Zapadoceska univerzita v Plzni

Fakulta filozoficka

Bakalarska prace

2020 Anna Pribanova



Zapadoceska univerzita v Plzni

Fakulta filozoficka

Bakalarska prace
The translation of a selected text from the field
of the cosmetic industry with a commentary

and glossary

Anna Pribanova

Plzen 2020



Zapadoceska univerzita v Plzni
Fakulta filozoficka

Katedra anglického jazyka a literatury
Studijni program Filologie
Studijni obor Cizi jazyky pro komeréni praxi

Kombinace angliétina — ném¢ina

Bakalarska prace
The translation of a selected text from the field
of the cosmetic industry with a commentary

and glossary

Anna Pribanova

Vedouci prace:
Mgr. Renata BoCkova
Katedra anglického jazyka a literatury

Fakulta filozoficka ZapadoCeské univerzity v Plzni

Plzen 2020



Podékovani
Rada bych timto podékovala vedouci své bakalarske prace,

Magr. Renaté Bockove, za jeji cenné rady a Cas, ktery mi vénovala.



Prohlasuji, ze jsem praci zpracovala samostatné a pouzila jen uvedenych

pramenu a literatury.

Plzen, kveten 2020



TABLE OF CONTENTS

I [ {0 Yo 16 Lo 1T o 1R 1

2 Theoretical part

2.1  The process of translating............cccoooooiiiiiiiiiii 2
2.2 Levy's three phases of translating.............cccoooooviiiiiiieen, 3
2.3 Methods of translation...............ouciiii i 4

3 Practical part

3.1 Translation of the text............co i 6
3.2 Commentaryonthetext...........ccccc 42
3.3 Glossarytothe text........coouiiiiiiiiii 46
4 CONCIUSION.....cciiiiiieieeeee e 48
5 ENANOES... .o 49
6 BibliOgraphy.......oooueeeiii 50
T ADSIAC. ... 51
8 RESUME. ...ttt eeeeanaans 52



1 INTRODUCTION

This bachelor thesis deals with the translation of a selected text from
the field of the cosmetic industry and is supplemented by commentary

and glossary.

The topic of the thesis was chosen on the basis of the author's interest

in the translation of a source text written in English and of this specific
field. The thesis is divided into two main parts, theoretical and practical.
The theoretical part is divided into three parts which include a brief theory
that focuses on the process of translating, phases of translating according

to J. Levy and a brief theory that deals with methods of translation.

The practical part contains a translation of the English source text into
the Czech language. The translated text is subsequently accompanied
by the glossary and commentary. The commentary to the translated text
includes macro and micro approach analysis, which describe translating

procedure and define some features of the source text.

The last part of the practical part is a glossary which is alphabetically
arranged. The glossary includes words related to the topic and which

occur in the source text.



2 THEORETICAL PART

2.1 The Process of Translating

There are four levels of translating procedure according to P. Newark.
The translator uses these four levels consciously during his work of

translation.[1]

The textual level

This means the level of source language where the translator begins

and keeps going back. The base level when translating is the source text.
The translator makes intuitively certain modifications of the source

language grammar into the target language equivalents.[2]

The referential level

The referential level is the level of everything in reality or imagination
and its objects or events, which translator has to visualise. [3] It means
the translator should not read the text without making up it in his or her
mind. Whether the source text is economical, technical or juridical,

a translator should know what it is about. [4]

The cohesive level

The cohesive level is more general and grammatical. It traces the positive
or negative tones of feelings and mood of the source text and follows its
thoughts.[5] It follows the structure, links the sentences and thoughts

with known information or new information through connective words. [6]

The level of naturalness
The level of naturalness is a generalised level, where natural usage is
grammatical as well as lexical. Natural usage consists of range of idioms

and styles determined by the text and its setting.[7]



2.2 J. LEVY'S THREE PHASES OF TRANSLATING

There are three requirements when translating according to J. Levy:

Understanding of the source text

The writer of the original text need to understand the reality, which he
depicts in his work. The translator is required to understand the original
text which he or she translates to the target language. It is important

for a translator to be a good reader to do a good and adequate
translation. [8] The first level of this phase in understanding of the source
text is to understand the text from the philological point of view.

The translator should be capable to recognize author's intention

and know which language mean to use for achieving a specific value. [9]

Interpretation of the source text

It is necessary to understand the topicality which is hidden in the text
and correctly specify the meaning of these expressions.[10]

The correct interpretation is required of the author of the original text. [11]
Expressions in the source language can have wider range of meanings
comparing to the target language. The good translator has to understand
which meaning the original author intended and the translator has

to choose appropriate variant or specify meaning.

Rewording of the source text

The translator need to have a stylistic talent for a valuable rewording

of the original text to the target language. Three main questions solving
problematic translating: relation between two language systems, traces of
the original text language in stylization of the translated work and tension
in the style of the translation which is caused by the process of translating
of the idea to the target language because the idea was created

in a different language. [12]



2.3 METHODS OF TRANSLATION

A translator uses many different methods of translation during translating
process from source language to the target language.

Canadian linguists Jean-Paul Vinay and Jean Darbelnet have defined
seven different methods of translation when there is no equivalent

in the target language. [13]

There are these traditional methods of translation according to
D. Knittlova:

Transcription and Transliteration

The lexical items and expressions from the source language are
transcribed into the target language. The similarity of its pronunciation

is maintained. The transcripted units are written differently in diverse
languages and they are pronounced the same way.

The transcribed units does not maintain the same nor similar
pronunciation during the transliteration process from the source language

into the target language. [14]

Calque
The calque method is when during translation process the language unit

of the source language is literally translated into the target language. [15]

Example:
Cold War — Studena valka
credit card — kreditni karta

skyscraper — mrakodrap



Substitution
One expression is replaced by another expression which is equivalent
to it and in the same grammatical slot. The noun can be replaced by

pronouns. [16]

Transposition
This method preserves the character of the expression. There are
necessary changes of its word category, structure, and some parts of

the speech change its sequence. [17]

Modulation

The modulation reverses the point of view of the statement and makes
the change in semantics. [18]

Example:

“It is not long — It is short”

“This is not new — This is old*“

Equivalence
The meaning through this method is expressed by a different expression.

Equivalence is often applied to idioms and proverbs. [19]

Adaptation
The adaptation method is applied when the expression does not have
equivalents. The source text has to be translated to make the target text

suitable for readers from different country and regions. [20]



3 PRACTICAL PART

3.1 Translation of the Text

Sharing Beauty With All (Sdileni krasy se vSemi):

Zavazek udrzitelnosti spole€nosti L'Oréal

V ramci programu udrzitelnosti Sharing Beauty With All spoleCnosti
L'Oréal, ktery byl zahajen v roce 2013, si spole€nost stanovila do roku
2020 Fadu hmotnych zavazku. Resi vechny jeho dopady a zapojuje cely
svUj hodnotovy fetézec od navrhu vyrobku po distribuci - v€éetné
vyrobniho procesu a ziskavani surovin. Tyto zavazky jsou organizovany
do Ctyr pilifa: udrzitelna inovace, udrzitelna produkce, udrzitelny Zivot

a sdileni ristu se zaméstnanci, dodavateli a komunitami, se kterymi

L "Oréal spolupracuje. L'Oréal kazdy rok kvantitativné méfi svij pokrok

a véem poskytuje vysledky. L Oréal udrzuje neustaly dialog se svymi
zainteresovanymi osobami, aby sdilel svou strategii udrzitelnosti

a spoluvytvarel své iniciativy. Tento program udrzitelnosti spolu se svym
silnym zavazkem k etice, taktikou podpory rozmanitosti a zaclenéni,
svymi dobro€innymi aktivitami (provadénymi s podporou Nadace L'Oréal
a jejimi znaCkami) umoznuje spole¢nosti se podilet na 14 ze 17 cilu
udrziteIného rozvoje, které byly definovany Organizaci spojenych narodu
(United Nations) v roce 2015.

Nizky rust uhliku: nova ambice

Zména klimatu je naléhavym globalnim problémem a jeji nasledné
dopady vyzaduji okamzité jednani. S odhodlanim vytvofit dikladné
zmény vUCi nizko-uhlikovému obchodnimu modelu se spole¢nost L'Oréal
zamysli hrat vyvolavaci roli, aby aktivné pfispéla a promluvila o této

Vyzve.



Snizeni emisi CO;: globalni strategie

Spolecnost L ‘Oréal se snazi snizit uhlikovou stopu ve vSech svych
vyrobnich zavodech dvojim pfistupem: zlepSovanim energetické ucinnosti
a vyuzivani obnovitelnych zdroju energie (viz strana 22).

Timto zplsobem spole¢nost v roce 2005 snizila své emise sklenikovych
plynd, pfiéemz ve stejném obdobi zvySila produkci o 38 %. Ve srovnani

s rokem 2016 také sniZila uhlikovou stopu svych administrativnich budov
a vyzkumnych stfedisek o 18 %. Celkové 38 areall dosahlo v roce 2018

uhlikové neutrality.

Za ucCelem vyvazeni zbytkovych emisi souvisejicich s vyrobnimi

a logistickymi €innostmi, v€etné vlastnénych a provozovanych mist,

do roku 2020 spole€nost pokracuje v rozvijeni projektd svych ambici
ohledné bilance uhliku. To zplUsobuje narust uhliku skrze ramec
udrzitelnych dodavatelskych fetézcu. Tento program zavedeny v roce
2015 umoznil spole€nosti se vyhnout 59 341 tunam emisi CO,
ekvivalentnim (teq CO,) v roce 2018, ve srovnanim s 45 291 teq CO, z
roku 2017.

Snaha spolec¢nosti chranit klima je uznavana. V roce 2018 a jiz poSesté
ziskala spolec¢nost hodnoceni ,A“ od spoleCnosti CDP za své cCiny,

zavazky a podnéty v oblasti zmény klimatu.

Realizace schvalenych zavazku zalozenych na védeckych cilech
Zalozeno spolecnosti CDP, Organizace spojenych narodi: Global
Compact, Svétovy institut pro zdroje (World Research Institute)

a nevladni organizace WWF, Science Based Targets (SBT) iniciativy, se
snazi povzbudit podniky, aby se zavazaly k dobrovolnému pfechodu

na nizkouhlikové hospodarstvi v souladu s Pafizskou dohodou. Iniciativa



SBT vytvofila ramec, ktery Zada spolecnosti, aby dlouhodobé zapojily
cely svlj hodnotovy fetézec, a hodnoti akéni plany podnikl v oblasti

klimatu.

V roce 2018 zacal L'Oréal realizovat své noveé zavazky schvalené SBT
do roku 2030. Tyto zavazky byly schvaleny na konci roku 2017, a proto
odpovidaji trajektorii, ktera umozni, aby globalni oteplovani zustalo pod

2 °C, jak vyzaduje Pafizska dohoda.

Timto zplsobem se spoleCnost L'Oréal zavazala snizit své celkové emise
sklenikovych plyna (rozsah 1, 2 a 3) v koneénych Cislech 0 25% ve
srovnani s rokem 2016. To zahrnuje jak ty, které jsou produkovany pfimo
spolec¢nosti, tak ty, které nejsou produkovany pfimo, napfiklad
prostfednictvim Cinnosti svych dodavatelt nebo spotiebitell pfi pouzivani

svych produktd.

Do roku 2025 dosahly uhlikové neutrality vS8echny vyrobni, administrativni
a vyzkumné zavody spolecnosti L Oreéal.
(L'Oréal Progress Report 2018)

Rok 2018 v péti kliCovych €islech
-77 % - Spole¢nost L 'Oréal snizila emise CO, svych zavodu
a distribu€nich center v konecnych Cislech o -77 % ve srovnani s rokem

2005, zatimco ve stejném obdobi zvySila objem vyroby o 38 %.

79 % produktd uvedenych na trh v roce 2018 ma zlepSeny svuj socialni
nebo environmentalni profil. Vzdy, kdyz je produkt vytvofen nebo
zmodernizovan, se zohledriuje jeho pfinos k udrzitelnosti kromé vykonu

a ziskovosti.



63 584 - Pocet lidi ze znevyhodnénych komunit, ktefi ziskali pfistup
k zaméstnani prostfednictvim jednoho z programu L ‘Oréal. Nasim cilem
do roku 2020 je dosahnout poc¢tu 100 000 lidi.

88% - Podil znaCek spole¢nosti, které provedly posouzeni jejich dopadu

na zZivotni prostfedi a socialni dopady.

V roce 2018, jiz potfeti za sebou, ziskal L Oréal trojnasobné hodnoceni
»A%, nejvyssi skore za tfi kliCova témata ochrany klimatu, udrzitelného
hospodareni s vodou a zabranéni odlesnovani. L'Oréal je tak jedinou

spoleCnosti, ktera ziskala trojnasobné skore ,A“ béhem tfi let.

Redakce

V roce 2018 jsme pokracovali v dukladné transformaci nasi spoleCnosti
na ¢im dal tim vice odpovédnéjsi a udrzitelnéjSi obchodni model. Jsme
plné angazZovani ve snaze dosahnout vysoce ambiciéznich cili naseho
programu Sharing Beauty With All do konce roku 2020. Tento program
zahajeny v roce 2013 feSi vSechny nasSe dopady v celém nasem

hodnotovém retézci.

Nas nejrychlejSi pokrok se zaméfil na nas prechod k nizkouhlikovému
obchodnimu modelu. Zejména jsme v letech 2005 az 2018 snizili emise
CO; v nasich zavodech a distribu¢nich centrech o 77 %. Zaroven se nase
vyroba zvysila o 38 %. Timto zpisobem dokazujeme rok co rok, Ze je

mozné kombinovat rist a sniZzovani dopadu na Zivotni prostfedi.

Abychom znovu potvrdili na$ neuprosny zavazek pfijmout opatieni

v oblasti zmény klimatu, stanovili jsme si do roku 2030 jesté nové
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ambicioznéjsi cile v ramci iniciativy Science Based Targets (viz strana 7).
Tyto zavazky jsou v souladu s trajektorii 2 ° C, ktera je definovana

Parizskou dohodou.

Soucasné je nasi ambici stat se soucasti obéhové ekonomiky. | v tomto
ohledu dosahujeme pokroku v zachovani pfirodnich zdroja, napfiklad
vody. V roce 2018 se tfi z naSich zavodu staly ,suchymi tovarnami®,

coz znamena, ze 100 % vody pouzivané pro primyslove ucely je
recyklovano a znovu pouzito v uzaviené smycce. Kromé trvale
udrzitelngjSiho vyrobniho procesu nadale zlepSujeme profil nasich
vyrobku, aby spotfebitel nebyl nucen volit mezi krasou a etikou. V roce
2018 meélo 79 % nasich novych nebo zmodernizovanych produktu lepsi

socialni nebo environmentalni profil.

Timto zplsobem neustale zlepSujeme biologickou rozlozitelnost nasich
pripravkl a ziskavame prirodni slozky z udrzitelnych zdrojd. Optimalizace
nasich obalu je jednoznacné prioritou. Do roku 2025 bude 100 %
plastovych oball spole€nosti L'Oréal znovu naplnitelnych, opakované
pouzitelnych, recyklovatelnych nebo kompostovatelnych. Jinde
pokryvame stale vice aspektl nasSeho fetézce hodnot. Rozhodli jsme se
také roz$ifit nade iniciativy navrzeni na8ich obchodd a reklamy v misté

prodeje prostrednictvim nasi nové ambice ,Udrzitelny maloobchod®.

Kromé tohoto konkrétniho pokroku je nyni spole¢enska odpovédnost
klicovym prvkem méfeni a hodnoceni vykonnosti celé skupiny L'Oreal

a jejich lidrd. To je hlavni strukturalni vyvoj. UdrzZitelnost byla samoziejmé
jiz zcela zaintegrovana do strategie spolecnosti. V sou€asnosti se
transformace nasi organizace stava povinnosti kazdého. Aplikujeme

stejné narocné pozadavky na socialni, spoleCenské a environmentalni
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¢innosti jako na hospodarské a finan¢ni vysledky. Dikazem toho, Ze Cast
mého bonusu stejné jako ¢ast bonusu naseho managementu, je zavisla

na dosazeni téchto cild.

Cely nas pokrok byl znovu uznan. Jsme jedinou spolecnosti na svéte,
ktera jiz tfetim rokem ziskala nejvy$si mozné hodnoceni trojité ,A“,

od CDP, nezavislé mezinarodni organizace pro srovhavani.

V oblasti rovnosti Zen a muzd jsme byli klasifikovani spole€nosti Equileap
jako spoleénost nejvice genderové vyvazena v Evropé a jsme na druhém
misté celosvétové mezi vice nez 3 000 podniky. Nakonec jsme poprvé
dosahli prvniho mista v indexu etické reputace Covalence EthicalQuote
ve vSech prumyslovych odvétvich. Toto hodnoceni zahrnuje 581

nejvétsich zaznamenanych spolecnosti na svéte.

Tato uznani jsou vysledkem odhodlani vSech nasSich tyma. Motivuji nas,
abychom se dostali co nejdal a mnohem rychleji. Praveé tato filozofie nas
vzdy vedla. Od poc¢atku naseho programu jsme si stanovili velmi
ambicidzni cile pro rok 2020. A udélali tak, aniz bychom vzdy védéli, jak
jich pfedem dosahnout. Byli jsme v8ak pfesvédcCeni, Ze nas to zavazalo
k vytvofeni co inovativnéjSich a velmi pfelomovych feSeni. Dokazeme
splnit vétSinu téchto cild. Pro ostatni bude tato cesta o néco delSi. Diky
nasemu vytrvalému odhodlani k jejich dosazeni nas vedlo k tomu,
abychom pIné pfetvofili zpusob, jakym provadime praci, od navrhu

novych produktl po jejich distribuci, v€etné vyroby a ziskavani surovin.

Tento pokrok doprovazela zmeéna struktury, takze iniciativy provadéné
v ramci nadeho programu ,Sharing Beauty With All“ a iniciativy Nadace

L'Oréal bude vzdy dohliZet jedno vedeni, které je pfimo spojeno se mnou.
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Tyto synergie zaruCuji soulad mezi pfikladnymi obchodnimi €innostmi
a pfikladnym pozitivnim pfinosem pro spole¢nost. Jeden nemuze

postupovat bez druhého v nasi vizi globalni firemni odpovédnosti.

Nicméné, abychom opravdu udélali skute¢ny rozdil, vime, Ze nestaci
pouze transformace nasi spole¢nosti. Komunikovat diraznéji

o udrzitelnosti se zakazniky je také nasSi odpovédnosti. Znasobujeme
nase iniciativy, napfiklad kamparn , Trions en Beauté“ (,Pojdme recyklovat
v krase“) zahgjena ve Francii a podporovana nasimi riznymi znackami.
Cilem je vysvétlit, jak rozliSit hygienické a kosmetické produkty. Pokud je
konecCné gesto k recyklaci nezbytné nutné pro spotrebitele, musi
spole¢nost hrat roli pfi inspirovani lidi, aby tak jednali a doprovazeli je

v jejich usili. NaSe znaCky musi ozivit nasi vizi krasnéjSiho svéta.

Nase iniciativy podstupujeme v ramci deseti principt OSN ,,Global
Compact*jiz témér 20 let a od roku 2015 také pfispivaji k dosazeni cill
OSN v oblasti udrzitelného rozvoje. Jsme si védomi toho, Zze abychom
vyfeSili zavaznost sou€asnych vyzev, nemizeme jednat samostatné.
Proto spojujeme sily, abychom se podileli na transformaci naseho
sektoru, a vytvafime externi partnerstvi s vice zu€astnénymi stranami,
v€etné nevladnich organizaci, zaCinajicich podniku, podnikovych
organizaci a dodavatelti. Cim vice z nas podnika kroky v tomto ohledu,
tim mnohem vice nasich iniciativ umisténych vedle sebe pfispiva

k dosazeni hmotného pozitivniho rozdilu.

Délat vSe co je v naSich silach, abychom byli pfikladnym vidcem, je naSi
posedlosti. ProtoZe spole¢nost L 'Oréal bude i nadale vysoce vykonnou
spolecnosti pouze tehdy, bude-li vytvaret udrzitelny rist a zarover

vytvaret sdilenou hodnotu. Podstoupili jsme a zrealizovali nékolik iniciativ,
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ale musime spole¢né urychlit nase usili v souvislosti s klimatickou krizi.
Je to moralni podstata - musime jednat. Jsme rozhodnuti tyto vyzvy reSit
v celosvetovém méfitku. Je to podminka spojena s dlouhodobym
uspéchem spolecnosti a ochranou nasi planety. Nase budoucnost jako
ob&anul svéta zavisi na rovnovaze.

(L'Oréal Progress Report 2018)

Snizeni dopadu obsahu slozeni na zivotni prostredi
Do roku 2020 bude mit 100 % produktu spole¢nosti L ‘Oréal zlepSeny
environmentalni nebo socialni profil, zejména diky zlepSeni

environmentalniho profilu vyrobkd.

Zlepseni biologické rozlozitelnosti v receptuie produkti

L'Oréal provadi hodnoceni zivotniho cyklu za u¢elem méreni dopad
svych produktd na Zivotni prostfedi po mnoho let. Tyto studie zdurazniu;ji,
Ze voda je jednim z hlavnich vlivl na Zivotni prostfedi, zejména voda

vypousténa spotrebitelem béhem oplachovani, kdyz byl produkt pouzit.

Tymy spolecnosti L "Oréal se proto zaméruji na zlepSovani
environmentalniho profilu receptury produktd dvéma zplsoby: zlepSovani
biologické rozlozitelnosti obsahu slozeni, {j. jejich schopnost pfirozeného
rozlozeni mikroorganismy a snizovani jejich vodni stopy, coz pfedstavuje

dopad produktu na vodni prostredi.

Eko-designovy nastroj pro receptury

L'Oréal roztfidil vSechny produkty které vyrabi (Sampony, péce o viasy,
styling, barvy na vlasy, sprchové gely, péci o plet, deodoranty, opalovaci
krémy, make-up, parfémy atd.) podle vyhody, které spotrebitelim

nabizeji. Spole€nost vymezila 145 produktovych kategorii a provéfila vice
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nez 40 000 vyrobnich receptur. Kromé toho vytvofila nastroj ekodesignem
s cilem zlepsit environmentalni profil pfipravki a zaroven zachovat stejné

vyhody pro spotrebitele.

Tento nastroj je integrovan do nastroje pro hodnoceni produktl skupiny
SPOT (viz strana 28) a pouzivan vSemi jeho tymy pro obsah slozeni

produktu.

Mezi nové produkty uvedené na trh v roce 2018 maiji vyrobky napfi¢
riznymi znackami spole¢nosti s obsahem slozeni s biologickou
rozloZitelnosti vy3Si nez 98 %. Patfi mezi né napfiklad vyhlazovaci
oSetreni Color Herbalia od Garnier, Dercos Nutrients Nutri Protein Mask
od Vichy, Matrix Biolage R.A.W. Rebalance kondicionér a pletova maska

od Shu Uemura.

Celkové spolecnost L'Oréal zvysila praimérnou miru biologické
rozlozitelnosti vdech svych Samponud prodanych v roce 2017 na 91 %

a sprchovych gelt na 89 % (v porovnani s 87 % v roce 2016).

Uznané vysledky

Tato vylepSeni obsahu slozeni produktu se sniZzenou spotfebou vody
dosazené na vyrobni urovni (viz strana 23), umoznila spoleCnosti L'Oréal
ziskat hodnoceni od CDP skoére ,,A“ pro firemni vykonnost v oblasti
udrziteIného vodniho hospodafstvi v roce 2018, nejvysSi moznou uroven,
jiz tfetim rokem.

(L'Oréal Progress Report 2018)
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Respektovani biologické rozmanitosti

Do roku 2020 bude mit 100 % produktu spole€nosti L'Oréal zlepSeny
environmentalni nebo socialni profil. K dosazeni tohoto cile skupina
podporuje pouzivani obnovitelnych surovin, které jsou ziskavany

udrzitelnym zpusobem nebo pochazeji ze zelené chemie.

Uprednostnovani vyuzivani obnovitelnych surovin

Dnes je 59 % surovin spolecnosti L "Oréal (podle objemu) vyrobeno

z obnovitelnych zdroju a je z velké &asti rostlinného puvodu. Spolecnost
pouziva pfiblizné 1600 surovin z téméF 340 druhd rostlin pochazejicich

z pfiblizné stovky zemi. Nékteré vyrobky uvedené na trh v roce 2018
obsahovaly vice nez 97 % obnovitelnych surovin. Patfi mezi né napfiklad
Huile de Beauté La Provengale Bio, Fleur de Figuier desinfekce na ruce
a nehty znacky Roger & Gallet, vyzivujici a rozjasnuijici Cistici gel

s olejem od znacky Lancéme a Aura Botanica Baume Miracle od

Kérastase.

Vyrobci pfipravkl spole¢nosti L 'Oréal se dlrazné vybizeji k pouzivani
slozek, které jsou bud: trvale udrzitelné; nebo pfipravené za pouziti
principu zelené chemie, tj. prostfednictvim procesu, které snizuji pocet
stupit chemické syntézy, jakoz i spotiebu rozpoustédel a energie.

V roce 2018 bylo 27 % surovin, které spolec¢nost L ‘Oréal (podle objemu)

pouZzila ve svych recepturach, bylo vyvinuto podle zasad zelené chemie.

Posileni metodologie udrzitelného zajist'ovani zdroju
V roce 2018 spoleCnost L ‘Oréal pokraCovala v provadéni politiky
udrzitelného zajistovani zdroju obnovitelnych surovin a posilovala ji

za podpory nevladni organizace Rainforest Alliance.



Tento pfistup je zalozen na Ctyfech zasadach:

na zaruceni sledovatelnosti surovin, tj. na znalosti ptivodu rostliny
a zeme, ve které byla vypéstovana, hodnoceni socialnich

a environmentalnich problému s dodavateli v kazdém sektoru

a ovéreni, zda jsou dodrzovana tato kritéria:

- pracovni podminky musi byt v celém dodavatelském fetézci vhodné
a bezpecné v souladu s lidskymi pravy a zasadami stanovenymi

Mezinarodni organizaci prace (International Labour Organization)

- jsou overeny rovné prilezitosti a nulova diskriminace mezi vyrobci

a je podporovano posileni postaveni zen

16

- péstovani a sklizen plodin musi pfispivat ke zlepSeni obzivy producentd

a respektovat tradi¢ni znalosti o biologické rozmanitosti v souladu se

zasadami Nagojského protokolu

- postupy péstovani a sklizné chrani biologickou rozmanitost, zejména

lesy

- byly zavedeny udrzitelné nizkouhlikové zemédélské postupy

- nechat cely tento proces ovéfit nezavislou treti stranou za ucelem

méreni pozitivniho dopadu programu na prisluSna odvétvi.

Optimalizace baleni
Do roku 2020 bude mit 100 % produktu spoleénosti L'Oréal zlepSeny
environmentalni nebo socialni profil. Optimalizace baleni je nezbytna

pro dosazeni tohoto cile.
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Od roku 2007 provadi spole¢nost L'Oréal zodpovédnou politiku baleni
zalozenou na tfech pilifich, znamych jako ,tfi R“: respekt, redukce

a nahrada. Spolecnost pouziva globalni, systematicky proces

s ekodesignem pred navrhem produktu, pro baleni hotovych vyrobki

a také pro baleni pouzivaného béhem pfepravy. L’Oréal v roce 2015
rozSifil tento proces zahrnutim reklamnich materialt v misté prodeje.
Systematicky analyzuje environmentalni profil svych oball pomoci SPOT

nastroje pro ohodnoceni produktd od spolecnosti L’Oréal (viz strana 28).

Respektovani zivotniho prostredi

U oball z papiru, lepenky a dfevnych vliaken si spoleénost stanovila cil
pouziti materiall pouze ze zodpovédné obhospodarovanych lesu, kde je
biologicka rozmanitost chranéna (FSC nebo PEFC). V roce 2018 bylo
certifikovano 100 % papiru pouzitého na navod k pouziti produktu, 99,9 %
kartonu pouzitého pro baleni vyrobku a 93 % papiru a kartonu pouzitého
na reklamni letaky. Od 1. ledna 2018 spole¢nost nepouZila pfi zhotoveni
produktl Zadny material obsahujici PVC.

pozn. FSC — lesni certifikace, PEFC — ekologicka cerifikace lesa

Snizeni a optimalizovani zdroju

DalSi velkou pfilezitost k vylepSeni pfedstavuje navrh baleni, tak aby
méla optimalni velikost a hmotnost za pouZiti men§iho mnozstvi zdroju,
vCetné téch s velkymi rozmeéry a znovupouzitelnymi obaly. Timto
zplUsobem v roce 2018 spolednost snizila hmotnost lahvi Garnier

,Micelarni voda*“v Asii 0 22 %, coz pfedstavuje usporu 35 tun PET plastu.

Nahrazeni materialti udrzitelnéjSimi alternativami
L'Oréal nahrazuje konvencni materialy alternativami z recyklovanych
nebo obnovitelnych zdroju (recyklovanych materiall nebo materialu

z biologickych zdrojl) pfi kazdé mozné pfileZitosti.
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Spole€nost v roce 2018 nahradila nedotCené materialy 8 705 tunami
recyklovanych materiala (PCR), coz je 0 19 % vice nez v roce 2017.
Tento pokrok je primarné vysledkem usili spoleCnosti o zaClenéni
recyklovanych materialt do plastové soucasti obalu s naristem o 38 %

ve srovnani s rokem 2017.

Utvareni strategickych partnerstvi

Odhodlana podporovat vyvoj inovativnich feSeni pro recyklaci plastu
spole¢nost L'Oréal spolupracovala se spole¢nosti LOOP v ¢ervenci 2018
s cilem zvysit objem recyklovanych potravinarskych PET plastu, které
dodava. Tato spoluprace nedavno pfispéla ke spoleCnému vytvoreni
konsorcia v roce 2017 se spolecnosti Carbios a k vyvoji a industrializaci

enzymatickeé bio recyklacni technologie.

V roce 2018 L'Oréal sdilel svou metodiku optimalizace oball vyvinutou
pomoci SPOT v ramci iniciativy SPICE. Spolecnost se také ucastni

na uvahach vedenych nadaci Ellen MacArthur Foundation v ramci
iniciativy New Plastics Economy. V lednu 2018 spoleCnost L'Oréal
oznamila novy zavazek - do roku 2025 bude 100 % plastovych oball
znovu naplnitelnych, znovu pouzitelnych, recyklovatelnych nebo
kompostovatelnych.

pozn.: konsorcium - sdruzeni podikatel( pro dosazeni spole¢ného cile

Dosazeni nulového odlesnovani

V ramci politiky nulového odlesnovani spolecnosti L “Oréal publikované
v roce 2014 se spoleCnost zavazala, Ze nejpozdéji do roku 2020 nebude
Zadna z prisad Ci surovin pouzitych v jejich produktech spojena

s odlesnovanim.

Od roku 2007 provadi spole€nost L ‘Oréal akCni plany s cilem zajistit
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udrzitelné zasobovani surovinami, které mohou byt pfiCinou odlesnovani.

Palmovy olej, derivaty palmového oleje a derivaty palmového jadra
L'Oréal nakupuje rocné méné nez 370 tun palmového oleje. AvSak to
zpusobuje spotiebu ekvivalentni pfiblizné k 71 000 tun palmového oleje
z derivatd palmového oleje (z plodu) a palmového oleje (extrakt z jadra).
100 % palmového oleje ziskavaného L ‘Oréalem splfiuje standardy
Kulatého stolu pro udrZitelnou vyrobu palmového oleje (RSPO) od roku
2010, podle segregacniho modelu (SG). Pokud jde o derivaty palmového
oleje, které jsou od roku 2012 certifikovany rovnéz na 100 %, spole¢nost
L "Oréal zvysSila podil svych nakupl v hromadné bilance a do konce roku
2018 dosahla 54 % (ve srovnani s 51 % v roce 2017). Zbyvajici ¢ast je
zahrnuta pod model RSPO Book and Claim. Dale v roce 2014 spoleCnost
zacCala sledovat derivaty az k jejich zdroji. Doposud L'Oréal vysledoval 95
% objemu derivatu zpét az do rafinérii, 85 % zpét do zpracovatelskych
zavodl a 25 % zpét do plantazi. L'Oréal také zverejnil seznam 1 300
zpracovatelskych zavod, které jsou nepfimo zapojenych k jeho

dodavatelskému retézci.

Spolecnost L Oréal pouziva nastroj pro vyhodnoceni rizika odlesfovani
navrzeny nevladni organizaci Global Forest Watch. VSichni pfimi
dodavatelé spolecnosti jsou hodnoceni v souladu s Indexem udrzitelnosti
produkce palmoveého oleje, coz je dalSi nastroj dostupny zucastnénym
stranam v odvétvi palmového oleje. K dosazeni dalsiho pokroku, v roce
2018 zacala spolecCnost L 'Oréal vyvijet novy nastroj pro hodnoceni
rafinérii a drtiCu (ziskavani oleje z ofechll) na zakladé svych strategii,
postupl a podavani zprav. Tento nastroj bude k dispozici a vefejné
pristupny do konce roku 2019.

pozn. RSPO — Roundtable on Sustainable Palm Oil - Kulaty stdl pro

udrzitelnou vyrobu palmového oleje
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Séjovy olej a jeho derivaty

V roce 2018 98 % sojového oleje pouzivaného spoleénosti L 'Oréal

a ziskaného z Brazilie (265 tun ro€né) bylo certifikovano jako udrzitelné
(ekologické nebo uchovavajici identitu (IP)). Derivaty séjového oleje,
které pouziva spoleCnost, pochazeji pfevazné z oblasti klasifikovanych

jako ty, které nepredstavujici zadné riziko odlesnovani.

Vyrobky zalozené na bazi drevénych viaken

Mezi materialy, které L'Oréal pouziva pro sveé baleni, je 100 % papiru
pouzivaného pro pfibaloveé letacky a 99,9 % kartonu na baleni produktu
z lesu s udrzitelnou spravou (certifikovano podle standardi FSC nebo
PEFC) a navic je certifikovano 93 % papiru a lepenky pouzité

v reklamnich materialech. L'Oréal ve svych produktech také pouziva jiné
suroviny ze dfeva, a tim jsou derivaty celulozy a vonné slozky. Studie
provedena spole¢né s nevladni organizaci Rainforest Alliance umoznila
spole¢nosti L "Oréal odstranit rizika odlesfiovani ze svych hlavnich zasob.
Jiz tfetim rokem byl L'Oréal ocenén spolecnosti CDP skérem A", tj.
nejvysSi moznou urovni.

V roce 2018 se 32 dodavatell papiru, palmového oleje a sdji zuastnilo
druhého vydani projektu dodavatelského fetézce Forest Disclosure
programu CDP (viz strana 35).

(L'Oréal Progress Report 2018)

Snizeni emisi CO,

V roce 2018 spole¢nost L'Oréal snizila emise sklenikovych plynu (GHG)
svych tovaren a distribu€nich center v celkovych Cislech o 77% ve
srovnani s rokem 2005, ¢imz pFekrocila cil -60%, kterého se zavazala
dosahnout do roku 2020.
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Spolec€nost L Oréal snizila své emise sklenikovych plynu o 77% v letech
2005 az 2018. Tento vyjimecCny vykon byl uznan jiz Sestym rokem
v programu CDP, ktery L'Oréalu udélil hodnoceni ,,A“ za své usili v boji

proti zméné klimatu.

L Oréal usiluje o své iniciativy s jesté vétSi ambici - nove cile spole€nosti
pro snizovani emisi do roku 2030 byly schvaleny iniciativou Science
Based Targets a pokryvaji cely jeji fetézec hodnot a jeho pfimé i nepfimé

dopady.

ZlepsSeni energetické ucinnosti

Za jiz vice nez 20 let spole€nost sniZila spotfebu energie ve svych
vyrobnich zavodech vylepSenym designem a izolaci budov, optimalizaci
prumyslovych procesl a vyuzitim energeticky u€innych technologii. Timto
zpusobem spole¢nost L'Oréal snizila svou spotiebu elektrické energie

0 36 % (v kWh na hotovy vyrobek) mezi lety 2005 a 2018. Spole¢nost
také vyviji iniciativu k certifikaci vSech svych vyrobnich zavodu podle
normy ISO 50001 pro spravu energie. Do konce roku 2018 bylo 60 %
vyrobnich zavodu (24 areall) certifikovano podle normy ISO 50001.
Spolecnost L 'Oréal pokraCovala v realizaci svého nového nastroje
Energyscan, ktery kategorizuje kazdy druh spotfeby energie

na konkrétnim misté. Pro vSechny vyrobni zavody a spoleCnosti je jako

standart stanovena nejvyssi uroven vykonu.

Zvyseni vyuziti energie z obnovitelnych zdrojt

V roce 2018 bylo vypocitano 66% energie z obnovitelnych zdroju

ve vyrobnich zavodech a distribuénich stfediscich spole€nosti L " Oréal.
Spole¢nost toho dosahla prostfednictvim rozsahlych projekta

vyuzivajicich technologie pfizpusobené poloze kazdého areélu (jako je
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biometanizace, biomasa, solarni panely atd.) a zakoupenim plynu
a zelené elektfiny. Do konce roku 2018 dosahlo 38 mist patfici

spole¢nosti v€etné 12 vyrobnich zavodl uhlikové neutrality.

Snizeni emisi pfi prepravé produktt

Spole€nost L'Oréal snizila emise spojené s prepravou produktl ze svych
vyrobnich zavodu k distributordm o 8 % (podle prodejni jednotky na km)
ve srovnani s rokem 2011. K podpofe udrzitelné dopravni strategie
spole¢nost L'Oréal poZzadala dopravni tymy svého podniku o provedeni
sedmi prioritnich iniciativ. Ty zahrnuji napfiklad snizeni emisi u zdroje,
zejména zkoumani dopravni sité za ucelem snizZeni ujetych vzdalenosti
a pocCtu dodavek, a optimalizaci rychlosti doplfiovani. Finanéni uspory
stanovené a ziskané timto usilim budou investovany do udrzitelnych

dopravnich feSeni.

Uéast dodavatelt

Od roku 2009 spolecCnost L ‘Oréal vybizi, aby dodavatelé spolupracovali
s CDP v ramci programu CDP Supply Chain. V roce 2018 s tim zaCalo
437 z nich, oproti 355 z roku 2017 (viz strana 35).

Vyroba aktivni kosmetiky: dvé uhlikové neutralni tovarny v chodu
Vyrobni zafizeni Active cosmetics production se specializuje na vyrobu
zdravotnickych a dermato-kosmetickych vyrobkl a zahrnuje vyrobni
zavod Vichy, ktery v roce 2017 ziskal uhlikovou neutralitu a prostory

La Roche-Posay. Na tomto druhém misté vedly snahy o energetickou
ucinnost a vyzkum zdroju obnovitelné energie k inovativnimu feSeni
zalozenému na biopropanech na poc¢atku roku 2018. Biopropan je 100%
organicky plyn vyrobeny v Nizozemsku z rostlinnych oleju certifikovany

jako udrzitelny a recyklovany primyslovy odpad. Vyrobni zavod zacal
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pouzivat tento novy zdroj energie v poloviné roku 2018 jako prvni
v primyslu ve Francii. Timto zpusobem je energeticka smés vyrobniho

zavodu La Roche-Posay nyni odvozena ze 100 % obnovitelnych zdroju.

Snizovani spotreby vody

Spoleénost L'Oréal se zavazala snizit spotfebu vody o 60 % na hotovy
produkt do roku 2020 ve srovnani s rokem 2005. K dosazeni tohoto cile
se spolecnost odhodlala k provedeni nékolika iniciativ: optimalizaci
spotfeby vody a rozvoji projekta k Setfeni, recyklaci a opétovnému pouziti

vody ve svych vyrobnich zavodech.

Spolecnost L ‘Oréal upfednostiuje odpovédné vyuzivani vody v ramci
svych vyrobnich operaci minimalizovanim svych pozadavkul na vodu

a zohlednénim mistni dostupnosti tohoto Zivotné dulezitého zdroje.
Spolec¢nost v roce 2018 provedla fadu investic do svych vyrobnich
zavodu na vyvoj, zejména recyklacnich zafizeni, ktera zaénou fungovat
v roce 2019. VSechny projekty, ktere jiz byly provedeny v roce 2018,
umoznily spole€nosti snizit spotfebu vody (v litrech na hotovy produkt)
jejich vyrobnich zavodu a distribu¢nich center o0 48 % ve srovnani

s rokem 2005. To pfedstavuje absolutni snizeni spotfeby pro spole¢nost

0 28 %, zatimco vyroba ve stejném obdobi vzrostla o 38 %.

Tyto programy, v kombinaci se snahou spole¢nosti zlepSit vodni stopu
ve vyrobnich postupech produktd (viz strana 13), ocenil program CDP
spoleCnost L'Oreéal jiz tfetim rokem s nejvySSi moznou urovni v ZebfiCku
CDP 2018 v kategorii vykonnosti spole¢nosti v oblasti udrzitelného

vodniho hospodafrstvi.
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Optimalizace spotieby vody

Spole€nost pouziva nastroj Waterscan ve vSech svych zavodech pro
kategorizaci riznych zpusobu pro vyuziti vody (Cisténi, toalety, chlazeni
atd.) a pro identifikaci mnozstvi vody spotfebované v kazdé kategorii.
Nejlepsi uroven vykonu dosazena pro urcity zplsob vyuZiti vody je

stanovena jako standard pro vSechny vyrobni zavody spoleCnosti.

Opétovné pouziti, ustupovani a recyklace

Spole¢nost nadale instaluje na svych vyrobnich mistech stanice

na upravu vody. Cilem spole¢nosti L'Oréal je znovu pouzit pramyslovou
vodu ve vhodném stavu pro noveé pouziti pfi kazdé mozné prilezitosti

a odvadét odpadni vodu opoustéjici jeji Cistirny pomoci riznych
technologii (ultrafiltrace, inverzni osmdzy atd.), aby bylo mozné ziskat
velmi kvalitni vodu. Tato voda se znovu pouziva k €isténi vyrobnich
nastroju nebo k chlazeni. Do konce roku 2018 mélo 12 vyrobnich zavodu
ve spole¢nosti zavedeno zafizeni tohoto druhu, coz je novym pfelomem

v kosmetickém primysilu.

Smérem k ,,suchym tovarnam*

L "Oréal globalnéji pokracuje ve vyvoji ,suchych tovaren®.

Tento koncept spociva v tom, Ze veSkera voda potiebna pro rizné ucely
(Cisténi zarizeni, produkukce pary atd.) se zcela odvadi z vody
recyklovaneé v uzaviené smycce na misté, Cimz se zabrani potfebé
ziskavat vodu z vnéjSich vodovodnich siti. Optimalizace pramyslovych
procesu timto zplsobem pfispéla ve srovnani s rokem 2005 ke snizeni

externich potfeb vody v urcitych lokalitach az o 80 %.

Angazovani dodavatelt

Od roku 2013 spole¢nost L ‘Oréal vyzvala své dodavatele, aby se zapojili
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do dodavatelského fetézce projektu zverejnovani informaci o vodé.
V roce 2018 91 z nich pfijalo tuto vyzvu k ucasti na tomto programu

vedeném CDP (viz strana 35).

Vyrobni zavod Vorsino: zavadéni suchych tovaren pokracuje
Nasledné po stopach zavodu Burgos ve Spanélsku v roce 2017 a zavodu
Settimo v Italii na zacatku roku 2018 se zavod Vorsino v Rusku stal tfetim
suchym vyrobnim zavodem spole¢nosti v disledku vyznamného
programu modernizace a rozSifeni jeho zafizeni na upravu vody. Projekt
umoznil vyrobnimu zavodu zpracovat vétsi objem pramyslové vody

a dosahnout velmi vysoké urovné kvality vody. Tovarna zejména zvysila
svou fyzikalni, chemickou a biologickou upravu a pfidala krystaliza¢ni
mechanismus pro minimalizaci zbytkd. VSechna tato vylepSeni nyni
umoznuji zavodu Vorsino opétovné vyuzit 99 % své odpadni vody

vV uzaviené smycce.

Snizovani odpadu

Do roku 2020 spole€nost L ‘Oréal snizi mnozstvi odpadu, ktery
vyprodukuji jeji zavody a distribuéni stfediska o 60 % ve srovnani

s rokem 2005. Spole¢nost vyviji ambiciozni usili k snizeni mnozstvi

odpadu u zdroje a zaroven zajistuje obnovu zbytkového odpadu.

Vysoce ambiciozni strategie

L'Oréal ma ambicidzni politiku nakladani s odpadem, ktera jde daleko
nad ramec dodrzovani pfedpisu. Spole¢nost si proto stanovila velmi
pfisnou definici pojmu ,odpad®, ktery zahrnuje baleni surovin nebo baleni
produktd, usazeniny z Cistiren odpadnich vod atd. V roce 2018

spole¢nost snizila mnozstvi vyprodukovaného odpadu na hotovy produkt
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0 37 % ve srovnani s rokem 2005. To predstavuje absolutni snizeni

0 12 % zatimco se vyroba ve stejném obdobi zvySila 0 38 %.

Vytvareni méné odpadu u zdroje
K splnéni zavazku ke snizovani odpadu spole¢nost L'Oréal optimalizuje
vyuziti materialt ve vSech vyrobnich chodech. Tento pfistup je zalozen
na nékolika projektech pro celou skupinu, které se snazi:
e snizit odpad souvisejici s pfepravnim obalem v zavodech
a distribuCnich centrech prostfednictvim ekodesignu, odlehCeni
a optimalizaci, opétovnym pouzitim a standardizaci materiald.
DalSi strategii je celoplo$na vyroba, pfi¢emz vyrobni jednotka obald
fizena dodavatelem je zavedena na misté. To umozriuje vyrobnimu
zafizeni omezit pfepravu oball a tvorbu odpadu spojeného
S prepravnimi obaly
e zlepsit vyrobni a balici procesy s cilem minimalizovat vyrobni ztraty
e instalovat systémy Cisténi usazenin v tovarnach vybavenych
zarizenim na CiSténi odpadnich vod, aby se sniZily vzniklé objemy

a nasledné dopad jejich pfepravy a nasledné Cisténi.

Vyuziti zbytkového odpadu

Spolecnost L 'Oréal zamysili jit jeSté o krok dale tim, Ze zajisti nejlepsi
mozné vyuziti odpadu, kterému nelze u zdroje zabranit. V roce 2018
spole¢nost vyuZila 97 % svého primyslového odpadu opétovnym
zpracovanim, recyklaci nebo vyuzitim k vyrobé energie. 61 % odpadu
bylo tvofeno obnovitelnymi materialy (tj. znovu pouzitymi nebo

recyklovanymi).
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Podpora cirkulaéni ekonomiky

V ramci svého hodnotového fetézce se spoleCnost L ‘Oréal snazi
podporovat ekologicky design, efektivni vyuzivani zdroju a mistni
nakladani s odpady. Spole¢nost usiluje o pfipojeni k sitim cirkularni
ekonomiky bez ohledu na to kde pUsobi, ¢imz vytvari primyslové

synergie s ostatnimi subjekty v této oblasti.

Kampan snizeni odpadu vyrobniho zavodu Su-¢ou

Vyrobni zafizeni spoleCnosti L'Oréal v Su-Cou se od roku 2016 ucastni
kampané zamérené na sniZeni odpadu a zvySeni povédomi
zaméstnancu o potifebé zachovani pfirodnich zdroji. Timto zplisobem
zavod v roce 2018 snizil své odpady 0 21 % (na hotovy vyrobek). Diky
spoleCnému usili vdech svych zaméstnancl podnik zavedl prakticka
opatfeni: snizeni ztrat ve vyrobnich nadrzich a optimalizaci hlavnich
prepravnich oball pouziva se pfi dodavce obalovych pfedmétl. V roce
2018 snizil vyrobni ztraty o 47 % a zabranil plytvani vice nez 300 tunami

materialu. Zaroven snizil také odpad spojeny s obaly 0 1,5 %.

Posuzovani stopy vyrobku
Do roku 2020 poskytne spolecnost L ‘Oréal spotfebitelim informace
tykajici se environmentalniho a socialniho profilu svych produktu, aby jim

pomohla pfi informovaném a udrzitelném vybéru spotieby.

SPOT: jedineény nastroj pro vyhodnoceni

V letech 2014 az 2016 tymy L'Oréalu pro udrzitelnost, baleni a vyzkum
pracovaly na vyvoji inovativniho nastroje, ktery jim umoznuje posoudit
socialni a ekologické provedeni produktl spole€nosti a poprvé integrovat

socialni stejné jako ekologicka kritéria.
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Spolecnost implementovala tento nastroj, znamy jako Nastroj pro
udrzitelnou optimalizaci produkti (SPOT), v roce 2017 ve vSech svych
znackach. V roce 2018 L'Oréal sdilel s iniciativou SPICE svou metodu
hodnoceni ekologické stopy oball vyvinutou prostfednictvim nastroje
SPOT.

pozn.: Sustainable Product Optimisation Tool (SPOT)

The Sustainable Packaging Initiative for Cosmetics (SPICE) — iniciativa

vytvorena spolec¢nosti L'Oréal a poradenstvim Quantis

Robustni metodika, vytvorena spole¢né s odborniky

Pro vytvoreni nastroje svolala spole¢nost L'Oréal panel dvanacti
mezinarodnich odbornikd, ktefi pfispéli k rozvoji metodiky - v souladu

s Evropskymi standardy ekologické stopy produktu - s cilem zajistit,

aby koneCna metodika vedla k relevantnimu a uspésSnému vyhodnoceni

dopadu.

Pokud jde o socialni aspekty, L'Oréal spolupracoval s tymem deviti
renomovanych odbornikd na analyze socialniho Zivotniho cyklu, aby
stanovil prvni metodiku pro vypocet socialniho dopadu kosmetiky.
Pokud jde o zivotni prostfedi, nastroj SPOT propojuje metodiky analyzy
zivotniho cyklu a koncept planetarnich mezi vyvinuty tymem profesora
Johna Rockstroma ve Stockholmském ustavu pro vyzkum odolnosti
(Stockholm Resilience Centre). Toto bylo pouzito v ramci SPOT

k posouzeni riznych dopadl produktu na zZivotni prostfedi z hlediska

ekologickych vyzev, kterym svét Celi.

Prostredek ke zlepSeni socialniho a ekologického profilu
e 100 % produktl vytvofenych nebo zmodernizovanych v roce 2018

e -2 195 produktd bylo hodnoceno pomoci nastroje SPOT, ktery je
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nyni zcela zaclenén do procesu navrhovani a uvadéni novych
produktt na trh a umozriuje spole¢nosti L'Oréal toto:

e napodobit rizné varianty navrhu za u¢elem posouzeni jejich
dopadu na Zivotni prostfedi a spoleCnost a rozpoznat mozné
prileZitosti ke zlepSeni

e urCit mnozstvi snizeni dopadu ve vSech aspektech vyrobku
a sledovat zlepSeni ve Ctyrfech oblastech: baleni, dopad slozeni
na zivotni prostfedi, podil obnovitelnych surovin ziskavanych
udrzitelnym zpusobem nebo ziskanych ze zelené chemie a socialni

pfinos produktu.

Informovani spotrebitell

Tymy spole€nosti nyni pracuji na tom, aby hodnoceni SPOT produktu
bylo zpfistupnéné prostfednictvim socialniho a ekologického
predvadéciho systému, ktery je relevantni pro spotiebitele a v souladu
s evropskymi doporucenimi v této oblasti. Znacky spolecnosti pfijmou

tento pfedvadéci mechanismus.

Priklad vykonnosti socialniho a ekologického produktu mérenym
nastrojem SPOT

V roce 2018 spole€nost Kiehl uvedla na trh sprchovy gel Made for All,
myci gel na télo a vlasy ur€eny pro celou rodinu. Pomoci nastroje SPOT
je vyjimecna vlastnost tohoto produktu presné vypocitana v souladu se

Ctyfmi oblastmi mozného vylepSeni:

e Baleni: lahev je 100 % vytvofena z plastu ziskaného
z recyklovanych spotfebnich oball
o Ekologicka stopa sloZeni: obsah sloZeni dosahuje 100 % miry

biologické rozlozitelnosti



30

e Suroviny pfirodniho puvodu jsou ziskavany udrzitelnym zplsobem:
95 %
e Socialni dopad: pouziti aloe vera derivovaného z programu

L "Oréal Sustainable sourcing v Mexiku.

Zvysovani povédomi u spotirebiteltl o udrzitelné spotrebé

Do roku 2020 spole€nost L'Oréal zlepS$i ekologicky a socialni profil

u 100 % svych novych produkta. Informuje spotiebitele o viastnostech
téchto produktd, aby je povzbudil a aby se rozhodovali pro udrzitelnou

spotrebu.

Plany zlepSovani pokracuji napfri¢ znackami L'Oréal

Od zavedeni programu Sharing Beauty With All v roce 2013 kazda
znacCka v ramci spolecnosti posoudila svou ekologickou stopu

a analyzovala své portfolio receptur a baleni, aby vytvofila udrzitelny
inovacéni plan. Znacky identifikuji pfilezitosti ke zlepSeni pro kazdou fadu
produktu a vyvijeji akéni plan. V roce 2018 se tohoto usili ujalo 88 %

znacek spolecnosti.

Aktivni a poutavé kampané

Spole€nost L 'Oréal si je vedoma rozsahu vlivu svych znacek, vybizi je,
aby zvySovaly povédomi o dulezitych socialnich a ekologickych otazkach
a podporuje akce svych partner(, zakaznik( a spotiebitelt. Kazda znacka
proto musi stanovit vlastni cil a uvést kampané do povédomi. V roce
2018 provedlo tento druh Cinnosti 57 % znacek. Znacky jiz zapojené

do usili k zvySeni povédomi pokracovaly ve svych €innostech.
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Garnier spolupracuje s Unicefem od roku 2017 podporuje déti v situacich
humanitarni krize, v roce 2018 obnovil své partnerstvi a pfispél

k financovani nouzovych programu v Jordansku, Indii a Jemenu. Timto
zplUsobem se postarali v Jemenu o vice nez 195 000 déti trpicich
podvyzivou. Armani pokracuje ve své kampani Acqua for Life, aby
pomohla rozsifit pfistup k bezpecné pitné vodé. Biotherm se stale zabyva
ochranou oceand, spole¢né s Mission Blue a Tara Expéditions.

La Roche-Posay pokraCuje ve své kampani Skin Checker zahajené

v roce 2014, aby pomohla pfedchazet rakoviné kize. Spolu s nevladni
organizaci ReSurge International a znackou SkinCeuticals absolvovalo
Sest Zenskych chirurgu druhy roénik vycviku v Bangladési, Ekvadoru,
Nepalu a Zimbabwe. Znacka L'Oréal Professional se stale rozSifuje mezi
kadefniky vySkolenim vice nez 330 000 lidi, aby se pfedeslo problémdm

s opérno-pohybovym aparatem.

Mezi novymi kampanémi zavedenymi v roce 2018 se spole€nost Biolage
spojila s nevladnimi organizacemi Conservation International, aby
pomohla zachovat sladkovodni ekosystémy, a Ralph Lauren Fragrances
vytvofila partnerstvi se sdruzenim Women in Film, které bojuje

za genderovou rovnopravnost ve filmovém pramysiu.

V srpnu 2018 zavedla spole¢nost L ‘Oréal ve Francii kampan , Trions en
beauté” (,Pojdme recyklovat v krase®), aby podpofila spotrebitele pfi
oddélovani oball kosmetickych vyrobku.

Timto zplsobem se kK iniciativé pfipojilo 54 znacek L'Oréal ve Francii
pfidanim banneru zvysujiciho povédomi ,Prenons le soin de trier*
(,Pojdme tfidit“) spolu s vyhrazenou webovou adresou trionsenbeaute.fr
ke vSem svym komunikac¢nim potfebam od tiskovych zprav

po socialni média.
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Lancéme bojuje proti negramotnosti

Negramotnost se tyka celosvétové 76 miliont mladych Zen. Tento malo
znamy problém je Casto vystavuje vylouCeni, zavislosti a nerovnosti.

S cilem pomoci témto mladym Zenam vyjadfit se a dodat jim prostfedky
k budovani jejich budoucnosti vytvofil Lancéme iniciativu Write Her
Future. Ve spolupraci s globalni nevladni organizaci CARE zavedla

v roce 2018 v Maroku, Guatemale a Thajsku tfi programy gramotnosti

k prospéchu pro 2 047 lidi. Dlouhodobym cilem je umoznit 8 000 mladym
Zenam stat se gramotnymi, coZz ma pozitivni dopad na kvalitu jejich
Zivota, ale také kvalita zivota jejich rodin a jejich okoli (pFiblizné 40 000
lidi).S negramotnosti tykajici se jak rozvojovych, tak rozvinutych zemi
bylo v roce 2018 ve Francii, Némecku, Velké Britanii a épanélsku
zavedeno partnerstvi s mistnimi nevladnimi organizacemi a Write Her

Future. Brazilie a USA budou nasledovat zac¢atkem roku 2019.

Podpora pristupu k zaméstnani a socialnimu zaclenéni

Do roku 2020 pomuze L'Oréal vice nez 100 000 lidem

ze znevyhodnénych komunit ziskat pfistup k zaméstnani. K dosazeni
tohoto cile skupina vyvinula nékolik iniciativ: projekty Solidarity Sourcing,
odborné vzdélavani a zaclenéni osob se zdravotnim postizenim do svych

tymu.

Posileni postaveni osob zodpovédnym nakupem

Program Solidarity Sourcing zalozeny v roce 2010 sméfuje Cast
globalnich nakupul spolecnosti na dodavatele, ktefi lidem obvykle
vylou€enymi z trhu prace umozni pfistup k ni a udrzitelny pfijem.

To zahrnuje spolecCnosti, které zameéstnavaji lidi ze znevyhodnénych
komunit, mikropodniky a firmy, které obvykle nemusi mit pfistup

k vyznamnym mezinarodnim nabidkovym fizenim.
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Program Solidarity Sourcing je aktivni ve vSech regionech, v nichz
spole¢nost L ‘Oréal pusobi a pokryva vSechny typy nakupl véetné
surovin, smluvni vyroby a propagacnich pfedmétu. V roce 2018 umoznil
program 56 842 lidem z komunit Celicich spole€enskym nebo finanénim
vyzvam ziskat pfistup k zaméstnani nebo udrzet si praci a slusny pfijem.
Tento vysledek predstavuje narlst o 16,7 %, tj. o 8 150 pfijemcu vice nez
v roce 2017.

Beauty For a Better Life (Krasa pro lepSi Zivot)

Nadace L'Oréal dohlizi na Beauty For a Better Life, bezplatny program
odborného vzdélavani a dovednosti v oblasti kosmetiky, ktery vychazi

z odbornych znalosti spole¢nosti v oblastech jako je kadefnictvi a liceni.
Podporuje lidi v obtiZznych Zivotnich situacich, a to zejména socialné

a ekonomicky zranitelné Zeny, obéti konflikt, nasili nebo mladé lidi, ktefi
odesli z domova nebo zanechali $koly. Spole¢nost Beauty For a Better
Life ve spolupraci s mistnimi nevladnimi organizacemi pusobila v 25

zemich a pomohla v roce 2018 pristupu k zaméstnani 5 565 lidem.

Zaclenéni osob se zdravotnim postizenim

Spolecnost L ‘Oréal vypracovala globalni strategii na podporu zaclefiovani
osob se zdravotnim postiZzenim od roku 1990 v uzké spolupraci

s mistnimi a mezinarodnimi odborniky v€etné sdruzeni a nevladnich
organizaci. Od roku 2015 je spole¢nost aktivnim ¢lenem ILO Global
Business and Disability Network, poboCky Mezinarodni organizace prace
vénované problematice zdravotniho postizeni, a sdili své osvédcené
postupy. V zarfi 2018 byla spoleCnost Thomson Reuters uznana jednou

z deseti nejlépe hodnocenych spolecCnosti v oblasti diverzity a zaClenéni

mezi vice nez 7 000 hodnocenymi podniky.
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V roce 2018 mél L'Oréal 1 177 zaméstnancu se zdravotnim postizenim.
Spole€nost také oslavila desaté vydani cen DisAability Awards, které
uznaly interni iniciativy zamérené nejen na zaméstnance, ale také

na spotiebitele a na nejzranitelnéjSi komunity.

Firma ukazuje cestu pro zacélenéni lidi s handicapem

vyzvu vyfesili, snazi se program L'Oréal Breaking Barriers (Prolomeni
bariér) zlepsSit kazdodenni zivot lidi se zdravotnim postiZzenim nakupem
specialniho vybaveni a snahou o zvySeni povédomi mezi spotfebiteli.
Zavod spole€nosti v Bogoté jiz nainstaloval nejnovéjSi vybaveni pro
pristup a vyskolil nékteré ze svych zaméstnancu ve znakovém jazyce.
V roce 2018 tyto iniciativy rozSifila o specializované vytahy, pfistupové
rampy, titulky na schuzich a Braillovo pismo. Prostfednictvim partnerstvi
s vladou vytvoril zavod aplikaci ur€enou pro neslySici zaméstnance

a osoby se sluchovym postizenim. Nyni mohou tito zaméstnanci
telefonovat pomoci videohovoru napojeného na tlumocnika znakového
jazyka. Zavod dava témto zaméstnancim 50 000 pesos mésicné

na pokryti jejich nakladd na internet a umozriuje jim volat bezplatné

pomoci této aplikace.

Spojeni sil s dodavateli pro splnéni zavazki spole¢nosti

Do roku 2020 se 100 % strategickych dodavatelt spole¢nosti L ‘Oréal
zucastni jejiho programu udrzitelnosti. Spole€nost vyvinula dvoustranny
pristup: vybira dodavatele na zakladé jejich ekologického a socialniho

dostani a poskytuje jim Skolici nastroje.
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Hodnoceni ekologického a socialniho chovani dodavatelu
Spole¢nost L 'Oréal hodnoti a vybira své dodavatele na zakladé péti
klicovych pilifa: kvalita, CR, inovace, dodavatelsky fetézec a sluzby

a konkurenceschopnost. Tyto prvky tvofi globalni ramec hodnoceni pro
vSechny typy nakupu. Pilif CR pfedstavuje 20 % z celkového hodnoceni
a je organizovan podle fady kritérii, v€etné:

e socialni audity - v roce 2018 bylo provedeno 1 369 socialnich
auditd, ¢imz se celkovy pocet auditd od roku 2006 zvySil na vice
nez 10 800, auditorsky postup byl posilen, pfic¢emz dotaznik nyni
zohledriuje dalSi zdravotni, bezpe€nostni a ekologicka rizika
stejnym zpusobem jako v lokalitach L Oréal

e posouzeni strategie CR spole€nosti Ecovadis - vice nez 620
dodavatell bylo hodnoceno v letech 2017-18, z toho 161
strategickych dodavatell (ve srovnani v letech 2016-17 byl pocet
dodavatell 480 vCetné 153 strategickych dodavatelu).

To pfedstavuje 93 % strategickych dodavatell spole€nosti.

e schopnost navrhovat odpovédné vyrobky a sluzby - to zahrnuje vse
od zelené chemie a ekologicky navrZzenych oball aZ po reklamu
v misté prodeje

e skoére dosazené prostiednictvim programu CDP

e integrace projektl jako Solidarity Sourcing do jejich provozu.

Pomoc dodavateliim pfi vytvareni ekologické strategie

Spole€nost L ‘Oréal poskytuje svym dodavatelim nastroje dalSiho
vzdélavani, které jim pomahaji optimalizovat jejich socialni a ekologickou
politiku. S pfiblizné 28 % uhlikové stopy spoleénosti plynouci z Cinnosti
jejich dodavatelll L'Oréal podporuje dodavatele od roku 2009

ke spolupraci s CDP v ramci programu CDP Supply Chain. Podporuji tak
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dodavatele k rozvoji, snizovani emisi a aby sdélili své ak¢ni plany do roku
2020 (viz strana 16). V roce 2018 se 437 dodavatell L 'Oréal ujalo
iniciativy tohoto druhu (ve srovnani s 355 v roce 2017), coz predstavuje

82 % pFimych nakupl spolecnosti.

SpoleCnost také vyzvala své dodavatele, aby se pfipojili

k dodavatelskému fetézci CDP Water Disclosure Project Supply Chain
od uvedeni v roce 2013. V roce 2018 se zuc€astnilo 91 dodavatelu (viz
strana 23). V roce 2018 se jinde zucastnilo 32 dodavatell papiru,
palmoveého oleje a soji spoleCnosti druhého vydani CDP Forest

Disclosure Project Supply Chain (viz strana 20).

Spoluprace s dodavateli marketingovych materiali na ekologicky
design

Spolecnost L ‘Oréal vyvinula metodiku, ktera ma zlepsit vliv reklamnich
materiall na zivotni prostfedi v misté prodeje. V roce 2018 spole€nost
sdilela tento pfistup reklamnich material v misté prodeje s dodavateli

ve velkém poctu zemi, napfiklad v Pakistanu spole¢nost a jeji dodavatelé
pouzili metodiku k promysleni reklamnich materiall pfechazejicich

od designu pouzivajiciho vice materiall k designu se 100 %
recyklovanymi materialy nebo kartony s certifikaci FSC pro fadu Garnier
Color Naturals. Vysledkem je snizeni vahy reklamnich materiall o tfetinu,
¢imz se stali kompaktnéjSimi pro prfepravu. V roce 2019 spole¢nost
planuje rozsifit tuto iniciativu na vSechny reklamni materialy znacky

Garnier a L'Oréal Paris v Pakistanu.
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Zaméstnanci v centru pozornosti

Ambici spole¢nosti L 'Oréal je poskytovat vS§em svym zaméstnancim
pristup k zdravotni péc¢i, finanéni ochrané a Skoleni, at’ jsou kdekoli
na svété. Zameéstnanci také maji uzitek z pracovniho prostredi

a kancelarskych budov se zlepSenymi ekologickymi a socialnimi dopady.

Program L'Oréal Share & Care: zrychleni socialniho pokroku
Program L'Oréal Share & Care byl spustén v roce 2013 a byl realizovan
s ambiciéznim cilem dosahnout spoleéného zakladu socialni ochrany
ve vSech zemich v nichz ma skupina dcefiné spolecnosti a k tomu, aby se
spole¢nost L'Oréal stala jednou z nejvykonnéjSich spolecnosti na kazdém
regionalnim trhu ve vSech &tyfech oblastech programu:
e PécCe: zdravotni péce se zdravotnim krytim a pfistupem ke kvalitni
péci o zaméstnance a jejich rodiny
e Ochrana: systém socialni ochrany, ktery poskytuje finanéni
podporu v pfipadé neC¢ekané zivotni udalosti
¢ Rovnovaha: rodiCovstvi umoznujici si plné uzivat matefrstvi
a otcovstvi pfi vykonu jejich povolani

e Zabava: kvalita zivota v praci.

V roce 2018 program pokracoval ve své druhé fazi, ktera zaCala v roce
2017, smérem k novym globalnim cilim do roku 2020 jako je minimalni
desetidenni otcovska dovolena 100 % kompenzovana nebo rozSifeni

opatfeni v socialni oblasti.

UpfFednostnovani vyuky a rozvoje
Pro spole€nost L Oréal je hlavni pomahat kazdému zaméstnanci
v profesnim rozvoji: a to jak v fizeni vykonu, tak v otazce odpovédnosti.

Spole¢nost se zavazala, Ze zajisti, aby 100 % zaméstnancu mélo
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prospéch z alespori jednoho Skoleni roéné do roku 2020. V roce 2018
tento podil vzrostl na 88 %. Je jim online tréninkovy portal My Learning,
ktery je nedilnou soucasti urychleni této ambice. Portal dostupny ve 27
jazycich mél v roce 2018 vice nez 54 100 aktivnich uzivateld.
Zaméstnanci sledovali témér 750 000 modulu, coz predstavuje 185 000
hodin online Skoleni. Od roku 2017 jsou zaméstnanci schopni sledovat
MOOC nabizené vice nez 150 univerzitami po celém svété. Celkové bylo

provedeno 3 200 registraci a pfedneseno 18 000 hodin Skoleni.

Podpora zapojeni zaméstnancii

Od roku 2009 spolec€nost L ‘Oréal zapoijila své zaméstnance do dne
dobrovolnickych aktivit zvanym Den obc¢and. S pfiblizné 27 600 ucastniky
a 170 000 dobrovolnickymi hodinami v 63 zemich tato akce podpofila

v roce 2018 855 organizaci. Z ekologického hlediska se spoleCnost
L'Oréal vénuje provadéni svého programu Working Sustainably, jehoz
cilem je snizit ekologickou stopu administrativnich mist a vyzkumnych
stfedisek a zapojit zaméstnance k dodrzovani chovani se ekologicky

na pracovisti. 46 podniku L ‘Oréalu se zu€astnilo podruhé akce
Sustainably Week, ktera se konala v zafi 2018 a zaméfil se na ekologické
cestovani. Béhem tydne bylo zabranéno 40 milionim tun emisi CO.,

coz odpovida 800 zpateCnim letim z Pafize do Londyna.

Share & Care: rychly a vSeobecny posun kupiredu

Program L’Oréal Share & Care, ktery byl zahajen v Egypté v roce 2013,
pokracuje. V roce 2018 provedl L'Oréal Egypt vSechna opatfeni urCena
k podpofe zdravi a dobrych Zivotnich podminek zaméstnancu. V prvni
fadé spole¢nost umoznila vSem svym zaméstnancum ziskat pfFistup

k plnému lékafskému kryti nebo zdravotnim kontrolam. L'Oréal Egypt

také usporadal nékolik preventivnich iniciativ v riznych a dulezitych
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tématech pro zaméstnance, jako je pracovni stres a rakovina prsu. Pokud
jde o rodiCovstvi, placena matefska dovolena vzrostla z 13 na 14 tydna

a zlepSil se pfistup k jeslim. Bassant Zeitoun pracuje s L'Oréal Egypt

od roku 2010 v oddéleni Professional produktd: ,Po navratu do prace

po obou matefskych dovolenych jsem vyuZzila hmotné podpory

a pomoci pfi vykonavani sve kariéry souCasné se zachovanim rovnovahy

mezi mym profesnim Zivotem a Zivotem jako matky. “

Mexiko: L'Oréal Mexico stavi na udrzitelnosti

Mexiko je ustfedim spolecnosti L 'Oréal v Latinské Americe a v roce 2018
dosahla spolecnost L ‘Oréal Mexico vyznamného pokroku pfi snizovani
svych dopadu na zivotni prostifedi a pozitivnim pfispévkim pro

spolecnost.

Integrace udrzitelnosti v srdci provozu

Ve srovnani s rokem 2017 investice do obnovitelné energie a instalace
solarnich panell vedly k -26 % snizeni emisi CO; ve vyrobnich zavodech
L'Oréal v Mexiku. Tento uspéch se tyka dvou zavodu - jednoho v Mexico
City a druhého v San Luis Potosi a takeé distribu¢niho stfediska v Mexiku,

které je uhlikové neutralni lokalitou od roku 2017.

Jinde podnik dosahl cile nulového odpadu spolenosti na skladkach
napfi¢ vsemi svymi vyrobnimi ¢innostmi v roce 2018. Toto usili umoznilo
,L'Oréal Mexico“ ziskat druhé misto v Zebfi¢ku odpovédnych velkych
spotiebniho zbozi, které v roce 2018 provedla respektovana mexicka

vydavatelska skupina Grupo Expansion.
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Budovani odolnéjsich dodavatelskych retézci

Rozvoj spoluprace, dlouhodobych partnerstvi s dodavateli a investovani
do projektu udrzitelného zajistovani zdroji pomaha spolecnosti L "Oréal
Mexiko budovat odolnéjSi dodavatelské Fetézce, a to v dusledku zmény

klimatu a nedostatku zdroju.

V roce 2018 usporadal dodavkovy tym spolecCnosti akci se 48
strategickymi dodavateli z Mexika, Kolumbie a Argentiny, ktera pomohla
zlepsit zivoty v komunitach zajisStujicich zdroje a zvysSit pocet pfijemcu

v Mexiku z 259 na 375.

L'Oréal, Multiceras a dodavatel kandelilového vosku z Monterrey
provozuji od roku 2016 program, ktery umoznuje zlepSit zivotni podminky
165 Candelilleros - mistnich producentd kandelilového vosku - pfi

zachovani zdroje a jeho kfehkého ekosystému Civavské pousts.

Hlubsi zavazky k podpore velkych cilt

V roce 2018 umoznilo partnerstvi mezi Garnierem a détskou charitou
UNICEF ziskat finanéni prostfedky prostfednictvim prodeje produkt,
zamérenych na zlepSeni inkluzivniho a vysoce kvalitniho vzdélavani pro
22 000 déti a dospivajicich v Mexiku a na podporu nouzovych opatreni

po celém svété.

Spolec€nost je také odhodlana posilit postaveni Zen, coz je téma v jadru
DNA spole¢nosti L ‘Oréal. Spole¢nost L 'Oréal Mexico podpofila
a zviditelnila profil Sesti védkyn prostfednictvim programu For Women in

Science.

Spole€nost také pomohla 49 kadefnikiim ze znevyhodnéného prostfedi

v Acapulcu zlepsit jejich dovednosti a vyhlidky v ramci programu nadace
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Beauty For A Better Life. 721 dobrovolnikt 42 L Oréal Mexico také
spolupracovalo s mistnimi nevladnimi organizacemi na podporu zen

ve zranitelnych podminkach.
L'Oréal hral aktivni roli také na druhé vyro¢ni konferenci Women4Climate,
ktera se konala v unoru 2018 v hlavnim mésté Mexika. SpoleCnost je

zakladajicim partnerem této iniciativy.

L'Oréal Progress Report 2018
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3.2 COMMENTARY

Macro approach

The source text deals with an annual report of global cosmetic company
and brand L'Oréal established in France. It is published by L'Oreéal's
Corporate Responsibility Department. The report deals with company's
progress, impact on environment, setting plans and commitments.

In this report L'Oréal makes its commitments, states its accomplished
progress in 2018 and compares its achievements with the past years.
The company introduces its campaigns which are created with aim

of better environment and social impact.

The source text is informative and is aimed at people who are working
under this company and for people who are interested in this branch.
The annual report is 26 pages long and the text is coherent.

It is accompanied by photos, colorful graphic pictures and graphs.

Each topic and page have its headline, and the text is divided into minor
parts with its subheadline.

The 2018 annual progress report is mostly about company's main
commitment named L'Oréal’s Sustainability commitment. The first page
deals with the programme Sharing Beauty with All. This part of the text
contains general information about water reduction, recycling, decrease
of CO; pollution made by its facilities, sourcing of palm oil, and many

more.

Regarding the use of tenses of sentences in the source text, there is

commonly appearing the Present simple (a) and the Present perfect (b):

a) “The optimisation of our packaging is clearly a priority.“’

‘Optimalizace naSich oballl je jednoznacéné prioritou.“
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b) “The Group has reduced energy consumption at its manufacturing
sites.

“Spolec¢nost sniZila spotfebu energie ve svych vyrobnich zavodech.”

The compound sentences appear frequently in the text.

“Climate change is a pressing global issue, and its repercussions require
urgent action.” ®

“Zména klimatu je naléhavym globalnim problémem a jeji nasledné

dopady vyZaduji okamZzité jednani.*”

There are proper names of institutions and organizations e.g. United
Nations, its programmes and campaigns e.g. Sharing Beauty with All,
abbreviations e.g. CDP, FSC, names of products e.g. Nutri Protein Mask,
economic terms e.g. circulating economy and geographical names e.g.
Chihuahua desert.

In the text are frequently used the same lexical items which is called
repetition.

e.g. L'Oréal Group, plant, products, environmental.

There is a frequent occurence of numerals e.g. 2018, 100 %, 20.
e.qg. “The Group uses approximately 1,600 raw materials from nearly 340

species of plants originating from around a hundred countries.“*

Micro approach

The text deals with information about company's achievements, plans,
production, and its impact on environment of its production. In the text
is mentioned a lot of detailed information as numbers or statistics.

The target text is intended for company's employees, public or in this
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branch. The translated text is an annual report, this means, it is

an overview and summary of the company's running in a specific year.
The modification of specific English terms is needed in this translation,
which includes translation of the names of brands, programmes,
standards, certificates, organizations and institutions.

In the source text occur economic terms and expressions from the field
of management.

e.g. circulating economy

It is important to chose the right equivalent of the word from source text.
The translator must during the process of translating concetrate on the
context in which the expression occurs, otherwise its meaning would not
be maintained.

e.g. a plant — vyrobni zafizeni

The term a plant is in English used for different objects. However,

in Czech these objects have specific terms. We need to know in which
context the term is used. In industry a plant is translated into Czech

as vyrobni zafizeni and in flora it is rostlina.

During the translating process to the Czech language it was essential
to put so called additional words.
e.g. in 2018 — v roce 2018

When a source text is translated from English into Czech, the passive
voice is often replaced for the active voice.
English: ,...will have reduced the waste generated by its plants...”

Czech: ,...snizi mnozstvi odpadu, ktery vyprodukuiji jeji zavody..."
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| had to change the English proper names of institutions

and organizations which have Czech equivalents.

United Nations — Organizace spojenych narod - OSN

NGO — nevladni organizace

Roundtable on Sustainable Palm Oil — Kulaty stal pro udrzitelnou
vyrobu palmového oleje

International Labour Organization — Mezinarodni organizace prace

Conclusion

The commentary deals with macro and micro approach that give
information about the translated text and describe its features.

The translator analyses the source text and therefore comments

on the process of translating to the target language. The source text can

be found in the Appendix.

1 L'Oréal Progress Report 2018, p.7
2 L'Oréal Progress Report 2018, p.16
3 L'Oréal Progress Report 2018, p.5
4 L'Oréal Progress Report 2018, p.12
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English

Czech

aquatic enviroment

vodni prostredi

assesment

ohodnoceni

assessed

ohodnoceny

biodegrability

rozlozitelnost v pfirodé

commitment

zavazek

consumption

spotreba

corporate organizations

korporacni organizace

deforestation odlesnovani
efforts uasili

ensure zarucit
environmental ekologické

environmental footprint

ekologicka stopa

evaluating ohodnocovat
exceeding presahujici
formula obsah slozeni
framework struktura, ramec

global scale

celosvétové méritko
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illiteracy negramotnost
implementation zavedeni
inclusion zahrnuti
initiatives iniciativy
partnership spoluucast
performance vykon, provedeni
point-of-sale prodejni misto
policy strategie (firemni)
principles zasady

raw materials

prirodni zdroje

residual waste

zbytkovy odpad

scarcity vzacnost (na trhu zbozi)
sourcing ziskavani
suppliers dodavatelé

sustainability

udrzitelnost

tangible

hmotny

value chain

hodnotovy fetézec

wastewater treatment plant

Cistirna odpadnich vod
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4 CONCLUSION

The purpose of this bachelor thesis was to translate the text from the field
of cosmetic industry. One of the main parts of my thesis was to make

a commentary and glossary linked to the topic and the source text.

| chose an annual report of global cosmetic company because it includes
an opportunity to translate English written source text and to improve my
skills as a translator. | translated the text from English into Czech.
Therefore, | had to create a glossary to the source text which is linked

to the topic of cosmetic industry and include terms that appear in the
translated text. This bachelor thesis can be useful for anyone who wants
to know about translation methods and procedures. The source text is

a progress annual report which deals with company's commitments to
sustainability, company's plans to improve its production, environmental
impact, ecology and mainly L'Oréal's progress. Furthermore a glossary
follows-up the translation which includes important terms linked to this
topic. The translation is the main part of this bachelor thesis and it is

an important basis for commentary which is divided into two sections

of micro and macro approach of translation.
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7 ABSTRACT

My Bachelor's thesis deals with the translation of selected text related to
the cosmetics industry. The source text is an annual report, which is
translated from English into Czech. The main aim of this work is
translation, which is accompanied by commentary.The bachelor thesis is
divided into theoretical and practical part. The theoretical part deals with
translation processes and methods. The aim of this part is to gain
knowledge in the field of translation. The main part of my bachelor thesis
is the practical part, which contains the translation of a selected text from
a specific field. This part is then supplemented by a commentary, which
deals with the macro- and micro approach of translation of the source
text. The practical part ends with a glossary with selected words from the

source text that are linked to this topic.
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8 RESUME

Moje bakalarska prace se zabyva prekladem vybraného textu
vztahujiciho se k oblasti kosmetického primyslu. Jedna se o rocni report,
ktery je pfelozen z anglického jazyka do Ceského. Hlavnim cilem této
prace je preklad, ktery je doprovazen prekladatelskym komentarem.
Bakalarska prace je rozdélena na teoretickou a praktickou Cast.
Teoreticka €ast pojednava o procesech a metodach prekladu.

Cilem této Casti je ziskani znalosti v oblasti prfekladu. Hlavni ¢asti mé
bakalarské prace je prakticka cast, ktera obsahuje pfeklad vybraného
textu ze specifického odvétvi. Tato ¢ast je nasledné doplnéna
komentarem, ktery pojednava o makro a mikro prekladatelském pfistupu
k danému textu. Prakticka Cast je zakonCena glosafem s vybranymi slovy

ze zdrojoveho textu, které se vtahuji k dané oblasti.
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Sharing Beauty With All:
I’ Oréal’s commitment
to sustainability

As part of LOréal's sustainability pillars: innovating sustainably, proeducing its sustainability strategy and co-create
programme, Sharing Beauty With All, sustainably, living sustainably and its inifiatives. This sustainability programme,
launched in 2013, the Group has set sharing growth with employees, suppliers along with its strong commitment to ethics,
itself a series of tangible commitments and the communities with which L'Oréal its policy of promoting diversity and
fowards 2020. They address all its impacts interacts, Every year, L'Oréal measures inclusion, and its philanthropic activities
and engage its whole value chain its progress quantitatively, making its results  (conducted with the support of the

- from product design fo distribution - available fo everyone. By upholding its Fondation L'Oréal and by its brands),
including the production process and commitment to confinuous improvement,  enable the Group to contribute o 14 of
the sourcing of raw materials. These L'Oréal maintains an ongoing dialogue the 17 Sustainable Development Goals
commitments are organised info four with its stakeholders, in order to share defined by the United Nations in 2015.

LOREAL'S CONTRIBUTION TO THE UNITED NATIONS' SUSTAINABLE DEVELOPMENT GOALS
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l.ow carbon or owth:
a new ambition

Climate change is a pressing
global issue, and its repercussions
require urgent action.

With a commitment to making

a profound transformation
towards a low-carbon business
model, the L’Oréal Group

aims to play a catalysing role,

in order to contribute actively

to addressing this challenge.

Reducing CO, emissions:

a global strategy

To reduce its carbon footprint, L'Oréal
is faking a two-pronged approach

at allits manufacturing sites: improving
energy efficiency and using renewable
energy (see page 16 for more detail).
In this way, the Group reduced

its greenhouse gas emissions across
to 2005, while increasing production
by 38% in the same period. It has

also reduced the carbon footprint

of its administrative sites and research
centres by 18%, compared to 2016.
Overall, 38 sites achieved carbon
neutrality in 2018.

In order to balance the residual
emissions linked fo its manufacturing
and logistics activities, including

its owned and operated sites,

by 2020, the Group continues to
develop projects its Carbon Balanced
ambition. This entails generating
carbon gains within its sustainable
supply chains. Established

in 2015, this programme enabled
the Group to avoid the emission

of 59,341 tonnes of CO, equivalent
(teq CO,) in 2018, compared

fo 45,291 teq CO, in 2017.

The Group's efforts to protect the
climate are recognised. In 2018, and
for the sixth year running, the Group

obtained an ‘A’ rating from CDP
(see page 27) for its climate action
commitment and initiatives.

Implementing approved
Science Based Targets
commitments

Founded by CDP, the United Nations
Global Compact, the World Resources
Institute (WRI) and the NGO WWF, the
Science Based Targets (SBT) initiative
seeks fo encourage businesses

to commit fo a voluntary fransition
towards a low carbon economy,

in line with the Paris Agreement.

The SBT initiative has established

a framework requiring companies

to engage their entire value chain
over the long term, and evaluates
businesses’ climate action plans.

In 2018, L'Oréal began to put its new
SBT-approved 2030 commitments
into practice. These were approved
at the end of 2017 and therefore
conform to the frajectory that will
enable global warming to remain
below 2°C, as required by the Paris
Agreement.

In this way, L'Oréal has committed

to reduce its entire greenhouse gas
emissions (Scopes 1, 2 and 3) by 25%
in absolute terms, compared to 2016.
This encompasses both those that are
produced directly by the Group and
those produced indirectly, such as
through its suppliers” activities

or consumers’ use of its products.

And by 2025, all LOréal's manufacturing,

administrative and research sites will
have achieved carbon neutrality.

2018 PROGRESS REPORT

2018
in five

key figures
= D Vg

L'Oréal has reduced the CO, emissions

of its plants and distribution centres by 77%,
in absolute terms, compared fo 2005,
while increasing its production velume

by 38% in the same period.

“99, |

79% of products launched in 2018 have

an improved social or environmental
profile. Each time a product is created
orrenovated, its confribution to sustainability
is now faken info account, in addition

toits performance and profitability.

63,554

\
The number of people from
underprivileged communities who have
gained access fo employment through
one of LOréal's programmes. Qur 2020
goal: fo reach 100,000 people.

The proportion of the Group’s brands

that have conducted an assessment
of their environmental and social impact.

D
J

In 2018, for the third year in a row,

L'Oréal was awarded a triple ‘A’

CDP ranking, the highest score possible,
on the three key topics of climate
protection, managing water sustainably
and preventing deforestation, The Group
is the only company fo have obtained
the friple ‘A’ score, three years running.
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1 [f the final gesture towards
recyclmg is necessarily made
by consumers, comparnues have

a role to play in inspirin people
to take action, and accompanying
them in their efforts. Our brands
must bring our viston of a more

beautiful world te life.09
Jean-Paul Agon
Chairman and Chief Executive Officer

Editorial

n 2018, we continued
I the in-depth transformation

of our company towards an
increasingly more responsible and
sustainable business model. We are
fully engaged in striving to reach
the Iwrhl\ aml)llmm goals of our
Sharing Beauty With !H programme
by the end of 2020. Launched in
2013, it addresses all our impacts
throughout our entire value chain.

Our most rapid progress has focused

on our fransition fowards a low carbon
business model. In particular, we reduced
the CO, emissions of our planfs and
distribution centres by 77% between
2005 and 2018. At the same time,

our production increased by 38%.

We are proving in this way, year affer year,
that it is possible fo combine growth

with reducing our environmental impact.

And to reaffirm our unrelenting
commitment fo take climate action,

we have set ourselves even more
ambitious new targets, fowards 2030,
through the Science Based Targets
initiative’s framework (see page 5). These
commitments are in line with the 2°C
frajectory defined by the Paris Agreement.

In parallel, our ambition is fo become
part of the circular economy. In this
respect oo, we are making progress

in preserving natural resources, such as
water, for example. In 2018, three of our
plants have become ‘dry factories’,
which means that 100% of the water
used for industrial purposes is recycled
and reused in a closed loop. Beyond

a continuously more sustainable
manufacturing operation, we continue
fo improve the profile of our products, so
that the consumer is not obliged to choose
between beauty and ethics. In 2018, 79%
of our new or renovated products had an
improved social or environmental profile.

In this way, we continue to improve
the biodegradability of our formulas
and fo source natural ingredients from



sustainable sources. The optimisation
of our packaging is clearly a priority.
And by 2025, 100% of the Group’s
plastic packaging will be refillable,
reusable, recyclable or compostable.
Elsewhere, we are covering ever more
aspects of our value chain. We have
also chosen fo extend our initiatives
o the design of our stores and
point-of-sale advertising, through our
new ambition, ‘Refailing Sustainably’.

And beyond this concrete progress,
corporate responsibility is now a key
element of measuring and evaluating
the performance of both the whole
LOréal Group and ifs leaders. It's a
maijor structural evolution. Of course,
sustainability was already completely
integrated within the Group’s strategy.
Now, the fransformation of our
organisation is becoming everyone’s
business. We apply the same exacting
requirements fo social, sociefal and
environmental performance as we do
fo economic and financial resullts.

As proof, a part of my bonus, as well as
part of our senior management’s
bonus, is dependent on achieving
these objectives.

All our progress has once more been
recognised. We are the only company
in the world to have obtained,

for the third year running, afriple ‘A,
the highest possible rating, from CDP,
the independent, international
benchmarking organisation.

In the area of gender equdiity,

we have been classed as the most
gender-equal company in Europe
by Equileap, and we are second
globally, among more than

3,000 businesses. Lastly, for the first
time, we have achieved first place
in the Covalence EthicalQuote ethical
reputation index across all industries.
This ranking covers the 581 largest
listed companies in the world.

These recognitions are the result

of all ourfeams’ determination.

They motivate us fo move ever further
and more rapidly. It's this philosophy
that has always guided us. From the
outset of our programme, we have
established extremely ambitious

1

2018 PROGRESS REPORT

Our steadfast determination

to reach our goals has led us

to completely reinvent the way

in which we conduct our work. 9 9

2020 goals. And we have done so
without always knowing how to
achieve them in advance. But we
were convinced that it would oblige
us fo create the most innovative,
disruptive solutions. We will be able fo
meet the vast majority of these goals.
For others, the road will be a little
longer. Our steadfast determination
fo reach them has led us to completely
reinvent the way in which we conduct
our work, from the design of new
products to their distribution, including
their production and the sourcing

of raw materials.

This progress has been accompanied
by a change of structure, so that
the initiatives undertaken within the
scope of our Sharing Beauty With All
programme and those of the
Fondation LOréal will always be
overseen by one leadership, which is
directiy linked o me. These synergies
guarantee consistency between
exemplary business activities and
an exemplary positive contribution
fo society. One cannot proceed
without the other within our vision

of global corporate responsibility.

However, to really make a real
difference, we know that only
fransforming our company is not
enough. Communicating more
robustly on sustainability with
consumers is also our responsibility.
We are multiplying our initiatives,
such as the Trions en Beauté’

(‘Let's recycle in beauty”) campaign,
launched in France and supporfed
by our diverse brands. It aims fo
explain how fo separate hygiene and
beauty products. If the final gesture
fowards recycling is necessarily made

by consumers, companies have a role
fo play in inspiring people fo take
action, and accompanying them in
their efforts. Our brands must bring our
vision of @ more beautiful world to life.

We have undertaken our initiatives
in the confext of the United Nations
Global Compact's fen principles

for nearly 20 years, and since

2015 they have also contributed

fo the United Nations Sustainable
Development Goals. We are
conscious that we cannot act alone
fo address the magnifude of the
current challenges. That's why

we are joining forces fo participate

in transforming our sector and we're
forging extemal partnerships with
multiple stakeholders, including NGOs,
star-ups, corporate organisations
and suppliers. The more numerous
we are in faking action, the more all
our initiatives, placed side by side,
contribute fo making a tangible
positive difference.

Doing everything in our power

o be an exemplary leader is

our obsession. Because LOréal will
continue fo be a high-performing
company if, and only if, it generates
sustainable growth while creating
shared value. We have undertaken
and accomplished multiple initiatives,
but we must collectively accelerate
our efforts in the face of the climate
crisis. It is a moral imperative

-we must act. We are resolved

fo addressing these challenges

on a global scale. It's the condition
inherent to the company’s long-ferm
success and fo safeguarding

our planet, Our future as citizens

of the world hangs in the balance.
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Reducing the environmental
footprint of formulas

MONITORING INDICATORS UP TO 2020

IMPROVING PRODUCTS

C (y

79% ©

of new or renovated products in 2018 have
an improved environmental or social profile. *

By 2020, 100% of 1’Oréal’s products will have
an improved environmental or social profile,
due in particular o improvements in the
environmental profile of product formulas.

Improving the biodegradability

of producl formulas

L'Oréal has conducted lifecycle assessments

to measure the environmental impacts of its products
for many years. These studies highlight that water

is one of the principal impacts of formulas on

the environment, in particular the water discharged
by the consumer during rinsing, once the product
has been used.

L'Oréal’s teams therefore focus on improving
the environmental profile of product formulas in two ways:
+ improving the biodegradability of formulas, i.e. their
ability to be broken down by natural micro-organisms;
+ reducing their water footprint, which represents
the product’s impact on the aquatic environment.

An eco-design (ool

Jor formulas

L'Oréal has categorised all the products it manufactures
(shampoos, hair care, styling, hair colours, shower gels,
skin care, deodorants, sun care, make-up, perfumes, efc.)
according o the benefits they offer to consumers.

The Group has defined 145 product categories and
screened more than 40,000 formulas. Additionally,

it has created an eco-design tool in order fo improve
the environmental profile of formulas, while maintaining
the same benefits for the consumer.

This fool is integrated within SPOT, the Group's product
evaluation tool (see page 20) and used by all its product
formulation teams.

ENVIRONMENTAL FOOTPRINT OF FORMULAS

0
438% ©
of new or renovated products have an improved

environmental profile, due to a new formula
with a lower environmental footprint

Among the new products launched in 2018, products
across the Group'’s diverse brands feature formulas with
levels of biodegradability exceeding 98%. These include,
for example, Garnier’s Color Herbalia smoothing
tfreatment, Vichy’s Dercos Nutrients Nutri Protein Mask,
Matrix’ Biolage R.A.W. Rebalance Conditioner

and Shu Uemura’s Instant make-up prep mask.

Overall, LOréal increased the average biodegradability
rate of all its shampoos sold in 2017 to 91%, and its shower
gels to 89% (compared fo 87% in 2016).

Recognised resulls

~ . These product formula foofprint improvements,

xn  combined with the reduction in water consumption
achieved at production level (see page 17), have
enabled L'Oréal to obtain CDP's ‘A’ score for corporate
performance on sustainable water management in 2018,
the highest level possible, for the third year running

(see page 27).

L'OREAL PARIS

0O o e WY

™ A HAIR-STYLING MIST
THAT RESPECTS
THE ENVIRONMENT

In 2018, L'Oréal Paris launched its Stylista

Beach Wave Mist. The research behind

this product has enabled the creation

of an ultra-light mist fexture combining
'} two requirements: effectiveness and
| respect for the environment. Not only
does the Beach Wave Mist offer high performance, with excellent
hair-styling effects, but its formula is more than 99% biodegradable
and its minimal water footprint is reduced by 98% compared to
the category average. ®

* These are either new products for which new formulas have been developed and are being produced for the first time in the Group's manufacturing plants.

or products for which packaging was created or updated in 2018.
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By 2020, 100% of L'Oréal’s produets will have
an improved environmental or social profile.

To achieve this goal, the Group promotes the use
of renewable raw materials that are sustainably
sourced or derived from green chemistry.

Priorilising the use

of renewable raw malerials

Today, 59% of LOréal's raw materials (by volume) are derived
from renewable sources, and are largely of plant origin.

The Group uses approximately 1,600 raw materials

from nearly 340 species of plants criginating from around

a hundred countries. Certain products launched in 2018
comprised more than 97% renewable raw materials. These
include, for example, the Huile de Beauté La Provengale Bio,
Roger&Gallet’s Fleur de Figuier Hand & Nail Sanitizer,
Lancdme’s Nurturing Brightening Oil-in-Gel Cleanser

and Kérastase’s Aura Botanica Baume Miracle.

L'Oréal’s product formulators are strongly encouraged

fo use ingredients that are either:

« sustainably sourced;

« or prepared using green chemistry principles, i.e. via
processes that reduce the number of chemical synthesis
stages as well as solvent and energy consumption.

In 2018, 27% of the raw materials used by L'Oréal
(by volume) in its formulas were developed
according to green chemistry principles.

Strengthening L’'Oréal’s

suslainable sourcing methodology

In 2018, L'Oréal continued fo implement its

sustainable sourcing policy for renewable raw

materials, strengthening it with the support

of the NGO Rainforest Alliance.

The approach is based on four principles:

+ guaranteeing the fraceability of raw materials,
which means knowing the origin of the plant
and the country in which it was produced;

RAW MATERIALS AND BIODIVERSITY

of new or renovated products have
an improved environmental profile due
;1o a new formula integrating renewable
raw materials that are responsibly
sourced or respect the principles of green

SOCIAL IMPACT OF PRODUCTS

= 31% ©

AL e 0

of new or renovated products have
an improved social profile as they
include, in particular, raw materials
produced through Solidarity
Sourcing programmes

+ evaluating social and environmental issues

with suppliers in each sector;

verifying that the following criteria are respected:

- labour conditions must be decent and safe, in line
with human rights and the principles prescribed
by the International Labour Organization, across
the whole supply chain;

- equal opporfunities and zero discrimination between
producers are verified, and women’s empowerment
is encouraged;

- the growing and harvesting of crops must contribute
fo improving producers’ livelihoods and respect traditional
knowledge of biodiversity, in line with the principles
of the Nagoya Protocol;

- growing and harvesting practices preserve biodiversity,
particularly forests;

- sustainable, low-carbon agricultural practices are put
in place;

having this entire process verified by an independent

third party, in order fo measure the positive impact

of the programmes on the respective sectors.

MADAGASCAR

SOURCING VANILLA
SUSTAINABLY

L'Oréal has collaborated with a supplier,
a local NGO and farming communities in
Madagascar to launch a new Solidarity
Sourcing project for its purchases of vanilla.
The aim was to develop a sustainable,
traceable, high-quality supply chain, which
respects the integrity of natural ecosystems
and contributes to improving quality of life for farming communities
living in the protected area of Loky Manambato. In 2018, the project
counted 154 farmers divided in fwo associations, who have been able to
benefitfrom training on responsible farming practices and from fair pay.
By 2020, the goal is to raise yields and improve the quality of vanillq,
while doubling the number of farmers involved in the project
and promoting reforestation initiatives in the production area. @

* These are either new products for which new formulas have been developed and are being produced for the first time in the Group's manufacturing plants,

or products for which packaging was created or updated in 2018.
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PRODUCT PACKAGING
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of new or renovated
products have an improved
environmental profile,

of new or renovated
products have
an improved

environmental due fo packaging with
or social profile a lower environmenial
in 2018.* footprint

By 2020, 100% of L'Oréal’s products will have an
improved environmental or social profile. Optimising
packaging is essential to achieving this goal.

Since 2007, L'Oréal has implemented a responsible
packaging policy based on three pillars, known as

the ‘three Rs": Respect, Reduce and Replace. The Group
uses a global, systemartic eco-design process, ahead

of product design, for the packaging of finished products
and also for packaging used during fransport. LOréal
exfended this process to include point-of-sale (POS)
advertising materials in 2015. It systematically analyses
the environmental profile of its packaging using SPOT,
L'Oréal’s product assessment fool (see page 20).

Respecting the environment

Forits paper, cardboard and wood-ibre based packaging,
the Group has set itself a target of using only materials

from responsibly managed forests where biodiversity

is profected (FSC or PEFC). In 2018, 100% &) of the paper
used for product use instructions, 99.9% & of the cardboard
used for product packaging and 93% of the paper and
cardboard used in POS was certified. Since 1¢ January 2018,
the Group has not used any PVC-based material

in the production of its finished products.

Reducing and oplimising resources
Designing packaging of an optimal size and weight

with fewer resources, including large sizes and refillable
formats, represents another major opportunity fo drive
improvement. In this way, in 2018, the Group reduced

the weight of Garnier Micellar Water bottles by 22% in Asia,
which represents a saving of 35 tonnes of PET plastic.

Replacing malerials wilh

more suslainable alfernalives

LOréal replaces conventional materials with alfernatives
from recycled or renewable sources (recycled or bic-sourced
materials) at every possible opportunity. In 2018, the Group

MATERIALS

2018 PROGRESS REPORT

CERTIFIED PAPER
AND CARDBOARD

100% ©

of paper used for the instructions
included with products is certified

C ‘V
99.9% ©

of cardboard for product
packaging is cerfified.

83,7059

tonnes of recycled
materials were used
" in2018.

replaced virgin materials with 8,705 () tonnes of recycled
materials (PCR), an increase of 19% on 2017, This progress
is primarily the result of its efforts to infegrate recycled
materials within the plastic component of its packaging.
with a 38% increase compared fo 2017.

Forging siralegic parinerships

Determined fo promote the development of innovative plastic
recycling solutions, LOréal partnered with the company LOOP
in July 2018 to increase the volume of recycled food-grade
PET plastic it sources. This collaboration has recently
confributed to the co-creation, in 2017, of a consortium with
the company Carbios, fo develop and industrialise enzymatic
bio-recycling fechnology.

In 2018, LOréal shared its packaging optimisation
methodology, developed using SPOT within the context

of the SPICE initiative.** The Group is also participating

in the reflections led by the Ellen MacArthur Foundation
through its New Plastics Economy initiative. In January 2018,
L'Oréal announced a new commitment - by 2025, 100%

of its plastic packaging will be refillable, reusable, recyclable
or compostable.

L'OREAL PROFESSIONAL

SOURCE ESSENTIELLE,
A SUSTAINABLE INNOVATION

In 2018, L'Oréal Professional launched the
Source Essentielle range, with square-
shaped shampoo bottles enabling
minimal use of plastic materials. The
bottles fit perfectly one on top of the
other, and can be displayed in this way
in hairdressing salons without any POS
stands. Indeed, shampoo counters enable consumers to refill their
bottles at the hairdresser. Each refill saves the equivalent of 40% of
the weight of a bottle, ®

* These are either new products for which new formulas have been developed and are being produced for the first time in the Group’s manufacturing plants, or products

for which packaging was created or updated in 2018.

** The Sustainable Packaging Initiative for Cosmetics (SPICE) is an initiative co-created by L'Oréal and the consultancy Quantis, which shares each participant's best
practices and methodologies, in order fo standardise the methods used to evaluate the environmental footprint of packaging
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PALM OIL SOYA OIL

98%

(y

100% ©

of supplies of palm oil, palm oil
derivatives and palm kermel oil
derivatives have been ceriified
sustainable in line with RSPC
criteria since 2012

As part of I'Oréal’s zero deforestation policy, published
in 2014, the Group pledged that by 2020 at the latest,
none of the ingredients and raw materials used

in its products would be linked with deforestation.

Since 2007, L'Oréal has implemented action plans in order
to ensure the sustainable sourcing of raw materials that may be
the cause of deforestation.

Palm oil, palm oil derivalives

and palm kernel oil derivalives

L'Oréal purchases less than 370 fonnes of palm oil annually.
However, it consumes the equivalent of approximartely

71,000 tonnes of palm oil in palm oil derivatives (from the pulp
of the palm'’s fruit) and palm kermel ail (the exiract of the kernel).
100% @ of the palm oil sourced by LOréal has complied with
Roundftable on Sustainable Palm Oil (RSPO) standards since
2010, following the Segregated (SG) model. Regarding palm oil
derivatives, which are also 100% @ certified since 2012, L'Oréal
has increased the proportion of its Mass Balance purchases,
achieving 54% @ by the end of 2018 (compared fo 51% in 2017).
The remainder is covered by the RSPO Book and Claim model.
Furthermore, in 2014, the Group began fracing derivatives all
the way back fo their source. To date, LOréal has traced 95%
of its derivative volumes back to refineries, 85% back to mills
and 25% back to plantations. LOréal has also published a list
of 1,300 mills indirectly connected fo ifs supply chain.

L'Oréal uses the deforestation risk evaluation tool devised

by the NGO Global Forest Waich. All the Group's direct suppliers
are assessed in line with the Sustainable Palm index, ancther tool
available to stakeholders within the palm oil sector. To make
further progress, in 2018 LOréal began developing a new tool
to evaluate refineries and crushers (which extract the oil from
the nuts) on the basis of their policies, procedures and reporting.
This fool will be available and shared publically by the end of 2019.

Soya oil and its derivalives
In 2018, 98% of soya oil used by L'Oréal and sourced from Brazil

of soya is cerfified organic,

CERTIFIED PAPER AND CARDBOARD

ly

100% ©

of paper used for the instructions
included with products is certified

C (y
99.9% ©

of cardboard used for product
packaging is certified

(265 tonnes annually) has been certified as sustainable
(organic or Identity Preserved (IP)). The soya oil derivatives
used by the Group are largely sourced from zones classified
as posing no risk of deforestation.

Wood-fibre based products

Among the materials used by L'Oréal for its packaging,

100% @) of paper used for product instructions and 999% @)
of cardboard for product packaging come from sustainably
managed forests (certified according to FSC or PEFC
standards). Additionally, 93% & of the paper and cardboard
used in POS materials is cerfified. LOréal also uses other
wood-based ingredients in its products, such as cellulose
derivatives and certain perfumery ingredients. A study
conducted fogether with the NGO Rainforest Alliance enabled
L'Oréal to remove deforestation risks from its principle supplies.

~ . Forthe third year running, L'Oréal was awarded an ‘A
M score by CDP, the highest possible level of performance,
In 2018, 32 suppliers of paper, palm oil and soy took part

in the second edition of the Forest Disclosure Project Supply
Chain, a CDP programme (see page 24).

INDONESIA

IMPROVING PRODUCTION
4 TECHNIQUES TO PREVENT
DEFORESTATION

In 2018, L'Oréal collaborated with the
NGO SNV (Netherland Development
Organisation) to implement a sustainable
sourcing project focusing on palm oil
Kl derivatives in the region of Berbak in
! Jambi, on the Indonesian island of
Sumaitra. The project, in which all local stakeholders are involved,
from the mill o the derivative producer, aims to support 12,500
smallholder farmers in improving their palm oil production practices
over five years. It has a double goal of achieving zero deforestation
and improving farmers’ quality of life, including by raising and
safeguarding their income. @
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In 2018, the L’Oréal Group reduced the greenhouse gas
(GHIG) emissions of its plants and distribution centres
by 77% in absolute terms, compared to 2005, exceeding
the -60% goal it had committed to achieve by 2020.

L'Oréal reduced its GHG emissions by 77% between
w2005 and 2018, in absolute ferms. This exceptional
performance was recognised for the sixth year running
by CDP, which awarded L'Oréal with "A’ rating for its efforts
in fighting climate change.

L'Oréal is pursuing its initiatives with an ever greater ambition
-the Group’s new 2030 emission reduction goals have been
approved by the Science Based Targets inifiative and cover
the whole of its value chain and its direct and indirect impacts.

Improving energy efficiency

For more than 20 years, the Group has reduced energy
consumption at its manufacturing sites by improving
building design and insulation, optimising industrial
processes and using energy-efficient technologies.

In this way, L'Oréal reduced its energy consumption

by 36% (in kWh per finished product) between 2005

and 2018. The Group is also undertaking an initiative

to certify all its plants according to the ISO 50001 energy
management standard. By the end of 2018, 60% of plants
(24 sites) were I1SO 50001-certified. LCréal also continued
implementing its new tool, Energyscan, which categorises
every type of energy consumption on a particular site.
The best level of performance is established as a standard
for all the Group’s plants.

Increasing the use of renewable energy

In 2018, renewable electricity accounted for 66% of power
requirements at L'Oréal’s plants and distribution centres.
The Group achieved this through large-scale projects
harnessing fechnologies adapted to the location of each
sife (such as biomethanisation, biomass and solar panels,
etc)), and by purchasing green electricity and gas.

413,568 fonnes of CO.
2017 2018 emifted in 2018 :

By the end of 2018, 38 of the Group’s sites had achieved
carbon neutrality, including 12 plants.***

Reducing producl ransporl emissions

L'Oréal has reduced the emissions linked to the transport of
products from its manufacturing plants fo its distributors by
8% (by sales unit per km), compared fo 2011.**** To promote
its sustainable transport strategy, LOréal asked its businesses’
fransport teams to implement seven priority initiatives.
These include, for example, reducing emissions at source,
particularly by studying the network in order to reduce

the distances fravelled and the number of deliveries,

as well as by optimising the refilling rate. The financial
savings setf to be generated through these efforts will be
invested in sustainable transport solutions.

Engaging suppliers

Since 2009, L'Oréal has encouraged suppliers to work
with CDP, within the confext of the CDP Supply Chain
programme. In 2018, 437 of them began this effort,
compared to 355 in 2017 (see page 24).

FRANCE

ACTIVE COSMETICS PRODUCTION:
TWO PLANTS GO CARBON NEUTRAL

Specialising in the fabrication of health-
care and dermo-cosmetic products, the
production facility Active Cosmetics
Production comprises the Vichy plant,
which obtained carbon neutrality in 2017,
and the La Roche-Posay site. On this
second site, energy efficiency efforts and
research info sources of renewable energy led to an innovative,
biopropane-based solution in early 2018, Biopropane is a 100%
organically sourced gas made in the Netherlands from vegetable
oils certified as sustainable and recycled industrial waste. The plant
began using this new source of energy in mid-2018, a first for the
industry in France. In this way, the La Roche-Posay plant’s energy
mix is now derived from 100% renewable sources. ®

* Indicator calculated according fo the 'marketbased’ methodology defined by the GHG Protocol. These values take into account the emissions connected to refrigerant leaks.
** The calculation relates fo the Group's operational boundary, and excludes new acquisitions (Stylenanda and Logocos), as well as products sold online from the Group’s websites.
*** The 12 plants that achieved carbon neutrality in 2018 are: Libramont in Belgium, Seftimo in laly, Alcalad de Henares and Burgos in Spain, Gauchy, Ormes and Rambouillet,

Tours, Vichy and La Roche-Posay in France, Karlsruhe in Germany and Yichang in China.

****The decrease in this indicator (-18% in 2017) is linked to a sharp rise in airport transport in Asia. Conversely, road transport emissions did not increase in 2018, despite
an increase of 3% in the tonnage despatched. During the period 2011-2018, road transport emissions rose 4 times less rapidly than the tonnage despatched
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WATER CONSUMPTION IN PLANTS AND DISTRIBUTION CENTRES SINCE 2005 (in litre per finished product)
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L'Oréal has committed to reduce its water
consumption by 60% per finished product by 2020,
compared to 2005. To achieve this goal. the Group
is undertaking multiple initiatives: optimising
consumption and developing projects to treat,
recycle and reuse water at its production sites.

L'Oréal prioritises responsible water use within its manufacturing
operations by minimising its water requirements and faking

info account the local availakbility of this vital resource. In 2018,
the Group made a series of investments in its plants fo develop,
in particular, recycling installations that will begin operating

in 2019. All the projects already in place in 2018 allowed the
Group to lower the water consumption (in litre per finished
product) of ifs plants and distribution centres by 48%,
compared to 2005. This represents a reduction of 28% of the
Group’s consumption in absolute terms, while production
increased by 38% during the same period.

©  These programmes, combined with The Group’s efforts
Mo improve the water footprint of the products’ formulas
(see page 11), saw L'Oréal honoured for the third year running
with an ‘A’ score, the highest possible level, in CDP’s 2018
ranking of corporate performance on sustainakle water
management (see page 27).

Oplimising waler consumplion

The Group uses the Waterscan fool in all its plants fo categorise
diverse types of water use (cleaning, lavatories, cooling, etc.)
and identify how much water is consumed within each
category. The best level of performance achieved for

a particular type of water use is established as a standard

for all the Group's plants.

Reusing, refrealing and recycling

The Group continues fo install water treatment stations on

its manufacturing sites. LOréal's goal is fo reuse industrial warter
in an appropriate stafe for new use at every possible opportunity,
and retreat the wastewater exiting its freatment plants with

0.378
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diverse technologies (ultrdfiltration, inverse osmosis, etc.),

in order fo extract very high-quality water. This water is reused
for cleaning production fools or for cooling processes.

By the end of 2018, 12 plants* within the Group had
installations of this kind in place, breaking new ground

in the cosmetics industry.

Towards ‘dry faclories’

More globally, LOréal continues to develop ‘dry factories’

(see box below). This concept consists of deriving all the water
required for different purposes (cleaning equipment, producing
steam, efc.) entirely from water recycled in a closed loop on site,
avoiding the need to source water from external water networks.
Optimising industrial processes in this way has contfributed

fo reducing certain sites’ external water needs by up fo 80%,
compared to 2005.

Engaging suppliers

Since 2013, L'Oréal has invited its suppliers to participate
in the Water Disclosure Project Supply Chain. In 2018,

91 of them accepted this invitation to take part in this
programme led by the CDP (see page 24).

RUSSIA

VORSINO PLANT:
THE IMPLEMENTATION
OF DRY FACTORIES CONTINUES

Following in the footsteps of the Burgos
. plant in Spain in 2017 and the Settimo
plant in laly in early 2018, the Vorsino
plant in Russia became the Group's third
dry factory, due to a major programme of
modernisation and expansion of its water
treatment facility. The project enabled the plant to freat a larger vol-
ume of industrial water and reach a very high level of water quality.
In particular, the plant increased its physical, chemical and biolog-
ical freatment capacity and added a crystallisation mechanism to
minimise residues. All these improvements combined now enable
the Vorsino plant to reuse 99% of its wastewater in a closed loop. @

* In Karlsruhe (Germany). Libramont (Belgium), Montréal (Canada). Suzhou (China). Burgos (Spain). Aulnay and Rambouillet (France). Pune (India). Settimo (ltaly).

Istanbul (Turkey). Vorsino (Russia) and Migdal (Israel).
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By 2020, L’Oréal will have reduced the waste generated
by its plants and distribution centres by 60%. compared
to 2005. The Group is undertaking ambitious efforts to
reduce waste at source. while also ensuring the recovery
of residual waste.

A highly ambilious policy

L'Oréal has an ambitious waste management policy
which goes well beyond regulatory compliance.

The Group has therefore set itself a very stringent definition
of the concept of ‘waste’, which includes raw material
packaging or product packaging, sludge from wastewater
freatment plants, etc.

In 2018, the Group reduced the quantity of waste
generated per finished product by 37%, compared to 2005.
This represents a reduction of 12% in absolute ferms,

while production increased by 38% during the same period.

Generaling less wasle

al source

In order to fulfil its waste reduction commitment, LOréal

is optimising its use of materials across its manufacturing
operations. This approach is based on multiple Group-wide
projects that seek to:

+ reduce waste related fo transport packaging in plants
and distribution centres, through eco-design,
lightweighting, and optimising, reusing and standardising
materials. Another strategy in place is ‘wall-to-wall’
production, whereby a packaging production unit
managed by a supplier is established on site. This allows
the plant fo reduce the fransport of packaging and
the generation of waste linked to fransport packaging:

« improve manufacturing and packaging processes
to minimise production losses;

*Beyond local regulatory requirements.

WASTE RECOVERED

WASTE SENT TO LANDFILL*

o
]
=

97% ©

of waste recovered

Zero®

industrial waste
sent to landfill.

« install sludge treatment systems in plants equipped
with a wastewater freatment facility, in order fo reduce
the volumes generated and consequently the impact
of their transport and their downstream treatment.

Recovering residual wasle

L'Oréal aims to go one step further by ensuring the best
possible recovery of waste that cannot be avoided

at source. In 2018, it recovered 97% 2 of its industrial
waste by reusing or recycling it, or harnessing it fo
produce energy. 61% &) of this waste was comprised of
recovered materials (i.e. reused or recycled).

Promoling circular economy

Throughout its value chain, L'Oréal endeavours

to promote eco-design, resource efficiency and local
waste management. The Group seeks fo join circular
economy networks wherever it operates, creating
industrial synergies with other players in the area.

CHINA

THE SUZHOU PLANT'S WASTE
REDUCTION CAMPAIGN

L'Oréal’s Suzhou plant has been engaged
in a campaign since 2016 to reduce
waste and raise employee awareness of
the need to preserve natural resources.
In this way, the plant reduced its waste
by 21% (perfinished product) in 2018. With
the combined effort of all its employees,
the plant has put tangible initiatives in place: reducing losses in the
manufacturing tanks and optimising the main transport packaging
used during the delivery of packaging items. In 2018, it lowered
production losses by 47%, and avoided wasting more than 300 tonnes
of material. At the same time, it also reduced the waste linked to
packaging by 1.5%. @
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PRODUCTS EVALUATED

100%

of new or renovated products in 2018 were
evaluated using the product evaluation
r— tool.*

By 2020, 1'Oréal will make information
relating (o the environmental and social profile
ol its products available to consumers, in order
to help them make informed. sustainable
consumption choices.

SPOT: a unique evalualion lool

Between 2014 and 2016, L'Oréal’s Sustainability,
Packaging and Research teams worked on developing
an innovative fool allowing them to assess the social

and environmental performance of the Group’s products,

and integrate, for the first time, social as well as
environmental criteria. The Group implemented the fool,
known as the Sustainable Product Optimisation Tool!
(SPOT), in 2017 across all its brands. In 2018, L'Créal
shared its evaluation method for the environmental
footprint of packaging, as developed through SPOT,
with the SPICE initiative.***

A robust methodology,

co-crealed with experis

To create the tool, LOréal convened a panel of 12
infernational experts, who contributed o developing
the methodology - in line with European Product
Environmental Footprint standards - in order to ensure
that the final methodology would lead to a relevant
and robust assessment of impacts.

For the social element, L'Oréal worked with a panel of nine
renowned experts in social life cycle analysis fo establish
the first methodology to calculate the social impact of
cosmetics. As for the environmental side, the SPOT tool
infegrates lifecycle analysis methodologies as well as the
concept of ‘planetary boundaries’ developed by Professor
Johan Rockstrom’s team at the Stockholm Resilience
Centre. These were used within SPOT fo consider the
diverse environmental impacts of a product in terms of

the envircnmental challenges facing the world.

CONSUMER INFORMATION* *

% of brands sharing information arising
from the product assessment tool with
consumers to help them make informed
consumption choices.

A means of improving producls’ social

and environmenlal profile

100% of the products created or renovated in 2018*

- 2,195 products - were evaluated using SPOT, which is now

completely infegrated into the design and launch process

for new products, and allows L'Oréal fo:

« simulate diverse design options in order to assess their
impact on the environment and society, and identify
potential opportunities for improvement;

+ quantify the impact reduction across every aspect of the
product and follow progress on four areas of improvement:
packaging, the footprint of the formula, the proportion
of renewable ingredients sourced in sustainably or derived
from green chemistry, and the social benefit of the product.

Informing consumers

The Group’s teams are now working fo make the SPOT
product assessments accessible through a social and
environmental display system that is relevant for consumers
and in line with European recommendations on the subject.
The Group’s brands will adopt this display mechanism.

KIEHL'S

AN EXAMPLE OF SOCIAL AND
ENVIRONMENTAL PRODUCT
PERFORMANCE MEASURED BY SPOT

In 2018, Kiehl's launched its Made for All

shower gel, a cleansing body and hair gel

designed for all the family. Using the SPOT

tool, the exceptional performance of this

product is precisely calculated in line with

four areas of potential improvement:

« Packaging: the bottle is composed of 100% plastic derived from
recycled post-consumer packaging:;

+ Environmental footprint of the formula: the formula achieves a
biodegradability rate of 100%:;

* Raw materials of natural origin are sourced sustainably: 95%;

« Socialimpact: the use of aloe vera derived from a LOréal sustainable
sourcing programme in Mexico, @

* The scope regards products produced by L'Oréal (except full-buy, recent acquisitions, testers and samples, etc.).
** This indicator will be completed when the social and environmental display mechanism is finalised. The mechanism is currently being developed,

and will be implemented by all the Group's brands,

*** The Sustainable Packaging Initiative for Cosmetics (SPICE) is an initiative co-created by L'Oréal and the consultancy Quantis, which shares each participant’s
best practices and methodolegies, in order to help standardise methods for evaluating the environmental footprint of packaging.

20
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consumer awareness

of sustainable consumption

%
838% ©
of brands have evaluated their social and

environmental impact and are commiited
to reducing it and reporting their progress. *

By 2020, 1'Oréal will have improved the environmental
and social profile of 100% of its new products.

It will communicate the performance of these products
to consumers, in order to encourage them to make
sustainable consumption choices.

Improvement plans conlinue

across L’Oréal brands

Since the launch of the Sharing Beauty With All programme

in 2013, each brand within the Group has assessed

its environmental footprint, analysing its portfolio of formulas
and its packaging, in order fo create a sustainable innovation
plan. The brands identify opportunities forimprovement

for every product range, and develop an action plan.

In 2018, 88% &) of the Group's brands underfook this effort.*

Engaged and engaging campaigns

Conscious of the influential capacity of its brands, L'Oréal
encourages them to raise awareness and encourage
action among its partners, customers and consumers on
today’s major social and environmental issues. Each brand
must therefore identify a cause of their own and conduct
awareness campaigns. In 2018, 57% ) of brands conducted
this type of activity.*

The brands already engaged in awareness efforts have
continued their activities. Garnier has worked with Unicef since
2017 to support children in sifuations of humanitarian crisis,
and in 2018, renewed its partnership, contributing o funding
emergency programmes in Jordan, India and Yemen. In this
way, more than 195,000 children suffering from malnutrition

in Yemen were faken into care. Armani continues its Acqua
for Life campaign fo help expand access to safe drinking water.
Biotherm is still engaged in protecting the oceans, fogether with
Mission Blue and Tara Expéditions. La Roche-Posay continues
its Skin Checker campaign, launched in 2014, fo help prevent
skin cancer. Together with the NGO ReSurge International
and the SkinCeuticals brand, six women surgeons completed

* Percentage calculated compared to consolidated sales for 2018.
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RAISING AWARENESS AMONG CONSUMERS

O

57% ©

of brands conducted a consumer awareness initiative.

their second year of training in Bangladesh, Ecuador, Nepal
and Zimbabwe, L'Oréal Professional continues to raise among
hairdressers to prevent muscoloskelekal issues, fraining more
than 330,000 people.

Among the new campaigns launched in 2018, Biolage
joined forces with the NGO Conservation internationalto help
preserve fresh warter ecosystems, and Ralph Lauren Fragrances
formed a partnership with the Women in Film association,
which fights for gender quaility in the film industry.

In August 2018, LOréal launched the "Trions en beauté’ ('Let’s
recycle in beauty”) campaign in France, in order fo support
consumers in separating their cosmetic product packaging.
In this way, 54 L'Oréal brands in France joined the initiative

by adding an awareness-raising banner ‘Prenons le soin de
trier’ ('Let’s take care fo separate’), along with the dedicated
website address trionsenbeaute.fr to all their communications
materials, from press releases fo social media.

LANCOME

LANCOME FIGHTS ILLITERACY

76 million young women globally are
affected by illiteracy. This little known
problem often exposes them to exclusion,
dependence and inequality. To help give
these young women a voice and the
means to build their future, Lancéme has
created the Write Her Fufure initiative. In
partnership with the global NGO CARE, it
has launched three literacy programmes in Morocco, Guatemala and
Thailand, benefitting 2,047 people in 2018. The long-term objective
is to enable 8,000 young women to become literate, creating a
positive impact on their quality of life, but also the quality of life of
their families and those around them (around 40,000 people). With
illiteracy concerning both developing and developed countries,
partnerships with local NGOs and Write Her Future were launched in
2018 in France, Germany, the United Kingdom and Spain. Brazil and
the United States will follow in early 2019, @
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and social inclusion

By 2020, L'Oréal will have helped more than
100,000 people from underprivileged communities
gain access to employment. To achieve this goal.
the Group has developed multiple initiatives:
Solidarity Sourcing projects, vocational training

and the inclusion of people with disabilities

within its teams.

Empowering people through

responsible purchasing

The Solidarity Sourcing programme, established in 2010,
directs a proportion of the Group’s global purchases
to suppliers who give people who are typically excluded
from the job market access to work and a sustainable
income. This includes companies that employ people
from underprivileged communities, firms that may

not typically be able to access major infernational
calls for tenders, and micro-enterprises.

The Solidarity Sourcing programme is active across

all the regions where LOréal operates and covers all types of
purchases, including raw materials, contract manufacturing
and promotional items. In 2018, it enabled 56,842 V) people
from communities facing social or financial challenges

to gain access to or retain a job and a decent income.

This result represents an increase of 16.7%, or 8,150 more
beneficiaries than in 2017.

Beauly For a Beller Life

The Fondation L'Oréal oversees Beauty For a Better Life,

a free vocational fraining programme for beauty sector
skills that draws on the Group's expertise in fields such as
hairdressing and make-up. It supports people in difficult
living situations, particularly socially and economically
vulnerable women, victims of conflicts or violence or young
people who have left home or dropped out of school.
Active in 25 countries, Beauty For a Better Life in partnership
with local NGOs, helped 5,565 ) people gain access

to employment in 2018.

~

Including people with disabililies

L'Oréal has developed a global policy to promote

the inclusion of people with disabilities since 1990,

in close collabordtion with local and infernational experts
including associations and NGOs. Since 2015, the Group
has been an active member of the ILO Global Business
and Disability Network, the branch of the International
Labour Organization dedicated fo disability issues, and
shares its best practices. In September 2018, the Group
was recognised by Thomson Reuters as one of the fen
best-performing companies on Diversity and Inclusion,
among more than 7,000 businesses assessed.

In 2018, L'Oréal had 1,177 &) disabled employees. The Group
also celebrated the tenth edition of the DisAbility Awards,
which recognised internal initiatives focused not only

on employees, but also on consumers, as well as the most
vulnerable communities.

Al
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By 2020. 100% of L'Oréal’s strategic suppliers
will participate in its sustainability programme.
The Group has developed a two-pronged
approach: it selects suppliers on the basis

of their environmental and social performance.
and provides them with training tools.

Evalualing suppliers’ environmenlal

and social performance

L'Oréal evaluates and selects its suppliers based on five key

pillars: quality, CR, innovation, supply chain and service,

and competitiveness. These elements form a global
assessment framework for all types of purchase.

The CR pillar represents 20% of the fotal assessment score

and is organised by a series of criteria, including:

» social audits - In 2018, 1,369 (2 social audits were
conducted, bringing the total number of audits fo more
than 10,800 since 2006; the audit procedure has been
strengthened, with the questionnaire now taking info
account additional health, safety and environmental risks,
in the same way as on LOréall sites;

+ CR policy assessment by Ecovadis - More than 620
suppliers, including 161 strategic suppliers, were assessed
in 2017-18 (compared to 480 suppliers, including
183 strategic suppliers, in 2016-17). This represents
93% @) of the Group's strategic suppliers;

+ capacity to propose responsible products and services
- this includes everything from green chemistry
and eco-designed packaging to POS adverfising;

+ score achieved through CDP’s programmes;

« integration of projects such as Solidarity Sourcing
within their operations.

Helping suppliers to build

their environmenlal stralegy

L'Oréal provides its suppliers with in-service training tools

to help them optimise their social and environmental policies.
With approximately 28% of the Group's carbon footprint
arising from its suppliers’ activities, LOréal has encouraged

[

meet the Group’s commitments

suppliers to work with CDP, within the scope of the CDP
Supply Chain programme, since 2009. In this way, suppliers
are encouraged to develop carbon emissions reduction goals
and communicate their 2020 action plans (see page 16).

In 2018, 437 L'Oréal suppliers undertook an initiative

of this kind (compared to 355 in 2017), which represents

82% of the Group's direct purchases.

The Group has also encouraged its suppliers fo join CDP’s
Water Disclosure Project Supply Chain since its launch

in 2013. 91 suppliers participated in 2018 (see page 17).
Elsewhere, in 2018, the Group's 32 suppliers of paper, palm
oil and soy participated in the second edition of CDP's
Forest Disclosure Project Supply Chain (see page 14).

These programmes have enabled L'Oréal to obtain
aw an A’ score from CDP, the highest level of performance,
for its suppliers’ commitment.
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the centre Of | ébmihitments

L'Oréal’s ambition is to provide all of its employees
with access to health cover, financial protection

and training. wherever they are in the world.
Employees also benefit from a working environment
and office buildings with improved environmental
and social impacts.

L’Oréal Share & Care programme:
an acceleralor of social progress
Launched in 2013, the L'Oréal Share & Care programme
was implemented with the ambitious aim of achieving
a common foundation for social protection in all the countries
where the Group has subsidiaries, and for L'Oréal fo become
one of the most high-performing companies in each
regional market across all four areas of the programme:
+ Care: healthcare, with health cover and access
o high-quality care for employees and their families;
« Profect: a social protection scheme to provide financial
support in the event of an unexpected life accident;
* Balance: parenthood, to enable them fo live maternity
and paternity to the full, while pursuing their careers;
* Enjoy: quallity of life at work.

In 2018, the programme continued its second phase,
begun in 2017, towards new global 2020 goals, such as
a minimum ten-day paternity leave compensated

at 100%, or the expansion of welfare measures.

Priorilising learning and development

For L'Oréal, helping every employee to develop professionally
is both central to driving performance and a question

of responsibility. The Group has committed fo ensuring

that 100% of employees will benefit from at least one training
session annually by 2020. In 2018, this proportion grew

to 88% (). Its online training portal, My Leaming, is integral to
accelerating this ambition. Available in 27 languages, it had
more than 54,100 frequent users in 2018. Employees followed
nearly 750,000 modules, which represents 185,000 hours

of online training. Since 2017, employees have been able

(1]

fo follow MOQC:s offered by more than 150 universities globailly.
Overall, there were 3,200 registrations, and 18,000 hours
of training were delivered.

Promoling employee engagemenl

Since 2009, LOréal has engaged its employees through

a day of volunteering activities called Citizen Day. With some
27,600 participants and 170,000 volunteering hours across
63 countries, this event supporfed 855 organisations in 2018.
From an environmental perspective, LOréal is pursuing

the implementation of its Working Sustainably programme,
which aims to reduce the environmental footprint

of its administrative sites and research centres, and fo
engage employees in adopting sustainable behaviours

in the workplace. 46 L'Oréal businesses participated

in the Group's second Sustainably Week, which took place
in September 2018 and focused on sustainable fravel.
During the week, 40 million fonnes of CO, emissions

were avoided, which is the equivalent of 800 refurn flights
from Paris to London.




Mexico:

I’Oreal Mexico builds

momentum on sustainability

Mexico is L'Oréal’s headquarters
in Latin America. and in 2018,
L'Oréal Mexico made important
progress on improving its
environmental impacts and
contributing positively to society.

Integrating sustainability
al the heart of operalions
Investing in renewable energy

and installing solar panels has led
fo a-26% reduction in CO, emissions

at L'Oréal Mexico’s manufacturing sites,

compared to 2017. This achievement
relafes fo two plants - one in Mexico
City and the other in San Luis Potosi,
as well as the distribution centre

in Mexico, which has been a carbon
neufral site since 2017.

Elsewhere, the business achieved
the Group's zero waste to landfill goal
across all its production activities in
2018. These efforts enabled LOréal
Mexico fo obtain second place in the
ranking of responsible large consumer
goods businesses conducted in 2018
by the respected Mexican publishing
group Grupo Expansion.

Building more resilient
supply chains

Developing collaborative, long-term
partnerships with suppliers and
investing in sustainable sourcing
projects is helping LOréal Mexico

o build more resilient supply chains,

in the face of climate change and
resource scarcity.

In 2018, the Group's sourcing feam
held an event with 48 strategic
suppliers from Mexico, Colombia and
Argentina, helping fo improve lives

in the Group's sourcing communities
and raise the number of beneficiaries
in Mexico from 259 fo 375.

L'Créal and Multiceras, its Monterrey-
based candelilla wax supplier have
been conducting a programme since
2016 that allows fo improve the living

B~

L'Oréal and its candelilla wax supplier have been conducting a programme since 2016
that allows to improve the living conditions of 165 Candelilleros — the local candelilla wax
producers — while preserving the resource and its fragile ecosystem of the Chihuahua desert.

conditions of 1656 Candelilleros - the
local candelilla wax producers - while
preserving the resource and its fragile
ecosystem of the Chihuahua desert.

Deeper commitments

lo supporl greal causes

In 2018, the partnership between
Garnier and children’s charity UNICEF
allowed to raise funds through the sale
of products, directed to improving
inclusive, high quality education

for 22,000 children and teenagers

in Mexico and support emergency
relief efforts around the world.

The company is also committed

fo women's empowerment, a fopic
atthe core of the LOréal Group's DNA.
L'Oréal Mexico supported and raised
the profile of six women scientists
through the Fondation L'Oréal’s

For Women in Science programme.
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The company also helped

49 hairdressers from disadvantaged
backgrounds in Acapulco to improve
their skills and prospects through

the Foundation's Beauty For a Better
Life programme. 721 L'Oréal Mexico
volunteers also partnered with local
NGOs to support women in vulnerable
conditions.

Additionally, LOréal played

an active role in the second annual
Women4Climate Conference which
took place in Mexico city in February
2018. The Group is the founding
partner of this inifiative.



