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L’ Oreal IR & ¥

L’ Oreal in India (Institute of Chartered Financial Analysts of India, Business Case)

L’ Oreal in China(Institute of Chartered Financial Analysts of India, Business Case)

L’ Oreal Global Branding Strategy (Institute of Chartered Financial Analysts of India, Business
Case)

L’ Oreal and the Globalization of American Beauty (Harvard Business School, Business
Case)

Maybelline about face (Kellogg School of Management, Business Case)

A.T.Kearney Experts Interview
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