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Beauty is Essential
In Socilety

The desire for beauty 5 a universol aspiration thot tronscends
time, borders and cultures. Beauty, far more than oppearance
is o guest that shapes our identithy indhidually and collectively,
From Homo erectus to the metaverse, ne human culture has
existed without beauty

Beauty rituals are integral part of individual self-care and play
a role in social interaction, Everyday at the very start of our
lives, is marked by o beauty cleansing ritual, Every important
step in between, whether we are celebrating an indnidual

or collective milestone such as births, entry inte adolescence
with the first shave or make up, birthdays, groduations,
weddings, is also punctuated by beauty rituals, The human
search for beauty i both on ndividual guest and a collective
balm. Beouty connects us to curselves and others,

I his need for beauty is reflected in the strong socio-economic

s R TP

contribution of the beouty industry. Powered by science and
tech innovation, the beauty industry creates millicns of jolbs
wiarldwedde in VEIFYIG domains, Thede reang e frovwm cgr Culture
material sourcing, manufacturing, marketing, odwvertising,
packaging design and distribution to dedicated professions to
beauty and health: hairdressers, dermaotologists, pharmaocists
beouticians, ond beauty advisors

Beaouty and health care are closely linked, The beouty industry
plays a key role in the prevantion of skin diseases such as
melanama, and in the effectnee treatment of other skin
patholegies like ocne and eczema, which con affect well-being

and mental health

The purpose of this brachure is to share the socio-economic
impoct of the beouty ndustry as well s L'Oréal’s impoct and

commitment towards the beauty naust ry i [l erves i
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L’OREAL’S SENSE OF
PURPOSE:

CREATE THE BEAUTY
THAT MOVES THE WORLD

For over a century, L'Oréal has
stayed dedicated to one sole
vocation: Creating beauty.

L'Oréal's sense of purpose is
rooted in its mission: Beauty for
all and for each,

Therefore, L'Oréal is committed to

Protect the beouty of the planet by
fighting climate change, respecting
biodversity, and preserving notural
recources.

Build a business with inclusivity at its
heart by ensuring we are as diverse as
the people we serve.

Drive social innovation by offering the
best working conditions, training, and
social protection for our employees.

Chompion the cause of women and to
strengthen the communities which we
engage with,

Shape the future of beauty by
leveraging the best of science ond
technology, increasingly inspired by
nature

Murture lasting partnerships with our
clients and suppliers based on mutual
trust ond colloboration.

Create value for all our shareholders by
sustaining a robust business model,

L'OREAL INDOMESIA The Essentiality of Beauty

OUR OVER 115 YEARS OF
LEGACY TRANSCENDS
INTO DIFFERENT
ASPECTS IN BEAUTY:

12N

Fragrance




BEAUTY IS A
STRATEGIC
INDUSTRY,
I'T DRIVES
ECONOMIC
GROWTH

L'OREAL INDONESLA The Essentiality of Beaury

THE BEAUTY INDUSTRY

€280en

Global market value®™,

€76 Bn

LIS market volie

€10.88n

Southeast Asia market value

“IDR
€64 8n 52 Tn

lrdsnezia

Ewrope market walues .
market wolue™

800 Mn

people will join the
middle class worldawide

by 2030,
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L’OREAL’S GLOBAL POSITION®

>150 countries | - 7
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>90, 000
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&% 'OREAL IN INDONESIA®
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“* BEAUTY INDUSTRY “ CONTRIBUTION OF
IS GROWING STRONG BEAUTY SEGMENTS IN
IN INDONESIA INDONESIA @

USS 9.24 Bnor
IDR 146 Tn

cosmetics and personal care
estimated market value from
2021-2024 in Indonesia™.

48%

cosmetics and personal
care estimated growth from
2021-2024 in Indonesia™,

>390,000

cosmetic product notification
permits issued since
2020 - YTD Jan 2025%

>4 500
cosmetics notification applicants
in Indonesia, YTD Nov 202477,

69%
of cosmetic products notified are
locally preduced, YTD Now 202407,

Top 3
most selling categeries in the

marketplace with 145.4 million
transaction volume'®,

IDR 21

skincare® market
valuein Indonesia,

IDR13 Tn

hair** market
sicilue in Indonesia,

IDR7 Tn

make up market value
in Indonesia.

IDR 4 1n

fragrance maorket
value in Indonesia,
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“ THE INDONESIAN BEAUTY
INDUSTRY VALUE CHAIN

The beauty industry in Indonesia represents a strong and diverse
ecosystem: from hairdressers and beauticians, to pharmacist
and farmers, with a diverse value chain composed of thousands
of Micro, Small, and Medium Enterprises (MSMEs), in industries
such as chemicals, agriculture, and pockoging. Every element in
this value chain contributes to the growth and innovation of the

beauty industry.

Beauty &

Heal Sﬁl:ialist
pharmacists, beoutician,
hairdressers, barbers, etc.

Retail & .'.T'Jralﬁ:IH
m'ums,_aﬂintu,
customer service, et

L'OREAL INDOMESIA The Essentiality of Beauty 11

59,886 estimoted direct jobs created by the beauty
industry in Indonesia™,

3.27 Mn estimoted retail units distributing beauty
and personal care products in indonesia™.

100,400 salons and 5.000 barbershops

in Indonesia'®,

Research & Innovation
o ey o bt o

kit : e
perfumers, tech & digitol experts, atc.

Packaging & Desnﬁn
mmwmmﬂ

...... = Manufacturing
glossmokers, engineers,
HSE aupaerts, stc.

Distribution

managers, truck denvers,
warehouse stoffs, packers, etc,

Marketing

& Advertising
Creativee workers fmedio buying, odhertising,
digital, ¢-commerce, graphic designers, public

refations, etc), morket researchers, doto onalysts,
journaksts, content wWriters, CONDent credaions, event
ofganizer, marchandisens, ste,

] Ikt ot Paernal, 2024 (19 Eurasrawind 2003 080 Kine. 2003 (6} Linbal [elonsanm data, 2003
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L’'OREAL’S GLOBAL

RESEARCH &
INNOVATION@

€1.2 Bn
invested to research
and innovation (more
than 3% of sales).

+100
quality contrals for
each cosmetics
products,

=4,000
scientists
worldwide,

=17,000
product
evaluation tests.

>3,400

new formulos lounched
on the market in 2023,

610
patents filed
i 2023,

21 research centers and

1 regional hubs worldwide,

including
4 1 Evaluation
Intelligence Lab

in Indonesia
estoblished since 2013,

R LDl dstn. 2033 | ivwsairsol Risgriarobior Dot
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L’OREAL’S NEW ERA OF INNOVATION
POWERED BY GREEN SCIENCES™

LOréal Research & Innovation is committed to developing
forrmulos thot respect noture and biodiversity, reduce impact on
climate change, and take a step back from petrochemicals,

To rise to these challenges, L'Oréal is partnering with top experts
in the field, including universities, startups and research institutes
on topics such as sustainable cultivation, green extraction,
biotechnology, and green chemistry. Within this dynamic
ecosystem, L'Onéal develops new, more sustainable, applications
in cosmetics and skin health.

Sustainable Cultivation

refers to the culthation prociicis ongd tachregyes
aiming 0 monoge Woter NESourcEs, respect
Ibtodiversity ond soi quafity, kmt lond occuponcy
footprirt ond calbon emesions whils prosiding
sormaises for nmastion. Lol RE] nmeeted in ni
cultraation mesthads soch of wild horvestrg fesld
tultition. ond integroted cultheotion Be oquoponics.

Green I Biotechnology
Extraction GTEE“ N Tmmﬂ:‘mnmu;u
rsmm-mpettfl.ﬂi S ™ Hqﬁ:uid*.ulprt . Fiyohr
qunm:;ﬂ C 1 EHCES in skdmoane products.
1 . thrcgh the culbure of
fomteree SCIENUfIC  mersomiudiieon
- %N s or ing
ﬁ;m&%w EKP’EITISC eoriiniing sniegep e
Sietonk il PRy Maturcl Lo ces
o PRU"HYLAHE
Green Chemistry R oty
it bosed on 12 princaples which devalapad by | :'_|,._..,. LS
specity the conditions for the M arnarGArnsrbalilrsadi
a” et el -| : Ir| ..|_'. 1'
ﬂqﬁmrm‘.hmmtﬁw .rJl:L'\'.;.-.l'll;-t.-l.-‘.:".-'.".'.-l. u
PromolEs O CIFCLEAr SConomy. 165

Mgansd Fieerel il of ST0GeL,
femwe sobvents ord Fthe snengy

44|

L'Oirdals first GrEEn chamiary
RO INL CHOTIIN LES N its
. Skancare products

-

Through new discoveries powered by green sciences and tech,
L'Oréol's Research & Innovation seizes every opportunity to help
the Group achieve its goal of ensuring:

95% of its ingredients in farmulas will be “bio-based”, derived fram
abundant minerals or from circular processes by 2030, where 65%
has been achieved by the U'Oréal in 2023

LA L Ol chebien, I Uhmdvapral Risgirtreion Clos rmand
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“ [’OREAL’S CONTRIBUTION

TO RESEARCH & INNOVATION
IN INDONESIA

In oddition to consistently conducting product and consumer
research and innovation, L'Oréal is also empowering the
scientific community in Indonesia through several long-term
flogship pregrams.

Hair & Skin The grant has benefited
Research Grant 73

In partnership with Universitas Dermatovene-
Indonesio and Indonesiaon .

Society of Dermatology and r&nlnglsts
Venereology (PERDOSKD, = from

L'Oréal has been contributing .'_ 'I 8

to research and innovation

grant to Indonesian researcher
dermoatovenereclogists groups

since 2021,

L'OREAL INDOMESIA The Essentiality of Beauty

L'Oréal-UNESCO For Women in Science

15

Since 2004, L'Oréal has been owarding Indonesian young female
scientists to address gender gap and create role models in science.

75

female scientists

has besn awarded the

L Oréal-LUINESC O For Women
in Science national fellowship.

Field of Research:
12

Pharmacy and
Medicine studies

8 e

! Food Security e

studies

Ay B I3
'l/ Fisheries & Marine .~
Scignce studies

For 'W{JIFT'IEEFI
in dClence

Bl vnesco | TR

>30

scientific institutions
and universities

across Indonesio hove

porticipoted, encompassing a

-

wide range of research field,

a4
Infectious '/ Biodiversity
Disease studies studies
8 <) 9
Matariols ul Rerswoble
Science studics Energy studics
Health  Industrial
Biotechnology Technology
studies studies

L'OREAL-UNESCO
FOR WOMEN IN SCIENCE

MNATIONAL FELLOWSHIP 2024

AWARD CEREMONY
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LCMREAL

BEAUTY TECH

L’OREAL IS INVENTING
THE FUTURE OF BEAUTY
BY BECOMING A BEAUTY

TECH POWERHOUSE

As a part of L'Oréal’'s commitment
to Research & Innovation, the
Groupe has developed different
innovative products across its
brands, combining the latest
digital technologies as well as
breakthrough innovative devices.

" |ndonesia is one of the

countries with the highest usage
of beauty tech tools in LOréal
Groupe worldwide, recording over

4 Mn trials in year®

Tech for
Personalization
and lconic Services

oA

(8 )

&
Tech for

Sustainable
Innovation

|-'-. #%. ':- :h!-“\l
Tech for

Greater
Inclusivity

T

'OREAL INDONESIA The Essentiality of Beaury,
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TECH FOR
PERSONALIZATION
AND ICONIC SERVICES

L'Oréal Paris

Skin Genius

Advanced Al technology provides expert
derrmatelogioal onalysis to help define the
right personalized skincore routine

La Roche-Posay

Effaclar Spotscan

Dieveloped with dermatologists, Effockar
Spotscon s o skin onolyser possarad by Al
technology that can svalucte the severity
of ocne, and recommend o personakned
skincore routine

Garnier
Skin Coach

Gearnier's Al techroloy which
proviches an in-depth evaluation
1o define a reutine based on the
ingdividual skin type and nesds

Kiehl's
Derma Reader

& desp slan anokaai tool copable of
evaluating the skin ond onalyaing more
than 11 conditions both on the surfoce
and banadath the skin, This complimantan
service ot Kiehi's stores capbures 9 imoges
of the entire foce using tri-polar lght
technology, which combines stondord
light, croas-pobarized lght, and LW ight 1o
proviche o high-resclution diognosis

L'OREAL INDOMESIA The Essentiality of Beauty

\
/

Kérastase K-Scan

Developed by L'Créol resaarch
labs for Kérostossa, K-Soan s

o smort eamens that ollows
stylists to give precise onalyss
aif the hair and scalp vio
MmCrosCopic imoges ond Al

L'Oréal Paris

Colorsonic

A lightweight, handheld dedeoa
thot uses on iNnosotEg, Mmess-
free process to mix har color
and apply it evenhy delivering
consstent results for consurnens
at e

Yves Saint Laurent
Rouge Sur Mesure

A hondheld device powered by Al
thot affers the possibility of ereating

thousands of customized lipstick
shodes in the comfort of home.

Yves Saint Laurent

Scent-Sation
Lounched by Yves Saint Lourent

Beout# in 2022 in portnership with

Erructiv, 0 laoder i wireless EEG
broin monitoning technology, this

groundbreaking innovotisn neconds
ond analyzes consumers emational

responaes to different frogrance
fomikes, then recommaends the
perfume that suits them best

i)
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TECH FOR
SUSTAINABLE
INNOVATION

L'Oréal Professionnel

Water Saver

Partnering with stort-up Gjosa, L'Onéal
has developed o showerhaod with
inrenaatve technolagy that nfuses
haircore preducts directhy into the
micronized waater flow: enabiling the ringing
of shompoo with 8% woter sovings ot
thee Backcbor

L'Oréal Professionnel
AirLight Pro

The first professional e doyer by L'Onéol
Professionnel, powered with infrored
techrokegy for 21% faster doang. 55%
morg hydmotion locked-in, and 1995 lass
enengy

L'OREAL INDOMESIA The Essentiality of Beauty

TECH FOR
GREATER INCLUSIVITY

N

Lancéme Hapta

A bondheld uitra-precse srmart
rmakar up applicotor designed for
peapke with hirmited hornd and arm
mpbility, offering the ability to
stecsdily apply ipstick ot home.

L'Oréal Brow Magic
Denalaped in partnership with a
Kaorean stortug, Prinker, a ponees

in printed non-permanent tottoos,
Brow Maogic is the first handheld,
lightweight, electronic brovwe maloeup
applicator that provides coniumers
thair most precise brow shope

in seconds




BEAUTY IS
VITALTO
SOCIETY, IT IS
AN ESSENTIAL
HUMAN NEED
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“ BEAUTY AND
INDONESIAN CULTURE:
EQUALLY RADIANT,
EQUALLY OPULENT

Indonesia is home to an abundance
of natural and cultural resources
spread across more than 17,000
islands, 38 provinces, 98 cities,

416 municipals, and more than
81,000 villages. With around
1,340 ethnicities, the beauty of
Indonesians shines through a
variety of skin tones and hair types,
reflecting the charm of intertwined
local wisdom and unique
perceptions of beauty. Natural
resources have also shaped the
distinctive beauty rituals rocted in
the quest for self-care and self-
actualization.

Over the centuries, as the people
and cultture evolve, beauty trends
stride alongside them. These
new trends represent diverse
interpretations of beauty across
different communities, especially
in skin and hair care rituals. For
instance, aloe vera is used in

hair care, yambean (bengkuang)
to combat acne, and patchouli
extract for perfumery. This
reflects how nature and society,
overtime, are guintessential in
redefining beauty and its many
facets: discovery, caretaking, and
evolution. Ultimately, this quest
transcends borders and cultures,
making beauty a personal as well
as collective quest.

)
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“ BEAUTY IS A CULTURAL NEED,
ESSENTIAL FOR FEELINGS OF
BELONGING WITHIN COMMUNITIES

Indonesio, like many other Asian cultures, embodies close-knitted
collectivismm where harmony and social cohesion are highly valued,
Indonesion society ploces communal volues on o pedestal,
fostering a collaborative spirit that drives collective actions to
solve problems. These collective cultural identities strengthen local
communities and emphasize familial identity and values.

Az o society thot upholds commiunal traditions, Indonesians
celebrote every milestone in lives through their respective local
wisdom. For example, the Balinese Jatakraomo Somskara,

the Moona ceremony of the Tegean community, and Muslim
comrmunity’s tradition of Agigah--all honors the birth of a child.
This culture extends beyond birth, occompanying individuals as
they grow, reach adolescence, transition into adulthood, celebrate
weddings surrounded by relatives, and even during oncestrol
proyers.

The more important the occasion, the higher the
need to look more presentable

Everyone wants to look beautiful as a sign of respect for cultural
ceremonies. Weddings, for instance, are omong the most popular
cultural occassions alongside graduation and festivities. On these
occasions women usually aim to look manglingi, or “look prettily
different”

1.2 Mn

search on “wedding"'

Top 3 moments
linked to beauty are weddings,
graduation, and festivities (like Mew
Years, Eid al-Fitr, and Christmas) ",

1200 ooyl Separinzih, 20013
L L0 el vy it I00 3. Bortail o taorisl Bterng Beoaty Dol Madhs By



The Wide Horizons
Of Beauty

In Indonesia, recent skincare trends
have expanded from aspiring

to achieve Euro-centric beauty
stondards like fair skin, to exploring
more Asion beouty. In the post
decade for instance, South Korean
oesthetics have gained popularity.
This includes their beauty
stondaords which centre around
achieving healthy skin that is
reflected in terms such as “glowing
skin” and "glass skin.’

The newfourd shift of perspective
laoter encourages skincare
customers to tend to what they
personally need, rather than
adhering to one specific beauty
stondard.

Asian-inspired makeup has
gained popularity™"

For instonce, for the past couple
of vears, "Korean makeup” and
“Douyin maokeup” are the Top 2
Makeup Look Search and #3 &
#4 Most Discussed Makeup Style
on Indonesian social media. Mare
specifically, Korean mokeup style is
considered desireable due to its

glowing finish natural finish

34% 38%

I L0k ke das ot IO Bavsed oft fodinl Emisg
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w BEAUTY RITUALS
ARE A PART OF SOCIAL
NEEDS, THE ESSENCE OF
SELF ACTUALIZATION

57%

of Indoneskon women

find make up as essential,
especially students (54%)
and warking warmen (67 e

719%

af wiarmen OET an &xtrg booat of
canfidence when they go aut to
public wearing rmake Lo

Gen Z, Millennial, and Gen
X admitted of using 4-5
different makeup products
every day'™.

These studies illustrate how
self-care and beautification are
social needs driven by communal
walues.

In this sense, Indonesians perceive
beauty as essential in every aspect
of life. This perception is rooted

imn |:"|l._'.|l2‘.-l'l‘.§5:ﬂl'| commisnoal '.-'[_]lL.IF_-.'E_
which uphold the iImportonce

of politeness and showing
appreciation to others, including
making a ksting impression when
Communic GT.:I'!Q.

L
-

— F_H‘.""
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“ HAIR CARE AND SELF CARE
ARE STRONGLY LINKED

Huair, often regarded as a woman's crown, plays a
significant role in daoily beauty and grooming routines.

Indonesian women, like many across Asia, have unique

characteristic of hair: softer, thicker, faster-growing,
and rich in dark pigmentation that naturally protects
against sun exposure. These troits make hair care o
primary focus in maintaining overall beauty.

Hair care is not just exclusive to women, men also
actively maintain their hair os o part of the grooming
routine, Hair care is not merely about appearance but
also an essential part of well-being and mental health.

More than 100,400 salonsand
around 5,000 barbershops”
are estimated to be operating in
Indonesia.

More than 80,400 hairdressers in
Indonesia are connected via the
L'Oréal ACCESS app by 2024,

Hair Care in Numbers'*¥

67% 25%

of Indonesian women of Indonesian women visit

have their own favorite a hair salon more than
beauty salon. once amonth,
Q
e 35%

1_ 1’{':1 of Irschore Shoen VaDmen

of Indonesian women receive hair treatment

go to the E-ﬂl_Dﬂ to (creambath, hair spa,
receive o hasrcut, etch ot o salon more than

onca g month,

57%

o

af Incdonssiong, bath wormen and men set oside
a budget for regular hair care™

B s, IO, 65 L'l Rcitruirai dils, 2023 (4] Jakipit. 200 Bataalty fikef RSt frvisy fper
5] e, 2OTL A Mgiia il S Sofps Fovweitreal
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“ BEYOND THE SIGHT,
BEAUTY IS ALSO IN THE
FRAGRANCE WE EMBRACE

Indonesia has a long-standing history with
fragrances, supported by its abundant biodiversity.
Matural ingredients such as poatchouli oil, rose,
jasmine, sandalwood, and tuberose hove long been
used as everyday scent bases, making fragronces
an integral part of evolving local traditions.

Keaping poce with increasingly dynamic global
trends, the Indenesian fragrance industry also
continues to thrive and innovate. Since the
COVID-19 pandemic, Indonesia’s fragrance
industry has experienced rapid growth, as
evidenced by the emergence of numerous new
local and international frogrance brands.

The total fragrance market experienced significant
increase since the pandemic,

growing at 48% in
2023 vs 2020+

The mearket value of Indonesia’s
frogrance market

I/’ T'“\ in 2029 is projected to
' (ﬁ/l reach IDR 1.07 Tn with
I\'Ji. ¥ 30Mn users™,

These figures indicate that fragrance is becoming
a highly promising segment within the beauty
industry, offering substantial growth opportunities.

[0 L'Drdeal ciorsraer dota, 033, L 0nkal Inclondils etamcotm for tatal Bty morkst
B, ST Mokl ndndn, heroans, Pagrorcs eeC g oo oo, bireoos ardl
e O8) L'Dréal Inderdis delin. 2003 [34] Siatists, 24 Beduty' & Personal Cond
Frogytfee - Faitvuirig
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“ INVESTING IN
BEAUTY, INVESTING
IN THE PLANET

Indonesions are generally aware

of the importance of preserving
the earth for their own welfare,
reflected by the growing demand for
sustainable products. Beauty industry
is no exception, where sustainable
labels such as “notural”, “vegan”,
and “cruelty-free” are getting more
COITEMCEN

-

5!

0
&

q
L
- 'I"I

82%

Gen £ are wiling to pay
more money for o more
sustainable, eco-friendly
prociscts'

vt

88%

of them expressing o
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LOREAL

FOR THI

L’OREAL GROUPE’S
SUSTAINABILITY
COMMITMENT

FOR 2030

In the context of growing
environmental ond social
challenges, L'Oréal has
occelerated its transformation
towards a model respecting
planetary boundaries and
reinforcing its commitments
to both sustainability and
inclusion. L'Oré&al for the
Future progrom embodies
the Groupe's conviction thot
companies have a concrete
role to play in rising to the
challenges of our time,

A STRATEGY BUILT
ON 3 PILLARS

Reducing L'Oréal’s
enviromental impact

S ]

Engaging
L'Oréal's ecosystem

3.

Contributing to solving
the challenges of the world
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L’OREAL GROUPE’S
ENGAGEMENT
FOR THE PLANET

By 2025, L'Oréal will reach 100%
renewable energy for its sites.

By 2030, 100% of the water used
in L'Oréal industrial processes will
be recycled and reused.

By 2030, 100% of ingredients
in our formulas and biobased
packaging materials will be
troceable and come from
sustainable sources.

By 2030, 95% of L'Oréal formula
ingredients will be bio-based,
derived from abundant minerals
or from circular processes.

By 2030, 100% of the plastic used
in our packaging will be either
from recycled or bicbased sources
(we will reach 50% by 2025),

By 2030, 100% of the waste
generated at L'Oréal industrial
sites will be recycled or reused.

100% By 2030, all the Group's
products will be eco-designed of
L'Oréal’s plostic pockaging will be
refilloble, reusable, recycloble or
compostable by 2030,

1Mn hectares of degraded

ecosystems will be restored by
2030, driven by €50 million
L'Oréal Fund for Naoture
Regeneration.

L'OREAL INDOMESIA The Essentiality of Beauty

@ L’Oréal’s Sustainability Achievements

in Indonesia
Energy
Two years ahead of the global E\
torget, L'Oréal Indonesio has
reached 100% renewable
energy in oll ites by end Formulas and
af 2023 W hane also -
reiried e Ui bF el Packaging
fuslad vehicles in our stoff fleet Ve offer products with more
ond reduced L0 emissions raterally derved formulas and
from thi oir tronsport of owr more sustainoble pockoging,
product delfivery, featuring greater efficiency,
reduced plostic content, the use of
recycled and recyclable matenals,
o refillable aptions.
Waste
Al of our operational sites
herve ochiewed 2er woste to
larscifill. Evary point of sales is
cheshgred in gooondonoe with
the Groups's sustainability Finunce )
principhes, and we collected Imwesting emplopee pension
and recycled over 300 tons funds in respansible
of post-consumer waste ITESEITEnts.
in 20634,
Community
Cur Corporate ond Brond Couse progroms
heve touched nearhy

1 Mn Indonesians

f'@ L'Oréal’s office cofetaria in Jokorto is operated with o
| l.:.‘-‘.- commitment to reducing single plastic use, 100% fair trode
: coffee, and we employ staff members with disabilities as port of
our inclusive sourcing commitrment.

by 2Py B BTy PRl e
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. Indonesian Beauty Consumers

are Embracing Sustainability

Demand for eco-conscious and cruetty-
free products is booming, reflecting a
growing awareness that true beouty must
also be kind to the planet.

This shift is transforming the Indonesion
beouty market, offering vibrant array of
greener options for shoppers seeking both
personal and planetary well-being.

L'Oréal’s Environmentally Friendly
Products Marketed in Indonesia

Garnier Micellar Water
Produced using 100% recycled and
recycloble bottle.

L'Oréal Elseve Hyaluron Pure

Shampoo + Conditioner
Recycleable bottle,

La Roche-Posay Anthelios 50+

Hydrating Lotion
Eco-conscious tube with 75% plastic
reduction. Safe for marine life and corals.

La Roche-Posay

Lipikar Baume AP+M
10:0% shea butter comes from a socially
responsible sourcing program.

L'OREAL INDOMESIA The Essentiality of Beauty v
Kiehl's Ultra Facial Lancédme Absolue
Cream + Refill Contains 100% organic rose
Formulated with 100% plant- wood. Glass-in-gloss refilable
bosed squalane through a packaging made from 40%
process of bio-fermentotion to recycled glass.
reduce the need for traditional
chemicaol processes,

5 _:_."'_ 'l_:l"
L'Oréal L'Oréal Professionnel
Professionnel INOA Dia Color
100% vegan formulation, Pioneer in recycleable
aluminium packaging.
L'Oréal Professionnel Biolage
Serie Expert Scalpsync Aminexil
Up to 95% of the plastic bottles 100% vegan.
from post-consumer recycled.
Kérastase

Elixir Ultime & Refill
Refill & refillable bottle.

Maybelline Lip &

Eye Makeup Remover
Produced using
100% recycled bottle,

Yves Saint Laurent

Libre Eau de Parfum
Reafill & refillable bottle,
Patchouli ol sourced from
Ladongi, Sulawesi.

Yves Saint Laurent

Le Cushion Encre

De Peau
Refill & refillable cushion,

Armani Acqua Di Gio

Eau De Parfum
Refillable Bottle.
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By 2030, 3 million people
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“ Nearly 1 million Indonesians have gained
positive benefits from L'Oréal’s social initiatives by

the end of 2024,

Science Program

L'Oréal-UNESCO For

Women In Science

L'Oréal has been awarding
Indanesian young fermale
scaentists since 2004 to oddress
gender gap and create rale
madels in science. The program
hos awaorded TS female scientists
across the country

Beauty Upskilling

Beauty for
a Better Life
Prowviding free beauty training
to wulnerakble commiunity,
porticuorty wormen, helpirg
them to improve their fwes.
Empowered 5,653 bereficiories
ocross 12 training centers in
Indoresia since 2014,

Social Program

Inclusive Sourcing

Supports vulnerable
communities by providing
job opportunities through

collaborations with wanous
business partners, has
benefited 1,474 FTEs by the
end of 2024,

Hair & Skin
Research Grant

Research grant for
dermaotoveneorclogists in
Indonesia, In portnership with
Universitas Indonesia and
Indonesion Society of Dermatology
and Venereclogy (PERDOSED,
the program has benefited 73
dermatovensoralogists,

Hairducation

Vocational education program by
L'Oréal Professionnel desigrned to
enbonce the skills of teochers and
students in vocational schools (SMK)
ir the field of hairdressing. The
program has troined 64 teachers
and 2800 students from 36
vocotional schools by end of 2024,
equipping them for careers in the
hoirdressing industry,

L'Oréal Manufacturing
Indonesia Programs

For over 38 vears, U'Oréal’s
manufocturing entity, PT Yosulor
Indonesa has beer running wWanous
social programs like free mobile
health clinic services, ond youth
empowenment in science and
technology " Togetherin STEM”,

L'OREAL INDOMESIA The Essentiality of Beauty

Brand Causes

L'Oréal Paris
StandUp

L'Oréal Paris is breaking down
barrers that prevent women from
asserting their seif-worth to stand

up aganst street harassment. Since
2021, StandUp hos been raising
wareness and educating over
200,000 indonesians with effective
5D intervention methodobogy:

Maybelline New York
Brave Together

An initiotive to support everyone
experencing anxiety and depression
by helping people spot the signs,
proctice selif core ond providing free
counseling, kn partnership with Kalm,
the program has benefitted 126955
people in Indonesio.

Yves Saint Laurent
Abuse is Not Love

Beouty supports the fight against
partner violence through an
owareness program to help

icdentify the warning signs that can

come with an abusive relationship,

Since 2023, the program hos

trained 3,167 Indonesians in

collaboration with Yopwosan Pulin

L'Oréal Professionnel

Head Up

A program by L'Oréal Prafessionnel
to help hairdressers to better
rmanoge their own mental heolth
through a tailer-made education
program, Since lounched in 2023,
the program has trained 2,338
hairdressers in Indonesia

Kérastase Power Talks

Women empowerment progrom lounched by Kérostase to
EMpower yaung wormen, focusing on bulding self-confidence
ond helping them achieve their best potential in both
personal and professional life,



POSITIVE IMPACT
OF BEAUTY

ON HEALTH &
WELL-BEING

The Werld Heolth Organization (WHO)
defines health as o stote of complete
physical, mental and social well-being,
and not '|"{!r'|::|'|.' the absence of digeoss

ar infirmity,

Research highlights the connection
between beauty, mental health, and
well-beirng, suggesting thot attending
Lo One's Oppearance af O formn of galf-
If

care can boost self-esteem, confidence

and, ultirmatety, mental well L:n:lng

Beauty and health have
cOmmon origins

Er}r:u.l',,',- Fealth, and veell - Eng shiare
o common ongin rooted in body care,
hygiene, and disease prevantion
Cosmetics are used for embellishing,
healing and improving well-being
Beauty helps to take care of people’s
physical and mental health, There isa
positeve correlation between physcal
attractiveness and mental health
(higher self-esteem and better mental

; health cutcormes),
Wiarldwade. people thaink that personal
. - core and beouty products hep them®™

BEAUTY THAT & 80% 88%

feal feel more

I S ESS E N T I A L ' happier self-confident

FOR HEALTH ; 86% 85%
AND WELL B
BEING ‘ P———
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Skincare

Skincare plays o cruckal role i health and well-being,
with rituals contributing to o better quaolity of Efe on
mepntcl heolth, Effective skincore products con prevent
various health ssues

M For most Indonesions, skincare is no longer a tertiary
needs for speciol scoossions. It kas become a constant
wry of toking core of thernsabses and their everall
health ond well-being

96% 719%

of Indonesion wormen of Indoresion women
consider skincore os on think thot using skincare
investment=> products B more

impartant than using
rakeup products™

Haircare

Haircare is often o reflection of the overall health

and well-being. Healthy haoir requires a balonced and
healthy dist. It is o notural barrier for the sealp and
helps to protect it from environmentol factors such as
L roys, wind, ond pollutonts. i hos been proved thot
@ high frequency of shompeoing hos o pesitive effect
against scolp and hair conditions

Make up

Make-up I8 often viewed a3 o way 1o enhonce one's
oppegrance, but it con clso hove o positive Impoact on
heaith and well-being. Toking the time o opply moke -
up con be a form of self-core, promoting reloxotion and
reducing stress lesels.

Fragrance

Frogronce stimulates loyers of beedogionl processes
Small ond memory seam to be so closaly Enked
becouse of the broin's anotory, Smells ore hondled
by the olfectory bull, the structure in the front

of the broen that sends informaotion to the other ansas
of the body's central command. Odors take a direct
route b the Bmbie system, including the amygdala
and the hippocampas, the regeons related to emotion
and memony

LX) debgem, 2004 Corrursasr Trered oo Boebly bndfurinry 00
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SKIN, HAIR, SCENT: GLOBAL
WELLNESS NEEDS

Skin

4.7 Bn

incident coses of skin and suboutoneous
diseases globall™™

75% to 95% 66%

! of women weorldwice claim they
of teenogers experience acne ore currently suffering from

| 8
wwair ldhwwide it sl

20% 10%

of children suffer from ecpemg™ of odutts suffer from eczemo’™

akin cancers are estimated to be the most common groups of
cancers diognosed worldwide in 20200,

17th 13th 15th

Mot COmmon Comcer IMOST Comimesn MOSET COMmmon

workdwide™ cancer in men— S T

= Locoted right within the equator line, Indonesia is blessed with
an abundance of sun light. However, this uniqueness also poses
chaollenge for skin health. In Indonesio, the top 5 skin concerns seen
by derrmatologists include acne-related concerns, atopy/ eczema,
sensitive skin, hyperpigmentation, and anti-aging**.

[ GlobatShdn, M024. Shin Diecie o 0 (lobaal Public Hedlth Pricey (300 Houte Altonts de Soed THAS) Acnd
guard i comment b3 eaie T (3T Faroge, ML A 2089 The Frisaetce of Sermiires Shin Frosteed in skt e, {330 Gisbal
Attt Dematin Atiei, 03T Gloleal Hosesi 1o Aneeed Dottt (230 Weld Corear Beseonth Funs it reetsseiol
Shin Cordr Somtatecs. (34) Apiud, Hsalbeond Mot Risssrch, 2004
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lfi'lake up

Make-up is often viewed as a way to enhance one’s appearance,
but it can also have a positive impact on health and well-being.
Taking the time to apply make-up can be a form of self-care,
promoting relaxation and reducing stress levels.

47% 98%

edmitted hoving tried to comoufioge of women say beauty products mokoe
their skin conditions™, them feel good or boost their
self-esteam™

Haircare

Hair health can help prevent and contral many diseases and
conditions. Increasing wash frequency results in dromatic
improvement of overall hair satisfaction: people whao say they wash
their hair less thon 2 times a week would experience fewer thon 3
“good hair days", while daily washing would bring more than 5.

40%

af popaulation worldwide i axpected
o b affected by dandruff,

Fragrance

Sense of smell con indicate underlying health problems, such as
sinus infections or allergies, and proper functioning of physiclogical
and neurslogical systems. Anosrmia, the inability or diminution of
the sense of smell, can result from a variety of foctors and have a
psychelogical impact, leading to anxiety, depression

ond social isolation.

80% =5%
of people infected with COVID-19 of the general population is believed
i to be offected by anosmia™.

Conrw Figrioet. (34] Ahered, A1, ot ol Q0TI Aneimis™ the inyilaiou ollkbensl dormage of COVID: N
7] Bore, B wt ad O] Treaberarnl of ssauls virel pfast iy dhifusolin: of ereckines - b v vl
[

e
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BEAUTY AND MENTAL
HEALTH ARE STRONGLY
LINKED

Mental health concerns become more
Frﬂalt

«  Worldwide, nearly one billion people live with
a mental disorder. During the first year of the
pandemic, rates of depression and anxiety
increased by 25%5,

+  MNearly 36% of people consider mental health
to be their number one concern and 76%
think that mental health and physical health
are equally important®™, Among Gen Z, 50%
declared feeling stressed and 43% feeling
anxiety™,

«  The WHO predicts thot by 2030, anxiety and
rmental health disorders will become the next
pandemic™,

In Indonesia, the nger generation
has become significantly more aware of
the issue of mental health*™

+  95% Gen Z agree that mental health is
important.

- The roots of Gen Z's fear lies in Loss (39%),
Failure (30%), Other people's expectation
(18%), and Rejection (10%).

«  Future (51%), Career (20%), and Family (19%)
are top 3 anxiety source of Gen Z.

. T9% Gen Z does self-care to take care of their
mental health,

(28 Infetrs. Conputting for LOmnal. Meriol Welress Cortest & Stoes T shaly L Oriel!
IrSitmy = S000 wornsn B Thyo - Agenl 2022 (580 Wil Hesofth Crgoninstion, COXS. Werld
merticl heaith repot: Tranefoimming raiviol heolth for o, QI OECD, 3008 Health of o
Glorcs: Eurogss I0W: Stote &f Health in the ELN Cyzla. 4300 KumporaniVeman, 2004 Bosed
11 Barpmaraiformora Bodeny Bererbab Gern I Lieke Fertzn Bl Soragauers Krchatin
Marbal T fior Miarpissllirue Birows Tok
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Impact of skin diseases on mental health

Skin diseases can couse functionol ond cesthetic hondicaps,
affecting social and professional life, self-esteem, ond more. In
fact, dermatologists and psychologists recognize the impoct
of dermatolegical issues on mental health, leading to greater
acceptance of “psychodermatology’”.

50%

of acne patients isclote themsehes'™

98% 25%

of patients with skin disease say of patients with dermatitis on their
that their skin condition affects hands considered it to bo
their emotional health™™, a handicap ot work™®,

87% 215%,

of women suffering from witiligo,

especially the dark-skinned type, of people consider that
attempted to comouflage all a skin problem is
o disabity's

the time or sometimes™d,

Meanwhile, healthy skin is a sign of
=7 a well-functioning immune system and good care habits.

41% 22%,

of people claim the face is

of le think that
one of the main parts of the gnﬂm is ane of
body affected by mentaol the solutions to fight

health ssues (ocne. scars
; aganst mental skin
scabs, skin sores, redness and 4 (38
: health Bsues<®.
inflammation, etel?™,

[t Rschard, #1 &, ot ol 30T, Barden of visibde [foce ond hore siin ks Rewlts froms o longe svbemaotorel sunsy
28} inStes Consulting for L'0riol, Memtal Webress. Contest & Soken /O rhudy L'Ombol S8 - 5000 women 15-Thyvo
Aeperil X2 (47 Eant, G 1 Corslotes of perceived sSigma im vitliga, Peychology orsl heols
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Hairdressing at the
service of mental health

Taking care of hair can help

to boost confidence and
self-esteem. When hair

looks and feels good, people
are more likely to feel good
about themselves and their
appearance. This can have a
positive impact on their overall
mental health and well-being.

80%

of women believe their hair
is directly reloted to their
self-confident?™,

25%

of people think that
haircare is one of the
solutions to fight in fovor of
mental health™>*,

Hairdressers play an important
role in clients’ well-being by
providing a form of physical
and mentol connection, A good
haircut can boost people’s
confidence and self-esteem,
leading to positive feelings
about their appearance and
overall well-being.

7/ 10

women

say they are totally loyal to
their hairdressaer™4,

This llustrates the closeness

and trust of the relatonship

T4} Phdipa. I0IT]. Clobal Brocaty Indgo {381 InSites. Conindtireg
for LDnial, Manibal Welnisi: Conbeat & Saakaa 0T aludy L Dbl
I 5tes - SO00 wameh 15-Toyve - Apil 2000 (441 Shstaea. 209
Dby et ety g 10 EFiE 0y7e Pazndb il Sasbon T
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Positive impact of make-up on
health and well-being

By promoting self-care, boosting self-
confidence, and incorporating it into a daily
routine, make up can contribute to overall
mental well-being. Cosmetics, for instance,
can enhonce the physical oppearonce of
signs of aging and seems to have a positive
effect on mood and stress, In turn, it leads
to positive physiological reactions such

as those reloted to immunity and motor
function. Thanks to these retroactive
responses, moke-up could even have o
positive impact on gait, potentially playing
a role in reducing the risk of falls omong
the elderly.

Fragrances are linked to emotional
well-being, wellness, and mental

health

The influence of frogronces, such as
perfumes and reom scents on human
psychophysiological activities, hos been
known for a long time. Certain scents can
help manoge stress and anxiety, promoting
self-care, reloxation and improving owverall
mood, Indeed lovender is often used in
aromatherapy to promote relaxation

and reduce anxiety, while scents like
peppermint, citrus, and eucalyptus can
improve concentration and alertness

89% 68%

of people beleve of women see
that a frogronce or perfumes as
a flovaur coan impoct impartant ar very
'.-'q_-.ll-l:_:l:_rir'lg"" important part of
their daily lves™

1458 Gremndom. Wl - being Stody 208V Dhrouden cofrad ool Satinuie

Wallong Coestia of Excalends i
i Eirtnied. (00T Cosiraitas - D
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L’OREAL AND HEALTH
CARE & WELL BEING

L'Oréal’s Fundamental Knowledge

in Dermocosmetics

The L'Oréal Dermatological Beauty Division
is the world leader in dermocosmetics,

with international skincare brands
recommended by health care professionals
and distributed in outlets worldwide,
including, pharmacies, drugstores,
dermatology and aesthetic clinic

ond e-retailers,

L'Oréal Dermatological Beauty Pro

is a digital community empowering health
care professionals to improve their daily
practice of dermatology through cutting-
edge research, science and education

on skin and haircare. More than 100,000
physicions have already joined

the platform.

L'Créal supports dermatological research,
scientific training by health professional,
through hundreds of scientific articles,
publications, expert interiaws, educational
videos and more,

130 @ 135

FPublicaotions Climical Studies

10

Db=zervational Studies

©>26,000

consumers and 1,500 dermatologists have
porticipoted in research and inmovation initiotives
of L'Dréal Indonesia between 2023-202447,

CN L 'Ovdend Il Sevben, 200
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Quality, Safety, and Responsibility

The process of evaluoting the safety of products and ingredients
hos alwoys been at the heart of L'Oréal's approach. In the early
19805, one of L'Oréal's young biologists managed to reconstruct
the first human epidermis. With Episkin Laboratories, L'Oréal RE
is at the forefront of the development of reconstructed human
skin, a more precise means of analyzing the behavior of cosmetic
ingredients ond products on human skin.

Episkin
produces reconstructed human tissue to test the effects of new

ingredients and products. Today, L'Oréal has 3 Episkin dedicated
production centers in France, China, and Broail

Since 1989, L'Oréal has completely ceased testing
the safety of its products on animals.

SkinEthic HCE

is an important worldwide player in the production and
commercialisation of human epidermal ond epitheliol tissues
for in vitro test opplications ocross many industries.

Feeling good is as important as looking good

L'Oréal is olso committed to destigmatizing anxiety and
depression, and making mental health support acéessible,

& Maybelline New York Brave Together

An initiative to support everyone expenencing anseety and depression
by helping people spot the signs, proctice self core ond providing free
counseding. In partnership with Kalm, the program has benefitted
1265955 people in Indonesia

® L'Oréal Professionnel Head Up

A progrom by LOréal Professionnel to help hairdressers to better monoge
their own mental bealth through o tador-mode education progrom. Since
launched in 2023, the program bas troined 2,338 hasrdressers in Indonesia

L'OREAL INDOMESIA The Essentiality of Beauty

Going beyond beauty to care
for hfatl:hwt -

Recognizing the profound connection
with health and well-being and overall
health, L'Oréal’s extends its commitment
beyond beauty. The company actively
engages in varus healthcore intiotives,
demonstrating this link.

La-Roche Posay

and Cancer Support

Globally, Lo Roche-Paosay has been committed
to helping cancer potients for over 10 years,
arvd has lounched Fight with Core program to
support women with cancer by providing training
for heolth core professionals and support for
potients ond associations,

CeraVe Mentorship
Program

CeraVie signed o partnership with Gloderm,
an NGO of humonitarion dermotologists, who
gives care aond education to patients in need, to
make dermatoloegy accessible to underserved
communities arcund the world,

* Caring for

Alzheimer patients

Since 2013 L'Oréal Indonesia has been
supporting opproximately 10,000 patients under
Alzheimer's Indonesio with beauty products as
part of their caregiving program
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