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' the founder?

founded by Eugene Schueller in 1909
umber one cosmetic group in the

born in 1881 in Paris. His

continue the fa business, but he became
sional chemist.




he company officially
becomes L’Oreal

mulated it,
ufactured and
to Parisian
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a great success in
France.
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ational success (1920)

r finally over, a new age begins.

vorld, women are working,

rning money, growing more concerned about

ir appearance and searching ways to

vent grey hairs from aging. Oréal hair dyes

a great success, even beyond the borders ot

ce, breaking new ground in Italy in 1910,

\ Austria in 1911 and the Netherlands in 1913. A
little later hair dyes was sold even even in the
United States, Canada, the UK and Brazil.




The secret of platinum
les, L’Oreal Blanc (1929)

as quick to
one of his

%; - hlS 11 [1e D ]
a huge industry! One
llions of brunettes wi
be blonde.” The world
a was to prove him
lollywood stars, led by
¥ ow — who headlined
in the film “Platinum
Blonde” — launched the new
trend, with blond seen as the
most seductive color of the
time. L'Oréal Blanc bleaching
powder was a huge success




first soap-free
00 (1933)

ithout soap

ol sulphates)

iderabl gentler
nd sold in 1L
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BAO: the first foam bath

T men
discover the secrets
of Japanese bathing
yractices with the
first foam bath,
bao: a name that
takes its inspiration
directly from
o-furo, the
traditional
Japanese bath.
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isition of LancOme. It was the
oad to becoming a luxury

Garnier. The purchase
irnier enables L'Oréal to acquire a portfolio
plementary haircare products with an
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come number one in the
industry (1984-2000_

ears are marked by a great period of
eal, mainly driven by the
ents made by the group in the

Iignificant inve
Id of research.

988, Francois Dalle's successor, the research and
zelopment pioneer Charles Zviak, hands over
reins of the company to Lindsay Owen-Jones, a
outstanding director.

= Under his management, the Group would
completely change in scope to become the world
leader in cosmetics through the worldwide
presence of its brands and strategic acquisitions.



Pjcasso - the perfume
raordinary woman

y designer,

ater of the legendary

e gives the

her name, designs

~ the bottle, selects its

- composition. As a result,
perfume had an instant
success throughout the
world.




are for man by Biotherm
(1986)

LA PEAU EN FEU, YVOUS AIMEZ ?

METTEZ DE L ANTI-FEU
SUR VOTRE PEAU.

hapes, and
t-forward

RASAGE  ANTIFEU  DEODORANT
PEAU SENSIBLE DU RASOIR  DOUBLE ACTION
Contre bon de

€ pioneer in
5, Biotherm Homme
is today s leader in
men’s skincare products
in more than 70
countries.




g cream by Lancome
(1986)

first anti-aging cream, will bring

te-of-the-art skincare

0 a formula patented by
first time ever, active

dients are Vectorlsed”, that is,

sulated in order to protect them and

y them to the epidermal layers where

re most effective.



T
isition of Helena Rubinstein
La Roche-Posay (1989)

ires Helena Rubinstein, the American
 products. This luxurious,
ovative brand, created in the image of its

ous founder, is already well positioned on the
opean, Japanese and South American markets.
lowing Helena Rubenstein, L'Oréal signs a
nsing contract with Giorgio Armani.

eal consolidates dermatological expertise and

\ its presence in pharmacy networks with the
acquisition of La Roche-Posay, a high-tech
dermatological product recommended by
dermatologists all over the world.




SENT DAY : DIVERSITY
AUTY WORLDWIDE



215'century

* LOREAL

PARIS

_ There is no single type of beauty; itis a
% multiple-faceted quality framed by
~different ethnic origins, aspirations,
and expectations that reflect the
world’s diversity. With a portfolio of

owerful, international brands,

'Oréal enters the 21 century b
embracing diversity in its globar
growth agenda.
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Acquisition of Biomedical
(2001)

L'Oreéal has acquired Biomedical, an American brand of
professional corrective cosmetic products, used and
sold by dermatologists. Predominantly based on
non-invasive acts é)eeling, ost-cosmetic procedure
care), combining safety an efficiencK, Biomedical has
joined the Group brand with the highe

valence, La Roche-Posay.

st dermatological







Oral cosmetics

with Nestlé, L'Oréal has entered
tritional supplements for

ith the creation of Innéov.
etween L'Oréal Research
wledge of skin, evaluation methodologies)
estlé Research (bio-assimilation,

itional ingredient stability), the brand is
ing on scientific breakthroughs in order to
develop this booming market.



& Rolf - new perfume

ducts Division has signed a license agreement
ers Viktor & Rolf. Their rich, avant-garde
etic universe proved attractive to the

ing to bring in new talent and expand its



‘ruity lip-gloss by
- Lancome

e on the lips, luscious and

playful image, toothsome fruit

1 addictive, Juicy Tubes lip gloss
nal success worldwide.

LANCOME
PARILS

JUICY WEAR DUO
EXTREME TENUE DE LA COULEUR

J
ET BRILLANCE VINYLE... JE SUCCOMBE ! JUICY WEAR
' = TOP COAT

Brillance et Fixation
Seal and Shine
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