 %

(in millions of euros)

6.65

+ 2.8 %
6.18

3,749
3,032

3,125

2013

2014

3,490

2015

3,647
4.99

2016

2017

2017

2013

6.46

5.34

2014

2015

2016

2017

(1) “Other” includes hygiene products as well as sales by American professional distributors with non-Group brands. (2) Non-recurring items include impairment of assets, net income from discontinued operations,
UHVWUXFWXULQJFRVWVDQGWD[LPSDFWRQQRQUHFXUULQJLWHPV  3D\RXWUDWLREDVHGRQGLOXWHGQHWSURÀWH[FOXGLQJQRQUHFXUULQJLWHPVSHUVKDUH
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PERFORMANCE _ L'ORÉAL IN FIGURES

Balanced operating profitability
Profitability by Division

Profitability by geographic Zone

DVRI'LYLVLRQVDOHV 

DVRI=RQHVDOHV 

21.9%

20.0%

22.9%

22.6%

20.0%

19.2%

20.8%

20.3%

(1)

total operational
Divisions' profitability
Consumer
Products

L’Oréal
Luxe

Professional
Products

Active
Cosmetics

Western
Europe

New
Markets

Capital
expenditure

A solid financial situation
at 31 December 2017
Net cash surplus of

North
America

Short-term ratings

1,872
million euros

A1 +

Standard & Poor’s

SEPT. 2017

PRIME 1

Moody’s

MAY 2017

F1 +

Fitch Ratings

SEPT. 2017

4.9%
of sales

A dynamic shareholder return policy
Dividend per share

+ 7.6%

(in euros)

2.75
2.50

3.90

2.97
2.70

3.41
3.10

3.63
3.30

(2)

Pay-out ratio (4)

53.4% (5)

DVRISURƃW 

3.55 (3)

51.1 %

50.6 %
50.2 %
48.7 %

2013

2014

2015

2016

2017

At 31 December 2017
2013

2014

2015

2016

2017

€ 3.90 = Preferential dividend of +10% for
shareholders who have held shares in registered
form since 31 December 2015 (2)

22

€

184.95

share price

€

103.7 Bn

market capitalisation (6)

(1) Before non-allocated: before central Group expenses, fundamental research expenses, stock options, free grant ofshares expenses and miscellaneous items. As a % of sales. (2) Preferential dividend of +10% for shareholders who continuously hold their
VKDUHVLQUHJLVWHUHGIRUPIRUDPLQLPXPRIWZRIXOOFDOHQGDU\HDUVXSWRDPD[LPXPRIRIWKHFDSLWDOIRUWKHVDPHVKDUHKROGHU  'LYLGHQGSURSRVHGDWWKH$QQXDO*HQHUDO0HHWLQJRI$SULO  3D\RXWUDWLREDVHGRQGLOXWHGQHWSURÀW
excluding non-recurring items, per share. (5) Based on the dividend proposed at the Annual General Meeting of 17 April 2018. (6) On the number of shares at 31 December 2017, i.e. 560,519,088 shares.

Indicators

“Sharing Beauty With All”

The social and environmental responsibility programme
“Sharing Beauty With All”, launched in 2013, is aimed at making
L'Oréal a model company in terms of sustainable innovation,
production and consumption, and in sharing its growth with
all the Group’s stakeholders.

76%

of new products analysed have an improved
environmental or social proﬁle (1)

91%

of brands have assessed their
environmental or social impact

82%

53,505

96%

of the Group's strategic suppliers (2)
have been assessed and selected on
the basis of their environmental and
social performance

people from socially and economically
disadvantaged communities gained
access to employment (3)

of the Group's permanent employees
have health insurance in line with best
practices in their country of residence

37%

48%

73%

3 “A”

reduction in waste
generation since 2005

reduction in water
consumption since 2005

reduction in CO2 emissions
in absolute value in plants
and distribution centres
since 2005

ratings by CDP (4)

(1) In 2017, the SPOT tool replaced the systems previously used to assess the improvement in the environmental and social impact of our formulas and packaging. SPOT takes more criteria into account and allows for a more complete and
LQGHSWKDQDO\VLVZKHUHWKHYDULRXVLPSDFWVDUHZHLJKHGDFFRUGLQJWRWKHLUFRQWULEXWLRQWRWKHSURGXFW·VRYHUDOOLPSDFW  6WUDWHJLFVXSSOLHUVDUHVXSSOLHUVZKRVHDGGHGYDOXHLVVLJQLÀFDQWIRUWKH*URXSE\FRQWULEXWLQJVXVWDLQDEO\WR/·2UpDO·V
VWUDWHJ\E\WKHLUZHLJKWWKHLULQQRYDWLRQVWKHLUVWUDWHJLFDOLJQPHQWDQGWKHLUJHRJUDSKLFDOGHSOR\PHQW  /·2UpDOKDYLQJVROG7KH%RG\6KRSRQ6HSWHPEHUWKHEHQHÀFLDULHVRI WKHEUDQG·V&RPPXQLW\7UDGHLQLWLDWLYHDUHQRORQJHU
counted in the Group’s KPIs. (4) CDP is an independent international organisation which assesses companies’ environmental performance.
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PERFORMANCE _ WORLDWIDE ADVANCES

Seizing the potential
of every market
In a beauty market that pursued its steady growth in 2017,
L’Oréal confirmed its position as the worldwide leader in beauty (1) ,
with a strong presence in its three main geographic Zones:
Western Europe, North America and the New Markets.

North America

+ 1.7 %

Like-for-like growth
in North America (2)

13.6 %

L’Oréal market share
in North America (3)

The American market is continuing
to grow, but is facing a slowdown
in some historical distribution channels.
Performance in makeup is being
further increased by the brands NYX
Professional Makeup and L’Oréal Paris,
but haircare is proving less dynamic.
The L’Oréal Luxe Division has slowed,
against a background of inventory
reductions. Yves Saint Laurent and
IT Cosmetics however have continued
to record double-digit growth. In the
fourth quarter, the Professional
Products Division saw sales increase,
thanks particularly to its partner
brands. The Active Cosmetics Division
performed well last year, bolstered
by the recent acquisition of CeraVe
and by the emblematic SkinCeuticals
and La Roche-Posay brands.

Latin America

+ 5.6 %

Like-for-like growth
in Latin America ( 2 )

7.9 %

L'Oréal market
share in Latin America ( 3 )

Mexico and Argentina recorded
double-digit growth, while the
economic environment remains
difficult in Brazil. The L’Oréal Luxe
and Active Cosmetics Divisions
have achieved double-digit
growth, thanks respectively
to the Lancôme and La RochePosay brands. The Consumer
Products Division is growing
in the makeup category,
reflecting the expansion of
the NYX Professional Makeup
brand and the continuing growth
of Maybelline New York.

Find out more about Travel Retail
on the digital version.

Check out the focus on China
on the digital version.
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Check out an exclusive focus on
e-commerce on the digital version.

Eastern Europe
Western Europe

+ 2.6 %

Like-for-like growth
in Western Europe (2)

20.3 %
L'Oréal market share
in Western Europe (3)

Growth was particularly robust
in Great Britain, Spain and Germany,
fuelled by the makeup and
skincare categories. Sales
in France continued to be held back
by a slightly contracting market.
The two main Divisions, Consumer
Products and L’Oréal Luxe,
outperformed their respective
markets, and the Active Cosmetics
Division’s growth accelerated in
the second part of the year.

+ 8.6

%

Like-for-like growth
in Eastern Europe (2)

12.6 %

L'Oréal market share
in Eastern Europe (3)

Turkey and Central
Europe were the
growth drivers, and
sales in Russia were
satisfactory. All the
Divisions made market
share gains. In this
Zone, e-commerce
now accounts for more
than 5% of sales.

Africa, Middle East

- 7.1

%

Like-for-like growth
in Africa, Middle East ( 2 )

9.8 %

L'Oréal market share
in Africa, Middle East
(in countries where the
Group operates) ( 3 )

Despite substantial
declines in markets,
the situation is
stabilising in the Gulf
states. Egypt’s growth
was dynamic.

Asia Pacific

+ 12.3 %

Like-for-like growth
in Asia Pacific (2)

9.6 %

L'Oréal market share in Asia,
Pacific (excluding Japan) (3)

In Northern Asia, Chinese
consumers are driving growth,
particularly for the L’Oréal Luxe
Division in China and Hong
Kong. China’s strong growth
is continuing, fuelled by very
good e-commerce results
across all Divisions. In Southern
Asia, India is very dynamic.
Thailand and Malaysia are also
growing very strongly.

(1) Source: WWD, "Beauty’s Top 100", April 2017. (2) Like-for-like sales growth: based on a comparable scope of consolidation and identical exchange rates.
(3) Cosmetics Divisions market share. Source: L'Oréal 2017 estimates of the worldwide cosmetics market in net manufacturer prices. Excluding soaps, oral hygiene, razors and blades. Excluding currency effects.
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Brands

A global flotilla
of complementary
brands

/Š2U«DOŠVJOREDOƄRWLOODRIEUDQGVLVRUJDQLVHGE\'LYLVLRQ
ZKLFKHDFKGHYHORSDVSHFLƃFYLVLRQRIEHDXW\E\
FRQVXPSWLRQXQLYHUVHDQGGLVWULEXWLRQFKDQQHO

Consumer
Products

L’Oréal
Luxe

Professional
Products

Active
Cosmetics

2017 Acquisition:
Since it was founded over a century ago, L’Oréal has carried out targeted acquisitions to build a global flotilla of iconic
and complementary brands. This portfolio – the richest and most diverse in the beauty industry – drives the Group’s
long-term growth.
Check out the digital version of the Annual Report to read more about this 2017
acquisition, CeraVe, which has joined the Active Cosmetics Division’s brand portfolio.
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BRANDS _ CONSUMER PRODUCTS

Consumer
Products
L’O ré a l Pa r i s • G a r n i e r • M ay b e l l i n e N e w Yo r k • N Y X P ro fe s s i o n a l M a ke u p • E s s i e
N i e l y • D a r k a n d Lo v e l y • M i x a • M G • C a ro l ’s D a u g h t e r
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+ 2.2 %

Alexis Perakis-Valat
President
Consumer Products

Division like-for-like sales growth(1)

The best of beauty for
“augmented consumers”

+35.5 %
growth of e-commerce sales  Ȁ

No. 1
L’Oréal Paris is the No.bEHDXW\
EUDQGLQ&KLQD(3)

2017
0D\EHOOLQH1HZ<RUN1o.bDQG
L’Oréal Paris No.bLQWKH8QLWHG
6WDWHVDWHQGȀ(4)

Check out the full interview online

The “augmented consumer”
revolution
We are in the midst of a major
transformation: the “augmented
consumer” revolution. Augmented,
because smartphones connect
consumers to the rest of the world
FUHDWLQJDVLJQLÀFDQWVKLIW
in the consumer-brand relationship.
Just ten years ago, brands had
a maximum of around ten points
of contact with consumers. Today,
they have three or four times more:
it has become a real dialogue.
This consumer revolution has also
impacted distribution, which has
become omnichannel, from brickand-mortar stores to digital sales.

global brands: L’Oréal Paris, positioned
as affordable luxury, which meets
consumers’ premiumisation
expectations; Garnier the future global
champion in the natural category;
and Maybelline New York and NYX
Professional Makeup, which have
capitalised on the makeup boom
in the era of social beauty. To step
up the Division’s transformation,
we are constantly reinventing our
growth drivers by producing creative
content adapted to each tribe of
consumers and to the major digital
platforms. We are also developing
our omnichannel strategy and taking
full advantage of the opportunities
afforded by e-commerce.

Our strategy: strengthen
our foundation and step up
transformation
The Consumer Products Division’s
strategy is twofold: strengthen our
foundation and our assets on the
one hand and step up the Division’s
transformation on the other, making
the most of our entrepreneurial
culture and decentralised organisation.
2XUÀUVWDVVHWLVWKHSRZHURIRXU

A favourable context for the future
We are very optimistic about the
future of our market for three reasons:
the growth of the upper middle
class, our main target; the increase
in premiumisation in every category;
and the democratisation, thanks to
digital technologies, of high valueadded beauty categories, where our
presence is particularly strong.

(1) Like-for-like: based on a comparable structure and identical exchange rates. (2) Sales achieved on our brands’ own websites + estimated sales achieved by our brands corresponding to sales through our retailers’ websites
(non-audited data); like-for-like growth. (3) Source: Euromonitor 2016. (4) Source: Nielsen.
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Brand

L’Oréal Paris:
“accessible luxury”
The L’Oréal Paris mission is to “seize emerging
WUHQGVţDQGHQVXUHWKHJUHDWHVWSRVVLEOH
QXPEHURIFRQVXPHUVKDYHDFFHVVWRWKHP
7KHSLRQHHULQJDQGLQQRYDWLYH)UHQFKEUDQG
has stepped up its presence on social networks,
ZKHUHLWWDSVLQWRWKHELJQHZWUHQGVSURSDJDWHG
E\EHDXW\LQƄXHQFHUV/Š2U«DO3DULVFDSLWDOLVHV
on the Group’s strengths and its worldwide
presence to develop and market new products
LQUHFRUGWLPH7KHEUDQGŠVVWUDWHJ\LVDGDSWHG
WRHDFKRILWVVHJPHQWVDQGLVSDUWLFXODUO\
VXFFHVVIXOLQWKHPDNHXSFDWHJRU\
L’Oréal Paris is also strengthening its
LPDJHDVDQDVSLUDWLRQDOEUDQGWKDWPDNHV
OX[XU\DFFHVVLEOH7KDQNVWRLWVFHOHEULW\
DPEDVVDGRUVDQGQXPHURXVSDUWQHUVKLSV

D I S C OV E R T H E F I L M

of the L’Oréal Paris show
RQbWKHGLJLWDOYHUVLRQ
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LQWKHZRUOGRIbIDVKLRQDQGƃOPWKHEUDQG
JUDQWVbLWVbFXVWRPHUVHQWU\LQWRDQH[FOXVLYH
milieu. In 2017, the Color Riche X Balmain
UDQJHbRIOLSVWLFNVFRPELQHGIDVKLRQDQGWKH
ODWHVWRQOLQHWUHQGV7KHELJIDVKLRQVKRZ
RUJDQLVHGE\/Š2U«DO3DULVRQWKH&KDPSV
(O\V«HVGXULQJWKH3DULV)DVKLRQ:HHNZDV
RSHQWRbDOObDQGIROORZHGE\PLOOLRQVRISHRSOH
RQbVRFLDOQHWZRUNV
To keep pace with the latest online trends,
L’Oréal Paris has reinvented its categories.
+DLUFRORXUƄLUWVZLWKPDNHXSLQWKH&RORULVWD
UDQJHIRUH[DPSOHZKLFKFDQEHIRXQGLQWKH
PDNHXSDLVOHLQ*HUPDQVWRUHV7KLVDJLOLW\DOORZV
WKH*URXSWRPHHWWKHH[SHFWDWLRQVRILQFUHDVLQJO\
selective and demanding consumers.

Naturalness

Garnier: future natural
beauty champion

Digital

E-commerce: consumer
trust benefits brands

For consumers looking for transparency and more natural
products, Garnier is developing ranges inspired by nature
and has set ambitious goals to improve its environmental
and social impact. The brand has committed to revamping
its formulations to increase the percentage of natural and/
or biodegradable ingredients. The brand has reworked
the formulas of star products, to reach up to 96%
of ingredients of natural origin for some products.
Innovations have also been launched, such as the organic
charcoal fabric mask inspired by natural trends from
Asia. The brand’s transformation goes beyond formulas
as well. From solidarity sourcing to purchases made by
concerned consumers, all the Garnier teams are committed
to developing more natural and ethical products.

Today, brands are carefully scrutinised online by
consumers. In this context, the strong image of the
Division’s brands, fuelled by the teams’ inventiveness
in the countries, is a precious asset, with their star
SURGXFWVUHFRPPHQGHGE\PDQ\VDWLVÀHGXVHUV
Ultra-digital brands like NYX Professional Makeup
capitalise on that trust to accelerate growth. As it
pursues the opening of international points of sale, the
brand remains very active online. Each store opening
becomes an online event followed by thousands of
LQÁXHQFHUVDQGVKDUHGE\WKHLUIROORZHUV7KHEUDQG·V
star products, particularly in the lip category, are
DYDLODEOHLQDVHHPLQJO\LQÀQLWHQXPEHURIVKDGHV
and versions, which consumers take to immediately.
Enthusiasm for NYX Professional Makeup is also
heightened by the discussions and communities
launched by the “makeup junkies” who adore the brand.
4GCFOQTGQPaVJG
digital version.

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017
• Facial cleansing: the latest innovations

Maybelline New York

“Hottest looks from
New York made easy”

• The L’Oréal Paris strategy in Germany:
listen to the podcast about Colorista
• Watch the L’Oréal Paris fashion show
on the Champs-Élysées
• Garnier’s initiatives to support UNICEF

Global makeup leader(1) Maybelline New York continues to
reinvent itself and offer consumers around the world life-altering
products. Its latest successes, peel-off Tattoo Brow Gel-Tint,
longwearing lipstick Superstay Matte Ink, and Fit Me Matte +
Poreless foundation, are proof of this mission.

(1) Source: Euromonitor 2016.
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L’Oréal Luxe
L a n c ô m e • Yv e s S a i n t L a u re n t • G i o rg i o A r m a n i • K i e h l ’s • U r b a n D e c ay • I T C o s m e t i c s
S h u U e m u ra • B i o t h e r m • H e l e n a R u b i n s t e i n • Yu e S a i • C l a r i s o n i c • At e l i e r C o l o g n e
R a l p h L a u re n • V i k t o r& R o l f • D i e s e l • C a c h a re l • M a i s o n M a rg i e l a
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+ 10 %

Nicolas Hieronimus
Deputy CEO
President L’Oréal Luxe

like-for-like growth in
VDOHVDW/DQF¶PHȀ(1)

An exceptional year
driven by iconic brands

x2
sales growth at
Yves Saint Laurent
in three years

3.7
million Instagram followers
for @yslbeauty by
Yves Saint Laurent

Giorgio Armani and Kiehl’s exceeded

€ 1 Bn
in sales in 2017

Check out the full interview online

A fast-growing market
The luxury market is growing
strongly, driven on the one hand
by the development of a more accessible,
easy and relaxed kind of luxury,
boosted by social media, and on the
other hand, accelerating Chinese
consumer spending. This tendency
is leading to strong global growth
in the selective makeup market, and
we are taking full advantage thanks
to our makeup and couture inspired
brands, and thanks to the comeback
of skincare. Meanwhile, new demand
is building for a kind of luxury that
is increasingly premium and exclusive,
as shown by the success of niche
fragrances and top-end skincare
focused on ever-higher quality.
This has led to the desire for exclusive
experiences and a constant increase
in personalisation.
A comprehensive
brand portfolio
The great strength of L’Oréal
Luxe is the richness of our brand

(1) Like-for-like sales growth: based on a comparable scope of consolidation and identical exchange rates.

portfolio, which enables us to meet
the expectations of all consumer
tribes, at all price levels with a truly
global footprint. In addition to our
innovative launches, our success lies
in our ability to adapt our brands
to keep pace with the swift changes
of today’s digital world, while
preserving the longer time span
of luxury. The energy and initiative
of our country teams play a decisive
role in this area, as in many others.
A promising outlook
Consumer behaviours continued
to change this year: our brands’
e-commerce websites are strategic
destinations, and our boutiques are
places that offer unique experiences
and services. And 2018 is looking
promising. The selective market
is going to remain dynamic. Chinese
consumption trends are set to
continue, with the growth of the
middle class and its appetite for
luxury products. Travel Retail will
DOVREHQHÀWIURPWKLVWUHQG

33

BRANDS _ L'ORÉAL LUXE

Asia

The new quest
for luxury in Asia

The middle classes in Asia are keen on luxury
products. They also perfectly illustrate the
two trends that drive the market: younger
consumers, who want direct access to iconic
EUDQGVRIWHQWXUQWRPDNHXSDVDQDƂRUGDEOH
option while the most experienced consumers
want more exclusive and personalised
products or services. Another feature that
sets these new consumers apart is their
mobility. Chinese customers, in particular,
buy luxury beauty products in Asia and
around the globe. To meet their expectations,
L’Oréal’s Travel Retail teams have adapted
WKHLURƂHULQJLQGXW\IUHHVKRSSLQJFHQWUHVŝ
which can be found in many major Asian
FLWLHVŝDVZHOODVLQLQWHUQDWLRQDODLUSRUWV
Couture brands Yves Saint Laurent and
Giorgio Armani, with roots in the fashion
world and known for their fashion and colour
authority, are particularly desired. Their star
products draw people to stores and are at
the heart of discussions on social networks.
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Brand

IT Cosmetics:
where makeup meets skincare

Brand

Lancôme wins
over Millennials

(1)

Lancôme, the number one selective women’s beauty
brand worldwide(2) has reinvented itself to appeal
to all generations while remaining an iconic French
luxury brand. It stands out from the crowd with
innovative packaging, digital marketing and
SDUWQHUVKLSVZLWKLQÁXHQWLDODPEDVVDGRUV7D\ORU+LOO
and Lily Collins. This year’s biggest successes
included Monsieur Big mascara, Juicy Shaker and
Matte Shaker lipsticks. And let’s not forget the latest
DGGLWLRQWRWKH*pQLÀTXHIUDQFKLVH$GYDQFHG
*pQLÀTXH6HQVLWLYH'XDO&RQFHQWUDWHZKLFK
embodies the essence of Lancôme skincare: effective,
innovative and universal. The La Vie est Belle
fragrance and its new L’Éclat version were also big
hits. Capsule collections for Christmas and Chinese
New Year as well as personalisation services such
as product engraving also help attract new consumers.

Acquired by L’Oréal in 2016, IT Cosmetics is blurring the
lines between makeup and skincare. The brand founded
by Jamie Kern couples its mission – “to reveal the beauty
of every woman” – with a “problem/solution” approach
to create formulas that respect the skin and provide
VFLHQWLÀFDOO\SURYHQUHVXOWV/DXQFKHGWKURXJK79
VKRZVLQWKH8QLWHG6WDWHVWKHÀUVW,7&RVPHWLFVSURGXFWV
immediately found their market and enthusiastic customers
who share before and after pictures on social networks.
Specialising in face makeup, IT Cosmetics has developed
a comprehensive offering in the category. Its skincare
range, and particularly its anti-ageing moisturiser
&RQÀGHQFHLQD&UHDPDOVRSHUIRUPVZHOO,7&RVPHWLFVLV
expanding internationally with a launch in Selfridges in the
United Kingdom in 2017 and continued growth in Canada.

4GCFOQTGQPaVJG
digital version.

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017
• Inﬂuencers boost brand visibility
• Skincare makes major comeback

Successful fragrance
collections

• Travel Retail: a prestigious channel
• Video of the Urban Decay inﬂuencers party

L’Oréal is meeting consumer demand for exclusive luxury
products that remain rare with its private collections
– Le Vestiaire by Yves Saint Laurent and the iconic Armani Privé
collection – complete with 2017 additions, and niche fragrance
brands such as Maison Margiela and Atelier Cologne.

(1) Generation born between 1980 and 2000. (2) Aggregate women’s skincare, makeup and women’s fragrances segment, internal aggregate of NPD France, United Kingdom, Spain, Italy, United States, IRI Germany,
Asia Beauty Research (China, Japan, Hong Kong, Taiwan, South Korea, Thailand, Singapore), Generation Travel Retail World, Segmenta (Brazil, Argentina, Mexico, Chile) panels, market share value 2016.
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450,000

Nathalie Roos
President
Professional Products Division

hairdressers trained each year

Professional beauty,
a means of personal expression

250
training studios worldwide

1.5
million partner hairdressers
(out of 7 million total worldwide(1))

1,500
salon managers from more than
60 countries came together at
the L’Oréal Professionnel Business
Forum in October 2017

 6RXUFH.OLQH  2IÀFLDOUHSRUWRQGRZQORDGVL26DQG$QGURLG$QDO\WLFV

Check out the full interview online

Creating the best salon
experience
At a time when everyone is talking
about consumer experiences and
community engagement, we have –
thanks to our 1.5 million partner
hairdressers and the expertise and
inventiveness of our teams all
over the world – an incredible
opportunity to make a difference.
Consumers are looking for unique
hairstyles, personalised assessments,
customised products and creative
digital tools that help them express
their identities.
Consumer enthusiasm for hair
colour is a real opportunity to
showcase hairdressers’ expertise
and skills. We work with them
to co-create colour palettes and
new techniques designed to meet
consumer expectations. Our
innovations and exclusive salon ranges
allow them to stay ahead of the game.

Our priority is to provide consumers
with the best possible salon
experience, and digital technology
is a welcome tool. Our Salon Secret
content platform and the quality
development of new distribution
FKDQQHOVKDVERRVWHGVDORQWUDIÀF
as has the L’Oréal Professionnel
Style My Hair app, downloaded
over two million times (2).
Back to basics
Our business fundamentals
underwent a thorough revamp
in 2017. The Division recorded
second-semester growth in line
with the market, with the success
of major brand initiatives. In 2018,
we have several assets to provide
consumers with a unique and
personalised salon experience thanks
to our Salon E-motion™ programme
and L’Oréal Professionnel Style My
Hair app, which now features
augmented reality.
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Trends

New hair
colour trends
Hair colour has become a means for consumers to express their personal
identity, style and belonging to a community. Trends – which take inspiration
from the world of makeup – are becoming increasingly sophisticated
and distinctive: pastel, multicoloured, ombré, etc. These techniques,
ZKLFKSURIHVVLRQDOVKDYHPDVWHUHGEHVWƃUPO\SODFHKDLUGUHVVHUVDQG
haircare brands at the heart of this movement.
The Professional Products Division works with the best stylists to develop
new colours and techniques in line with emerging trends. In the spring of 2017,
L’Oréal Professionnel invited 40 celebrated colourists to be involved in
every stage of development for a new product: prototype, development of
techniques, test workshops and training via tutorials. Colorful Hair, Shimmer,
Flash, Pastel Hair, and SmartBond were also developed through co-creation.
L’Oréal also builds creative partnerships with innovative professionals.
For example, Redken works with two star hairstylists – Guido Palau and Josh
Wood – to create unique looks and share them on social networks each month.
To share its knowledge of trends with hairdressers, L’Oréal Professionnel
created a Flash Trend Alert, which sends out a message when a new trend
KDVEHHQLGHQWLƃHGRQVRFLDOQHWZRUNV

Read more on the
digital version.

“Creating a trend is like giving
form to the spirit of the times,
setting a tone for inspiration.”
Josh Wood,
Global Colour Creative Director at Redken
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Digitalisation

Natural products

The digital
revolution
in hair salons

L’Oréal is committed
to developing natural
professional beauty products

87% of women consult
hairdressing tutorials on YouTube.
700 million beauty videos are
watched on the platform each
month(1). To stand out and create
their identities, social beautistas(2)
are looking for advice. To respond
to these consumers, the Professional Products Division has
adapted its ways of working and created a social listening
WRRO/·2UpDO3URIHVVLRQQHOLVWKHÀUVWEUDQGWRUROORXW
such a model. It can now reply to 100% of comments and
questions asked online, but also identify trends that appear
in the posts. The Division is also rolling out two
programmes – Salon Secret and Salon E-motion™ –
designed to enhance salon attractiveness by bringing
customers and professionals together. Last but not least,
applications have also been developed to showcase
SURIHVVLRQDOH[SHUWLVHLQWKHUHWDLOFKDQQHO7KH´.3URÀOHµ
app by Kérastase allows hairdressers to prescribe regimens
to be used in salons and at home.

Combining beauty and naturalness has become an
important purchasing criterion for a growing number
of consumers. To meet their expectations, L’Oréal is
committed to an approach that combines corporate
social responsibility with excellence in skincare.
Aura Botanica by Kérastase, an elegant luxury range
containing 98% of natural ingredients, also boasts
responsible sourcing. Launched worldwide in 2017,
Biolage R.A.W. (Real.Authentic.Wholesome.) is further
proof of the Group’s commitment to the environment:
99% of the ingredients used to create these haircare
products are biodegradable, and, depending on the
formula, 70 to 100% are of natural origin. The Division's
portfolio also includes aromatherapy pioneer Decléor.
4GCFOQTGQPaVJG
digital version.

+ 25%
15 to 25% jump in sales
in salons using the Salon
E-motion™ programme

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017

United Kingdom

From hair salon
to “creative hub”
In the United Kingdom, professional hair salons are reinventing
themselves to provide customers with unique experiences. Josh Wood
– a pioneer in the ﬁeld – has organised his business into “creative hubs”,
to offer customers bespoke hair dyes specially designed to suit them.

• What is a trend? Josh Wood shares
his approach at Redken
• Hair Fashion Night: 50,000 complimentary
hairstyles in a single night
• Four colour trends gaining traction
on social networks
• An approach to responsible packaging
by the Professional Products Division

Listen to Josh Wood’s audio tour
of his “creative hub” in London.

 6RXUFH*RRJOH)UDQFH4YV4  %HDXW\IDQRQVRFLDOQHWZRUNV
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Active
Cosmetics
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+ 5.8 %

Brigitte Liberman
President
Active Cosmetics Division

'LYLVLRQŠVOLNHIRUOLNHVDOHVJURZWKȀ(1)

Health is the future of beauty

10.2 %
e-commerce share
RIWKH'LYLVLRQŠVVDOHVȀ(2)

1st
country for the Division:
United States

2
of our brands are market leaders:
ŧ/D5RFKH3RVD\QXPEHURQHLQWKH
global dermocosmetics market(3)
ŧ6NLQ&HXWLFDOVOHDGLQJ$PHULFDQ
aesthetic medicine skincare brand
worldwide (4)

Check out the full interview online

Dermocosmetics: combining
health with immediate results
Skincare is the leading category
in the beauty market (5) – a category
revolutionised by health and
spearheaded by dermocosmetics.
This area is also perfectly aligned with
current trends: the desire for health,
safety, well-being, authenticity and
naturalness. Consumer expectations
are twofold. On the one hand, they
want products that combat external,
environmental and lifestyle factors
WKURXJKKLJKO\HIÀFLHQWSURGXFWVZKLOVW
preventing future damage. On the
other, they are looking for immediately
visible results.
Leading brands that combine
health and well-being
Our longstanding conviction that
“health is the future of beauty” has
put us ahead of the game. With growth
that outperforms the market, we have
FRQÀUPHGWKH'LYLVLRQ·VOHDGHUVKLS
and proven our strategy to be
successful. We have a portfolio of
perfectly complementary brands.

Brands recommended by healthcare
professionals, from aesthetic medicine
(SkinCeuticals) to dermatology
(La Roche-Posay), to accessible skincare
(CeraVe) and natural skincare (Vichy).
In the natural market, we have the
FHUWLÀHGRUJDQLFEUDQG6DQRÁRUH
and fragrant natural products by
Roger&Gallet.
Addressing consumer needs
:HGRQ·WGHÀQHRXUVHOYHVE\RXU
distribution channels, but by our vision
of health and beauty, which includes
products, services and professional
advice, regardless of which point of
contact our consumers choose.
We have two major assets to build
consumer trust and our credibility:
a close relationship with committed
medical experts all over the world who
IHHGRXUEUDQGV·GHYHORSPHQWVDQG
endorse our products and facilitate
engagement; and a longstanding
connection with our consumers,
who recommend our products to
each other and become our most
valuable ambassadors.

(1) Like-for-like: based on a comparable structure and identical exchange rates. (2) Sales achieved on our brands’ own websites + estimated sales achieved by our brands corresponding to sales through our retailers’ websites (non-audited data);
like-for-like growth. (3) Data in value terms according to our estimates. (4) Source: Euromonitor International limited 2016 “Medical Aesthetic skincare brand” which includes brands sold through medical dispensing channels, such as dermatologists,
plastic surgeons and doctors, and which may additionally be sold through medical spas and online channels. Only brands created in the United States (March and April 2017 study) were taken into account. (5) Source: L’Oréal estimate of the global
cosmetics market in 2017 based on manufacturers’ net prices. Excluding soaps, oral hygiene, razors and blades. Excluding currency effects.
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Digital

Responding to new
consumer expectations
on social networks
On social networks, our brands answer consumer
questions, and provide them with experiences.
Skincare, especially face care, is an increasingly
discussed topic on social networks (1). Our brands
use social media and online platforms to reach
out to consumers, providing content that answers
their questions.

On forums and social networks, our brands
are striving to build communities where
information and dermatological advice
directly linked to the issues that concern
specific groups can be shared. La RochePosay targets its communications according
to the type of skin problem to be treated: acne
(#stopspots), dryness (Lipikar families),
FDQFHUFDUH %HWWHUbVNLQWKURXJKRXWFDQFHU 
PROHV 6NLQb&KHFNHU HWF%\SURGXFLQJ
targeted content, the brand engages
consumers and focuses discussions on these
topics and their treatment through La RochePosay products.
Online presence also allows our brands to
offer complementary services designed to
provide consumers with a comprehensive
skincare experience that is both sensory and
emotional, thereby building trust. For example,
our brands offer skin diagnostics (2) online and
in stores, as well as daily skincare regimens
like La Roche-Posay’s personalised “J’aime
ma peau sensible (3) ” programme.
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(1) Internal source. (2) Cosmetic diagnosis. (3) “I love my sensitive skin”.

Natural products

Minéral 89:
the incredibly simple
formula for natural skincare
Skincare consumers want natural, authentic, easy-to-use,
innovative and effective products that provide pure and
immediate sensory experiences. The clearest proof of this
universal trend is the global success of Vichy’s Minéral 89
launch on social networks. The product’s simplicity –
made from just 11 ingredients, including 89% Vichy
mineral water – was an instant hit with consumers.
People are also taken by how easy it is to use.

Acquisition

CeraVe: a simple,
accessible range

4GCFOQTGQPaVJG
FKIKVCNXGTUKQP

Founded in the United States in 2005 and developed
with American dermatologists, CeraVe offers a full range
of daily skincare products for the face and body, as well
as a range for babies. With its simple, accessible products,
the brand perfectly complements the Division’s portfolio.
L’Oréal’s USA teams have already integrated the brand
into the Group, maintaining its model to boost
the Group’s impact: solid recommendations from
American dermatologists, widespread distribution,
and strong consumer engagement on social networks.
4GCFOQTGQPaVJG
FKIKVCNXGTUKQP

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017

Co-design

Lipikar Stick AP+:
co-created by children
Designed for children with eczema, Lipikar Stick AP+ was
co-created with young patients and their parents. Through the
trials, as improvements were made based on their suggestions,
the children grew fond of the product and using it became a game.

• Sanoﬂore, 100% certiﬁed organic brand
praised by consumers and recognised for its
innovations
• SkinCeuticals: the brand that complements
aesthetic procedures in China
• Online, in dermacenters and in airports:
the Division’s omnichannel strategy
• How do the brands work with dermatologists?
Listen to the podcast from the Paris
Dermatological Days conference.
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Expertise

Our expertise
contributes
to sustainable
growth

EXPERTISE

P. 46

Research & Innovation

To stay ahead
of the game,
we are both quick
and inventive
P.48

Operations

Operations is
accelerating

P. 52

Human Relations

Transforming the
company to meet
employees’ new
expectations
P. 54

Administration and Finance
P. 50

Digital

In a fast digitalising
world, L’Oréal is
pivoting to a
“digital-first”
mindset

Building trust
and supporting
the long-term
growth of L’Oréal
P. 56

Corporate Social Responsibility

Making sustainable
development part
of our daily lives
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Research
& Innovation
Laurent Attal
Executive Vice-President
Research & Innovation

To stay ahead of
the game, we are both
quick and inventive
Several pivotal shifts are transforming Research
& Innovation.1HZVFLHQWLÀFDQGWHFKQRORJLFDODGYDQFHV
FKDQJHVLQFRQVXPHUWUHQGVDQGHQYLURQPHQWDOFRQFHUQV
DOOSUHVHQWFKDOOHQJHV5HVHDUFK ,QQRYDWLRQZLOOULVH
WRDVLWVWULYHVWRPHHWFRQVXPHUH[SHFWDWLRQVOLNHDOO
RI/·2UpDO·VWHDPV7RVWD\DKHDGRIWKHJDPHZHDUH
ERWKTXLFNDQGLQYHQWLYH4XLFNEHFDXVHWKH*URXSLV
XQGHUSLQQHGE\DZHDOWKRIGDWDSDWHQWVDQGUHVHDUFKWKDW
DOORZVLWWRGHYHORSLQQRYDWLRQVLQUHFRUGWLPHDQGEHWWHU
VHUYHFRQVXPHUV:HWDNHDGYDQWDJHRIRXUFRPSDQ\·V
LQWHOOHFWXDOFDSLWDOWRUROORXW´FRDOHVFHQWLQQRYDWLRQVµ
ZKLFKFRPELQHVHYHUDOH[LVWLQJWHFKQRORJLHVWRFUHDWH
QHZSURGXFWV,QYHQWLYHEHFDXVHRXUUHVHDUFKVWUDWHJ\
DOVRIRFXVHVRQGHYHORSLQJGLVUXSWLYHVFLHQWLÀFDQG
WHFKQRORJLFDOLQQRYDWLRQVLQHYHU\FRVPHWLFVFDWHJRU\
6DIHW\ZKLFKLVFUXFLDOIRURXUFXVWRPHUVDQGWKH
HQYLURQPHQWKDVDOZD\VEHHQRQHRI/·2UpDO·V
IXQGDPHQWDOFRPPLWPHQWV

Read the full message
on the digital version.
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20

877

research centres of which 3 global
centres in France and 6 regional
hubs (United States, Japan, China,
Brazil, India and South Africa)

million euros i.e. 3.4%
of sales invested in Research
& Innovation

Predictive evaluation

Creating safe
beauty products
7RHQVXUHWKHVDIHW\DQGTXDOLW\
RIIXWXUHSURGXFWV/·2UpDOHYDOXDWHV
LQJUHGLHQWVDIHW\YHU\HDUO\RQ
WKURXJKDULJRURXVSUHGLFWLYHSURFHVV
IHDWXULQJLQQRYDWLYHPHWKRGV
7KHZHDOWKRINQRZOHGJHDQGGDWD
RQLQJUHGLHQWVDQGWKHSUHGLFWLYH
PHWKRGV/·2UpDOKDVDWLWVGLVSRVDO
UHSUHVHQWVLJQLÀFDQWDGGHGYDOXH
%LJGDWDSURFHVVLQJFDQIXUWKHU
KHOSWDNHIXOODGYDQWDJHRIWKLVULFK
NQRZOHGJHEDVH7KDQNVWRWLVVXH
HQJLQHHULQJUHFRQVWUXFWHGKXPDQ
WLVVXHLVQRZDQLPSRUWDQWWRROWKDW
KHOSVEXLOGELRORJLFDOXQGHUVWDQGLQJ
DQGFRQGXFWSURGXFWDSSOLFDWLRQ
DQGVNLQUHDFWLRQWHVWVLQFOXGLQJ
WHVWVIRUDJHLQJ89H[SRVXUH
DQGSROOXWLRQ

Read the full article
QPaVJGFKIKVCNXGTUKQP

Innovation

Open innovation,
the secret behind new
beauty products

Environment

Safeguarding water
quality and resources
/·2UpDO·VJOREDOHQYLURQPHQWDODSSURDFK
FRYHUVDSURGXFW·VHQWLUHOLIHF\FOHIURP
WKHRULJLQVRIWKHUDZPDWHULDOVWKURXJK
WRHQGRIOLIHPDQDJHPHQW,WWDNHVLQWR
DFFRXQWWKHLPSDFWDSURGXFWKDVRQZDWHU
UHVRXUFHVZKRVHGZLQGOLQJVXSSO\LVD
PDMRUHQYLURQPHQWDOFKDOOHQJH5HVHDUFK
,QQRYDWLRQSXUVXHVWZRZDWHUSURWHFWLRQ
VWUDWHJLHVSUHVHUYLQJH[LVWLQJUHVHUYHVDQG
DVVHVVLQJWKHLUTXDOLW\,WVLQLWLDWLYHVIRFXV
RQGHYHORSLQJFRVPHWLFVWKDWXVHOHVVZDWHU
DQGRQIRUPXODVZLWKPLQLPDOHQYLURQPHQWDO
LPSDFW/·2UpDOHYDOXDWHVWKHHQYLURQPHQWDO
LPSDFWRIUDZPDWHULDOVXVHGWKURXJKWZRNH\
SDUDPHWHUVELRGHJUDGDELOLW\DQGWKHDEVHQFH
RIDTXDWLFHFRWR[LFLW\

7RHQKDQFHÁH[LELOLW\DQGUHVSRQVLYHQHVVDQG
GHFUHDVHOHDGWLPH/·2UpDOSXUVXHVRSHQLQQRYDWLRQ
E\GHYHORSLQJSDUWQHUVKLSVZLWKODERUDWRULHV
UHVHDUFKLQVWLWXWLRQVVWDUWXSVVXSSOLHUVDQGPRUH
%\FRPELQLQJLWVYDVWGDWDEDVHIRUPLGDEOHUROORXW
DELOLWLHVDQGLQQRYDWLRQH[SHUWLVHZLWKWKHDGYDQFHV
PDGHE\RWKHULQGXVWU\SOD\HUVWKH*URXSLV
FRQWULEXWLQJWRWKHGHYHORSPHQWRIDSURPLVLQJ
DQGSRWHQWQHZLQQRYDWLRQVWUDWHJ\IRUWKHEHDXW\
PDUNHW,QOLQHZLWKWKLVDSSURDFK/·2UpDOKDV
EHJXQDSDUWQHUVKLSZLWKWKH6RXWK.RUHDQVWDUWXS
1DQR(Q7HNZKLFKKDVGHYHORSHGDPLQLDWXUH
GLDJQRVWLF(1)WRROZKLFKDQDO\VHVWKHSURWHLQVRQ
WKHVNLQ·VVXUIDFHWRGHWHUPLQHWKHFRQVXPHU·V
VNLQW\SH&RPELQHGZLWKDYLVXDODVVHVVPHQWDQG
DTXHVWLRQQDLUHLWUHFRPPHQGVDSHUVRQDOLVHG
SURGXFWSHUIHFWO\VXLWHGWRWKHFRQVXPHU·VQHHGV
Read the full article
QPaVJGFKIKVCNXGTUKQP

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017

Safety

100 years of experience in
guaranteeing product safety
Ensuring the quality and safety of all L’Oréal products for all consumers
has been a priority for the Group for over 100 years. This guarantee relies
on a rigorous system which encompasses every aspect of our production
process worldwide, from the choice of ingredients to product formulation,
from manufacturing to compliance with market regulations.
Listen to the podcast on product
safety on the digital version.

(1) Cosmetic diagnosis.

• Alliagel®, an innovative, exclusive technology that
is revolutionising product formulation
• Personalisation: the basis for trends and innovation
• Watch the video online to learn more about
L’Oréal’s sustainable innovation initiatives
• Watch the video online to learn about the six
major and lasting changes that are sustainably
transforming the world of beauty
• Listen to the podcast online to learn more
about L’Oréal’s approach to ingredient safety
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Operations
Barbara Lavernos
Executive Vice-President
Operations

Operations
is accelerating
Operations is currently undergoing more structural
changes than ever before.&RQVXPHUVZDQWWREHDEOH
WRDFFHVVDOORXUSURGXFWVDQ\ZKHUHDQ\WLPHEXWWKH\DOVR
ZDQWFRQFUHWHSURRIRIWKHLUTXDOLW\WUDFHDELOLW\HQYLURQPHQWDO
UHVSRQVLELOLW\DQGQDWXUDOQHVV7KLVFRQWH[WKDVEHHQD
VRXUFHRILQVSLUDWLRQIRUWKHZD\ZHZRUNIRUVHYHUDO\HDUV
QRZ:HKDYHVWHSSHGXSRXUJOREDOWUDQVIRUPDWLRQLQWZR
VWUDWHJLFDUHDVRQWKHRQHKDQGWKHDJLOLW\RIRXUVROXWLRQV
DQGSURFHVVHVRQWKHRWKHURXUEHQFKPDUNUROHLQWHUPV
RISURGXFWVDIHW\DQGTXDOLW\DQGHQYLURQPHQWDOSURWHFWLRQ
Agility and exemplary commitments
$JLOLW\LQRXUSURGXFWGHVLJQVZLWKLQKRXVH'ODERUDWRULHV
DQGIDVWSURWRW\SLQJ,QGXVWULDODJLOLW\WKDQNVWRQHZ,QGXVWU\
WHFKQRORJLHV6XSSO\FKDLQ DJLOLW\ZKLFKLVULVLQJWKDQNVWRWKH
GLJLWDOWUDQVIRUPDWLRQ7KHTXDOLW\RIWKHVHYHQELOOLRQSURGXFWV
ZHPDQXIDFWXUHHDFK\HDUWKHVDIHW\RIRXUHPSOR\HHVDQG
VRFLDODQGHQYLURQPHQWDOSURWHFWLRQDUHDWWKHKHDUWRIZKDW
ZHGR7KHVHIXQGDPHQWDOSULQFLSOHVXSKHOGE\2SHUDWLRQV
HQVXUHDVROLGFRPSHWLWLYHDGYDQWDJHIRU/·2UpDODQGLWVEUDQGV
DQGH[HPSOLI\RXUUHVSHFWIRURXUFRQVXPHUVRXUHPSOR\HHV
DQGWKHSODQHW

Read the full message
on the digital version.

An average of

100
quality verifications
for each product
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 5DGLR)UHTXHQF\,'HQWLÀFDWLRQ

24
carbon-neutral sites in 2017,
including 9 factories

Industry 4.0

Enhancing agility
)URPSURWRW\SLQJWRGLVWULEXWLRQ
QHZWHFKQRORJLHVKDYHLPSURYHGWKH
SURGXFWLRQSURFHVVPDNLQJLWPRUH
ÁH[LEOHDQGHIÀFLHQWIRUFRQVXPHUV
7RTXLFNO\UROORXWSURWRW\SHV/·2UpDO
QRZKDVLQKRXVH'ODERUDWRULHV
7RFRQWLQXRXVO\DGDSWLWVOLQHVWR
QHZWUHQGVWKH*URXSUHOLHVKHDYLO\
RQGLJLWDOSURGXFWLRQWRROVDQGKDV
LQWURGXFHGFROODERUDWLYHURERWVRU
´FRERWVµWRKHOSRSHUDWRUVZLWKFHUWDLQ
VWHSV0DFKLQHVDUHDOVRKHOSLQJWR
LPSURYHGDWDSURFHVVLQJ7RVLPSOLI\
ORJLVWLFV/·2UpDOLVXVLQJ5),'(1)
WHFKQRORJ\DFKLSWKDWVHUYHVDVDODEHO
DQGVLPSOLÀHVWKHSDWKWRSXUFKDVH
DQGPDNHVRSHUDWLRQDOPDQDJHPHQWLQ
VWRUHVHDVLHU,Q/·2UpDORSHQHGD
1<;3URIHVVLRQDO0DNHXSVWRUHIXOO\
HTXLSSHGZLWK5),'FKLSV²DÀUVWLQ
WKHFRVPHWLFVVHFWRU

E-commerce

Supply chain secrets

Environment

Responsible packaging
3DFNDJLQJ²WKHPRVWLPSRUWDQWPDUNHURIEUDQG
LGHQWLW\IRUFRQVXPHUV²SOD\VDFUXFLDOUROHLQ
SXUFKDVLQJFKRLFHVIRUWRGD\·VPRUHHQYLURQPHQWDOO\
FRQVFLRXVPDUNHW6LQFH/·2UpDOKDVKDGD
´3DFNDJLQJ (QYLURQPHQWµSROLF\WKDWLQFOXGHV
WKH´5µHFRGHVLJQDSSURDFK5HVSHFWWKHFRQVXPHU
DQGWKHHQYLURQPHQW5HGXFHSDFNDJLQJYROXPHDQG
ZHLJKW5HSODFHPDWHULDOVKDYLQJDKLJKHQYLURQPHQWDO
IRRWSULQWZLWKUHF\FOHGPDWHULDOVRUPDQXIDFWXUHG
XVLQJUHQHZDEOHHQHUJ\$VSDUWRIWKH´6KDULQJ
%HDXW\:LWK$OOµSURJUDPPH/·2UpDOKDVFRPPLWWHG
WRHQVXULQJDOOLWVSURGXFWVIHDWXUHDQLPSURYHG
HQYLURQPHQWDORUVRFLDOSURÀOHE\,Q
RISURGXFWVPHWWKLVVWDQGDUG

,QVWRUHVRURQOLQHFRQVXPHUVH[SHFWVLPSOLFLW\DQG
FRQWLQXLW\IURPWKHLUSXUFKDVLQJH[SHULHQFH7KH\ZDQW
WRGHFLGHZKHUHZKHQDQGKRZWKHLUSURGXFWZLOOEH
GHOLYHUHG7KHHQWLUH/·2UpDOVXSSO\FKDLQ(1)LVXQGHUJRLQJD
WUDQVIRUPDWLRQWRLPSURYHDJLOLW\DQGNHHSLQVWHSZLWKWKLV
UHYROXWLRQ7RPHHWWKLVGHPDQG/·2UpDOWHDPVRUJDQLVH
DGDSWDEOHUHDOWLPHVROXWLRQVUHJDUGOHVVRIWKHRULJLQDQG
GHVWLQDWLRQRIWKHRUGHU7KH*URXSZKLFKUHFRUGVDQRUGHU
HYHU\WZRVHFRQGVPXVWUHDFKRYHUDELOOLRQFRQVXPHUV
VFDWWHUHGDFURVVWKHJOREHVLPXOWDQHRXVO\DQGZLWKOLWWOHOHDG
WLPH7RULVHWRWKHVHFKDOOHQJHV/·2UpDOKDVDXWRPDWHGDQG
RSWLPLVHGÁRZVDWLWVORJLVWLFVFHQWUHVORFDWHGLQFRXQWULHV
:LWKFXWWLQJHGJH,QGXVWU\HTXLSPHQW/·2UpDOLVDEOHWR
VXSSO\SURGXFWVWRFORVHWRGHOLYHU\SRLQWVZRUOGZLGH
(FRPPHUFHLVDJOREDOFKDOOHQJHIRUWKH*URXSZKLFKLV
DGDSWLQJLWVRIIHUWRVXLWWKLVQHZFRQVXPSWLRQPRGHOZLWK
FRQVLVWHQWKLJKTXDOLW\VHUYLFHZKDWHYHUWKHGLVWULEXWLRQ
FKDQQHODOOZKLOHPDLQWDLQLQJHFRQRPLFSHUIRUPDQFH
Read the full article
on the digital version.

2 seconds
L’Oréal records an order every two seconds

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017
• Operational excellence and cost management
create value

Three “A” ratings for sustainable
production at L’Oréal
L’Oréal is one of just two companies to have received an “A” rating
from CDP(2) in each of the three categories: the ﬁght against
climate change, responsible water management, and the ﬁght
against deforestation.

• L’Oréal’s ﬁrst “dry” factory opens in Burgos
• Natural and sustainably sourced:
Madagascan vanilla
• Logistics committed to protecting the planet
• Our report on Industry 4.0 at L’Oréal

 7KH/·2UpDOVXSSO\FKDLQRUJDQLVHVDQGRSWLPLVHVWKHÁRZRIDOOGDWDDQGSK\VLFDOSURGXFWVIURPRXUVXSSOLHUVWRSRLQWVRIVDOH  &'3LVDQLQGHSHQGHQWLQWHUQDWLRQDORUJDQLVDWLRQWKDWHYDOXDWHVFRPSDQLHV·HQYLURQPHQWDOSHUIRUPDQFH
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EXPERTISE _ DIGITAL

Digital
Lubomira Rochet
Chief Digital Officer

In a fast digitalising world,
L’Oréal is pivoting to a
“digital-first” mindset
In 2017, L’Oréal continued to expand its digital leadership in
all areas:HFRPPHUFHPDUNHWLQJVRFLDOQHWZRUNVDQGFRVPHWLFV
WHFKQRORJLHV(FRPPHUFHQRZDFFRXQWVIRU(1)RI*URXSVDOHV
DQGLV/·2UpDO·VWKLUGFRXQWU\DIWHUWKH8QLWHG6WDWHVDQG&KLQD
7KHERRPLQRQOLQHVDOHVKDVVLJQLÀFDQWO\FRQWULEXWHGWRWKH*URXS·V
JURZWKDQGSOD\HGDSRVLWLYHUROHLQDOOFDWHJRULHV6RFLDOQHWZRUNV
HQJDJHPHQWDQGLQÁXHQFHUPDUNHWLQJSOD\DQLQFUHDVLQJO\LPSRUWDQW
UROHLQRXUEUDQGV·PDUNHWLQJVWUDWHJLHV,QIRXU/·2UpDO
EUDQGVPDGHWKH(DUQHG0HGLD9DOXH7RS /·2UpDO3DULV
1<;3URIHVVLRQDO0DNHXS0D\EHOOLQH1HZ<RUNDQG8UEDQ'HFD\
A sustainable digital transformation
/·2UpDO·VGLJLWDOWUDQVIRUPDWLRQLVEXLOGLQJPRPHQWXPDQGZH
DUHGRLQJHYHU\WKLQJLQRXUSRZHUWRHQVXUHLWLVDODVWLQJRQH
)LUVWWKH*URXSPHDVXUHVLWVGLJLWDOUHWXUQRQLQYHVWPHQWWRHQVXUH
WKHWUDQVIRUPDWLRQLVVXVWDLQDEOHDQGVXFFHVVIXO1H[W/·2UpDOLV
FRPPLWWHGWRUHVSHFWLQJGDWDFRQÀGHQWLDOLW\ZLWKDYLHZWREXLOGLQJ
WUXVWDQGOR\DOW\EHWZHHQEUDQGVDQGWKHLUFRQVXPHUV)LQDOO\/·2UpDO
WUDLQVDQGPRWLYDWHVDOOLWVWHDPVDQGHPSOR\HHVWREHDSDUWRIWKH
GLJLWDODFFHOHUDWLRQ
7KDQNVWRLWVDELOLW\WRDGDSW/·2UpDOKDVWXUQHGWKHGLJLWDOUHYROXWLRQ
LQWRDSRZHUIXOWRROWKDWGULYHVLWVFRPSHWLWLYHHGJHDQGEULQJVLWFORVHU
WRFRQVXPHUVLQDVXVWDLQDEOHUHVSHFWIXODQGLQFOXVLYHPRGHO
Watch the full interview
on the digital version.
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8%

15,500

of consolidated Group sales
from e-commerce(1)

people trained through the Digital
upskilling programme

Technology

How augmented
reality is revolutionising
the beauty experience
,QVWRUHVFXVWRPHUVFDQEHQHÀWIURP
WKHDGYLFHRISURIHVVLRQDOVDQGWU\
RXWSURGXFWVEHIRUHPDNLQJDGHFLVLRQ
7RSURYLGHWKHVDPHOHYHORIVHUYLFH
RQOLQHWKHEUDQGVKDYHGHYHORSHG
´EHDXW\FRPSDQLRQVµ7KHVHGLJLWDO
VHUYLFHVJXLGHFRQVXPHUVDQGKHOSWKHP
FKRRVHWKHULJKWSURGXFWVIRUWKHP
,QDGGLWLRQWRSURYLGLQJWDUJHWHGDGYLFH
WKH\DOVRDOORZXVHUVWRWHVWSURGXFWV
YLUWXDOO\ZLWKYHU\UHDOLVWLFUHVXOWV
'PDNHXSDQGKDLUFRORXUWHVWHUV
FRPSOH[LRQGHWHFWRUVVNLQDVVHVVPHQWV
HWF/·2UpDODQG3HUIHFW&RUSODXQFKHG
DJOREDOSDUWQHUVKLSWRLQWHJUDWHWKH
*URXS·VPDNHXSSURGXFWVLQWRWKH
<RX&DP0DNHXSDXJPHQWHGUHDOLW\
DSSZKLFKLVDOVRDYDLODEOHLQVWRUHV
/ 2UpDO3URIHVVLRQQHODQQRXQFHGWKH
ODXQFKRIWKHÀUVW'KDLUFRORXUWHVWHU
EDVHGRQDUWLÀFLDOLQWHOOLJHQFHLWKDV
EHHQLQFRUSRUDWHGLQWRWKH6W\OH0\
+DLUDSSZKLFKLVXVHGE\FRQVXPHUV
DQGKDLUGUHVVHUV

 (DUQHG0HGLD9DOXHJHQHUDWHGE\VSRQWDQHRXVFRQYHUVDWLRQVDERXWRXUEUDQGVRQVRFLDOQHWZRUNV  6DOHVDFKLHYHGRQRXUEUDQGV·RZQZHEVLWHVHVWLPDWHGVDOHVDFKLHYHGE\RXUEUDQGVFRUUHVSRQGLQJWR
VDOHVWKURXJKRXUUHWDLOHUV·ZHEVLWHV QRQDXGLWHGGDWD OLNHIRUOLNHJURZWK

Digital marketing

Digital communications:
a pillar of marketing
strategies
:LWKPRUHWKDQRILWVPHGLDEXGJHWLQYHVWHG
LQGLJLWDOSODWIRUPVDELOOLRQSHRSOHYLVLWLQJLWV
ZHEVLWHVDQGQHDUO\PLOOLRQIROORZHUVRQVRFLDO
QHWZRUNV/·2UpDOLVDGDSWLQJLWVFRQWHQWWRWKHQHZ
FUHDWLYHFRGHVRIWKHGLJLWDOZRUOG7KHFDPSDLJQV
IRU&RORULVWDE\/·2UpDO3DULV)UXFWLVE\*DUQLHU
0LQpUDOE\9LFK\DQGWKH<YHV6DLQW/DXUHQW
9HUQLVj/qYUHVUDQJHZHUHGHVLJQHGIRUGLJLWDO
SODWIRUPVVXFKDV)DFHERRNDQG,QVWDJUDPDQG
SHUIRUPHGUHDOO\ZHOOZLWKFRQVXPHUV3HRSOHDOO
RYHUWKHZRUOGQRZDOVRZDQWSHUVRQDOLVHGFRQWHQW
7KDQNVWRWKHSUHFLVLRQPDUNHWLQJ(1) SURJUDPPH
DQGRXUWHDPV·DJLOLW\LQWKHVXEVLGLDULHVWKH*URXS
LVLQFUHDVLQJO\SHUVRQDOLVLQJFRQWHQWWRDVSHFLÀF
FRQWH[WDQGSDWKWRSXUFKDVHWRHQVXUHWKHULJKW
PHVVDJHLVVHQWDWWKHULJKWWLPH7RHYDOXDWHUHWXUQ
RQLQYHVWPHQWWKH'LJLWDOWHDPKDVGHYHORSHG
DVHWRISRZHUIXOSURSULHWDU\WRROVWKDWPDUNHWHUV
LQWKHFRXQWULHVDQGPHGLDGLUHFWRUVFDQQRZXVH
WRPHDVXUHWKHUHDOWLPHSHUIRUPDQFHRIWKHLU
GLJLWDOFDPSDLJQVDQGIRFXVRQWKHPRVWHIIHFWLYH
FKDQQHOV7KHVHPHDVXUHVLQWKHFRXQWULHVVKDUHG
ZLGHO\WKURXJKRXWWKH*URXSFRQWULEXWHWRWKH
*URXS·VEHVWSUDFWLFHV

Open innovation

Co-creating the future of
beauty with visionary startups
/·2UpDOEDFNVWKHQHZJHQHUDWLRQRI EHDXW\
HQWUHSUHQHXUVE\HVWDEOLVKLQJSDUWQHUVKLSVZLWK
VWDUWXSLQFXEDWRUVOLNH)RXQGHUV)DFWRU\LQ/RQGRQ
RU6WDWLRQ)LQ3DULV7KH*URXSSURYLGHVWKHVH
\RXQJEXVLQHVVHVZLWKDWHDPRI LQWHUQDOH[SHUWVZKR
RIIHURSHUDWLRQDOVXSSRUWDQGPHQWRULQJ/·2UpDO·V
\HDUVRI EHDXW\H[SHULHQFHDQGDFFHVVWRD
ZHDOWKRI PDUNHWLQJUHVHDUFKDQGLQQRYDWLRQDQG
RSHUDWLRQDOVSHFLDOLVWVDUHDUHDODVVHWIRUWKHVH\RXQJ
HQWUHSUHQHXUV,QUHWXUQ/·2UpDO·VEUDQGVEHQHÀW
IURPLQQRYDWLRQVODXQFKHGE\VWDUWXSVIURPWKHLU
FUHDWLYLW\DQGDELOLW\WREULQJLQQRYDWLYHVHUYLFHVWR
PDUNHWEHIRUHDQ\RQHHOVH/·2UpDOLVWKHRIÀFLDO
VSRQVRUIRUDEHDXW\VWDUWXSDFFHOHUDWRUDW6WDWLRQ)
Read the full article
on the digital version.

34,000 sq. m
Surface area of Station F, the biggest startup campus in the world

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017
• China leads in online sales

Digital skills at the heart of
professional transformations
L'Oréal and General Assembly(2) developed DM1 or “Digital
Marketing Level 1”: a professional test designed to help
individuals and companies assess the full range of skills
required for digital marketing today. L’Oréal is the ﬁrst
company to use DM1 on a large scale.

• L’Oréal China’s digital strategy in podcast
by Hagen Wuelferth
• Beauty startups: watch the video with
Esohe Omoruyi
• Focus on e-commerce in the Performance
section

 'LJLWDOPDUNHWLQJSUDFWLFHWKDWIRFXVHVRQYHU\QDUURZWDUJHWVHJPHQWVRURQELJJHUVHJPHQWVE\SHUVRQDOLVLQJPHVVDJHVIRUDODUJHQXPEHURI¶PLFURWDUJHWV·  ,QWHUQDWLRQDOOHDGHULQWKHRQOLQHWUDLQLQJVHJPHQW
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EXPERTISE _ HUMAN RELATIONS

Human
Relations
Jérôme Tixier
Executive Vice-President Human Relations
and Advisor to the Chairman

Transforming the
company to meet employees’
new expectations
Our Human Relations policy has always been for one
and for all:RQWKHRQHKDQGZHUHFUXLWDQGQXUWXUHWDOHQWV
DQGWKH*URXS·VIXWXUHH[HFXWLYHVWKURXJKYHU\SHUVRQDOLVHG
WUDMHFWRULHVDQGRQWKHRWKHUZHVWULYHWREXLOGDVROLG*URXS
ZLWKDQLQFOXVLYHFROODERUDWLYHDQGSURWHFWLYHHQYLURQPHQW
DQGDVWURQJFRUSRUDWHHQWUHSUHQHXULDOFXOWXUH
,QDGGLWLRQZHDUHUHVSRQVLEOHIRUKHOSLQJWKHFRPSDQ\
HYROYHDQGIRUVXSSRUWLQJHPSOR\HHVWKURXJKWKHSURFHVV
+XPDQ5HODWLRQVQRZSOD\VWKLVFKDQJHPDQDJHPHQWUROH
RQDFRQWLQXRXVEDVLVLQDZRUOGZKHUHWKHZRUNSODFHLV
FRQVWDQWO\FKDQJLQJZKHUHWKHHFRQRPLFFRQWH[WLVYRODWLOH
XQFHUWDLQFRPSOH[DQGDPELJXRXV 98&$ DQGZKHUH
WKHGLJLWDOUHYROXWLRQLVFKDQJLQJSURIHVVLRQVDQGZD\V
RIZRUNLQJ
:HDUHZLWQHVVLQJWKHHPHUJHQFHRIDQHZDSSURDFKWR
FDUHHUVHPSOR\HHVH[SHFWJUHDWHUÁH[LELOLW\DQGDUHZLOOLQJ
WRWU\RXWGLIIHUHQWFDUHHUVEXWVWLOOGHPDQGKLJKVRFLDO
SURWHFWLRQ7KLVHPHUJLQJVWDWXVTXRKDVFUHDWHGQHZ
FKDOOHQJHVIRUWKHFRPSDQ\ZKRVHVWUHQJWKOLHVSUHFLVHO\
LQLWVDELOLW\WRWUDQVIRUPLWVHOIDQGPHHWWKHGXDOH[SHFWDWLRQV
RIÁH[LELOLW\DQGSURWHFWLRQ

Read the full message
on the digital version.

8

th

most attractive company
for students, Universum 2017(1)

1

st

Simplicity (2)

Changing
the way we work
/·2UpDOLVFKDQJLQJDQGVRDUHRXUZD\V
RIZRUNLQJ7KH6LPSOLFLW\SURJUDPPH 
ZDVFUHDWHGWRVXSSRUWWKLVWUDQVIRUPDWLRQ
DQGLQIXVHWKHFRPSDQ\ZLWKDQHZ
PLQGVHWEDVHGRQFRRSHUDWLRQDQGWUXVW
:LWKWKLVFRPSUHKHQVLYHSURJUDPPH
WKH*URXSLVOD\LQJWKHJURXQGZRUN
IRUDJLOHDQGODVWLQJJURZWKE\WUDLQLQJ
DGDSWDEOHHIÀFLHQWWHDPV,WLVDOVR
HQVXULQJLWVFRQWLQXHGDWWUDFWLYHQHVV
DVDEHQFKPDUNHPSOR\HUWKDWRIIHUV
LQFUHDVLQJO\LQWHUHVWLQJDQGLQQRYDWLYH
MREVDVZHOODVDKLJKTXDOLW\ZRUN
HQYLURQPHQW6LPSOLFLW\KDVEHHQUROOHG
RXWWKURXJKRXWWKH*URXSWKURXJKD
PDQLIHVWRVKDUHGZLWKDOOHPSOR\HHV
DQGWKURXJKWUDLQLQJSURJUDPPHV
OLNH/HDG (QDEOHZKLFKVXSSRUWV
PDQDJHUVDVWKH\QDYLJDWHWKHVHFKDQJHV
LQZRUNSUDFWLFHV

global company in terms of gender
equality in Equileap ranking

Read the full article
on the digital version.
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 6RXUFH%XVLQHVVVWXGHQWVDOOLQGXVWULHVFRPELQHG8QLYHUVXP  &RPSDQ\WUDQVIRUPDWLRQSURJUDPPHWRPRYHWRZDUGVJUHDWHUFROODERUDWLRQDQGFRRSHUDWLRQ

Corporate culture

Building attractiveness
and engagement

Share & Care

L’Oréal’s commitment
to social protection

To better share its values with all employees,
particularly those who have just joined the Group,
Human Relations has created a document titled
Life@L’Oréal, which communicates the L’Oréal
culture to new employees. New employee orientation
has also been strengthened through the inclusion of
events focused on our corporate culture and strategic
vision. Each new employee is also encouraged to
download the new FIT culture (1) application. This digital
coach helps employees appropriate key values through
challenges, personal stories and videos. In addition to
WKLVGDLO\JXLGDQFHHPSOR\HHVFDQDOVREHQHÀWIURP
MOOCs(2) and corporate culture learning games.
Read the full article
on the digital version.

The Share & Care programme, launched in 2013,
has rolled out the L’Oréal social model worldwide,
WRDOLJQHPSOR\HHEHQHÀWVZLWKWKHKLJKHVWVWDQGDUGV
a minimum of 14 weeks maternity leave, death
DQGGLVDELOLW\EHQHÀWVÁH[LEOHZRUNKRXUV
improved working conditions, etc. The programme
is now entering a second phase, with new measures
set for implementation by 2020 to enhance social
SURWHFWLRQLQIRXUDUHDVEHQHÀWVKHDOWKSDUHQWKRRG
and quality of life at work. Upcoming measures
will include instituting a minimum paternity leave
RIGD\VZLWKIXOOSD\H[SDQGLQJÁH[LEOH
working hours and telecommuting wherever
possible, and broadening the scope of
HPSOR\HHEHQHÀWV

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017

Equileap

No.1 in gender
equality

• Slideshow of the initiatives undertaken
worldwide as part of the Share & Care
programme
• L’Oréal is changing its management methods
with the Lead & Enable programme
• Progress made with the Simplicity programme

L’Oréal was ranked number one by Equileap 2017, the ﬁrst global,
inter-industry ranking to measure gender equality performance.
Nineteen criteria were used to assess 3,048 companies
from 23 countries.

(1) FIT, Follow Up and Integration Track. (2) Massive Open Online Course.
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EXPERTISE _ ADMINISTRATION AND FINANCE

Administration
and Finance
Christian Mulliez
Executive Vice-President
Chief Financial Officer

Building trust and
supporting the long-term
growth of L’Oréal
2017 was another year of growth in sales, results and
SURÀWDELOLW\ The Administration and Finance teams work
towards fostering a solid relationship of trust with all
stakeholders centred around attentiveness, constant vigilance,
fairness, transparency, professionalism and an ethical approach
LQRXULQWHUDFWLRQV$IRFXVRQVHUYLFHH[SHUWLVHPRQLWRULQJ
and best practices is at the heart of all that we do.
This year once again, the Administration and Finance
teams worked closely with the Group’s different entities.
7KH\VWURQJO\FRQWULEXWHGWRWKHHFRQRPLFDQGÀQDQFLDO
management of L’Oréal’s businesses, helping to identify risks
and opportunities, implement solutions in response to changes
in consumption and buying habits, and optimise real-time
allocation of resources.
7KH*URXS·VÀQDQFLDOKHDOWKLVXQGHUSLQQHGE\FRPPLWWHG
RSHUDWLRQDOGLVFLSOLQHFORVHO\PRQLWRUHGFDVKÁRZVDQG
VHFXUHÀQDQFLQJ:HPDLQWDLQDFORVHUHODWLRQVKLSZLWK
shareholders based on dialogue that consistently provides
fair and transparent information as well as a practical
perspective about the Group’s activities within the beauty
market. The Administration and Finance teams also work to
assist the Board of Directors and its Committees with a view
to ensuring the long-term growth of L’Oréal.

Close to

1,900
shareholders attended
the 2017 Annual General Meeting
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Close to

700,000
visits of the digital version
of the 2016 Annual Report

Brands

Protecting its assets
The “Intellectual Property – Brands”
department interacts with the
operational and functional Divisions
WKURXJKRXWWKHSURGXFWOLIHF\FOH
prior to launch to safeguard L’Oréal’s
intellectual property and ensure there
is no infringement of third-party
intellectual property rights, and postlaunch to ensure that the Group’s
EUDQGVDUHQRWFRSLHG:LWKPDUNHWLQJ
and the countries, it protects the
various components of a brand’s
LGHQWLW\DVLJQDWXUH /DQF{PH 
a product line (Fructis), the name
of a product (Colossal) or ingredient
$PLQH[LO DVORJDQ ´%HFDXVH,·P
worth it”), the form of a product
(Viktor&Rolf Bonbon bottle), a logo
..LHKO·V RUHYHQDFRORXU:LWKWKH
Research & Innovation, Operations
and Marketing teams, the department
works on patents that protect
technological innovations, such as
/DQF{PH·V*pQLÀTXH$GYDQFHG
Sensitive Dual Concentrate. All this
strengthens L’Oréal’s competitiveness.

Shareholders

Registered shares:
loyalty bonus
6KDUHKROGHUVZKRKROGWKHLUVKDUHVLQUHJLVWHUHG
IRUPUHFHLYHDOR\DOW\ERQXVRIRIWKH
GLYLGHQG(1)DIWHUKROGLQJUHJLVWHUHGVKDUHV
FRQWLQXRXVO\IRUWZRIXOOFDOHQGDU\HDUVXSXQWLO
WKHGLYLGHQGSD\PHQWGDWH7KHOR\DOW\ERQXV
LVPDLQWDLQHGLQVXEVHTXHQW\HDUVLIWKHVKDUHV
FRQWLQXHWREHKHOGLQUHJLVWHUHGIRUP5HJLVWHUHG
VKDUHVDUHUHJLVWHUHGLQWKHKROGHU·VQDPHZKLFK
PHDQVWKDWWKH\DOVRUHFHLYHLQIRUPDWLRQGLUHFWO\
IURP/·2UpDODQGDUHLQYLWHGWRDWWHQGWKH$QQXDO
*HQHUDO0HHWLQJ+ROGLQJUHJLVWHUHGVKDUHVKDVQR
GLVWLQFWWD[LPSOLFDWLRQVDVWKH\DUHVXEMHFWWRWKH
VDPHWD[DWLRQUXOHVDVEHDUHUVKDUHV

Service

Supporting changes
in consumption

Become a registered shareholder:
www.loreal-finance.com/eng/registered-shares-loyalty-bonus

7KH$GPLQLVWUDWLRQDQG)LQDQFHWHDPVZRUNZLWK
WKHEUDQGVDQGFRXQWULHVWRHIIHFWLYHO\UHVSRQG
WRFKDQJHVLQFRQVXPHUKDELWV&RQVXPHUVH[SHFW
PRUHSHUVRQDOLVHGVHUYLFHVDQGDVHDPOHVVÁXLG
VKRSSLQJH[SHULHQFHSDUWLFXODUO\LQRXUEUDQGV·RZQ
VWRUHVDQGRQHFRPPHUFHVLWHV2XUEXVLQHVVHVDUH
SXWWLQJLQSODFHWKHWHFKQRORJLHVUHTXLUHGWRUROORXW
SHUVRQDOLVHGGLDJQRVWLFDQGUHFRPPHQGDWLRQWRROVIRU
FXVWRPHUVDVZHOODVWRPDNHWUDQVDFWLRQVVPRRWKHU
LQVWULFWFRPSOLDQFHZLWKWKHODZDQGEHVWSUDFWLFHV
Read the full article
on the digital version.

+10%
paid by L’Oréal on the dividend
for registered shares after two years

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017
• Focus on growth and operational discipline:
the L’Oréal model

Listening to shareholders' views
To make ﬁnancial information even more accessible,
this Annual Report is now translated into Mandarin Chinese.
The digital version incorporates the latest technology, including
a navigation assistant which makes it easier to explore content
illustrating the Group's performance and outlook.

• L’Oréal recognised for transparency and ethical
practices
• Operational discipline and cost control:
two-drivers for value creation

Discover the digital version of this Annual Report :
www.loreal-finance.com/en/annual-report-2017

 8SWRDPD[LPXPRIRIWKHVKDUHFDSLWDOIRUDQ\RQHVKDUHKROGHURQWKHGDWHRI\HDUHQGFORVLQJ
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EXPERTISE _ CORPORATE SOCIAL RESPONSIBILITY

Corporate
Social Responsibility
Alexandra Palt
Chief Corporate Responsibility Officer
DQGb6HQLRU9LFH3UHVLGHQW
of the L’Oréal Foundation

Making sustainable
development part
of our daily lives
Consumer and employee expectations are evolving to focus
on greater consciousness, health and naturalness. :HDUH
ZLWQHVVLQJDUHDOHQYLURQPHQWDODZDNHQLQJZKLFKLVFKDQJLQJ
WKHZD\LQZKLFKFRQVXPHUVPDNHFKRLFHVDQGWKHZD\ZHZRUN
/·2UpDOSDUWLFLSDWHVLQDQGVXSSRUWVWKLVVLJQLÀFDQWVKLIWLQPLQGVHW
E\GHYHORSLQJVXVWDLQDEOHSURGXFWLRQDQGFRQVXPSWLRQPHWKRGV
:LWKWKHIRXQGLQJRI´6KDULQJ%HDXW\:LWK$OOµLQZHDUH
FRPPLWWHGWRUHDFKLQJDPELWLRXVJRDOV6LJQLÀFDQWSURJUHVV
ZDVPDGHLQ)RUWKHVHFRQGFRQVHFXWLYH\HDU&'3(1) UHZDUGHG
WKLVTXHVWIRUSURJUHVVE\DZDUGLQJ/·2UpDOWKUHH´$µUDWLQJV
/·2UpDODLPVWRDFWLYHO\KHOSRYHUFRPHWKHVHULRXVHQYLURQPHQWDO
FKDOOHQJHVIDFLQJRXUSODQHW$VSDUWRIWKH6FLHQFH%DVHG7DUJHWV 
LQLWLDWLYHZHKDYHVHWDQHZVHULHVRIJRDOVIRUZHZLOOUHGXFH
RXUWRWDOJUHHQKRXVHJDVHPLVVLRQV²GLUHFWDQGLQGLUHFW²E\
LQDEVROXWHYDOXHFRPSDUHGZLWK%\DOORIRXUVLWHVZLOO
EHUHTXLUHGWRDFKLHYHFDUERQQHXWUDOLW\DQGDOORXUSODVWLFSDFNDJLQJ
ZLOOEHUHÀOODEOHUHXVDEOHUHF\FODEOHRUFRPSRVWDEOH
7KLVWUDQVIRUPDWLRQWRPDNH/·2UpDOPRUHUHVSRQVLEOHDQGVXVWDLQDEOH
SOD\VDIXQGDPHQWDOUROHLQWKH*URXS·VVWUDWHJ\LWFRQWULEXWHV
WRHPSOR\HHSULGHDQGEHQHÀWVFRQVXPHUVWKHEHDXW\VHFWRUDVZHOO
DVIXWXUHJHQHUDWLRQV

Listen to the interview
on the digital version.

73%

91%

reduction in CO2 emissions in
absolute terms at our factories
DQGbGLVWULEXWLRQFHQWUHV
compared to 2005

of our brands have already
assessed their social or
environmental impact

“Sharing Beauty With All”

L’Oréal’s sustainable
transformation
programme
´6KDULQJ%HDXW\:LWK$OOµLVIRXQGHG
RQDVLQJOHFRQYLFWLRQWRWUXO\FKDQJH
WKH*URXSWKHSURJUDPPHPXVWKDYH
DQLPSDFWRQWKHHQWLUHYDOXHFKDLQ
DQGLQYROYHHYHU\EXVLQHVVOLQHDQG
SURGXFW7KHFRPSDQ\LVXQGHUJRLQJD
FRPSUHKHQVLYHWUDQVIRUPDWLRQHYHU\GD\
WRLQQRYDWHSURGXFHFRQVXPHDQGJURZ
VXVWDLQDEO\DQGUHVSRQVLEO\
7RPDLQWDLQFRQVWDQWSURJUHVV/·2UpDO
KDVRSHQHGDFRQWLQXRXVGLDORJXHZLWK
DOOLWVVWDNHKROGHUV(PSOR\HHVDUHWRGD\
LQYROYHGLQWKHWUDQVIRUPDWLRQSURFHVV
7KH*URXSKDVLQFRUSRUDWHGVXVWDLQDEOH
GHYHORSPHQWSHUIRUPDQFHLQGLFDWRUVLQWR
LWVVXSSOLHUVHOHFWLRQSURFHVVDQGJXLGHV
WKHPE\SURYLGLQJWUDLQLQJPDWHULDOV%\
PDUNHWLQJPRUHUHVSRQVLEOHSURGXFWVDQG
HQFRXUDJLQJLWVEUDQGVWRFDPSDLJQIRUWKH
FDXVH/·2UpDOLVDOVRXUJLQJLWVFXVWRPHUV
WRSUDFWLFHVXVWDLQDEOHFRQVXPSWLRQ
7KH*URXS·VHIIRUWVWRUHGXFHLWV
HQYLURQPHQWDOLPSDFWKDYHEHHQ
UHFRJQLVHGE\WKLUGSDUW\RUJDQLVDWLRQV
,Q/·2UpDOZDVRQHRIRQO\WZR
FRPSDQLHVZRUOGZLGHWRUHFHLYHIURP
WKH&'3(1)DQ´$µUDWLQJLQHDFKRIWKH
RUJDQLVDWLRQ·VWKUHHFDWHJRULHV ZDWHU
FOLPDWHDQGIRUHVW 
Read the full article
QPVJGaFKIKVCNXGTUKQP
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 &'3LVDQLQGHSHQGHQWLQWHUQDWLRQDORUJDQLVDWLRQWKDWHYDOXDWHVFRPSDQLHV·HQYLURQPHQWDOSHUIRUPDQFH  3URJUDPPHODXQFKHGE\&'3WKH81*OREDO&RPSDFWWKH:RUOG5HVRXUFHV,QVWLWXWH :5, 
DQG1*2::)WRDVVHVVFRPSDQLHV·FRQWULEXWLRQVWRÀJKWLQJJOREDOZDUPLQJ

Climate

Women fight
against climate
change
7KH:RPHQ&OLPDWHLQLWLDWLYHZDVODXQFKHG
E\&&LWLHVDQLQWHUQDWLRQDOQHWZRUN
XQLWLQJELJFLWLHVDQGPHWURSROLWDQ
DUHDVDFURVVWKHJOREHLQWKHLUHIIRUWVWR
ÀJKWFOLPDWHFKDQJH:LWKWKLVPHQWRULQJ
LQLWLDWLYHWKHQHWZRUNDLPVWRVXSSRUWDQG
WUDLQZRPHQDVWKH\GHYHORSORFDOVROXWLRQV
DLPHGDWOLPLWLQJWKHLPSDFWRI JOREDO
ZDUPLQJ/·2UpDOMRLQHGWKHLQLWLDWLYHDV
DIRXQGLQJSDUWQHU,QWKHFLWLHVWKDWKDYH
MRLQHGWKHSURJUDPPH/·2UpDOPRELOLVHV
ZRPHQOHDGHUVIURPWKH*URXSWRPHQWRU
\RXQJZRPHQVHOHFWHGORFDOO\DQGKHOSWKHP
GHYHORSWKHLUSURMHFWVDQGVWUHQJWKHQWKHLU
OHDGHUVKLSDELOLWLHV3DUWQHUVKLSVKDYHDOUHDG\
EHHQVHWLQPRWLRQLQ0H[LFR&LW\DQGLQ
3DULVZKHUH$OH[DQGUD3DOWDQG%DUEDUD
/DYHUQRVVHUYHDVPHQWRUVPLOOLRQ
SHRSOHIURPFLWLHVDUHUHSUHVHQWHGE\
&&LWLHV

Sustainable development

Responsible beauty in China
,Q/·2UpDO&KLQDFHOHEUDWHG
LWVWKDQQLYHUVDU\DVZHOODV
VLJQLÀFDQWSURJUHVVLQWHUPVRI
VXVWDLQDEOHGHYHORSPHQWLQWKH
IRXUDUHDVRIWKH´6KDULQJ%HDXW\
:LWK$OOµSURJUDPPH7RUHGXFH
WKHHQYLURQPHQWDOLPSDFWRI
IRUPXODVDQGSDFNDJLQJ/·2UpDO
LVLQQRYDWLQJWRLPSURYHWKH
ELRGHJUDGDELOLW\RILWVIRUPXODV
DQGUHGXFHZDWHUFRQVXPSWLRQ
UHODWHGWRSURGXFWXVH)RU
H[DPSOHWKH/·2UpDO3DULVUDQJH
RIDQWLGDQGUXIIVKDPSRRVLV
ELRGHJUDGDEOHDQGLWV
ZDWHUIRRWSULQWLVORZHU
WKDQWKHFDWHJRU\DYHUDJH
:LWKWKH6X]KRXIDFWRU\IXOO\
SRZHUHGE\UHQHZDEOHHQHUJ\

&KLQDLVDOVRGRLQJLWVSDUWLQ
WHUPVRIVXVWDLQDEOHSURGXFWLRQ
7RUDLVHDZDUHQHVVDERXWPRUH
VXVWDLQDEOHDQGUHVSRQVLEOH
OLIHVW\OHVWKH*URXSSDUWQHUHG
ZLWKWKH&KLQHVH0LQLVWU\RIWKH
(QYLURQPHQWWRODXQFKD´JUHHQ
FRQVXPSWLRQLQLWLDWLYHµLQ
/·2UpDO&KLQDLVDOVRFRPPLWWHG
WRVXSSRUWLQJFRPPXQLWLHVRQ
WKHJURXQGE\GHYHORSLQJ
SDUWQHUVKLSVZLWKORFDO
RUJDQLVDWLRQVRUZRUNLQJZLWKWKH
/·2UpDO&RUSRUDWH)RXQGDWLRQ

Read the full article
on the digital version.

READ MORE ONLINE
www.loreal-finance.com/en/annual-report-2017

India

• How does L’Oréal transform its industrial
sites? Listen to the podcast

Digital solidarity sourcing

• The “Sharing Beauty With All” progress report

Located in a “priority development zone” of the Chennai Metropolitan
Area, L’Oréal’s Website Factory(1) employs 69 people, a number which
is expected to double in 2018. This initiative revolves around:
job development, inclusion of vulnerable local communities, and equal
treatment for women and minorities. L’Oréal Paris, Garnier, Kérastase
and Essie already use this service to roll out and maintain their websites.

 3URMHFWIRUGHYHORSLQJZHEVLWHV

• How does L’Oréal innovate sustainably?
Watch the video
• More on the Group’s initiatives to preserve
global water resources
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Consult all
the 2017 publications
Discover more
content online at
ORUHDOƃQDQFHFRP
or on the L’Oréal
Finance app

2017#PPWCN4GRQTV

Annual Report
I

Overview of L’Oréal in 2017, its Divisions, brands and
countries, driven by its mission - Beauty for All - and
strategy - Universalisation.

Progress
Report

2017 Registration Document

2017 Progress Report
of the “Sharing Beauty With
All” sustainability programme.
MORE EXCLUSIVE CONTENT
ON THE DIGITAL VERSION
www.loreal-ﬁnance.com/en/annual-report-2017
A navigation assistant will help you find
content that suits you most and guide you
through your navigation.

Need help?
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2017
PROGRESS
REPORT

Registration
Document
This document includes the
integrated Report, in particular
WKHÀQDQFLDOVWDWHPHQWV
the Annual Financial Report,
the Management Report of the
Board of Directors including a
section on Social and Environmental Responsability.

THE L’ORÉAL SUSTAINABILITY
COMMITMENT
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Individual Shareholders
and Financial Market Authorities
Jean Régis Carof
MFDURI#ORUHDOƃQDQFHFRP

Journalists
6W«SKDQLH&DUVRQ3DUNHU
FRUSRUDWHSUHVV#ORUHDOFRP
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UXH0DUWUH
&OLFK\&HGH[ŝ)UDQFH

Christian Munich
FPXQLFK#ORUHDOƃQDQFHFRP
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0 800 666 666
)URPRXWVLGH)UDQFHb
Service Actionnaires L’Oréal
%133DULEDV6HFXULWLHV6HUYLFHV
*UDQGV0RXOLQVGH3DQWLQ
UXHGX'«EDUFDGªUH
3DQWLQ&HGH[ŝ)UDQFH

Financial Analysts
and Institutional Investors

L’Oréal Finance at your fingertips!
Download the L’Oréal Finance app on your smartphone
RUWDEOHWWRDFFHVVWKH*URXSŠVODWHVWƃQDQFLDOQHZV
strategic presentations, share price, webcasts of events
and more.

Françoise Lauvin
ƄDXYLQ#ORUHDOƃQDQFHFRP
,QYHVWRU5HODWLRQV'HSDUWPHQWŝ/Š2U«DO
UXH0DUWUH
&OLFK\&HGH[ŝ)UDQFH

3XEOLVKHGE\WKH$GPLQLVWUDWLRQDQG)LQDQFHDQGWKH,PDJHDQG&RUSRUDWH&RPPXQLFDWLRQ'HSDUWPHQWV7KLVLVDIUHHWUDQVODWLRQLQWR(QJOLVKRIWKH/Š2U«DO$QQXDO5HSRUWLVVXHGLQWKH)UHQFKODQJXDJHDQGLVSURYLGHGVROHO\
IRUWKHFRQYHQLHQFHRI(QJOLVKVSHDNLQJUHDGHUV,QFDVHRIGLVFUHSDQF\WKH)UHQFKYHUVLRQSUHYDLOV
3KRWRJUDSKFUHGLWVb6KX8HPXUD FRYHUSbSbUGbFRYHUSDJH &UDLJ0F'HDQ<YHV6DLQW/DXUHQW%HDXW« QGbFRYHUSDJH 7KRPDV*RJQ\'LYHUJHQFH SbSbSbSbSbSbUGbFRYHUSDJH $SL[)UHGHULF%ODLVHb
/Š2U«DO Sb $ODLQ%XX/Š2U«DO SbSbSbSb /Š2U«DO&KLQD SbSbSbSb 3KLOLSSH&DURQ)RQGDWLRQ%HWWHQFRXUW6FKXHOOHU Sb $GULDQ3DUIHQH&UHDWLYH'LUHFWRU1DOLQL&D]DX[ SbSb 6W«SKDQHGH%RXUJLHVb
/Š2U«DO SbSb +DUDOG6FKQDXGHU/Š2U«DO Sb -RVHSK0RUDQ Sb -HDQ)UDQ©RLV5REHUW/Š2U«DO SbSbSb /Š2U«DO3RUWXJDO/Š2U«DO9HQH]XHOD/Š2U«DO7KDLODQG/Š2U«DO7XUNH\/Š2U«DO&KLQD/Š2U«DO*KDQD
/Š2U«DO5RPDQLD/Š2U«DO(J\SW/Š2U«DO%UD]LO Sb (WKLVSKHUH,QVWLWXWH Sb 0DUWD1DVFLPLHQWR/Š2U«DO Sb Ò¢R7KDQK+XŠQJ SbSbSb /Š2U«DO)RXQGDWLRQ Sb /DQF¶PH SbSbSb )RWROLD Sb /RWKDU
6FKPLGb/D5RFKH3RVD\ Sb /D5RFKH3RVD\ SbSbSb 0HFKHOOH(QJHUPDQQ Sb %DUQDE\5RSHU Sb .HQQHWK:LOODUGW/Š2U«DO Sb 1LFR%XVWRV/Š2U«DO3DULV Sb /Š2U«DO3DULV Sb .ULVW\6SDURZb
*HWW\,PDJHV/Š2U«DO3DULV Sb *HWW\,PDJHV SbSbSbSbSbSbUGbFRYHUSDJH 1<;3URIHVVLRQDO0DNHXS Sb *DUQLHU SbSb 0D\EHOOLQH1HZ<RUN Sb 7[HPD<HVWH SbSb (PPDQXHO)UDGLQ
::'b6KXWWHUVWRFN Sb .RLFKLUR'RL Sb /Š2U«DO7UDYHO5HWDLO Sb <YHV6DLQW/DXUHQW%HDXW« Sb 0HUW 0DUFXV/DQF¶PH Sb 5RE0DWWKHZV Sb ,7&RVPHWLFV Sb 'DPRQ%DNHU Sb 7KLEDXOW'HVSODWV
Sb /Š2U«DO3URIHVVLRQQHO Sb .«UDVWDVH Sb 5HGNHQ Sb 0DWKLHX7UDXWPDQ$JHQFH2326 Sb *HWW\,PDJHV/D5RFKH3RVD\ Sb &HUD9H Sb $JHQFH7%:$ Sb %HQRLW'HFRXW/Š2U«DO5HVHDUFK 
,QQRYDWLRQ SbSb %HUWUDQG6WDUN/Š2U«DO5HVHDUFK ,QQRYDWLRQ Sb )ORULDQ-R\H6R5HSUHVHQW/Š2U«DO Sb /Š2U«DO5HVHDUFK ,QQRYDWLRQ$OO5LJKWV5HVHUYHG Sb 3LHUUH2OLYLHU&$3$3LFWXUHV/Š2U«DO Sb 
0DUNLPDJH/Š2U«DO Sb 6DUDK$UQRXOG/Š2U«DO Sb (ULF/DUUD\DGLHX/Š2U«DO Sb %LJ6KRW Sb $QGUHD&KRQJ Sb $VKOH\0DN3KRWRJUDSK\/Š2U«DO Sb 3DWULFN7RXUQHEĕXI6WDWLRQ) Sb 6WDWLRQ) Sb 
1DWKDOLH2XQGMLDQb/Š2U«DO Sb $QQHWWH9DQ&LWWHUV(TXLOHDS Sb (ULF0HUFLHU/Š2U«DO Sb 1LFRODV)DJRW6WXGLR/Š2U«DO Sb 3KLOLSSH&DODQGUH/Š2U«DO Sb 6DUDK%DVWLQ&/Š2U«DO Sb 3KRWRQ/Š2U«DO
Sb /Š2U«DO$OO5LJKWV5HVHUYHG Sb /RWKDU6FKPLG6DQRƄRUH Sb $OL]«H3DWWRQ Sb /Š2U«DO$OO5LJKWV5HVHUYHG;
'HVLJQDQGSURGXFWLRQ

UXHGX6HQWLHU3DULVŝ)UDQFH

Environmental calculator (1)
size
22 × 30.5 cm

quantity
4, 000

7KHGLJLWDOYHUVLRQRIWKLVGRFXPHQWLVFRQIRUPWR:HEFRQWHQWDFFHVVLELOLW\VWDQGDUGV:&$*
DQGLVFHUWLƃHG,62,WVGHVLJQHQDEOHVSHRSOHZLWKPRWRUGLVDELOLWLHVWREURZVHWKURXJKWKLV
3')XVLQJNH\ERDUGVFRPPDQGV$FFHVVLEOHIRUSHRSOHZLWKYLVXDOLPSDLUPHQWVLWKDVEHHQWDJJHG
LQIXOOVRWKDWLWFDQEHWUDQVFULEHGYRFDOO\E\VFUHHQUHDGHUVXVLQJDQ\FRPSXWHUVXSSRUW,WKDVDOVR
EHHQWHVWHGLQIXOODQGYDOLGDWHGE\DYLVXDOO\LPSDLUHGH[SHUW

Text pages
brand
Cocoon Silk

Competitive positions and market share KHOGE\WKH*URXSŠV'LYLVLRQVDQGEUDQGVPHQWLRQHG
LQWKLVUHSRUWDUHEDVHGRQVWXGLHVSDQHOVDQGSROOVREWDLQHGIURPVSHFLDOLVHGRUJDQLVDWLRQVDQG
FRPSDQLHV RU LQ WKH DEVHQFH RI FRPSUHKHQVLYH VWXGLHV DUH WKH UHVXOWV RI HVWLPDWHV PDGH E\
/Š2U«DORQWKHEDVLVRIDYDLODEOHVWDWLVWLFDOGDWD

(DFFHVVLEOHYHUVLRQE\,3(',6
basis weight
150 g/m2

number of pages
60

basis weight
300 g/m2

number of pages
4

Cover
brand
Cocoon Silk

By using Cocoon Silk rather than a non-recycled paper,
the environmental impact was reduced by:

1 ,564 kg of landﬁll

210 kg CO2

2,101 km travel in an average
European car

60,994 liters of water

3,583 kWh of energy

2,541 kg of wood

,QFRUSRUDWHGLQ)UDQFHDVDŢ6RFL«W«$QRQ\PHţZLWKUHJLVWHUHGFDSLWDO
RIHXURVŝ5&63DULV
&RGH/(, /HJDO(QWLW\,GHQWLƃFDWLRQ -,**)5.9,6
+HDGTXDUWHUVUXH0DUWUH&OLFK\&HGH[
7HOŝ)D[
5HJLVWHUHGRƅFHUXH5R\DOHŝ3DULV)UDQFH
YYYNQTGCNEQOŜYYYNQTGCNƂPCPEGEQO

(1) Carbon footprint data evaluated by Labelia Conseil in accordance with the Bilan
&DUERQH® methodology. Calculations are based on a comparison between the
UHF\FOHGSDSHUXVHGYHUVXVDYLUJLQƃLEUHSDSHUDFFRUGLQJWRWKHODWHVW(XURSHDQ
%5() GDWD YLUJLQ ƃLEUH SDSHU  DYDLODEOH 7KHVH UHVXOWV DUH EDVHG RQ WHFKQLFDO
information and are subject to change.
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