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Our mission :
Green beauty
for all of us

We are living in unprecedented times, from a
global pandemic, to fight against the climate crisis;
major, worldwide events which have caused major
shifts in tha way we all live our lives. The latest IPCC
report illustrates a future even more challenging: Our
planet is changing rapidly and we have no choice
but to adapt. We need to act, and we need to act
with more solidarity,

Our annual One Green Step report reveals
that whereas 83% of people want to be more
sustainable, only 5% consider themselves as already
acting sustainably everyday. Our attempts to take
Graen Stepe are cimply not encugh. We nead to
go further, to act further and we need to do it now.

Al Gamier we have a duty to act, and that's why
we are accelerating on our mission towards GREEN
BEAUTY FOR ALL OF US. Wanow actively contribute
to the UN Sustainable Devaloprment goals, with MORE
robust actions and commitments:

MORE AVWAREMESS to help empower millions
of peonle to rmake sustainable choicss, thanks to our
annual One Graen Stap activation and the educational
content we hove produced with Mational Geographic
Creative\Works.

Also, for the first time we are releasing our
Global Carbon Footprint. It is now clear that 50%
af this footprint is actually linked to the usage phase
of our products, and the hot water nesdead to
lather and rinse. Thats why innovations such as fast
rinsing Respons Solid Shampoo and No Rinse
Conditioners are vital to help our consumers make a
positive chanae in their everyday routine,

MORE SOLIDARITY & INCLUSIMITY thanks to
our committed Solidarity Sourcing program and
long-standing partnership with Flastics for Change. In
fact, when t cames to supporting communities we've
already excesdad our target, originally we aimed to
support 1000 communities by 2025, in 2021 we had
aready helped 1214 We strongly belisve in the power
of acting together, hand in hand with our communi-
ties, partners, suppliers NGOs, consumers and experts,
no matter their nationality, religion, background or
gander.. because we all share n the same mission: to
shape a greensr future for all of us.

MORE ECO-CESIGNED PACKAGIMG with the aim
of entering a circular model, to use only renswakbils,
recycled and recyclable materials. In 2021, 74% of
cur packaging was already recyclable while 57% was
made of renewable or recycled materials. By 2025 we
commit to Zero virgin plastic and 100% recyclable or
rausable packaging.

We will achieve GREEMER SCIENCES &
FORMULAS. Today, 65% of our ingredients are
bio-based or derived from abundant minarals,
By 2030 this will ba 253 This will only be achieved
through the power of, Green Sciences, for maxi-
rurn efficacy for our consurmer, minimum impact
on the planst.

MORE CARBOM NMEUTRAL SITES thanks
to the use of renewable energy. Today 62% of
our industrial sites are carbon neutral and we're
developing Waterloop factories to reduce our
water consumption.

MORE TRANSPAREMNCY: Thanks to all
our products being approved by Cruelty Free
International and more than 29% of our
ingredients veaan.

Also, to the unique deployment of Product
Irpzact Labelling, giving consumers a clear and
scientific insight into the carbon footprint of cur
products.

Finally. Finally. this, cur third annual report
with more than double the figures and statis-
tics which report our progress towards GREEM
BEAUTY FOR ALL OF US, and independently
audited by a third party.

Lastly, | would like to thank aur teams. Your
passion and dedication propels us forward to
a better and greener future, everyday. Only
together do we have the power to take the
bigger and bolder action our planet needs.
THANK ¥YOU, and enjoy our 3rd annual Sustai-
nability progress reprt.
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52% of our carbon
footprint is linked
to water usage

For the last two vears, Garnier has been working
to map out and reduce its global carbon foot-
print. This work takes into account Gamier’s entire
value ehain including the impact of sourcing raw
materials, the use and end-of-life of products, even
the impact of advertising and business travel.

To be able to pioneer this for the Garnier
Brand, our sustainable and operational experts
have been conducting research and collakora-
ting to help us set priorities regarding our Green
Beauty strategy. This exercise will also enable us to
measure our prograss overtime.

The main learning is Lhat 50% of our carbon
footprint is due to the usage phase of our
products, the hot water used to lather and rinse
(mainly haircars and hair color), which generates
CO, emissions.

We are working on alternative solutions (no
rinse conditioners, fast rinse technologies such as
Respons Solid Shampoo), and on people's awar-
enass on this tapic, to help change consumers’
habits for a greener world,

STORAGE
ATRETHLER

GARNIER
CARBON
FOOTPRINT
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GARNIER COMMITS TO GREE T @

contributes to

the United Nations’
Sustainable
Development Goals.

In September 2015, the 193 United Nations member states unanimously
adopted 17 new major global “Sustainable Development Goals”,

aimed at putting an end te extreme poverty, fighting inequality

and injustice and protecting the planet between now and 2030.

GARNIER has undergone a transformation towards
an increasingly sustainable business modeal. As
a global, and mass market brand, Garnier has a
duty to act, not only on its own envirenmental and
social impact, but also the major challenges facing
the world today.

Taking into account Garnier's strong ethical
commitments, its robust Green Beauty Strate-
gy and a commitment to promote diversity and
inclusivity, today, Garnier contributes towards 16
out of 17 of the goals set by the United Nations
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OUR PRODUCT
ENVIRONMENTAL
AND SOCIAL IMPACT
LABELLING HELPS
CONSUMERS MAKE
MORE RESPONSIBLE
CHOICES
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Product
Impact
Labelling now
available in i
20 countries ¥
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Garnier is committed to providing more
transparency, that's why, back in 2017, the brand
decoded the INCI lisl on some of ils products Lo
show the origin of ingredients. This was just the
start, in June 2020, Garnier launched product,
environmental and social impact laballing, halping
consumers to make more sustainable consumption
choices,

This labelling system takes into account overall
impact, and every product is classified in compari-
son to relevant other L'Oreal Group procucts. This
classification goes from A to E, with A products
hawving less impact on the planat, overall.

Developed in close partnership with interna-
tional experts and verified by Bureau Veritas, this
tool is unique in the beauty industry, It is alignead
with both European Product Envrionmental
Foolprinl slandards and Lhe planelary boun-
daries concept from the Stockholm Resilience
Center, which define the climate and environ-

mental threshold that must be preserved in
order for humanity to thrive in the future.

In recent years, the impacts of thousands of
beauty products have been assessed throughout
thair life cycle. This includes ingredient sourcing,
packaging and product manufacturing, as well as
the impact during product use and recycling. In
each step, we take into consideration 14 impact
criteria based on 8 categories: climate change,
water resources, water quality, biodiversity,
acidification, ozone, air quality and land resources.
Following the Initial launch In France, for
haircare products, Garnier has rolled this unigue
labelling out internationally and it has expanded
to cover skincare products too. Garnier will launch
mare countries in 2022 and open the labelling to
suncare, bodycare and hair color categories.
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A tool
to improve
our products
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Product Environmental & Social Impact labelling FRHILL

haszenabled Garnier to unclerstand the brand's
cwerall Carbon Footprint in forenzic cetail. For
instance, the brand now know s that the uzage
phase account s for 8% of the environrental
footprint ofa sharmpoo, andd §3% of 3 conditioner,
This knowladge will drive the Garnier brand to
innowate rmore waterks:, fEstrinzing innowations
and initigtives to kelp reduce cverall inmpact,
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Wi'e reformulatec our Dat Delicacy Wi's are reformulating our hair-
and Olive My thic conditioners with care oilz in 2022, including lower
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cfferng the zarme peromnance with E to A socoee!

a better environrmental footprint,
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GARNIER COMMITS TO GREEN BEAUTY @

Our
A products \ *I‘*

61g CO: 89g CO:
PR UM D0 PER \ESARE IO

GARNIER SHAMPOOS GARNIER SKINCARE PODIUM
& CONDITIONERS PCD[UM

Easy access
onh our products

A NEW AUGMENTED EXPERIENCE
We are starting to roll out QR codes on our pack-
aging allowing consumers to enter into a new ex-

perience with more information, tutorials, commit-
ments and of course our environmental and social

impact labelling. In this way, it will be far easier to
scan and provide transparent information,
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Global survey

finds 83% of people
want to be more
sustainable

Garnier releases the results of its annual One Green Step report,
revealing the geographical and generational differences
in attitudes towards the environment, among 29,000 people in

O countries.

Whereas 83% of people want to be more sustai-
nable, only 5% consider themselves as already
acting sustainably and only 30% are ready to
take action for the plamet now. Barriers for taking
sustainable action include lack of choice, lack of
information and finances.

A large, growing majority of adults want to live
more sustainably In 2022 (83% compared to 81%
the previous year). This according to the second
annual One Green Step Report, which canvassad
over 29,000 people aged & to 80+ in nine
countries. The biggest increases in green intent
came in the US and Germany, with almost 2 in 10
adult respondents (88%) agreeing the past vear
has made them more determinad to change.

The report, charts the scale of the continuing
shift towards sustainable intentions in 2022 and
benchmarks the findings against consumer
insights gathered during the same period last
year. Major drivers include greater awarenass of
imminent risks of the climate change (40% overall
rising to 54% in Indonesia and falling to 33% in the
LSy, aswell as a desire in 2021 1o learn more about
the situation (37%).

Y AREALREADY.
ACTING SUSTAINABLY

Family is ancther motivator. Almost 1in 3 adult
respondents worldwide (30%) state they want
to be more sustainable to protect their children's
future, rising to 35% in Brazil. In a comparative
guestion 12 meonths ago, just 16% of respondents
overall said having children influenced their
motivation to act on envircnmantal Issueas,

During 2021, some adults did take steps towar-
ds adopting a more sustainable lifestyle. These
varied from recycling more (613), to taking shor-
ter showers (42%). The drive to encourage people
to reduce their plastic consumption also appears
to be front of mind for a majority of respondents
with the same true in 2021, when 67% pledged to
reduce their use of plastic. However, only 5% of
respondents consider themselves as already
acting sustainably, more than 1 in 8 say they
struggled to make sustainable choices in 2021 and
only 30% say Lhey are ready Lo take action for the
planet now.,

17
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H#OneGreenstep

#0neGreenStep

LEARM HOSE

In response, Garnier will expand its industry
leading Green Beauty initiative with the launch of
a new campaign encouraging the public to share
One Green Step, through which we aim to craate
a snowball effect of environmental action. Each
share triggers further funding by Garnier towar-
ds their Plastics for Change partnership, with ug
to two million additional plastic bottles set to be
recycled.

We will also launch a new digital campaign,
encouraging people worldwide to voice their
commitment to take One Green Step in 2022, and
we are pledging to recycle two million plastic bott-

SARNICR

CAN BEAUTY
GO GREEN?

WITH EDUCATIONAL
CONTENT CREATED BY
NATIONAL GEOGRAPHIC
CREATIVEWORKS

NATIONAL CREATIVE
GEOGRAPHIC WORKS

18

les, up to 10 for each step shared across personal
social platformes.

This will begin with a video incentivising the
public to share their own green changes in beha-
vicur and directing increased funding to the brand's
long-term partner, NGO Plastics for Change. 80%
of the funds will go to the Plastics for Change
waste collectors in India to halp lift whole families
aut of poverty, Gamier's website will alse feature
a guice to halp people discover more areen steps.

As part of our Gresn Beauty commitment,
Garnier ravealed an awarenass-raising campalgn on
ststainable consumption at the Universal ExhiGi-
tion in Dubai, Produced by National Geographic
CraativeWorks in the form of a documentary
sarjes, the ambition is to share the advice of
experts on applying sustainability principles in the
beauty industry: In this way, by 2025, weaim o
help enable 250 million people by 2025 to adopt
more anvironrental respectful behaviours:



SPOTLESS September
with Ocean Conser-
vancy® to help fight
plastic pollution %g

In 2021, Garnier continued to work with Ocean .
Conservancy to fight ocean plastic, preserve marine :!'-"Jai\n
ecosystems and encourage consumers and employees * 1
worldwide to collect plastic from the world’s beaches, Ocean ¥
and within their communities. Conservancy
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GREENER SCIENCES AND FORMULAS @
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GARNIER IS DEEPLY ROOTED IN NATURE AND BELIEVES
STRONGLY IN GREEN SCIENCES:
THE HIGHEST PERFORMANCE FROM NATURE

POWERED BY SCIENCE, WHILE RESPECTING THE ENVIRONMENT.

HOW WE'RE TAKING ACTION
ON OUR FIVE FOCUS AREAS :

MORE ACTIVE
INGREDIENTS
FROM GREEN SCIENCES

In 2021 the number of formulas
containing Vitamin C* and Hyalu-
ronic Acid, ingredients obtained
Trom Green Sciences, increased.

MORE BIO-BASED
AND NATURAL
ORIGIN INGREDIENTS

Garnier pricritizes bio-based and
natural origin ingredients in new
product launches.

Since 2016, we have been com-
mitted to continuously improving
our portfolio, with even more and
rmore formulas centaining at least
96% natural origin ingredients,
such as the entire Fructis Hair
Food Range. To help conserve
natural resources, all our bio-based
ingredients will be sustainably
sourced by 2022,

“Witamnin Cdervative

(s

VEGAN

rn-nuL;/'I'.;.':

MORE RESPECTFUL
OF THE ENVIRONMENT

Garmer laboratories focus on
improving the envircnmental profile
of our products by increasina the
biodegradability of our formulas,
We also test our suncare formulas
in a controlled laboratory environ-
ment to help ensura they are not
harmful to marine life.

MORE INNOVATION
TO REDUCE WATER USE

Garnier favors products that
contribute to reducing water use,
either by avoiding the need for
rinsing, as well as by developing
dry formulas,

MORE VEGAN FORMULAS

Garnier is committed to develo-
ping vegan formulas that are free
from animal-derived ingredients or
by-products.

23



MORE GREEN SCIENCES

Green Sciences are based on three pillars: green
cultivation. green transformation and green
farmulation. Gamier favars active Ingredients and
formulas obtained using green sciences to create
high performing and more eco-designed formulas.




GREENER SCIENCES AND FORMULAS @

Our green
sciences:
Vitamin C*

DERMATOLOGICAL INGREDIENTS
VITAMIN C* AND HYALURONIC
ACID POWERED BY GREEN
TRANSFORMATION

Green transformation includss all the processes
with a low environmental impact, used to
obtain ingredients. Biotechnologies, green
chemistny and green exiraction are all part of these
[processes |

Garnier has launched a new brightening facs
car e rargs, Wildroin O, rmgking his inaredisnl
aucessible to all ineffective formulas.

Yitamin C is one of the most recognized
dermatclogical ingredients use to brighten slan.
But Vitamin C is unstable whan exposad to
different external factars like ceorgen and light.
This malkes it difficult to formolate with That's
why Garnier uses Yitamin C* a Yitamin C
stabilized by a alucose molecula bound to it (the
g stands for glucose) which is transformed into
pure Yitamin C on the skin,

Witamin C* is a natural origin ingredient
obtained from cornstarch through a green trans-
tormation process. First, ascorbic acid or pure
witamin € is obtained by the fermentation of com
slarch g well g synlhess steps respecling Lhe
principles of Green Chemistny (such as the use
of renewsakle raw materials, minimal energy and
waste reduction. ) Then, corn-derived glucoose
iz bound to the ascorbic acid through anzyvma-
tic bictransformation: enzyvmes break down corn
starch, allowing the gliicose molecils to bind to
the ascorbic acid.

GREEN TRANSFORMATION
TOCBTRIN T4 MM C+ FROM CORM

BIOTECH FERMENTAT DM+ GREEN CHEMISTAY BIOTRANS FORMEAT |0

“itamin © derivative 25



GREENER SCIENCES AND FORMULAS @

Our green
sciences:
Hyaluronic acid

Garniar has alzo continnad to use hvaliranic
zcid, known for its moisturizing and re-plumping
properties, in new products launched in Europs
such as Hyalurconic Aloce Replumping Serum,
Hysluronic Lloe Foam and Micellar Hyaluronic
Bloe Watar
Hyalurcnic acid is a natural origin ingredient
oixtamned through o technoiogy {termentation);
lactic bacteria are fermented in specific condi-
fions with wheat-derived glucose and peptides
Lo producs hyaluronic goid.
This process uses linited resources:

the wheat used to obtan glucose and peptides

is sourced from local farmers

|lactic bactaria grow during the farmantation

procaess, o anby 3 few grams are neadead tio

reoc ice sevvaral tons of hyalnronic aeid

bicethanol used for the purification

procass is sourced locallv, helping to avoid

wiaste by using any excess from the production

of wheat- or sugarbeet-darived bicethanaol™

wiater used during fermmentation is recyeled to

irrigate local wheat and sugarbeet fialds®.

GREEH TRAHSFORMATIOH

WHEAT
CLILHMAED
LOCALLY

"HH‘fFE‘HHﬂ&%IH
RRTGATE WIEN]

LOCALLY
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GREENER SCIENCES AND FORMULAS &.ﬂ

Powerful

green sciences
formulas

Through green srciences, we believe in creating
responsible products that combine the best of naturality,
efficacy and safety through the most potent formulas that
are good for you with the least impact on the planet.

HAIR FOOD COCOA BUTTER:
A NEW GREEN REPAIRING MASK
arnier has developed a new generation of
formulas powsred by green sciences, with a
seleclion of pows (ul susiaingble ngredienisin
a formula that is made up of 97% natural origin
ingredients, and iz 29% bicdegradable.
Hair food cocoo technology offors cacceliont
trapair parformance and sensoritality, and an
eco-decigned approach, based on these main
elamants’
— Shea Butter which is Solidarity Sourced and
obtained through Green Chamistry
— Fatty esters and fatty alcohaol derrvad
from greaen chamistry
— Matural arigin sunflower il
— A low emvironmental footprint cationic agent.

O THE BTALEIT
~ MBS 27



GREENER SCIENCES AND FORMULAS @

Innovating
to reduce water
consumption

In 2021, Garnier continued innovating to reduce our use of
water, one of the main environmental impacts of our products.
We launched initiatives that engage consumers to change
their habits to contribute to reducing water use throughout
our products’ lifecycle.

RESPONS SOLID SHAMPOOS

These shampoos have been eco-designed to have
alower environmental impact. They have a dry
formula and compact format with plastic-free
packaqing, and require 20% less water at the
rinsing stage®

FRUCTIS DRY SHAMPOOS
Thesy allow you to wash your hair less often, whils
refreshing hair, helping to save up to 7 liters™= of
wiater

VIRETRUNENTAL TEST “FANE WAERORLY 45 PER COMCATIONER CATEGOR! EASEON SCENTRC COMNITEE CH CORGUNERSAFETY (05 K26 LEES § 1L OF WATERS AVED PRR WASH
205 1 FECHLE SRS #SEG OR AL TEST ™0 ERAGE AHOUNT OF WTERREQUIRED T FINEE 8 SHUNFOO



GREENER SCIENCES AND FORMULAS @

99%
of our ingredients
are vegan®

Garnier is fully committed to animal welfare,
and that's why we trace the composition of
every ingredient we use, in order to ensure that it
contains no animal-derived ingredients.

Maost of cur formulas are now vegan and we
have a dedicated program for our bee-derived
ingredients to help ensure we respect bess and
bicdiversity (see p 55

* H AL LERRVED INFELENT 29
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ALL GARNIER
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APPROVED BY CRUELTY FREE INTERNATIONAL

A stringent
process to ensure
compliance,
conducted

annually

Leaping Dunny requires brands to forensically
imvestigate their entire supply chain every year,
including all raw materiale and individual
ingradients, for any cases of animal tecting.
A pproseal miisthe given toall of A brand's finished
products - individual products or items cannot be
approved in isclation.

For Gamnier, this was acase of securing a
declaration and annual renewsl from more than
S00 suppliers, who provide more than 3,000
difterent ingredients, worlcdhwnde.

Hichelle THEW

V Crzly foe htematicnal CE

iz

Mor many months and each yvear, Carnier and
Cruclty Free International worle together to ceoure
thizs avidance and ansure avary product within
Garniar’'s global portfalio could afficialby displen
the Cruelty Fres International | eaping Ponny oo
-the universally recognized cruelty-free mark This
stringent process ensuras that consumers can
buy Garnier products with complete confidence,
knowing that they meeat Leaping Bunny's strict
criteria.
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% OF OUR
PACKAGING
IS RECYCLABLE
AND 57% IS MADE
OF RENEWABLE
OR RECYCLED
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MORE RECYCLED AND RECYCLABLE MATERIALS e

Fact
sheet 3

LIGHT | PACKAGING USED
- WEHIGHT
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TONS OF RECYCLED PLASTIC
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PLASTIC PACKAGING
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MORE RECYCLED
& RECYCLABLE
PACKAGING

E WE REDUCE PLASTIC PACKAGING e

WE PHASE OUT

e WEBUILD AND SUPPORT |
*}’-\% CIRCULAR MODELS

(e

WE ACTIVELY
TACKLE



Our initiatives
to reduge p_Iastlc
packaging in 2021

Prdsigp,

Singce 2020 we have rolled out 3 new generation Hﬁil@ﬁ'}
of tube which integrates cardboard; thisis part of gﬂ{”ﬂﬁs ]

a naw partnership between the L'Oreal Group and
Albes.

By using less plastic and replacing some plas- EJE"N':;JH:HE!
tic with FSC®certified cardboard we have ensured pommanne o
an improved environmental footprint, and hawve
exlendad s innowglion o skincare, haircan e and

SUnCare.

ZERD PLASTIC WASTE

- SOLID SHAMPOO

TERD PLASTIC WAETE Launched in EUrope in U200, our hirst range of
= solid shampoo offers the same performance as a
ligquicd shigrmpoo wilh g 24% plan -based Tor oz,
Im 2021, we extended the family to also includs
avocadao.

This is a good cxample of replacing plas-
tic packading with a bio-bazed and recyvclabla
dternativie: we uzed FSC?-certified cardboard,
siipporting sstainable forest man ragement that
respects people and hature.

Thee brand's wery lrstrelll pouches, using 7159 less
plastic, are nowe macls with a mono-maternal, wihich
can be more easily recycled across countries,

iz



MORE RECYCLED AND

[k dfuce

RECYCLADLE MATERIALS

[ 2021, we continued lightening our packaging
while ensuring the optimal use of our products

and maximum protection

take alook at some of our most popular products.
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MORE RECYCLED AND RECYCLABLE MATERIALS @

Towards

100% recycled
and recyclable
packaging

We are moving towards using 100% post-consumption
recycled (PCR) materials and only sustainably sourced
or bio-based plastics.

FRSTMICELL ARRATTLE M oF
100%
RECYCLED
IN 2021 PLASTIC - .
® & RECYCLABLE
(ELRGRE) =

B

FRATWHOLE BLENCS
BOTLESWIH
30%
RECYCLED
PLASTIC*

(ELIROPE 4RO

"ENLCHGEAR S LAEEL 39



MORE RECYCLED AMND RECYCLABLE MATERIALS

—

&

5 Eco design golden
rules for sustainable
merchandising

A ane of the first fonchpoints in store for oor
consumers, displavs and merchandising materials
are key to bringing our Gresn Beauty vision to
life and contributing to our "More Recycled and
Fecyclable Matenals® pillar.

OPTIMIZE

TOTAL WEIGHT

Cptirmizing materials helps
o reduce the total weight of

point of sale displays and CO,
amissions diring fransport

REUSE,
SEPARATION
AND

RECYCLIHG

&ll materials can have
o mecond lire by being
reusable or recyclakblc
All parts of our merchan-
dising can ke separated
and recycled easihy
Lirariks Lo pecyaling
ingtructions, or madsa
from-one type of material
that iz 2asier to recycle

For vears now we have haen improwi ng the wan
we design our packaging and retail materials. dnd
by 2025, we gim for 100% of cur new displays to
ke eco-designed, so the materials can be given
a new lease of life. Our ecodesign principles are
based on five key pillars.

RESPONSIBLY
MAMNMAGED

CARDEDARD

Wite Lsed certified materials
eolirad from suist ainakbility

rhanaged forest resources
with certifications such as
| e

MORE
RECYCLED
OR
RENEWAELE
HATERIALS

We reduce the use

of wirgin plastic by using
more recyclad or
ronewablc materials

in onr rmarchandising

dismlays.

(Tor example S 100% BAN

cardboard).
SR ELECTRONIC
[OMPONENTS

All Garnier tempaorary
displays are mads without
alect ronic componanis so
they can be recycled easiy



RENEWABLE
ENERGY
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\ END OF 2021

2% OF THE

-\ INDUSTRIAL SITES
\_ INVOLVED IN

~ \ _GARNIER

PRQDUCTION ARE

CARBON NEUTRAL




MORE RENEWABLE ENERGY

Fact
sheet

CQUR INDUSTRIAL SITES
ALY CARROH HEUTRAL

N 2020

NIOZ By 202

MRFAREDTO 200

QUR INDUSTRIAL SITES
NS I s M W L E ERERRGY

!H::flgl; Efrl
IN 2021
BY 2025

TONS CO, EMISSIONS

N2 |
IN 2021
(-0 B R

BY 2025

ATOURTHINISTRUAL SITES COMFARED T0 2005 (1) LTERS FER:FRIEHEDFRODUT)
% R

BY 2030 e BY 2025

* WTHOUT FEZLATOR (CRGTRANTS
FORMORE DETUL (6 [EFTIN, FLEASE SEE Fil 43



CANADA

= i = s .
THE FLORENCE FACTORY IN
THE US BECAME CARBON
NEUTRAL IN 2020

‘Qur haircare factary in Flarence,
S, achisved carbon neutra-
lity in 2020 through a portfolic
of renswable eneray incllding
3 rocf-mountad 1AMW salar
farm, locally sourced renswakble
energy certificates from hydroe-
lsctricity, and renswalkle natural
gas sourced in Kentucky and
Texas,

RUSSIA

ITALY

BELGIUM

INDIA

FACTORY

FACTORY

THE BEADDI FACTORY

IN INDIA 5 NOW CARBON
NEUTRAL IN2021

At the end of 2021, cur hair
colaration plant of Baddi,
located in Himachal Pradesh,
reached carkbon neutrality Cower
the wears the factory has taken
actichable steps toreach carbaon
neutrality, adopting a host of
local Fenswable sclutions chio-
fuel, renewable electricity from
local hydroelactricity) across its
manufacturing operations, and
toimprove snerdy = fficiency.

THE SAINT GUENTIN

FACTORY IN FRANCE IS NOW
CARBON NEUTRAL IN 2021

Cur asrosol and oils factory

located in the north of Francs
achieved carbon neutral status
iy the and of 2071 A stccessful
achigvement after sevearal years

of optimising processes to

reduce enarogy consumption and
Gt recently the use of 100%
of renewable snargy with
renewable electricity from
France and biogas fro an
or-site biomeathanisation unit.

4 SITE CHN L4N HESTATLE OF & CAPECNNEUTAL SIE IFITEETS THE FLLCKARNG Y0 PECURENENTS: » DB (02 CSEOFE 1= W THTHE EXEPTCNOR 545U SEFORCHTERANG HE FLEL L LIED FOR: TRINLER TESTS,
FCRIL R (ONELMPTICIS CURANNGINTENSICE CF 0N TE FERE W ELERSUTIES, Sh COCLANT A FTHEY SRELCKVER HAN T TON CF OO/ ESR: « BEARECTCR LIANG THE HARRET-BA 98 FETHOD GU0PEZ) =01
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Overview
of our Waterloop
factories, best

practice in water
management

We are following a clear road map to significantly reduce our industrial
water consumption and re-think water use across our sites.
At our "Waterloop™ factories, 100% of industrial water use for cleaning
and cooling, for example, Is covered by retreating, recycling and reusing
water un site, avoiding the need for fresh water, We aim tov have 100%

Waterloop factories by 2030,

The Libramont factory in
EBelgium producing our hair
color productse hecame
Waterlonp in 2019

The "Waterloop Factory™
concapt consists of using fresh
water only for employves's wa-
ter needs and for the high-ous-
lity water production used
in our cosmetic formula; all
the water needs for industnal
process are coveread by water
Lhal is reused or recycled in g
[z o thee site. The glant cwver-
came the challenge of recyding
wiastowater thanls to o combina-
tion of two tachnolog as inverse
csmaotie (filtratian with
mambiranas) and erapoconoen-
tration (distillation). This
installation within the factory's
wastewater treatment facility,
which ensures a biclogical and
physico-chemical treatment of
usedwater engbles the recycling
of an average of A0UM® ot water
per day. That is &0 million liters
per year of the eguivalent of GO0
iz rilies’ anmwal corvsur niplion.

In 2002, cur haircare plant in Yorsi-
no in Ruesia bacame 2 Watarloop
factory due to g major program of
madernisation and the ervpansion
of its water treatment faclity

The project enabled the
plant to treat 3 larger volume
of industrial water and reach a
very high level of water quality.
In particular, the plant increased
Its pheesical, chemical and biolo-
dical reatment capacity and
duddded g crystallisalion mechia-
nism b mminimize resicues.

All these improvements com
binced cnable that 120% of the
wratar usad by the Vorsine plant
for industial needs ic coverad b
retised oF recycled water

Our Mexico plant became the
latest to become a Waterloop
factorny in 2020,

YWt have Implemented new
soluliores @l our rodnul@cluring
site in Mesaco City to sagmificantly
reduce our water consumption.
Wik b our innovative Wak erloop
factory concapt, wa hava an
important oppartunity to help
m:rgk_p a difference and redice
&ssure on the citvw's water

supplics. The 20 million residents
of Mauico City face sarious watar
crarcity challenges. The city's
nnderaronnd acguifer is haing
drained at a faster rate than it can
be replenished Today, demand for
fresh water exceading avalable
water resources and result to
water restrictions

At our factory in ltaly, whore w
make our Fructis product s, &
teams have heesn warkmg
years to optimise the -:*!::-nmrg
systems of the industeral
eguipmeant to reducs waet&
aonsumption.
To go a step further it -::Ie;ﬁ’é
loped 2 wastewater treatmen
unit on site using ultr‘aﬂ!trah i
biciogical treatment and reverse
osmosis toleave the water 100%
clean and ready to be reusedi
o e (s Luning processe :



MORE RENEWABLE ENERGY

Reducing

@

CO: emissions
in our supply chain

&t a dlobal lewe| transportation i s acconntabla
of 15%* of global CO, emissions, By comparison,
product transportation reprasents 3% of Garnier’'s
global CO, emissions. Mevertheless, we are
committing to reducing our greenhouse gas
erissions linked to product transportation by
S0% per product by 2050,

Qur hirst area is toimplement greener lanes
for long distance ransportation, for eample we
operated an intermodal lane from our Maxican
Fraircolor Taclory Lo Lhe US by rail repressnting
22% of our shipped volumes.

Cur second areais inked to air transportation,
accounting in 2021 to 0.04%* of cur volurme of
product transportad from our factorias to our
distribution centers, and reprecents 11% of our
0, emissions

il
<

Developing an internal
process to make Sure
that any airfreight is
an-exception, rather
than the norm.

Rai=ing awareness amang
all our amahayess,

46 DR TRE AEVIDAL

Manitaring arogress using
digital toals, enakling our
teams to control and track
all the modes of transgort
e LSe on aweekly bacis,

Manufact uring products
lezally, closa ta aur
market=.

T significantly rechice oo airfreight impact, we

are focusing on four major focus areas:

— Raising awarensss amondg all our employess;
developing an internal process to make sure
that any airfreight is an exception;

— Manitoring progress using digital tools,
enabling our teams to control and track &l the
modas of transport we Lse on a weaekly basis,;

— Manufaciurng products locally, close to our
markets.

AS0URLL IR0 RIPORT
L OFRE TR OF DURLTNERE MAST MARSET TTICANTS TO4F B AIRFaT
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MORESOLIDARITY & INCLUSIVITY Q

Fact
sheet

GARMIER HELPS
UMCERPRIVILEDGED
COMMUNITIES

Adddds

® Uk heburdenrivikoed
communites toaress
sustarable work ik eraoe our supplers
ke team with Nids ared fair Feeme. o mprove ther setainakile
bkl ard support performate and innovate
cLr Bk, and werk rne-changing sobtiors,
crimeankeil aciors.

OLF Gamier communy &
atthe beart of sor een

Bealst jcumey. embocking UNDER-
o misknevery dy and PRIVILEDGED
foskring new nnovatiors. SUPPLIERS

GARNIER | onear [
GARNIER COMMUNITIES GROUP  Blishuitiiio
AND declated b this i
STAKEHOLDERS
ON BOARD IN OUR GREEN .
BEAUTY JOURNEY e Lﬁmﬂaﬁrﬁtﬂ?'
EXTERMAL bueress medel tonarck
i : rcre sLeta bkl ard
ELede retailmockk.

: EXTERNAL
CONSUMERS v~ b ]

our secial
ardernronmental
performance & veriiedby
the robuet andd meclhle
rekrendnt adiors

Ui listerarcderge cur

noreLmers with the mpact Wl oo rrea e with

of enr proclcts threugh remapitsed seterral enperts
Fikamnation frarepae tostrengthenour holdic
ardecitamett, MEGKH.

BOONHUNTES INPOUE [N SR NG GARN B NN BN T AND YHSE
- NEMBERS ERMEAITFROH THE LOREAL GROUP 55 OLEWRITY SOURINGPROGRIN;
SAMERAGE OF d FEOFLE PERFANILY INGIFEC T IHPACTEL 4G
S0P GARNERDHI, CPERRTION, LAES
SYNTERRATICHAL HARFETING TEAM CH0PERH ANENT ENALONEES



1,214-
communities’
impacted

AROMATIC PLANT RICE BRAN OIL
FRERCE THAILAR D

>

OLIVE OIL

ARGAN
MOROICO MORINGA. OIL
|  Am PLASTIC
BEESWAX FOR CHANGE
‘ BURKMA FASO HDIA
SESAME "‘;}%’*‘- GUAR
HICARAGUA  GEREE BEIN MDA
ALOE MAL MENTHOL (™"
e SHEA BUTTER LU
CANDELILLA WAX mEAD
MEKKO COCOA BUTTER (™)
. VORY COAST
BABASSU
MURUMURU
AMAZONIAN NUTS
BRAZIL
SOYBEAN OIL
BRAZIL
PARAGUAY
CARNAUBA WAX
BRAZIL :

"AOUCARTY S0URING COMRUNMES: CORHLRTIES INVOLYED IN SR NG GAPRER INGRELA ENTS AND HRHCSE MEMEERS EERERT
50 FRON THE LOREAL GROUPS SRV SOLPONGPROGRN, THE MUNEER CFIONNURETES 15 EASED ON OURLATEST SULAELE FERDRTS,



MORE SOLIDARITY & INCLUSIVITY

s

COCOA BUTTER

FROM IVORY COAST
Thig project ie promoting
fair trade principles while
supporting the sustainable
cocoa sectorin bvory Coast. This
means minimum order quan-
tities, fair prices for farmers
and direct partnarships with
committed lvorian cocoa
players. Psarticipating tanmers
are committed 1o sustainable
development and implemen-
Lt good praclices o promole
decent work and protect the
arrvirornmeant.

CANDELILLA

FROM MEXICO

The project was launched in 2015,
in partnership with local sctors
spocalised in rural developrment
and agriculture. The candlleros
axtract the wae throughaout the
wear following strict traceability
and sustainable practices leaving
20% of the mature plant to helo it
regensrate, and they only collect
was from plants that are at least
fouryears cld.

ALOE VERA

FROM MEXICO

In 2019, Garnier created 3
Solidanty Sourcing programin
partnership with PROMNATL -
FH&, helping A0 tamilles n the

- Campeche State to adopt orga-
-5 i farming practices, including

afficienbirrigalion @nd il lves
to preserve biodiversity on the
protected reserves surroun
ding their farms. Women's am-
ponarartnent i at the heart of the
project, As Wwomean Ara in
charge of each familyv's farming,
administraticn, logistics and
sales.

BEESWAX

FROM AFRICA

YWifa anahle Shea butter pro-
ducers in Burkina Faso to
diversify their activities and gain
an addificnal revenus stream,
belping to fight against pover-
ty and promote sustainabl e
development, while preserving
shea trees through pollination.
Thanks to the project we have
consolidaled and wpskilled 2
netwecrk of responsilbls beekes-
pers, respecting bee welfars,

ARGAN QIL
FROM MAROCCO

Garnier csupplies ite Argan
ail thronigh a networl gathea-

ring six cooperatives of mora
than SO0 Berber women who

<ollect argan nuts from the

Argania Spinosa forest, an
LUMESCO Biosphere Reserve,
Through our program, we
duarantes tair wages and good
working conditions, helping
the women and their families

Lo dehisve aredler @ooromiu
incke pencence.

SHEA BUTTER
IN BURKIMA FASD

In Burkina Faso, Garnier has
sourced TUUY% of 1ts shea
butter since 2014 to help
aripowar wornen, reduce
snergy poverty and |ower
deforestation. Our current

scurcing pregram helps

dalrver fair pricas and incomes to
wiamen, as well agz pre-finan-
cing crops during the period of
the wear when drain stores are
empty. Importantly, we also
alm to reduce deforestation by
gaining cleansr, more efficient
cookstoves that reduce the
arrount of used wood, helping to
o carbhon emissions.




Menthol

from India

Menthol is derived from a plant named « Mentha Arvensisis,
an aromatic annual herb produced primarily in India. Used

in numerous haircare and skincare products, our menthol is
now part of a Solidarity Sourcing program from the Uttar

Pradesh region in India.

Froducion has sutferad in recent years, both from
the selling of synthetic mint and dus to markeat
rrcer lainly. This bias led o e reduclion of land
mass dedic ated tomint cultivation in this region.

Wiith the support of Kancor and the HCO
S0OL, we have cecured the sourcing of
natural mint and helpad to improvs its social ahd
amvironimental impact.

Wile help farmers and their families, usually
smallholdars, cultivate mint in 2 crop rotation
gystern. Farmers glso leamn to adopt sustainakls
agricultural practices, leading to better yields and
| et water consumption.

SUPPORTING COMMUNITIES
PURING THE COVID CRISIS

200

MIER

*"'.-Jw‘-:'r-.ﬂ_'
FurgActive
Py WL SmE nE e

Mint 15 generally hanvested in Apnl or May then dried
and distilled directhy inthe fislds by steam distillation,
1003 Tueled Ly lelower planl rngll e

Agniculture 1z the farmers’ main source of Income
and food. The specific objoctives of the projects
implamantad by Kancor and supported by SOL
ara’

—  Introciicing sostainable agrcoltoral colfiveation
oractices mainly by setting a new standard of
Earty Mint Technology (EMTY principles deve-
loped by the Indian ressarch institute CIMAP

— lmproving the yvield efficiency and safety of
the mint distillation process, piloting a new
distillation facili ty working at an industrial scale

— Impelementing of Fair lrade principles,
Improving traceability and setting a
guarantesd minimum price and premium for
ualily

— Ensuring legal wages for seasonal workers
and absolute respect of the child lakor laws,




MORE SCOLIDARITY & INCLUSIVITY

Promoting
financial security

in Africa

Garnier is pil oting 2 new micro-assurance service called the
#IMNES PROJECT » to help women farmers producing

our shea butter from Burkina Faso.

Shea butter and shea olein are bwo of the key
Ingradients used by Garmer in 1its formulas for
wegars, Sourcaed in Burkina Faso, where they call
the shea nut tree the tree of 3 thousand virues”

Ciar prograrmms s helping Lo ermpower
woornen and deliver fair prices (with fair trads
certification), enakling these women to sarn a
living in a scasen when thore is ne other source
of incomea.

Throwigh onr Solidarity Sonrcing program we
decided in 2021 to pilot an inclusive insurance

solution in association with AXA among our 218
communities of shea farmers in Burkina Faso.

Arcund the world, B0% of smallholder farmers
are not protected aganst the impacts of climate
change on their crops. This lack of security puts
them at risk of falling inte poverty. The Insurance
Mel Tor Sroelholder s HNES) projecl is desiansd
to reduce thiswvulneralality by offering AXA s
inclusive crop loss insurance and health
incurance products to farmaers. The insurance cost
will ba fairky distributed across the value chain and
insurance iz provided to bheneficiaries with
aimplified procedimes to healp farmears comply with
the program. This inclusive insurance will help the
beneficiaries to overcoms health problems and
crop loss in order to increase their economic
resilience and enhance food security. Farmers
and pickers will be able to reduce their costs,
stabilizing their revenues and improving their
saving capacity by reducing.




MORE SOLIDARITY & INCLUSIVITY

arnier supports
plastics for change®

TO CREATE POSITIVE SOCIAL IMPACT AND HELP FIGHT PLASTIC POLLUTICON

1 We prewvided 20 plas

tic sorap shop owners with
aecass to bank loans by
providing securlty agalnst
thoir keans. This givos thom
aocess o working capital
finance gt low interest ratas.

EMERGEHCY

SERVICES

o » FQRTY

El

2 We trained 130 scrap
shoep workers and waste
collactors. This program
Impreved working condl-
tichns st the corap chepe and
increased the traceakility,
afficiency and sustainabiliby
of the plastls value chaln.

3 We advecsated and
hel ped 144 waste collectors
1o chtsin their socll identity
paaciar, birth certifl sateand
voter |0 We alse providod
85 waste callectors with
Social Sacurity Linkage (3
rEtloen card, health Insuran ce
and poensien). Thiz helps
them access governmeant
benefits and raduces their
vl neratliity

>

4 We strengthen the
financial capacity of 851
rrarginalisad informal wasta
wearker s by provlding them
with financial planning and
finan<al ltemcy servicas.

5 —'Wea improred the hesith
and nutritional status of
1,267 wasle colleclor: by
cvcEhizing haatth camps and
advocacy programs, and
distributing nutrition
supapa e Ly,

B — W heljped L5 cheidren
irmor cane thair knowledge ond
skills with a specialfoais on
rrakhs, science and English.
| hroughout the pandamic,
woe qcdopbed o bplric lecrning
apnroach tohealp children no-
tain access to aducati on.

T — We distribiutad food
and hygiene kits to 293
vulnerable waste collec-
tors, These consishbad of i,
wheat flour. zalt, rice and
pulses, along with & hygiene
kit conzisting of a soan bar,
detergent, sanitary pads,
risinfectant liquid and Grjoid
oS

P OF 4 FEOPLE PR FAHER NDRECTLY INFRCTED
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MORE SOLIDARITY

Local NGOs
and partners

Across the world, Garnier is taking part in action tu promute a
greener world, though local partnerships with NMGOs

and skilled local partners.

)
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TERRACYELE 1

Rhine
GoodPlanet ‘i clean,,

TERRACYCLE

GARMNIER HAS TEAMED

UP WITH TERRACYCLE™

TO RECYCLE MORE

Since 207 Garnier has partnoran
with TarraCyele®with the obje dive
reducing waste by recvdingthings
Lhiail care reclly bard Lo recyole o
can't he recyclor] throtgh local waste
managerment systems, as wellas in-
tegrating waste bhack into consurmear
preducly. Thin porbiiers hip corple-
rnents oair i dng efforts to creatae
a packacing systern that is truby
circular by design, That'swhw itis
irngrorbanl, wenablirng ws Lo ingalen el
opfimizer solutions

- ¢ Recyle

BEHHESA

AGRALE

) HE W TEALRRD

‘;,‘_‘

. 'E'_ - -

CE = >
‘ L = 1

2 e

‘ |

GARNIER INDOMESIA PEARTHNER
WITH E-RECYCLE

Ter paar brar s biipa wilh e-Fecydy, Garnigr
s thia frst beaby brand folannch an
online and offline recycling program

i Indonesim endorsed by the Ministine
of Envirenmnment Lo Labg Goror ele slopns
i the fig ht Aagainst pladic wase in
Indonesia. The recyding program

apps hawe been downl caded more
Lhpzarn 120 3000 Lirniss orid grighaled Lhig
racycling of TR tons of incrgani waste,
mchiding plastic, paper, glass, and metal
in 20 Through e-Racwcla apps, we
alwe paror noba Lhe cirou s ecenoniy Lo
crratrvalim fromwaste and Ardand its
useful e,

55
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GARNIER team
b P complabud
TRAMMG AN LTS
THEAETRHEEL T

TEAM TRAINING :

l

'— Oreen Shodls

OMILINE YIDEDS FOR 1ER COMERS

— OrenPays

EVERYYEAR

— bl preensleps

LEARN ABOLIT THE PLANETARY
CHALLENGES WE ADDRESS

— W@a%
dih

AN ORTING
CEMTER WIS

— Clidle Trest

RARSING A00A RERESS ON CLIMATE CHANEE

A DIVERSE, COMMITTED
GARNIER TEAM HEADING UP
THE GREEN BEAUTY JOURNEY

The ca-craatian of ouf Groen beauty sthatany
pairad with 3 globsl dpskilling of sl G3rniar féatms
Wie started wikh Grean Shootsin 2020, 3 serfgsof
conferancas on slstainabllity saies with exter-
riak speskars Thar curtesrms: Tolléwad training on
recyclabiiity, webinars on watef, dimate changa:
picdiretzityand resource challanges and the
Chmate Frezlk withthe ton-profitto galh s deeper
urdlerstanding of dimate change and it impticatong

B LA NG HEXNID & NS G POLR OFAES
TALITOR R PESFGRDENTS N 3 FNER E AR W ORIAVICE

A THER
“* DEPARTMENT IS ENGAGED

IN OUR SUSTAINABILITY
JOURNEY*

©FRESK 67%

NI ERMANILMNA
77% GARNIER
OFWOMEN HEADQUARTERS

fiar-elr bsiness [ HHIE wa, e are ermeeting &l
Srtastm mernbers with tha skillsand tocls thiay nead
T accelemte ouf franzTormation and make avansona
aFuEEREEHy charmoion,

Woate vary proud of eur emplevess, shd
snale therm fo laad the way to mors sustainable
Beaity b giving ther the powet to sreste-true
sustainable innovations it & divarse, Inclushoe
anviranment. QU steening cammittes iz alss
oyallated on [t sustainabiliby parfarmarce,
confirming Sreal effort and dadication to this
rriszion



Progress report

audited by

external auditor

This progress report provides an overall summary of our progrecs
across our five major Green Beauty focus areas. The figures and
activities related to each focus area are shared in detail in the
pages of this report. Deloitte has expressed limited assurance on

the indicators identified by this sign &;.

Please refer to the methodological note below
and 2021 Aszsurance Report published in the
"Fublications™ av alakle at;

wisvw. loreal.com and www. loreal-finance.com

Eco-deslgned products: Thess are products

Ll dre irnperowed wilhn gnew o renovaled formmulz
anddfor packaging (scluding sulb-contracting
and regulatory developments as well as unsold
products, products developed but not yvet
producad and promotional products) Their social
ar emvironmeantal impact is improved using our
SPOT {Sustainable prochiict Optimisation Tool
methodology, based on criteria such as areen
chemistry. renewakility, biodearadakility, ecotoni-
city recycledmatenal and end-of-life manage ment,
conftribution to communities, transparenay and
accessibility:

For cardboard boxes and paper product
s instructions, our sustainably managed forest
certifications includs F3C*? {more than 30% by
wolurrie) FEFC arid SF1.

Sustainable industrial sites: Qur sites ars
the 21 factories producing Carnier products
among others, and the 20 L'Oréal Group mass
market digtribution centers. The shvironmental
footprint of the Garnier unite produced ic the
resilt of the anvironmeantal fontprint of each
plant manufacturing Garnier products in
proportion to the Garnier units produced, and the
emvironmeantal footprint of gll UOréal distnbution
centarsin proportion to Garnier units produced.

Greenhouse gases: Our CO, emis-
sions are calculated in line with the concepts
defined by the GHG protocol and monitored
according to the market-based C02 indicator. Ciur
amission factors are generally those of our
suppiens 1§ these me unbrnown, we use regiongl fao-
tors or those of the |EA 2015, For conyparalality, the
CClz ermissions data for the 2005 and 20192 bassines
has boon updated inlight of theose rules (recalou-
|atad on tha basis of a constant scopal

Carbon neutral: & cite can claim the ctatus of
A carbon nentral site if it meeats the following tunn
requirements:

* Direct COy (Scope 13 = 0 with the exception

of gas used for catering, the fuel oil used for

sprinkler tests, fossil energy consumptions
during maintenance of on-site renewable
facihities, and coolant leaks it they are lower than
130 tons ofCDzeq.f}rear.

+ ndirect ':302 uging the market-tbased method
(Soops 2 -0

A "“Waterloop factory” concept consists
in using public water supplies only for
hurman consumption and for the producton of high
aquiality water uzed 3¢ a raw material for product
rmantifachire All the water recinred for indistrial
processaes such as cleaning equipmeant and steam
production is derved from water that is reused or
recycled in aloopon site,

The 2005 reference data for water withdranwasl
and waste generation used to calculate the
difference between 200% and 2021 comes from
plants and distnibution centers that werein place in
209 and already existedin 2005, For comparabiling,
veddler wilbidr sl god wasle genesration for e 2009
razeline hawve been recalculated on the basis of a
constant scope

Waste: Since 2021, woste generation nolonger
include the sludos generated by the wastewatar
tragtmeant plants of the L'Oréal Group cites.

Energy: the eneragy prodiiced by the heat
pumies and by geothermal facilities is no longsr
countedin the total energy consumction of the
L'Oréal Group sites; the energy necessary for the
aperation of these equipments is included in the
enerdy consumption of L'Oréal Group sites

Solidarity Sourcing communities: Communities
I oklved In supphing Garmer ingredients and
whose members benefit from the UOréal Group's
Solidarity Sourcing program. The numiber of
ourre i iiesis bagsed on our laleslavalable repor s
{2020 or 20213

Deloitte.
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