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INCLUDING THE INTEGRATED REPORT

This is a non binding free translation into English of the Registration Document filed with the Autorité
des Marchés Financiers (French Financial Markets Authority) on April 10, 2019, pursuant to article
212-13 of its General Regulations. The French version of the Registration Document can be used in
support of a financial transaction if it is supplemented by an information memorandum duly approved

by the French Financial Markets Authority. This Document was prepared by the issuer. The signatories
assume responsability for this document.
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NOTE

The terms “Group” and “Legrand” refer to the Company (as defined
in section 9.1 of this Registration Document), its consolidated
subsidiaries and its minority shareholdings.

References to “Legrand France” relate specifically to the Company’s
subsidiary Legrand France, which was previously named Legrand SA
but was renamed by the General Meeting of Shareholders dated
February 14, 2006, and not to its other subsidiaries.

The Company’s consolidated financial statements presented in this
Registration Document for the financial year ending December 31,
2018 have been prepared in accordance with International Financial
Reporting Standards (“IFRS”), as adopted by the European Union.
The Company prepares and presents its consolidated financial
statements in accordance with IFRS as required by French law.
IFRS may differ in certain significant respects from French GAAP.
The separate financial statements are presented in accordance
with French GAAP.

This Registration Document contains information about Legrand's
markets and its competitive position therein, including market size
and market share. As far as Legrand is aware, no exhaustive report
exists with regard to the industry or the market for electrical and
digital building infrastructures. Consequently, Legrand obtains data
on its markets from its subsidiaries which compile information
on their relevant markets on an annual basis. This information is
derived from formal and informal contacts with professionals of
the electricity sector (notably professional associations) and from
building statistics and macroeconomic data. Legrand assesses its
position in its markets based on the market data referred to above
and on its actual sales in the relevant market.

Legrand believes that the information about market share contained
in this Registration Document provides fair and adequate estimates
of the size of its markets and fairly reflects its competitive position
within these markets. However, internal surveys, estimates, market
research and publicly available information, while believed by
Legrand to be reliable, have not been independently verified and
Legrand cannot guarantee that a third party using different methods
to assemble, analyze or compute market data would obtain the
same results. Furthermore, Legrand’s competitors may define its
markets differently. Because data relating to market shares and
market sizes are Company estimates, they are not data extracted
from the consolidated financial statements, and Legrand cautions
readers not to place undue reliance on such information.

4 W REGISTRATION DOCUMENT 2018 « LEGRAND

This Registration Document contains forward-looking statements.
These forward-looking statements include all matters that are
not historical facts. They are mentioned in various sections of this
Registration Document and contain data relating to Legrand’s
intentions, estimates and targets, concerning in particular its
market, strategy, growth, results, financial position and cash
position.

By their nature, forward-looking statements involve risks and
uncertainties because they relate to events and depend on
circumstances that may or may not occur in the future. Forward-
looking statements are not guarantees of the Group's future
performance. Legrand’s actual financial position, results and
cash flows as well as the development of the industrial sector in
which it operates may differ significantly from the forward-looking
information mentioned in this Registration Document, and even
where these elements are consistent with the forward-looking
information mentioned in this Registration Document, they may not
be representative of the results or developments in later periods.
Factors that could cause such differences include, among other
things, the risk factors described in chapter 3 of this Registration
Document. Accordingly, all forward-looking statements should be
understood bearing in mind their inherent uncertainty.

The forward-looking statements referred to in this Registration
Document are only made as of the date of this Registration
Document. The Group will update this information as necessary
inits financial communications. Legrand operates in a competitive
environment subject to rapid change. Legrand may therefore not
be able to anticipate all of the risks, uncertainties and other factors
that could affect its activities, their potential impact on its activities
or the extent to which the occurrence of a risk or combination of
risks could lead to significantly different results from those set
out in any forward-looking statements, noting that such forward-
looking statements do not constitute a guarantee of actual results.
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£% FROM THE CHIEF EXECUTIVE
OFFICER

Beno'l‘t Coquart' ................................................

LCEO ................................................

2018: STRONG GROWTH IN MAIN
R TP PT PP INDICATORS AND TARGETS FULLY MET

B Excluding the exchange-rate effect, Group sales were up
T |:||:| +13% in 2018, the highest rise since 2006. This healthy
.......... O performance was on the one hand driven by organic growth
------- Sales in sales of +4.9%, coming from successful new product
L 5 997 . launches and commercial initiatives, and on the other hand
---------- €Jd) million from the effect of the increased scope of consolidation at
o +7.8%, reflecting a very active external growth strategy.
Tt O Adjusted operating profit increased by +9.7% to more
.......... M] than €1.2 billion and adjusted operating margin before
""""" acquisitions reached 20.2% of sales.

.......... More than

""""" 2018 also marked the final year for the 2014-2018 CSR
e, 38!000 employees roadmap, whose achievement rate reached 122%. The
---------- worldwide Group more than exceeded its ambitions in some areas,
ot for example as regards reducing energy intensity and
---------- improving health and safety at work.

---------- 9“ As a result, Legrand fully met its targets in 2018. We
Tt S achieved a very strong overall performance, reflecting our
.......... Operations in almost ability to create value for all our stakeholders over the long
T 90 ) term through a clear strategy, a robust business model and
.......... countries our highly committed teams.

---------- and products distributed in almost

iz 180 countries
i,
.......... aoao
.......... —

.......... Market capitalization of around

""""" €1 5-5 billion
e at February 28, 2019
""""" Member of the CAC 40 index and

........... of various benchmark ESG indices

6 W 2018 REGISTRATION DOCUMENT  LEGRAND



“ In 2018, Legrand undertook
many initiatives aimed at fueling its development
in keeping with the solid fundamentals
that have made it successful.s

A VALUE-CREATING BUSINESS MODEL

Legrand will continue to develop, driven in particular by the
technological and social changes that are having a lasting
and profound impact on buildings, such as digitalization,
longer life expectancy, urbanization, efforts to control
energy consumption, fiber optics and voice control.

Building on this, Legrand will maintain its value-creating
strategy, driven by:

e organic and external growth, and innovation to

accelerate its development,

e optimized performance, particularly through industrial
initiatives,

e digital transformation of its offering, in order to
increase the value in use of its products, and of its
organization,

e a new CSR roadmap to define and monitor its extra-
financial performance targets in connection with the
UN’s Sustainable Development Goals, around three focal
areas: Business Ecosystem, People and Environment.

This clear strategy is underpinned by the Group's robust
market positions and the fundamentals that have made its
success: demanding governance, acknowledged financial
discipline, the accountability and commitment of its teams,
simplicity in dealings with others, rapid decision-making
and strong values. More than ever, the strategy also
consists of having customer-centric thoughts, processes
and decisions!

INTEGRATED STRATEGY
AND PERFORMANCE

| believe that we must consider the Group's overall
performanceinterms of the expectations of all stakeholders:
its customers and workforce obviously, but also its suppliers,
shareholders, public authorities and the communities in
which the Group operates, while also making sure to respect
natural resources and the environment.

This is why, for more than 10 years now, we have adopted
sustainability targets through multi-year roadmaps.

This is also why we made a materiality survey, which allows
us to understand what matters to each of our stakeholders.
Likewise, performance can only be sustainable if major
risks are correctly identified and mitigated, which we strive
to do every day through our risk management approach.

Finally, this integrated report charts the Group’'s ability
to make the most of opportunities for value creation in a
sustainable, responsible and profitable manner. It is based
on the framework defined by the International Integrated
Reporting Council (IIRC), and it complements our other
publications.

Benoit Coquart,
CEO

2018 REGISTRATION DOCUMENT
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i THE GLOBAL SPECIALIST
IN ELECTRICAL AND DIGITAL
BUILDING INFRASTRUCTURE

P A market driven by megatrends

Legrand is a global player in electrical and digital infrastructure for residential, tertiary and industrial buildings.
Its accessible market is worth more than €100 billion.

Social and technological megatrends, and those relating to customer habits, offer the Group long-term growth prospects.
Indeed, buildings lie at the heart of these developments.

SOCIAL e Growing and ageing
MEGATRENDS populations
¢ Rise of the middle

class in new economies I
e Climate change and L|1 Iegrand
energy-saving

e Health and wellbeing
e Growing urbanization

CUSTOMER- * Mobility
RELATED e Connected living
MEGATRENDS e E-commerce Tertiary
e Internet of Me
e Collaborative and remote
working

® Personal data protection Residential

TECHNOLOGICAL o Wireless hoEUTY
MEGATRENDS e Voice control 0

e Sensors

e Fiber optics

¢ Big Data and blockchain

e Artificial intelligence

1/8 The number of people Buildings are responsible
of the world's population aged over 80 is expected to triple for 35% of energy
has no access to energy* between now and 2050** consumption*

*

Source: International Energy Agency (IEA).
**Source: United Nations Organization.

8 m 20718 REGISTRATION DOCUMENT » LEGRAND
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» Present across
all parts of the economic chain

ET WORTH OVER :

'DRIVEN BY MEGATRENDS

The depth of Legrand’s offering, geared towards low-voltage applications in tertiary, residential
and industrial buildings, makes the Group a global benchmark for all the players in its economic chain:

o distributors, to which Legrand sells its products,

o electrical contractors, who install Legrand'’s solutions in buildings,

o product specifiers (architects and engineering firms), which recommend the Group's solutions,

© end-users (individuals, companies and building managers).

L1legrand’

Generalists
Specialist
DIY

Electricians
Investors ——p——— Panel builders/integrators
Architects Maintenance departments
Engineering firms Handymen
Decorators

Residential
Tertiary
Industrial

Product flows
—»— Marketing flows

2018 REGISTRATION DOCUMENT « LEGRAND m 9



-*+ LEGRAND:
THE GLOBAL SPECIALIST IN ELECTRICAL AND DIGITAL BUILDING INFRASTRUCTURE
» A broad product range

Legrand offers more than
300,000 product lines

RASTRUCTURE AND 7,
O

AUDIO

& VIDED

USER INTERFACES
(SWITCHES AND
SOCKETS)

LE A
# 0

[N 704

P
%
Z
<
A
=,
2
)
)
£
=
w

LIGHTING MANAGEMENT
AND SECURITY
SYSTEMS

BEn [ GRS

HOME AND TERTIARY

AUTOMATION

CONTROLS AND COMMAND

P An organization that supports the Group’s strategy and customers

THE GROUP'S THE F_RONT OFFICE _ THE BACK OFFICE
ORGANIZATIONAL is organized by country and consists
STRUCTURE IS BASED ON

of sales (in a broad sense) and operational
marketing, aimed at meeting
TWO DISTINCT ROLES:

brings together industrial activities
(innovation, R&D, production, purchasing
and supply chain) with strategy-related
the specific needs of each market.

activities and general administration,
centralized at the Group level.
10 m 2018 REGISTRATION DOCUMENT
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» Global presence
Legrand’s products are sold under more than 70 brands and across close to 180 countries.

The Group has sales and manufacturing operations in nearly 90 countries.
Almost 85% of its sales come from outside France.

2018 SALES

BY GEOGRAPHICAL REGION

2018 SALES

BY END-MARKET

55% 40% 5%

TERTIARY RESIDENTIAL INDUSTRIAL

2018 REGISTRATION DOCUMENT » LEGRAND m 11



= PROFITABLE, SUSTAINABLE,
VALUE-CREATING GROWTH

2018 Data

HUMAN * More than 38,000 people
CAPITAL © Almost 2,400 people working

in R&D in more than 20 countries
© Loyal and committed teams

A global presence in electrical

INDUSTRIAL = More than 130 manufacturing and digital building infrastructure,
CAPITAL and logistics sites in 31 countries a market driven by megatrends
— © 90% of sites IS0 9001-certified

© 904% of sites IS0 14001-certified EXTERNAL GROWTH

48 acquisitions

FINANCIAL © Solid balance sheet structure from 2008 to 2018
CAPITAL ® Net debt equal to 1.7x EBITDA £3.9 bittion invested
— © Investment-grade credit rating )
INTELLECTUAL © About 3,700 patents ORGANIC GROWTH
CAPITAL * More than 70 trademarks Innovation

© More than 300,000 product references « 4.8% of sales invested on R&D in 2018

« More than 40 families of connected products (Eliot)
« Sales of connected products growing in total at

SOCIAL © 60% of purchases from suppliers that an average annual rate of 28%"
CAPITAL embrace Global Compact principles
— © Corporate sponsorship (Electriciens Commercial excellence
Sans Frontieres, Fondation A?ir Contre « 96% of sales covered by CRM
UExclusion), technological alliances,

* 121 million web pages viewed
« Digital initiatives: e-marketing, data analytics
« More than 100 showrooms and concept stores

commercial partnerships

NATURAL * Land
CAPITAL * Raw materials

© QOther natural resources

—

(1) Between 2014 and 2018.

12 m 2018 REGISTRATION DOCUMENT « LEGRAND



LONG-TERM VALUE CREATION

€6.0 biltion 20.2v €893.5 mittion
of sales, adjusted of normalized
including €635 million operating margin free cash flow
from connected products (in % of sales)

BREAKDOWN OF VALUE ADDED BY STAKEHOLDER (2007-2018)

Growth investments

- R&D investments
- Industrial investments
- Acquisitions

Other stakeholders

- Shareholders and lenders
- Governments (corporate income tax)
- Civil society

Employees —

LEADERSHIP
POSITIONS

69% of revenue
from leading products”

@ BUSINESS ECOSYSTEM (2014-2018)

: . o 45 partnerships
At least one leadership position in « Training provided to 794,000 customers
more than ll5 countries « Support given to 100% of at-risk suppliers

» Business ethics training provided to more than 3,300 staff members

1.2 million people benefiting from electricity supply projects carried out with
Electriciens sans Frontieres

4.22: accident frequency rate with work stoppage halved

32% increase in the number of women in key positions

5"3@ ENVIRONMENT (2014-2018)

 91% of waste recovered

o -26.4% reduction in energy intensity

e 4.5 million metric tons of CO, emissions avoided through our energy efficiency products

Legrand, the sixth CAC 40 company to be recognized by the Sciences Based Target
‘ Initiative for its commitment to reducing greenhouse gas emissions

(1) Percentage of sales coming from products that rank first or second in their respective markets.

2018 REGISTRATION DOCUMENT » LEGRAND m 13



2 GROWTH DRIVERS: |
DRGANIC GROWTH AND ACQUISITIONS |

» Organic growth

Organic growth is driven by innovation, through regular new product launches and ongoing sales and marketing initiatives.

Legrand also establishes technological partnerships — for example with CEA Tech, universities and other industrial players
—and commercial partnerships, such as the collaboration with Lumileds to speed up adoption of dimmable LED
lighting in the United States.

EXAMPLES OF NEW PRODUCTS IN 2018:

e User interfaces: dooxie in France, Living Now
in Italy, Yiyuan in China, and connected products  [Naddhah
(Céliane with Netatmo in France, Valena with CONNECTED OBJECTS

Netatmo in Greece and Smart lighting control

in the United States] The d.evelt.lpment.of the Internet
of Things is a major development for Legrand.

e Automation for tertiary buildings: digital control
interface for hotel rooms

e Protection: DX3 and DMX circuit-breakers,

The Group has decided to step up
its investments in this area.

Innovation: in 2015, Legrand launched the

Practibox S cabinets and XL3 power enclosures Eliot program, which aimed at doubling
* Security systems: Galaxy connected the number of connected product families
A and achieving double-digit average
security llghtmg annual total sales growth for connected
e Lighting management: Human Centric products by 2020. Those targets were met
Lighting solutions as early as 2018.

. AUdiO/VidEO: app-controlled and Partnerships: the Works with Legrand

Alexa™-interoperable Nuvo player audio

program enables third parties to connect
to the Group’s solutions in order to offer

systems, Milestone display mounts new services and functions. R

o Intelligent UPS Systems

e Data: Infinium fiber enclosures for datacenters ESSEEE,

o Logix universal modular floor boxes o SEEEEEE
C O WORKS WITH SE

I 1PN I'.'.Ilegrand® e

e s E e E s a s e s a s a s E s EEaE s s s sEEsEE s E s aEsaEsamssaasaEsaEaann s SMARTLY on TR [
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“ Combined with our loT expertise, the acquisition
of Netatmo, a leading French smart home company,
will enable us speed up development of high value

in use connected products 33

Benoit Coquart

P External growth:
A bolt-on acquisitions strategy

Legrand’s targeted acquisitions strategy focuses on small- and medium
sized companies, referred to as bolt-on acquisitions, that complement
the Group’s existing activities, strengthen its positions and expand

its accessible market year after year.

The Group has made 170 acquisitions since 1954 and invested
an average of €382 million per year over the last 10 years.

In 2018, Legrand acquired more specifically seven companies:

Netatmo, a leading French producer of connected objects for the home
Debflex, a French frontrunner in electrical equipment for DIY (Do-It-Yourself)
activities

Kenall, the American leader in lighting solutions dedicated to specialized
applications and to critical non-residential environments

Shenzhen Clever Electronic, Chinese leader in intelligent
Power Distribution Units for datacenters

Modulan, the German specialist in custom cabinets
for datacenters

Gemnet, a Uninterruptible Power Supply systems
specialist based in Dubai 7
Trical, a local front-runner in electrical and digital
enclosures and switchboards for residential and
commercial buildings in New Zealand

acquisitions
in 2018

P

it

Acquisitions help Legrand

to expand its accessible market
and strengthen its leading
positions.

Between 2006 and 2018:

® the value of Legrand's
accessible market more than
doubled to over €100 billion;

® the proportion of sales coming
from products, which rank first
or second on their market rose
from around 53% to over 69%

In the last 10 years, the Group's
acquisitions strategy has enabled
it to achieve:

® A number 1 position in
audio/video infrastructure and
power in the United States with
the acquisitions of Milestone
and Middle Atlantic Products,
which have now been combined
within a single division,

® A leading position in smart
power distribution units
in the United States with the
acquisitions of Raritan and
Server Technology, and
in China with the acquisition
of Shenzhen Clever Electronic,

® A leading position in
specification-grade lighting
solutions for commercial
buildings in the United States
with the acquisitions of
Pinnacle, Finelite, Kenall and
OCL, and

® A number-two position
in Europe in the assisted living
market with the acquisitions
of Intervox in France, Neat
in Spain, Sweden and Germany,
and Tynetec and Jontek
in the United Kingdom.

2018 REGISTRATION DOCUMENT « LEGRAND
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o CSR STRATEGY

22 FOR LONG-TERM
GROWTH

MAKE OUR COMMITMENT » Performance management

and oversight

i

FOR SOCIETY, PEOPLE AND _
CSR performance is managed and overseen by the

| CSR Department, which relies on a network of 300
correspondents working in the Group’s subsidiaries.

CSR priorities are applied by the Group’s various entities.

A specific governance structure is in place and the

> A strategy integ rated social responsibility committee is in charge of ensuring

. . consistency between the CSR priorities and Group

in the business model strategy.

and aligned W|th global issues There is a quantitative target for each roadmap priority,
measured using consolidated indicators on which

For many years, the Group’s CSR approach has been an independgn.t third-party organization provides a

an integral part of the Legrand business model and has reasoned opinion.

supported its sustainable, profitable growth. The CSR The Group reports on its extra-financial performance

roadmap, first published in 2007, every year, and it is one of the criteria determining the

compensation of Group executives and decision-makers

is a place where the Group's business activities, strategy ; )
(CEO, members of the Executive Committee, country

and global challenges meet. It represents a commitment

by the whole organization: all subsidiaries and entities managers, Strategic Business Unit managers etc.).

are stakeholders in the CSR strategy and they implement

it globally.

1Al NGOS AND CHARITABLE CUSTOMERS

P Developed jointly ORGAN.ZAT.ONS

with stakeholders EMPLOYEES
CIVIL SOCIETY AND TRADE

UNIONS

The CSR strategy, which is formalized in the CSR

roadmap, addresses the Group’s main Environmental,

Social and Governance (ESG) issues risks and issues,

identified partly through a materiality survey carried Sﬁgggh‘%ﬁéggs
out among stakeholders (3,700 respondents) and partly

through the Group's risk mapping efforts.

STAKEHOLDER
GROUPS FOR
LEGRAND

SHAREHOLDERS

T
\ V4

FINANCIAL _/ \_ SCIENTIFIC
COMMUNITY COMMUNITY,
INDUSTRY
AND EDUCATION
SECTOR

16 m 2018 REGISTRATION DOCUMENT » LEGRAND



> A Strategy To learn more :

2018 Registration document

aligned with international Chapter &
standards

Legrand applies international CSR standards:
¢ the Universal Declaration of Human Rights

* the Declaration of the International Labour Organization
(ILO)

¢ the GRI (Global Reporting Initiative) and 1ISO 26000
standards

* the 10 Principles of the United Nations Global Compact

* the United Nations Sustainable Development Goals
(SDGs) for 2030

* Legrand is also part of the Science Based Targets
initiative (backed by the WWF, the United Nations
Global Compact, the World Resources Institute and
the Carbon Disclosure Project)

P A strategy defined by clear objectives

Multi-year CSR roadmaps set out the priorities and targets for the Group and each subsidiary.

They are supplemented by medium-term targets related to the United Nations Sustainable Development Goals.

2007-2010 > 2011-2013 > 2014-2018 > 2019-2021

3 focal areas 3 focal areas 4 focal areas 3 focal areas
8 key challenges 8 key challenges 10 key challenges 10 key challenges
28 priorities 21 priorities 18 priorities

2018 REGISTRATION DOCUMENT » LEGRAND m 17



CSR STRATEGY
FOR LONG-TERM GROWTH

» 2019-2021 roadmap: issues and priorities

The 2019-2021 CSR roadmap was published in February 2019 and is Legrand’s fourth.

It reasserts the Group’'s commitment to sustainability in its business activities while being
more ambitious than previous roadmaps.

It is based around 10 key challenges and 18 priorities, consistent with the UN's Sustainable Development
Goals (SDGs).

To make the Group more agile and responsive in this area, the 2019-2021 roadmap covers
a three-year period instead of four years for the previous roadmap.

Quantitative targets are calculated with respect to end-2018 levels and are to be achieved by the end of 2021.

BUSINESS
3 FOCAL AREAS OF ECOSYSTEM
THE COMMITMENT Legrand interacts with
TO SUSTAINABILITY its whole business ecosystem

in an ethical way.
Legrand’s CSR is based

on three focal areas'"
that guide and structure
its commitments.

PEOPLE

Legrand commits for respect
of allits staff members
and stakeholders.

1

BUSINESS
ECOSYSTEM

The focal areas break

down into 10 key
challenges that take

priority for both the Group’s
stakeholders and the
development of its activities:

)

ENVIRONMENT

ENVIRONMENT

Legrandintends to
limit the Group’s impact
on the environment.

3
TARGETS

FOR 2030

BUSINESS ECOSYSTEM PEOPLE ENVIRONMENT
INCREASE THE SHARE T STRENGHTHEN THE POSITION | CONTINUE REDUCING THE
OF SUSTAINABLE INCOME OF WOMEN AT LEGRAND GROUP'S ENERGY FOOTPRINT

Derive 80% of the Group’s
sales from sustainable products

18 m 2018 REGISTRATION DOCUMENT « LEGRAND

Ensure that at least one
third of the Group’s key roles
are occupied by women

Reach gender parity in
the workforce

Achieve a 30% reduction in CO,
emissions directly related

to the Group’s activities

(target validated by Science
Based Targets)



CSR STRATEGY
FOR LONG-TERM GROWTH

BUSINESS ECOSYSTEM

All along the value chain, Legrand aims
to address the expectations of business
stakeholders, suppliers, users and partners, :
in order to ensure progress for all in strict

compliance with ethical rules.

PROVIDE SUSTAINABLE
% SOLUTIONS
3 BOMSE SANTE
ET BIENETRE
INFRASTRUCTURE

|| %

e Protect the health and safety
of users

B INDUSTRIE
INNOVTION ET

e Stimulate innovation through
partnerships

&
-
af

ENSURE SUSTAINABLE
PURCHASING

* Raise awareness and provide training
about responsible purchasing

e Measure the progress of suppliers
identified as at-risk in CSR terms

ACT ETHICALLY

=

2 i

e Continue to train employees
and raise their awareness about
business ethics

e Monitor the application
of the compliance program

MM

gh

@

PEOPLE

All over the world, Legrand is committed to
ensuring the greatest respect for human
rights, diversity, safety, wellbeing, health and
talentamong its employees and communities.

O O RESPECT
HUMAN RIGHTS

AND COMMUNITIES

T D
Heoncuanne g
o | >

~

* Comply with the Group’s commitment
to human rights

» Contribute to communities

N

Q PROMOTE HEALTH,
SAFETY AND WELL-BEING
AT WORK

B0 AwTE TR DECENT

£ BENETRE f Rossiice

/> | af

» Deploy best practice on health and safety
at work

* Strengthen the commitment
of Group employees

Q 1
DEVELOP SKILLS

ECATION
€ QUALTE
» Develop the skills and talents

of all employees

4). PROMOTEEQUAL
<) OPPORTUNITIES
™~ ANDDIVERSITY

EGALITE ENTRE 1{] INEGMITES

LES SEXES REDUTES
F

1i=)

g3

* Encourage diversity at work

&

ENVIRONMENT

It is Legrand’s responsibility to limit the envi-
ronmental impact of its activities, particularly
by reducing CO, emissions.

LIMIT GREENHOUSE
GAZ EMISSIONS

12 E?fw;m 13 AL LUTTE CONTRE
RESPONSABLES LES CHAMGTVENTS
CAMATIUES

O o

e Reduce the Group’s carbon footprint
 Avoid CO; emissions through the Group’s
energy efficiency offers
o
.ﬂ \‘ INNOVATE FOR
./ CIRCULAR ECONOMY

TR —

ET PREOUCTION
INFRASTRUCTURE RESPONSABLES

& | | CO

e Integrate circular economy
principles into the development
of new products

* Provide environmental information
on the Group’s products

* Ensure waste recovery

CR,V COMBAT POLLUTION

Eingurs 12 oo
ou RESPONSABLES
A_

* Reduce Volatile Organic Compound
(VOC] emissions
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““RISK

::MANAGEMENT

FOR PERFORMANCE

P Risk mapping

As the Group and its operating environment changes, risk mapping aims to identify risks
and opportunities that are likely to significantly impact the Group’s strategy, operations,
financial position or reputation, and to mitigate them.

Risk factors may be external (regulatory changes, cybercrime,
technological developments, market trends, climate change, natural
catastrophes etc.) or internal (equipment or human failure, fraud,
non-compliance with regulations, etc.).

Risk management is an ongoing exercise for which all Group managers
are responsible.

A dedicated governance framework is in place, involving: f The approach is

® arisk manager in charge of overseeing the process, based on identifying

® arisk committee chaired by the Chief Executive Officer, and ranking risks

® operational risk committees in some departments, on the basis of their impact.

® the Audit Committee, charged with assessing the organization probability and estimated
and effectiveness of the mechanism. level of control.

P Dedicated governance framework

AUDIT COMMITTEE

Group Risk Committee

Entities self-assessment

[ } [ j
[ Risk mapping ]
“ [ Internal control framework j “
{ ) [ ]
[ )

Group Compliance Committee

[ Annual audit planning

\___/\___J

Group internal auditors

Local internal controllers

Operational risk
management committees

RISK MANAGEMENT INTERNAL CONTROL INTERNAL AUDIT
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P'S OPERATIONS AND SAFEGUARDIN
ITS INTEGRATED PERFORMA

risks and opportunities

The risk mapping and materiality analysis work carried out with our stakeholders enables us to identify the risks
and opportunities relating to our business model.

ASPECTS OF THE

BUSINESS MODEL ASSOCIATED RISKS AND OPPORTUNITIES

* Technological disruption and digital transformation

Organic growth and innovation -

Particularly related to the Internet of Things

Acquisitions

Leadership positions

Human capital

Intellectual capital

Industrial capital

Social capital

Financial capital

Natural capital

Creation of financial value added

Global presence

* Personal data protection
© Failure in launching a major project

* Detecting acquisition targets, acquiring them and integrating them within Legrand

* Changes in product standards and regulations
e Ability to adjust prices

* Product quality and safety

 Brand and reputational damage

e Attracting and retaining talent

* Adapting skills to requirements

* Engaging staff

* Intellectual property, patent protection, infringement of third-party rights, counterfeiting

* Raw materials and component shortages
* Failure of a strategic supplier
* Unavailability of a production, storage or logistics site

* Poor practice among suppliers
* Environmental impact

* Employment practices

* Business ethics

© Taxrisks

¢ Financing and liquidity risk
* Counterparty risk
© Value of brands and goodwill

* Risks related to climate change

e Failure to achieve the expected financial performance
¢ Reliability of accounts and internal control

* Foreign currency risk

 Customer credit risk

* Country risk

2018 Registration document

To learn more :

Chapter 3
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CENTRAL
TO ALL ISSUES

» Board of Directors:
independence, diversity and variety of skills

Legrand is listed on Euronext Paris and is a member Code of Corporate Governance, which can be consulted
of the CAC 40. on Medef's website at www.medef.com
lts shareholder base is international, and is mainly The Board of Directors exercises the powers vested in it by

located in the United States, France, the United Kingdom
and various other European countries. Its free float is
96%. Legrand pays a particular attention attention to its

law to act in the company’s interest in all circumstances.
The Board's decisions are made within the context of the

governance, ensuring that it meets the highest standards, Group's sustainable development approach. The Board
not only to comply with legal requirements but to act in of Directors therefore contains people with varied and
the interests of all stakeholders. complementary profiles, with strategic, financial and
The Company abides by the principles of corporate specific skills such as financial communication, CSR,
governance for listed companies set out in the Afep-Medef talent management and marketing.

To learn more :

2018 Registration document
Chapter 6, paragraph 6.1.1

THE MEMBERS OF THE BOARD OF DIRECTORS ARE AS FOLLOWS:

' - I — N
Gilles SCHNEPP, Olivier BAZIL, Isabelle BOCCON-GIBOD, Christel BORIES, Angeles GARCIA-POVEDA,
Chairman of the Board of Directors, Director, Independent Director, Independent Director, Lead independent Director,
French French French French Spanish
— S —

Edward A. GILHULY, Philippe JEULIN, Patrick KOLLER, Annalisa LOUSTAU-ELIA, Eliane ROUYER-CHEVALIER,

Independent Director, Director representing employees, Independent Director, Independent Director, Independent Director,
American French German-French Italian French

PROPORTION OF INDEPENDENT GENDER BALANCE | NATIONALITIES REPRESENTED
DIRECTORS* ON THE BOARD OF DIRECTORS* ON THE BOARD OF DIRECTORS

789 56% .9 &by 5- 5

* These figures do not include the director representing employees.

(1) On the date this registration document was registered.
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http://www.medef.com/

“Legrand’s governance is consistent
with market best practice,
particularly through the composition and functioning
of its Board and committees
and the quality of its interaction with management.

Gilles SCHNEPP (Chairman of the Board of Directors = =-rovrenees
and Member of the Strategy and Social Responsibility Committee)

8 85% 1
MEETINGS OF THE BOARD IN 2018 DIRECTOR ATTENDANCE RATE | MEETING HELD BY DIRECTORS WITHOUT e
IN BOARD MEETINGS INTERNAL AND EXECUTIVE DIRECTORS | oo s FETOLES

In 2017 and 2018, Legrand ranked in the top quartile of CAC 40 companies
in terms of governance practices according to the “CAC 40 governance” index launched
by Euronext in partnership with Vigeo Eiris.

8 3 4 2 95%
MEETINGS OF THE AUDIT MEETINGS OF THE MEETINGS OF THE STRATEGY MEETINGS OF THE NOMINATING DIRECTOR ATTENDANCE
COMMITTEE COMPENSATION COMMITTEE AND SOCIAL RESPONSIBILITY ~ AND GOVERNANCE COMMITTEE RATE IN SPECIALIST
COMMITTEE COMMITTEE MEETINGS
P The Executive Committee: Tolsarm mers;

2018 Registration document
Chapter 6, paragraph 6.1.4.4

a multi-disciplinary and experienced team

The Executive Committee is made up of a close-knit eight-member team that has a varied and complementary range
of expertise. All members of the committee understand the core business of the Group and its development issues.

This Committee brings together representatives of country management teams and of operational support departments
in those countries. On the date the 2018 registration document was filed, the Executive Committee, which included
two women, was made up as follows:

Name Duties Date of joining the Group
Mr.Benoit COQUART ~ Chief Executive Officer 1997
Mrs. Karine ALQUIER-CARO  Executive VP Purchasing 2001
Mrs. Bénédicte BAHIER ~ Executive VP Human Resources 2007
Mr. Antoine BUREL ~ Deputy Chief Executive Officer, Executive VP Group Operations 1993
Mr. Jean-Luc CARTET ~ Executive VP Asia-Pacific, Middle East & Africa and South America 1992
Mr.Franck LEMERY ~ Chief Financial Officer . 1994
Mr. John SELLDORFF ~ President and Chief Executive Officer of Legrand North & Central America 2002
Mr. Frédéric XERRI Executive VP Europe 1993

2018 REGISTRATION DOCUMENT » LEGRAND m 23
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FINANCIAL PERFORMANCE IN 2018

With +4.9% of organic growth in sales in 2018, Legrand
outperformed the target that it set itself for the year

and continued to expand its positions. The effect of the
increased scope of consolidation was also substantial

at +7.8%. Excluding the exchange-rate effect, sales were up
+13% in 2018 — the highest rise since 2006.

2006-2018 PERFORMANCE

Sales (in € thousands)

4,250.1
4.202.4 -
41288 3,890.5

37368 3,577.5 20.2% 20.2%

16.5%

4,466.7

Adjusted operating profit increased +9.7%, to over €1.2bn,
and adjusted operating margin before acquisitions reached
20.2% of sales, in line with the 2018 target.

Net profit attributable to the Group was up a strong +23.3%"
and normalized free cash flow rose +21.5%, to represent
14.9% of sales.

5,997.2
5,520.8

5018.9
4,809.9

4,460.4 4,499.1

20.0%

2006 2007 2008 2009 2010 20M

2012 2013

2014 2015 2016 2017 2018

— Adjusted operating margin (%)

(1) 2018 net profit attributable to the Group compared with 2017 net profit attributable to the Group adjusted for the favorable net impact of significant non-recurring
corporate taxation gains and expenses. For more details, readers are invited to consult pages 14, 15 and 20 of the press release issued February 8, 2018.

LEGRAND



| am convinced that maximizing value
creation is driven by results from a combination of
financial and extra-financial performance.

SHARE PRICE PERFORMANCE

(between April 6, 2006 and February 28, 201

350
—— LEGRAND CAC 40
300
250
200
150
100

50

0 I |

9)

|

Benoit Coquart

| | | |

T T

2006 2007 2008 2009 2010 2011

2019 TARGETS

In 2019, the Group will pursue

its value-creating strategy

of profitable and sustainable
growth. Based on macroeconomic
forecasts for 2019 that are
favorable overall but that have
become more uncertain, Legrand
has set a target for organic
growth in sales of between 0%
and +4% in 2019. Additionally,

the Group has retained a target
for adjusted operating margin
before acquisitions (at 2018 scope
of consolidation) of between
19.9%" and 20.7%" of sales in
2019. Legrand will also pursue

its acquisition strategy and its
CSR approach by launching a new
roadmap for 2019-2021.

T

2012

T T T 1

2013 2014 2015 2016 2017 2018 2019

LEGRAND’'S MEDIUM-TERM VALUE-CREATING MODEL

Confident in the soundness of its model and its ability to fuel lasting profitable
growth, Legrand confirms its medium-term model:

assuming a buoyant economic backdrop and excluding exchange-rate effects,
the Group intends to achieve annual growth in sales and adjusted operating
profit of around +10%;

assuming a lackluster or unfavorable economic backdrop, Legrand will focus
on protecting its model, profitability and generation of free cash flow.

Over a full economic cycle, and excluding any major economic slowdown, this
model would result in average annual total growth in sales above that of the
Group's reference markets, adjusted operating margin averaging around 20%
of sales”, normalized free cash flow ranging on average between 13%

and 14% of sales'”, and an attractive dividend.

Legrand also intends to continue rolling out an ambitious approach to CSR,
driven by demanding roadmaps.

(1) After taking into account an estimated positive impact of around +0.1 points from the application of IFRS 16 from January 1, 2019.
(2) Without major acquisition and taking into account the implementation of IFRS 16 standard.
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INTEGRATED
PERFORMANCE

P Extra-financial performance

2014-2018 ROADMAP RESULTS

Users

lp
-

S

Employees

2014-2018
CSR roadmap
achievement

rate of

122%

A N

2014-2018 HIGHLIGHTS

2014: creation of the Legrand
Foundation

The Legrand Foundation aims to help
people live independently, combat
exclusion linked with a loss of
independence and electricity poverty,
and promote education and access

to employment in the electrical sector.

2015: Legrand obtains 1SO 50001
certification

This certification of Legrand’s
Energy Management System covers
24 European sites and shows the
Group's desire to address energy
transition issues. Legrand is the first
French industrial group to obtain
ISO 50001 certification for multiple
sites across a broad European
platform.

2016: Legrand receives
the CSR Trophy in the “Grand Prix
de VAG” shareholder meeting
awards

This award recognizes the way
in which the Group has made CSR

26 m 2018 REGISTRATION DOCUMENT » LEGRAND

an integral part of its strategy in its
Shareholders’ General Meetings,
particularly through the publication
of its first integrated report.

2017: Legrand signs up to a new
partnership with Electriciens
sans Frontiéres and the French
foreign affairs ministry

Legrand, which has been a partner

of Electriciens sans Frontieres since
2007, signed a partnership agreement
with the French foreign affairs
ministry, Electriciens sans Frontiéres
and nine other companies to help
deal with humanitarian emergencies.
All of these partners worked together
for the first time after the Indonesian
earthquake in 2018.

2017: Legrand launches a global
employee welfare program

This program, called Serenity On,

has three parts: parenthood, health
and death and disability cover.

The program is set to be rolled out
across all Group subsidiaries by 2021.

2018: Legrand ranked ninth
in the CAC 40 positivity survey

Legrand was ranked ninth in the
first CAC 40 positivity survey,

the results of which were published
in 2018 by Positive Economy
Advocacy. The survey analyzed
companies’ ability to put altruism
and the interests of future
generations at the heart of their
priorities.

2018: Legrand becomes the sixth
CAC 40 company recognized by
the Science Based Targets initiative
(SBTi) for its climate commitment

Continuing its efforts to limit its
environmental impact, Legrand
undertook in 2018 to achieve a 30%
reduction in its greenhouse gas
emissions by 2030. Its targets were
validated by the SBTi.



MAIN ACHIEVEMENTS BY STRAND DURING 2014-2018

OVERALL ACHIEVEMENT RATE OF 122%

USERS

Users of the Legrand Group's products and their needs

are the Group’s main focus and concern. It relies on
innovation to offer users sustainable solutions and to
drive progress in the electrical sector.

4.5 million metric tons of CO2 emissions avoided
through our installed products

PEPs (Product Environmental Profiles) available
for products making up 70% of Group sales

45 partnerships initiated over the 5-year period
training provided to 794,609 customers

96% of Group sales covered by a CRM
(Customer Relationship Management) tool

PEPs (Product Environmental Profiles) now cover
products making up 70% of Legrand'’s sales.
This illustrates our eco-design approach,
which is based on lifecycle analysis.
It gives the Group a crucial advantage in meeting
Sustainable Building requirements.

Jean Michel Rossignol Environmental Manager

INTEGRATED
PERFORMANCE

J\IV’/I
N \ COMPANY

Interaction with business partners takes place with the utmost
respect for ethical principles, particularly in terms of business
practices and purchasing policy.

Business ethics training provided to 3,370 people.

Compliance program rolled out across more than
50 countries.

Support given to 100% of higher-risk suppliers and more
than 200 action plans initiated in around 20 countries.

Working with Electriciens Sans Frontieres, improved
access to energy provided to 1.2 million people.

42 projects supported by the Foundation since 2014.

The roadmap led to the creation, across more
than 25 countries, of a community of trained purchasers,
supported by environmental and health
and safety specialists applying a common methodology
to assess and help suppliers exposed to CSR risks

to achieve progress in the field.

Karine Alquier-Caro Executive VP Purchasing:

SPUL evnoves

The Group seeks to ensure respect for human
rights all over the world. It is also committed to health
and safety for all.

Respect for human rights assessed for 100%
of exposed employees.

More than 98% of employees covered by
occupational risk management plans.

94% of employees receiving training each year
on average.

90% of managers receiving an individual appraisal.

The adoption of best practice regarding Health
and Safety at Work halved the accident
frequency rate during the roadmap period.

Philippe Bastard Group VP Operating Performance:

/\
>\))j"

~N o~
Environmental protection applies not only to
the Group's sites but also the design of its products.
The challenge is to innovate in order to limit the
environmental impact of Legrand’s operations.

This includes promoting the development of a circular
economy.

90% of main industrial and logistics sites 1ISO-14001
certified.

ENVIRONMENT

26.4% reduction in energy intensity.
91% of waste sent for recycling.

98% of the Group's sales compliant with the
requirements of the RoHS directive.

Targets for reducing greenhouse gas emissions,
aimed at limiting global warming to 2°C, were also
approved by the Science Based Targets initiative.
Legrand was one of the very first CAC 40 companies
to obtain such approval.
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GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

2.1 - LEGRAND AND ITS BUSINESS

2.1.1 - Overview

mm 2.1.1.1 ABUSINESS MODEL CREATING VALUE

OVER THE LONG TERM

Legrand is the global specialist in electrical and digital building
infrastructure.

More specifically, the Group offers more than 300,000 product
references that incorporate numerous connected solutions, across
five main categories:

m Controls and command: user interfaces (commands for
lighting, rolling shutters, heating and sockets, voice-data-
image communication, USB-type charging points, etc.), building
automation (home systems, assisted living, etc.), lighting solutions
(highly energy-efficient lighting management, specification-
grade lighting for commercial buildings, etc.), security
systems (emergency lighting, alarms, access control, etc.)
and measurement and comfort solutions (atmospheric data,
thermostatic heating management, air quality, etc.);

m Energy infrastructure and distribution: circuit breakers, surge
protection, busbars, transformers, UPS systems (Uninterruptible
Power Supply), electrical cabinets and switchboards, etc.;

m Digital infrastructure and distribution: pre-wired copper or fiber-
optic solutions for IT networks, telephone and video networks,
RJ45 sockets, patching racks, PDUs (Power Distribution Units),
busways (Electric power distribution systems based on metal
busbars), etc.;

m Cable management: trunking, ducting, cable support or routing
systems, wire-mesh cable management systems, floor boxes, etc.;

m Installation components: connectors, tubes and ducts, plugs,
multi-outlet units, cable ties, flush-mounting boxes, etc.

This comprehensive offering tailored to the low voltage market
in the commercial, industrial and residential segments makes
Legrand a global standard among all players in its economic chain:
the distributors to which Legrand sells its products, the electrical
contractors that install Legrand’s solutions in buildings, product
specifiers (architects, engineering firms) and end-users (individuals,
companies, building managers).

30 m REGISTRATION DOCUMENT 2018 « LEGRAND

Legrand’s business model relies on two growth drivers to strengthen
its leadership positions worldwide year after year.

The first driver, organic growth, is fueled by innovation with regular
launches of new offerings — including connected products (as
part of the Eliot program) that offer greater value-in-use for
installers, building managers and end-users, supported by steady
geographical expansion and numerous marketing and sales
initiatives, particularly using the digitization of customer relations,
commercial data, communication and the gradual deployment of
a data analytics program.

External growth is the Group’s second growth driver, with the
acquisition of businesses that are highly complementary with its
own and have leading positions in their markets.

The other feature of Legrand’s business model is that it is based on
generating large amounts of free cash flow, enabling the Group to
finance most of its growth and maintain a solid financial position.

Finally, Legrand’'s development model forms part of a long-standing
commitment to CSR that is constantly renewed (see Chapter 4 for
more information on Legrand’s CSR approach).

Thanks to the soundness and continuous improvement of its
business model, Legrand intends to continue strengthening its
sustainable, profitable and highly cash-generative growth profile
in order to finance its growth over the long term and thus create
value for all its stakeholders, while continuing to offer products
that help protect the environment.

The Group is listed on Euronext Paris and was notably a component
of the CAC 40 index as of the date on which this registration
document was filed.

The Group markets its products under internationally recognized
generalist brands such as Legrand and Bticino, as well as under
well-known local and specialist brands. Close to its markets and
focused on its entire economic chain, Legrand has more than
38,000 employees, and commercial and industrial operations in
nearly 90 countries.



The Group’s organizational structure is based on two distinct roles:

m on the one hand, sales activities and operational marketing
(Front Office), organized by country in order to respond to the
specific requirements of each market in terms of relations with
distributors, electrical installers, product specifiers and end-
users; and

mon the other hand, activities linked to strategy, industrial
operations (innovation, R&D, manufacturing, purchasing and
supply chain), and general administration (Back Office), organized
globally.

The Group benefits from solid, long term growth drivers.
Geographically, close to 85% of its sales were generated abroad
in 2018. Around 33% were recorded in the United States, the Group's
first country in terms of sales. As well as deploying its geographical
positions and rapidly growing sales of connected products through
its Eliot program, macrotrends are offering long-term growth
opportunities for the Group and more specifically reflect:

m social changes related to growing and ageing populations,
urbanization, the increasing desire to reduce energy consumption
and the development of new economies;

m changes related to end-customer habits, with increasingly
mobile lifestyles, rapid growth in e-commerce and rising needs
for products that are easy-to-use, connected and ensure the
confidentiality of personal data; and

m technological changes, particularly related to digital technology
with the Internet of Things, driven by growth in wireless data
traffic, fiber-optic networks, big data, mobile and tablet apps
and artificial intelligence.

These evolutions are underpinning the deployment of increasingly
rich electrical and digital infrastructure in buildings, and putting
Legrand - as a specialist in this area — at the heart of these
macrotrends, particularly those relating to the development of
the Internet of Things.

More generally, Legrand is convinced that new technologies,
particularly digital ones, significantly increase the value-in-use of its
products and systems. The Group has therefore decided to step up
its investments in this field: innovation, especially with the ongoing
development and launch of numerous product offerings, including
connected products; acquisitions, in particular with the acquisition
of Netatmo — marking the acceleration of the Eliot program launched
in July 2015 - as well as Shenzhen Clever Electronic and Modulan
in 2018; and the signing of a number of technology partnerships
with major groups such as Amazon™, Apple, Google and Microsoft,
research centers such as CEA Tech, and startups (in artificial
intelligence with Assist Digital and lighting controls with Lumenetix,

(1) Includes Netatmo, not consolidated in 2018 sales.

GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

specializing in color managementin lighting), as well as commercial
partnerships (for example, with BNP Paribas Real Estate and Vinci
Immobilier, whose pilot residences, launched in France in 2017, are
equipped with “Céliane with Netatmo” connected user interfaces).
Against this backdrop, Legrand has set itself ambitious targets,
such as achieving double-digit average total annual growth in sales
of connected products between 2014 and 2020, and doubling the
number of its connected product families, from 20 to 40 over the
same period. With €635 million of sales from connected products in
2018 - representing average annual total growth of 28% between
2014 and 2018 - and more than 40 families of connected products",
Legrand has achieved the 2020 targets of the Eliot program as
early asin 2018.

mm 2.1.1.2 NUMEROUS GROWTH OPPORTUNITIES

Driven by social megatrends (growing and ageing populations,
urbanization and the desire to reduce energy consumption),
megatrends related to end-customer habits (increasingly mobile
lifestyles, e-commerce, demand for products that are simple,
connected and guarantee the security of personal data) and
technological ones (emergence of the Internet of Things, Big Data,
wireless and fiber-optic technology), the market for electrical
and digital building infrastructure is changing, offering enhanced
features and the scope for long-term growth. The Group's growth,
both geographic and in terms of products and distribution channels,
is at the heart of the global challenges raised by these megatrends.

2.1.1.2.1 International development?

Strengthening the Group's presence in the United States

Due to its ongoing innovation efforts along with 15 acquisitions in
the last 10 years, the United States — which accounted for around
33% of Legrand’s 2018 sales — has been the Group’s number one
country in terms of sales since 2015. In particular, Legrand has
built solid leading positions in the last few years in audio-video
(AV) infrastructure and power with the acquisitions of Milestone
in 2017 and Middle Atlantic Products in 2011, in intelligent PDUs
with the acquisitions of Server Technology in 2017 and Raritan in
2015, in busways (electric power distribution systems based on
metal busbars) for datacenters with the acquisition of Universal
Electricin 2019 and in specification-grade lighting for commercial
buildings with the acquisitions of Kenallin 2018, Finelite and OCL in
2017 and Pinnacle in 2016. These positions supplement the Group's
historical leading positions in the United States in user interfaces,
cable management and high-energy-efficiency lighting control.

(2) For more information relating to data on Legrand’s market and competitive positioning, readers can refer to the note on page 4 of this Registration document.
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Presence in new economies

New economies (Latin America, Central America, Eastern Europe,
Turkey, Asia excluding South Korea, Pacific excluding Australia,
Africa and the Middle East) offer long term growth potential.
An eighth of the world’'s population does not yet have access to
electricity, and a middle-class boom is expected in many countries —
for instance, according to the OECD, Asia will have around 3 billion
middle-class citizens by 2030, five times more than in Europe —
driving demand especially for high value-added products. As a
result, Legrand believes that in the long term, its market offers
attractive growth potential as electricity generation and distribution
infrastructures gradually develop.

The Group sells its products in nearly 130 new economies and
has a commercial and/or industrial presence in over half of them.
This expansion is evenly spread, with new economies representing
almost 29% of the Group’s sales at the end of 2018, the most
significant country being India representing more than 5% of total
Group sales.

2.1.1.2.2 New technologies

Legrand is convinced that new technologies, in particular digital
ones, significantly increase the value-in-use of electrical and
digital building infrastructure products for both individual users
and professionals.

The Group has therefore decided to step up its investments in new
technologies, deploying a range of initiatives that include:

m the Eliot program, launched in July 2015, aimed at speeding
up deployment of the Internet of Things in the Group’s offering.
Eliot-related activities generated sales of €635 million in 2018,
more than 10% of the Group total sales. Between 2014 and 2018,
sales of connected products grew in total at an average annual
rate of 28%. Over the same period, the program was rolled
out across numerous countries and the number of connected
product families doubled to over 40" at the end of 2018. As a
result, Legrand achieved the Eliot program’s 2020 targets® as
early as in 2018.

Eliot moreover accelerated in 2018 with the acquisition of
Netatmo, France's leading player in connected objects for
smart homes, with which Legrand had already successfully
co-developed several smart-home management solutions, such
as Céliane with Netatmo and Living Now with Netatmo, which
were very well received in the market. With sales of around
€51 millionin 2018, up close to 37% compared with 2017, Netatmo
is enhancing Legrand’s offering with new product categories and

(1) Includes Netatmo, not consolidated in 2018 sales.

increasing the Group’s development capabilities with the know-
how of 130 engineers specializing in artificial intelligence, user
experience and software product integration;

m R&D investments that are increasingly focused on new
technologies, for example with the number of R&D staff assigned
to software multiplied by more than four between 2010 and 2018;

m the signing of collaborative agreements, strategic partnerships
and many technological alliances, particularly as part of the
“Works with Legrand” program. Legrand has thus formed
numerous partnerships, including with Apple, Google, Microsoft
and Alexa™, with which the Group has developed the first
connected switch with built-in voice assistant. The program also
includes startups like Care0S, to integrate Legrand solutions into
an innovative smart mirror, and Lumenetix in the United States;

m the development of offerings addressing new usages, such as
improving workspace management with the development of smart
detectors in partnership with Microsoft Office 365, integrating
artificial intelligence into connected face-recognition door entry
systems in China, and developing connected emergency lighting
allowing remote surveillance and optimized maintenance; and

m involvement in various technology alliances, such as Open
Connectivity Foundation, ZigBee Alliance, BACnet International,
LoRa Alliance, Thread Group and the Wifi Alliance, to ensure the
interoperability of its range with those of other players and to
take part in defining the standards of tomorrow.

Legrand is also supplementing its offering in areas that fit very well
with its long-standing activities, that have business models very
similar to its own and that show promising prospects, particularly
in digital infrastructure. In the last four years, for example, along
with Netatmo in connected products, Legrand has:

m acquired Milestone, a leading player of the Audio-Video (AV)
infrastructure and power in the United States, and Luxul Wireless,
a specialist in Audio-Video infrastructures for residential buildings
and small and mid-sized commercial buildings, in the Audio-
Video field;

m acquired Server Technology Inc. and Shenzhen Clever Electronic
(that are respectively the frontrunner in North-America and the
Chinese leader in smart PDUs"®), Raritan (which also has solid
positions in North America in the smart PDU® segment but also
specializes in KYM"“ switches), as well as Fluxpower, Primetech
and Gemnet (specializing in UPS® systems) and AFCO Systems
Group (US specialist in Voice-Data-Image cabinets), and entered
into a joint venture with Modulan (German specialist in custom
cabinets) in the datacenter field;

(2) As areminder, in 2015 Legrand set itself targets that included doubling the number of connected product families — from 20in 2014 to 40 in 2020 - and achieving
double-digit average annual total growth in sales for connected products between 2014 and 2020.

(3) PDU: Power Distribution Unit.
(4) KVM: Keyboard, Video and Mouse.
(5) Uninterruptible Power Supply.
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m acquired Jontek (a frontrunner in the assisted living sector in
the United Kingdom);

m acquired IME, a leading Italian player and European specialist
in measuring electrical installation parameters, in the highly
promising energy efficiency segment; and

m entered into a joint-venture with Borri, an Italian company
specializing in three-phase UPS" systems.

In February 2019, Legrand announced the acquisition of Universal
Electric Corporation, undisputed US leader in the production of
busways for datacenters.

2.1.1.2.3 New business segments

Boosted by technological progress and the emergence of new needs,
particularly linked to the development of new technologies (see
section 2.1.1.2.2 of this registration document for more details),
digital infrastructure, home systems, energy efficiency and assisted
living are continuing to grow. Over the past 10 years, the proportion
of Group sales coming from new business segments has doubled
to 38.6%.

Digital infrastructure and home systems

Breakthroughs in digital technology have led to sweeping changes
in the day-to-day use of electrical equipment. Smartphones,
telephones, tablets, televisions, computers, lighting, sound systems,
household appliances, cars and more are becoming increasingly
interactive, intuitive, mobile and connected. As a result of these
technological developments, data flows in buildings are increasing
significantly, which requires consequently buildings to have a
stronger and enhanced electrical and digital infrastructure.

As a consequence, in residential buildings, the electrical installation
must not only power and protect those appliances individually —
increasing the needs in terms of the building’s electrical
infrastructure — but also allow interactive management of all internal
functions within the home, such as monitoring energy consumption,
comfort, security, and audio and video distribution.

Likewise, in commercial buildings, IT and telephone networks as
well as building management systems (lighting, heating and security
management) use protocols that are often different yet must still
communicate with each other and even converge towards a common
protocol for easier management and maintenance.

Legrand offers its customers solutions that are simple to use and
install, allowing smart management of the building through its
digital infrastructure. In recent years, the Group has made its mark
with numerous innovations, including for example, the Celiane with
Netatmo connected user interface range, the Classe 300X connected
door entry system that makes it possible to manage access to the
home remotely, the LCS3 high-performance structured cabling
system for digital infrastructures that takes up less space and
provides datacenters with easy implementation and maintenance

(1) Uninterruptible Power Supply

(2) Source: International Energy Agency
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solutions, and the Digital Lighting Management offering that
provides optimized lighting management via a digital network.

Energy efficiency

Buildings currently account for around 35% of total worldwide
energy consumption®?.

As a result of the introduction of new regulations in France and
“energy codes” in the United States, such as Title 24 in California,
increasing demand for environmentally friendly products reducing
greenhouse gas emissions and the increasing scarcity of natural
resources, Legrand is seeing growing demand in all its markets
for products and systems that reduce energy consumption and
improve the quality of electricity.

Legrand is responding to this demand by offering a series of
products and solutions that can be integrated into systems for the
measurement of energy consumption and energy quality, lighting
management, shutter control, home automation, standby mode
control, water-heater and heating management, the improvement
and control of electricity quality (source inversion, reactive energy
compensation, highly energy-efficient transformation, surge
protection, and uninterrupted power supply systems), as well as
electric-vehicle charging.

Please refer to section 4.2.1.4 of this registration document for
further information on the energy efficiency business.

Assisted living

Population ageing poses a major challenge, in terms of economic
as well as social dependency - according to the UN, the number of
people in the world who are over 80 is expected to more than triple
by 2050, from its 2018 level. Faced with this challenge, and in view
of growing demand from senior citizens wishing to remain in their
own homes while living independently, Legrand has accelerated its
expansion into the assisted living market through the acquisition of
four companies, most of them frontrunners in this field, particularly
in their own countries:

m Intervox Systems, France's leader in remote assistance systems,
which joined the Group in February 2011;

m Tynetec, a frontrunner in assisted living in the United Kingdom,
acquired in November 2013 and whose products include wireless
nurse call systems;

m Neat, the Spanish market leader and a major player in assisted
living in Europe, with which the Group signed a joint venture
agreement in February 2014 and whose portfolio includes for
example smart terminals for remote assistance; and

m Jontek, specializing in management solutions for assisted living
platforms in the United Kingdom, which joined the Group in
May 2016.
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Legrand thus ranks second in Europe for assisted living and first
or second in the major European markets, particularly France, the
United Kingdom, Spain and Germany.

See section 4.2.1.1 of this registration document for further details
on the assisted living business.

2.1.1.2.4 Development of new distribution channels
by the electrical sector

Due to changes in technology and the way it is used, new
opportunities are emerging in activities such as Audio-Video (AV),
Voice-Data-Image (VDI), IT and datacenters. Legrand is building
strong positions in these new business areas.In 2017, in particular,
the Group acquired Milestone AV Technologies, a leading AV power
and infrastructure player in the United States and Server Technology
Inc., North American front-runner in smart PDUs for datacenters.
In 2018, it acquired Shenzhen Clever Electronic, the Chinese leader
of smart PDUs for datacenters and in 2019 Universal Electric
Corporation, the undisputed leader in busways for datacenters in
the United States.

The development of Legrand’s sales in these specialized channels
represents significant growth opportunities for the Group and the
electrical sector as a whole, providing access to new markets such
as network integrators, panel builders, specialists in Audio-Video
applications, maintenance, and more.

E-commerce provides an excellent showcase for the Group’s know-
how, for example enabling end-users and project owners (architects
and engineering offices) to get a complete picture of the variety
of Legrand'’s offerings, in terms of both functionality and finishes.
Legrand believes that the bulk of its product sales made through
e-commerce will be recorded by generalist distributors, which
remain the Group’s main distribution channel.

m= 2.1.1.3 PRODUCTS®

Legrand believes that its activities are local and that access to its
market requires new entrants to make a high initial investment,
primarily due to:

m the importance of the relationship between Legrand and generalist
distributors, which remain the Group’s main distribution channel,
and in general the need to establish relationships with numerous
players in the economic decision-making chain in each country,
regardless of whether they are local distributors, electrical
installers, product specifiers or end-users;

m differences in installation practices and design preferences in
each country;

m the existence of an installed base comprising several billion
products; and

m the need to offer customers an extensive range of innovative,
multifunctional products and systems.

Legrand offers a catalogue of more than 300,000 product references
to its clients and regularly updates its product range by adding
innovative features, for example based on new technologies such
as the Internet of Things.

These changes benefit installers, who gain from faster product
installation and set-up times; the end-customer and specifiers,
who are offered intuitive new features and designs; and lastly
facility managers, with simplified, reliable maintenance that allow
productivity gains.

Legrand’s product ranges are designed for both the residential
and commercial sectors, including offices, hotels, retail outlets
and public buildings.

Its products are subject to quality and safety controls and
regulations. They are mostly regulated by national standards,
and even international standards for some of them.

Legrand’s offering is divided up into five main product categories:
m Controls and command;

m Energy infrastructure and distribution;

m Digital infrastructure and distribution;

m Cable management; and

m Installation components.

These categories of products are sold in most of Legrand’s major
geographic markets and each country has its own technical
standards or specifications. In addition, the technical features and
design of Legrand’s products may vary, depending on whether they
are intended for commercial, residential or industrial buildings.

2.1.1.3.1 Controls and command

Legrand’s controls and command offerings ensure building
functions management. They include user interfaces'?, that cover
all the solutions designed to create a day-to-day link between the
user and the electrical installation of a building.

User interfaces comprises control functions (lighting, rolling
shutters, heating, etc.) and connection functions (sockets for power,
for voice, data, image, for USB type charging, etc.).

(1) For more information relating to data on Legrand’s market and competitive positioning, readers can refer to the note on page 4 of this Registration document.
(2) This has a broader meaning than the concept of wiring devices previously used, which essentially covered switches and sockets.
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Thanks to new technologies and in particular the Internet of Things,
user interfaces, mainly wall mounted, are changing, becoming
more flexible and mobile and adapting to changes in user lifestyles
and needs. They are designed according to increasingly varied
aesthetics and ergonomics, thus covering the economy, standard
and premium market segments.

User interface ranges can offer up to 200 functions (of course
switches and sockets with various designs and features, but also
other user interfaces such as motion sensors, temperature control,
sound system control, etc.), increasingly include electronics and
are now becoming connected.

Legrand considers itself the world leader in control and connection
interfaces. It is one of the few manufacturers whose offering
complies with most of the electrical standards in use around the
world.

As well as user interfaces, the Group’s controls and command
offerings also include buildings system solutions, which cover:

m offerings for monitoring the electrical installations of residential,
commercial and industrial buildings. These solutions particularly
cover energy management, especially with automated or remote-
controlled products that allow end-users to control electricity
and data flows;

m lighting management and security systems for buildings, including
specification-grade lighting for commercial buildings as well as
emergency lighting, alarms and access control systems (such as
connected audio and video door entry systems and fire alarms)
for residential, tertiary and industrial buildings. These systems
are designed to enable rapid set-up by electrical installers, and to
offer maximum flexibility, convenience and security to end-users;

m connected solutions for atmospheric data measurement,
thermostatic heating management and air quality control; and

m dedicated assisted-living systems.

2.1.1.3.2 Energy infrastructure and distribution

Energy distribution products mainly include circuit protection panels
and accessories: circuit breakers (modular circuit breakers, molded
cases, air circuit breakers, residual current protection devices, etc.),
surge protection, electrical measurement components, busbars and
transformers. These products protect people and property from
major electrical risks (such as electric shocks, overheating, short
circuits, power surges, etc.) and provide a reliable, high-quality
power supply to residential, commercial and industrial buildings.
They also protect renewable energy sources.

Legrand believes that it is one of the main manufacturers of energy
distribution products, and that it ranks among the top five players
in the European and South American energy distribution product
markets.

GROUP OVERVIEW
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The Group also offers UPS systems (Uninterruptible Power
Supplies). This is a business that is complementary to the Group’s
energy distribution and energy efficiency offering, particularly for
buildings with intensive digital infrastructures, such as offices,
hospitals and datacenters, for which a continuous high-quality
power supply is essential. Legrand’s offering includes modular
UPS systems as well as conventional UPS systems.

2.1.1.3.3 Digital infrastructure and distribution

Legrand offers a complete range of systems for the distribution of
digital data. The Group’s offering in this field includes pre-wired
solutions for IT, telephone and video networks, such as copper or
fiber-optic patch panels, RJ45 sockets, and copper and fiber-optic
cords, enabling and facilitating the organization of networks in
residential and commercial buildings and in datacenters.

Legrand considers itself to be the leader in Audio-Video infrastructure
and power in the United States, thanks to the number-one positions
of Milestone in screen mounts for the commercial (Chief) and
residential (Sanus) segments, projection screens (Da-Lite) and AV
enclosures (Middle Atlantic Products).

Legrand also considers itself to be one of the leaders in VDI
applications (excluding cables, active products and Wi-Fi) and
has been very successful in this field, in particular with the LCS3
offering, an innovative high-performance cabling system for copper
and fiber-optic digital infrastructures, offering simplified installation
and optimized space for datacenters, as well as easier maintenance.

2.1.1.3.4 Cable management

Cable management includes trunking and ducting, cable support
systems, wire-mesh cable management systems, floor boxes,
electrical cable junction boxes, and various systems that enable the
secure distribution of electricity and data in buildings. These items
are designed to prevent any accidental contact between electrical
wires and cables and other electrical or mechanical equipment, or
any exposure of these wires and cables that could be hazardous
for end-users. Cable management systems include a variety of
plastic or metal products that enable power and data cables to be
laid either in the ground (beneath the floor), around the edge of a
room or even in the ceiling.

Legrand considers itself the world leader in the cable management
market.

2.1.1.3.5 Installation components

Installation components mainly include power connectors (multi-pin
connectors, mobile sockets and site distribution cabinets), tubes
and ducts, mobile products (plugs, multi-outlet units and extensions
and cable reels) and installation products (cable ties, lamp holders,
junction boxes and flush-mounting boxes).

REGISTRATION DOCUMENT 2018 « LEGRAND m 35




GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

2.1.2 - History

The main stages in Legrand’s development have been as follows.

m 1926: foundation of the Legrand company, specializing in the
production and decoration of porcelain;

m 1946: acquisition of Legrand by the Verspieren and Decoster
families;

m 1949: Legrand focuses exclusively on the manufacturing of
wiring devices;

m 1966: first operations outside France, primarily in Belgium and
Italy;

m 1970: Legrand is listed on the Paris Stock Market;

m 1977: first operations outside Europe, via the acquisition of Pial,
the leading Brazilian wiring device manufacturer;

m 1984: first operations in the United States with the acquisition
of Pass & Seymour, the second-largest US wiring device
manufacturer;

m 1987: inclusion of Legrand in the CAC 40 Index when the index
was created;

m 1989: acquisition of Bticino, the leading Italian wiring device
manufacturer; Legrand's total sales exceed €1 billion;

m 1995: issue of a $400 million Yankee bond maturing in 2025;
m 1996: first operations in India with the acquisition of MDS;
m 1998: Legrand'’s total sales exceed €2 billion;

m 1999: opening of Innoval in Limoges, an 8,000 sgm showroom
and training center for Group customers;

m 2000: acquisition of Wiremold, the leading manufacturer of cable
management systems in the United States;

m 2001: Schneider Electric launches a friendly Public Tender Offer
for Legrand’s entire share capital; the European Commission
opposes the planned merger in October 2001. As planned by
Legrand before the merger with Schneider Electric, a new
organizational structure is introduced with the aim of separating
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Front Office and Back Office responsibilities (see section 2.3 of
this registration document);

m 2002: finalization of the “demerger” from Schneider Electric.
Legrand is acquired by a consortium consisting mainly of Wendel
and KKR;

m 2003: delisting;
m 2004: creation of the sustainable development function;

m 2006: Legrand is listed on Euronext Paris; Legrand joins the
Global Compact;

m 2007: first CSR roadmap; the Group's total sales exceed €4 billion;

m 2010: first Eurobond issue for €300 million, maturing in 2017;
entry into the UPS segment with the acquisition of Inform in
Turkey;

m 2011: Legrand returns to the CAC 40 Index;

m 2012: Legrand’s credit rating is upgraded to A- by Standard
and Poor's;

m 2013: total sales for the United States/Canada region exceed
$1 billion;

m 2014: publication of the third CSR roadmap for 2014-2018;
all industrial back office functions are combined under the

management of the Operations Department, and an Innovation
and Systems Department is created;

m 2015: launch of the Eliot program, aimed at speeding up the
deployment of the Internet of Things in Legrand'’s offering;

m 2016: the Group's total sales exceed €5 billion;

m 2017: acquisition of Milestone, a leading US player in Audio-Video
infrastructure and power;

m 2018: Legrand achieves its 2020 Eliot targets and steps up
development of the program dedicated to connected objects with
the acquisition of Netatmo.
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2.2 — A PROFITABLE GROWTH STRATEGY BASED ON DEVELOPING

LEADING POSITIONS

In the medium term, excluding the effects of economic cycles,
Legrand’s strategy consists of continuing its profitable and
sustainable growth. The Group is thus looking to expand its
businesses internationally into new business segments, new
technologies and new distribution channels developed by the
electrical sector. Legrand relies on two development drivers to
strengthen its leadership positions worldwide year after year:
organic growth fueled by innovation and a strategy of making
bolt-on acquisitions of leading players in its accessible market.
This approach is also based on multi-year CSR roadmaps for the

sustainable development of its business activities while respecting
its stakeholders (see Chapter 4 of this registration document for
more information about Legrand’s CSR approach). Thanks to the
soundness and continuous improvement of its business model,
Legrand intends to continue to grow while maintaining a solid
balance sheet structure, to strengthen its profitable growth profile
and thus create value over the long term for all its stakeholders.

2.2.1 - Legrand, a market leader ? with a unique position

mm 22.1.1 AGLOBAL PLAYER SPECIALIZING
IN ELECTRICAL AND DIGITAL

BUILDING INFRASTRUCTURE

Legrand is the specialist in the development, manufacturing
and marketing of a comprehensive range of products and
systems for electrical and digital building infrastructures. This
approach, deployed worldwide and underpinned by the Group’'s
presence in nearly 90 countries through subsidiaries, branches
and representative offices, has enabled Legrand to acquire
unique technical and commercial expertise across its entire
business sector.

By leveraging its strong local presence, Legrand has established
longstanding commercial relationships with key local distributors
and electrical installers, as well as with product specifiers that
provide Legrand with thorough understanding of market trends
and demand. Legrand maintains this close relationship with
its customers by developing powerful CRM tools, continuously
offering them more services, particularly through digital tools
(online catalogs, product information, photos, videos and software),
technical and commercial support, and training. (See section 2.3.1.3
of this registration document for further details).

(1) Energy efficiency, residential systems, digital infrastructure and assisted living.

B 2.2.1.2 ALEADERWITHFRONTRUNNER
MARKET SHARE

Legrand believes it is the world leader in the user interface and
cable management segments.

More generally, Legrand also ranks first or second in one or more
product families in many key countries, such as:

m the userinterface segment in several countries in Europe (France,
Italy, Hungary, Russia), Latin America (Brazil, Chile, Peru), North
and Central America (United States, Mexico) and Asia (India);

m cable management in several countries in Europe (France, Italy),
North and Central America (United States, Mexico) and the rest
of the world (Saudi Arabia, Malaysia);

m Audio-Video infrastructures in the United States and Canada;
m emergency lighting in Australia, France, New Zealand and Peru;

m structured Voice-Data-Image cabling in Colombia, the United
States, Italy and Russia;

m UPS systems, particularly in Brazil and Turkey;

m modular protection in Algeria, Chile, Colombia and France.

(2) For more information relating to data on Legrand’s market and competitive positioning, readers can refer to the note on page 4 of this Registration document.
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Legrand’s total sales of products that rank number 1 or number 2
in their respective markets represented around 69% of Group sales
in 2018. The Group believes that this first-rate competitive position
makes it a standard-setter for distributors, electrical installers,
product specifiers and end-users in its field, and boosts demand
for its products.

mm 2.2.1.3 APORTFOLIO OF WELL-KNOWN BRANDS
OFFERING A FULL RANGE OF PRODUCTS
AND SYSTEMS

The Group believes that it offers a range of products that distributors,
electrical installers, product specifiers, and end-users associate
with a high-quality image and ease of installation, and to which they
remain loyal. In particular, Legrand believes that electrical installers
and product specifiers, who are the main decision-makers when
it comes to choosing products, have trusted the Group’s brands,
products and systems for many years, given their safety, reliability
and ease of installation and use.

Moreover, Legrand believes that its offering, which features more
than 300,000 different product references organized into more
than 100 product categories, is one of the most comprehensive
on the market.

Legrand markets its products:

m both to professional customers and end-users, under generalist
brands such as Legrand and Bticino?, which are world renowned
and among the best recognized on the market; and

m under an extensive portfolio of more than 70 brands, either
specialist, such as Cablofil or Zucchini, or very well-known
local brands.

Legrand primarily markets its products under the following brands
for each geographic area:

m in France: Legrand, Arnould, Cablofil, Debflex, Intervox, Planet
Watthom, Bticino, Netatmo, Sarlam, S2S, Zucchini, URA and
Alpes Technologies;

m in Italy: Bticino, Legrand, Zucchini, Cablofil and IME;

m elsewhere in Europe: Legrand, Bticino, Cablofil, Zucchini, Kontaktor,
Electrak, Estap, Inform, Neat, Netatmo, Tynetec, Minkels and CP
Electronics;

m in the United States and Canada: Legrand, Chief, C2G, Da-Lite,
Kenall, Finelite, Middle Atlantic Products, Pinnacle, Raritan, Sanus,
Server Technology, Starline, Vantage and Wattstopper;

m in the Rest of the World: Legrand, Bticino, Cablofil, Clever, Lorenzetti,
HPM, HDL, SMS, Indo Asian, Numeric, Megapower, Daneva, TCL
and Shidean.

A PROFITABLE GROWTH STRATEGY BASED ON DEVELOPING LEADING POSITIONS

Legrand’s brands and trademarks are protected in most of the
markets where the Group operates. The protection granted to
Legrand’s brands is based on their registration and/or use.
Legrand’s brands are registered with domestic, European and
international agencies for varying periods, usually ten years, subject
to laws making ongoing protection conditional on continuing use
of the brands.

As ageneralrule, Legrand only agrees to license its brands to third
parties in exceptional circumstances and rarely licenses brands
from third parties.

B 2.2.1.4 ABALANCED MARKET POSITION

Trends in the market for electrical and digital building infrastructure
are naturally dependent on economic conditions. However, this
market is resilient to the impact of economic cycles because of
its diversity:

m the market covers the new-build and renovation sectors, the
latter sector being less sensitive to economic cycles than the
new-build sector as it requires lower investments and benefits
from a recurring flow of activity, arising from regular maintenance
and modernization needs. Legrand estimates that around 48%
of its sales were generated by the renovation market in 2018,
while the new-build market accounted for around 52% of its
sales in 2018;

m the market breaks down into three sectors, depending on the
categories of buildings and end-users: the commercial sector
where Legrand estimates that it generated 55% of its 2018
sales, which is itself composed of many vertical segments in
which business trends can differ and that includes buildings like
datacenters, hotels, offices and retail outlets, and also public
buildings like schools or hospitals; the residential sector (40% of
its 2018 sales); and the industrial sector (5% of its 2018 sales),
each of which has its own growth trend;

m the market is characterized by business flows fueled by a high
level of relatively low value orders, unlike industries that are
more dependent on large public or private projects. The market
is therefore mostly fragmented and sustainable, and is less
sensitive to the impact of economic cycles than other markets
such as the medium and high-voltage or infrastructure markets;

(1) According to an IPSOS poll conducted in 2016 in France, Legrand is by far the leading wiring device brand, with a spontaneous awareness rate of 61%.

(2) According to an IPSOS poll conducted in 2017 in Italy, Bticino is by far the leading wiring device brand, with a spontaneous awareness rate of 58%.
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m in addition, certain businesses, such as new business segments
(digital infrastructure, energy efficiency, home systems and
assisted living), are driven more by developments related to
technological evolutions, to end-customer habits and to societal
evolutions than by the construction market;

m finally, a highly diversified geographical presence limits the
Group’s dependence on the specific economic performance of
one or more countries. In fact, Legrand has commercial and
industrial operations in nearly 90 countries, and markets a wide
range of products in close to 180 countries.

2.2.2 - A development driven by two growth drivers

Legrand is constantly seeking to develop its market share and
sales on a profitable basis by relying on two growth drivers: organic
growth, which is driven in particular by innovation and the regular
launch of new products offering enhanced value in use, and targeted
acquisitions of companies that are frontrunners in their business
segment.

mm 2221 NUMEROUS INITIATIVES TO SUPPORT

ORGANIC GROWTH

Legrand’s strategy for growth and for increasing its market shares is
based on various initiatives, particularly innovation, with the launch
of new products that offer enhanced value in use and commercial
initiatives in the digital area (e-marketing, data analytics, etc.) as
well as in the physical area such as opening new showrooms and
concept stores.

2.2.2.1.1 Innovation at the heart of Legrand’s
business model

Over the medium to long term, and on average, Legrand spends
4% to 5% of its sales'” on research and development, depending
on its business mix and acquisitions.

Legrand develops its products by focusing primarily on the following
priorities:

m quality, reliability and overall safety;
m simplicity, ease and speed of installation;

m enhanced product features, mainly through the use of new
technologies (Internet of Things, communication, security and
confidentiality of personal data, remote control, etc.);

m interoperability and inclusion of various new technologies in the
product offering, enabling end-users to enjoy the widest possible
choice of technology to suit their needs, at all times;

m the ability of Legrand’s product lines to work together in an
integrated system; and

m esthetics and design.

Know-how recognized for its innovation

Legrand has long-standing and widely acknowledged experience
in terms of innovation and the development of new products that
create value for its economic chain. This know-how is demonstrated
in particular by its Eliot program. Legrand adds higher value-
added products to its ranges on a regular basis, for example by
using materials such as leather, wood and steel, together with
new high-technology solutions. Examples are the “Céliane with
Netatmo” range of connected switches and sockets, winner at the
CES Innovations Design and Engineering Awards 2017 in the Smart
Home and Home Appliances categories, Living Now incorporating
Alexa™, winner at the CES Innovations Awards 2019 in the Smart
Home category, the Classe 300X connected door entry system, the
connected face-recognition door entry system launched in China,
circuit breakers with an automatic reset function, the My Home
automation range, which simultaneously manages lighting, security,
heating and audio and video in residential buildings in a simple,
ergonomic way, eco-meters for measuring and monitoring the main
sources of energy consumption on mobile devices, connected and
smart thermostats and numerous controls incorporating several
communication technologies such as Zigbee.

Legrand is also focusing its efforts on low-end product ranges,
enabling it to meet all the requirements of its markets. For example,
in 2018 it launched the new user interface ranges Pial+ in Brazil,
and Defineo in Lebanon, the DMX-SP 2500 circuit-breaker in India
and XL3N 630 electrical cabinets in Africa and the Middle East in
the energy distribution solutions area. The Group has also globally
rolled out its LCS3 digital infrastructure solutions as well as Keor
T Evo and Daker+ UPS systems.

In addition, Legrand has developed special expertise in energy
efficiency in order to reduce energy consumption and minimize
the environmental impact of buildings. This includes lighting
management, solutions for measuring and managing consumption,
and a range of solar cell equipment protection devices (see
section 4.2.1.4 of this registration document for further details).

(1) Research and development expenses before purchase accounting charges relating to the acquisition of Legrand France and taking into account capitalized

development costs.
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This continuous innovation thus enables Legrand to incorporate
more added value in its products and offer integrated systems and
smart electrical solutions.

Effective management of research and development
activities

Research and development is under the responsibility of the seven
Strategic Business Units, which decide globally on allocating
projects to the various teams spread around the world. They are
assisted in their task by the Innovation and Systems Department,
whose role is to promote and coordinate the innovation approach
within the Group, to define the technology roadmap, and to ensure
consistency between the technologies used by the different SBUs
(see section 2.3.2 of this registration document for further details).
A significant portion of Legrand’s research and development work
is carried out in France, Italy, the United States, China and other
countries, as closely as possible to its markets. As at December 31,
2018, close to 2,400 employees in more than 20 countries were
employed in research and development, and nearly 30% of them
in new economies.

More specifically, the number of R&D staff assigned to software
were multiplied by more than four between 2010 and 2018.

This global organizational structure enables the Group to optimize
its research and development by designing products that share the
same platform. It allows it to streamline the number of components
and reduce manufacturing costs, as well as pooling development
costs and thus dedicate more resources to high-growth businesses
like digital systems. In addition, Legrand anticipates the international
roll-out of its products as soon as it designs them. The Group has
implemented some fifty “technological bricks” covering the main
electronic functions within the Group's offering. For a given electronic
function, such as presence detection or NFC'", a technological brick
brings together all engineering information, associated software and
firmware, protocols for testing and qualifying, and manufacturing
processes. Technological bricks are made available to the whole
Group and can thus be used by several development teams. At
Group level, this standardization approach makes it possible to
pool investments in engineering and to enhance product quality
by sharing experience.

An extensive patent portfolio

Legrand holds about 3,700 active patents in around 80 countries,
some of which relate to the protection of the same or similar
technologies in several markets. Legrand considers that its level
of dependence on third-party patents is not material in assessing
its business development prospects.

(1) Near Field Communication.
(2) Acquisitions of companies that complement the Group’s business activities.
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The Group’s patents cover almost 1,500 different systems and
technologies. The average life of patents in the Group’s portfolio
is around ten years, which also corresponds to the average life of
the patents held by Legrand’'s competitors.

2.2.2.1.2 Innovative commercial initiatives

To stimulate demand among electrical installers, product specifiers
and end-users, Legrand offers:

m a variety of training courses, mainly distance learning via
webinars, for electrical installers to broaden their know-how
and knowledge of Legrand products and systems;

m software to assist the design and costing of installations for
professionals;

m innovative marketing and sales tools that complement the
numerous showrooms that the Group has had for years all over
the world. Since 2011, Legrand has used concept stores such as
“Lab by Legrand” in Paris to showcase the Group’s premium user
interface ranges, “B Inspired” in Brussels, and the “Experience
Center” in West Hartford in the United States. Legrand continues to
break new ground in terms of the services it offers its customers,
for example by opening “Project Stores” in France and in India
in recent years. This concept gives customers an opportunity
to explore the Group's offerings in a connected and interactive
showroom, and provides training in the installation of Legrand
solutions.

B 2222 GROWTHBY ACQUISITION IN A MARKET
OFFERING A LARGE NUMBER OF
EXTERNAL GROWTH OPPORTUNITIES

In the long term, Legrand plans to continue to making bolt-on
acquisitions®? of companies with leading positions in their market,
thereby continuing to develop market share and drive growth.
Given the fragmented nature of the market in which it operates,
the Group focuses on acquiring small- and mid-size companies.

2.2.2.2.1 A fragmented market @

The Group's accessible market, which Legrand values at more than
€100 billion compared with around €60 billion in 2008, remains
highly fragmented. Indeed, around 50% of global sales are generated
by small- and mid-size companies, which are often local and
typically enjoy only a marginal share of the global market. With a
share of close to 6% of its global accessible market in 2018, Legrand
is one of the market benchmarks. Market fragmentation is due in
part to differences in standards and applicable technical norms and
in end-users’ habits in each country, as well as the wide variety of

(3) For more information relating to data on Legrand’s market and competitive positioning, readers can refer to the note on page 4 of this Registration document.
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product offerings required to provide a building with electrical and
digital infrastructure. Attempts to harmonize standards to make
products usable on a very large scale have failed, especially within
the European Union, due primarily to the size of the investment
required to replace existing electrical networks for only limited
added-value. As a result, a significant portion of the electrical and
digital building infrastructure product and system market has
traditionally remained in the hands of small local manufacturers.
This highly fragmented market structure offers solid prospects
for acquisitions over the long term, with close to 3,000 small and
medium-sized companies.

2.2.2.2.2 Recognized experience in growth through
targeted acquisitions

In the fragmented market in which Legrand operates, the Group
has demonstrated its ability to identify and make mostly bolt-on
acquisitions, i.e. businesses that complement the Group's existing
activities and have leading market positions.

In this respect, Legrand’s country teams, which are very familiar
with local market players, have an ongoing role of identifying
potential targets. Of the approximately 3,000 small and medium-
sized companies operating in the Group's accessible market, 300 are
actively monitored on an ongoing basis.

A dedicated Corporate Development unit is then responsible
for monitoring the entire acquisition process, and is specifically
responsible for coordinating the work performed by the various
Group teams that may be involved in the transaction. After the
acquisition is completed, there follows the critical period of the
“docking” of the acquired company to the Group. This is done
by the country concerned, under continuous supervision by the
General Management.

Growth through targeted acquisitions is a full-fledged part of the
Group’s development model. Indeed, the Group has acquired and
“docked” 170 companies into its scope of consolidation since 1954.
In 2018 in particular, Legrand carried out seven external growth
operations, enabling the Group to strengthen its positions in France
(Netatmo and Debflex), the United States (Kenall), China (Shenzhen
Clever Electronic), Germany (Modulan), New Zealand (Trical) and
Dubai (Gemnet) (see section 2.1.1.2.1 of this registration document).

2.2.2.2.3 Financial discipline
The pace of acquisitions takes account of the economic environment.

In this regard, Legrand maintains a disciplined financial approach,
based on a multi-criteria assessment and uses, in particular, an
assessment matrix that enables it to ensure that the acquisitions
complement the Group's existing business activities and:

m increase its local market share; and/or
m broaden its range of products; and/or
m boost its presence in markets with high growth potential; and

m are carried out on average, in compliance with its financial criteria,
which primarily include:

= an acquisition price corresponding to the usual valuation
multiples compared with those applied to companies in the
same sector or the same markets,

= a positive impact on net income from the first year of full
consolidation,

. avalue creation target (return on invested capital higher than
the weighted average cost of capital) after three to five years.

2.2.3 - Abusiness model creating long-term value

mm 2231 AMODEL BASED ON PROFITABLE

GROWTH

2.2.3.1.1 A market characterized by solid economic
fundamentals

On a global basis, Legrand’s accessible market is characterized by
a relative lack of offering commoditization, and by a very diffuse
flow of business from hundreds of thousands of electricians.
These electrical installers, product specifiers and end-users pay
considerable attention to products’ technical features. Thus, for

example, electrical installers tend to favor market-leading products
that can be installed efficiently (safety, quality, reliability, and ease
and speed of installation) and offer the qualities expected by end-
users (functionality, design and ease of use). This is one of the
reasons why, every year, Legrand makes research and development
investments averaging long-term 4 to 5% of its sales, ensuring a
steady flow of products with new features and designs responding
to customers’ needs. By continually building more added value into
its products and solutions, Legrand reinforces brand loyalty among
electrical installers, product specifiers and end-users, enabling the
Group to expand its numerous leadership positions.
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While some structurally deflationary industries are seeing the price
of their products steadily eroded, Legrand’s market is displaying
a different overall trend. In particular, end-user sensitivity to the
price of products is specifically mitigated by the fact that electrical
installations (including cables and labor) usually account for only a
small portion of the total average cost of a new-build construction
project (between 7 and 8% for a residential project, for example).
Similarly, because labor represents a significant cost component
for installers, they first look for products that will enable them to
work efficiently, particularly through ease and speed of installation.

In addition, Legrand has developed a certain expertise in pricing,
with pricing managers based all over the world who are responsible
for managing sales prices. Their role is to translate into prices
the innovation that Legrand’s products bring to the market and to
adjust the sales price for each product category, or even individual
products, by taking account of trends in raw material and component
prices, overall inflation received by the Group, and market conditions.
More generally, all the Group’s management and finance staff have
been trained in, and made aware of, price management. Historically,
Legrand’s average selling prices have increased every year over
the last 20 years.

2.2.3.1.2 Profitability driven by commercial positions,
internal processes, and continuously
improving competitiveness

The Group's ambition is to continue to strengthen its commercial
positions: in 2018, around 69% of sales were generated from
number one or number two positions. These positions, which give
the Group the critical mass to achieve economies of scale and
be recognized by its customers, have enabled it to generate high
levels of profitability.

Expressed simply, the business model works as follows: in less
buoyant economic conditions, which prevent the Group from
exploiting growth-related operational leverage, Legrand uses active
and differentiated management of its business to keep profitability
under control. When economic cycles become buoyant, the Group
generates profitable growth.

The functioning of Legrand'’s business model is based on simple and
efficient internal processes. In particular, each Country Manager
has to fulfill a Financial Performance Contract included in its annual
roadmap, in which it undertakes to deliver a given level of growth
and economic margin (the economic margin is the operating profit
less the cost of capital employed, expressed as a percentage of
sales).

In addition, Legrand relies on its unique, efficient and responsive
Back Office structure (see section 2.3.2 of this registration
document) to constantly improve its competitiveness. Thus, by
applying industry best practices at its production facilities and
the concepts of product platforms and technology platforms (see
section 2.2.2.1.1 of this registration document), Legrand continually
optimizes its cost base and capital employed. Some of these gains
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are reinvested, particularly in research and development (in the
various initiatives linked to new technologies, for example) and in
Front Office initiatives aimed at boosting organic growth. Thus, the
benefits generated by the Group's industrial transformation enable
it to participate in the financing of many ongoing initiatives linked to
new technology. This is reflected in the Group’s control of its R&D,
industrial capital expenditure and working capital requirement
ratios (see section 2.2.3.2 of this registration document).

The Group's adjusted operating margin amounted to 16% on average
between 2003 and 2009, and nearly 20% between 2010 and 2018.

B 2232 ASOLIDBALANCE SHEET STRUCTURE
BASED ON HIGH FREE CASH FLOW
GENERATION

By combining a high level of profitability and tight control over capital
employed (working capital requirement and capital expenditure),
Legrand’s business model enables the Group to generate high levels
of free cash flow over the long term. Free cash flow generation
has thus been around 13% of sales over the past five years. This
gives the Group significant financial and operational flexibility, and
a solid and attractive balance sheet structure.

The strength of the Group’s balance sheet also ensures the
confidence of investors on whom Legrand can call when financing
its growth or refinancing transactions. For instance, in 2017 and
2018 the Group launched three successful bond issues for a total
amount of €1.8 billion, including €1.0 billion to finance the acquisition
of Milestone AV Technologies.

The continued development of product and technology platforms,
the systematic application of a “make or buy” approach to all
investment projects and the transfer of some production to less
capital-intensive countries should enable the Group, over the
long term, to maintain an average ratio of capital expenditure to
consolidated sales of between 3% and 3.5%.

The Group also believes that it is able to maintain its ratio of working
capital requirement to sales at around 10%, excluding acquisitions.

mm 2233 CAREFUL MANAGEMENT OF FINANCIAL
PERFORMANCE ENABLING SIGNIFICANT
VALUE CREATION

To ensure a high level of profitability and strong free cash flow
generation, Legrand manages its financial performance on the
basis of three pillars:

m composite key performance indicators;

m strong processes organized around permanent dialog between
Country Managers and the Group;

m accountable, experienced and motivated senior management
teams, particularly through compensation that is aligned with
the challenges of creating value in the short and long term.
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Synthetic key performance indicators

Three key performance indicators are measured for each country
manager. Firstly, development of the Group’s business, via local
market shares of each family of products that drive profitability,
the deployment of international commercial programs, and steps
to strengthen the Group's presence in new distribution channels.
Secondly, economic profit (after or before income tax depending
on countries), defined as adjusted operating profit less the cost
of capital employed. Finally, CSR performance, measured by the
achievement rate of priorities set out in the roadmap.

Solid processes organized around a permanent
management dialog between Country Managers
and the Group

As part of the management of the Group’s financial performance:

m once a year, the Group signs a Financial Performance Contract
with each country manager and his/her team for the coming
year. This outlines several scenarios of change in revenue and
economic margin (economic profit on sales); one scenario is
chosen and the country manager and his/her team are fully
responsible for its implementation;

m quarterly performance reviews with managers from the Group's
main countries. This is an opportunity during the course of the year
to assess the level of achievement of the Financial Performance
Contract and if necessary choose a different scenario depending
on whether business is better, not as good or in line with the
scenario initially chosen;

m finally, comprehensive monthly reports are used to confirm
that the performance of each country is in line with the latest
approved scenario.

Accountable, experienced and motivated senior
management teams, particularly through
compensation aligned with the challenges

of creating value in the short and long term

On average, members of Legrand’s senior management team have
around 20 years of experience in the electrical and digital building
infrastructure industry. Their experience and commitment have
allowed Legrand to create and maintain a unique corporate culture,
which inspires and rewards talent and initiative. The influence of its
senior management team has enabled Legrand to continue growing
while maintaining a strong financial performance.

Countries are run by managers who are true entrepreneurs.
Management and management dialog between countries and
the Group are based on a high level of accountability for local
managers, who are incentivized to create long-term value. The
Group has also set up long-term performance linked profit-sharing
plans involving more than 2,000 beneficiaries in 2018, to drive
value creation over the long term and increase the management
team’s loyalty to the Group (see sections 4.4.3.1, 7.2 and 7.3 of this
registration document).

For the Group’s key managers, this might take the form of
performance shares (see section 6.2 of this registration document).
This plan, with a four-year vesting period, depends on future
performance conditions and gives key managers a greater interest
in creating value over the long term.

In addition, the Group's current and former senior management
and employees held 3.88% of the Company’'s share capital as at
December 31, 2018.

mm 2234 MEDIUM-TERM MODEL

The depth of its offering, the ongoing and controlled investment
to ensure profitable and sustainable growth, and the momentum
related to an accessible market worth more than €100 billion,
driven by many macrotrends, offer Legrand with sustainable growth
prospects.

Legrand is thus confident in the soundness of its model and its
ability to fuel lasting profitable growth and has confirmed its
medium-term model:

m assuming a buoyant economic backdrop and excluding exchange-
rate effects, the Group intends to achieve annual growth in sales
and adjusted operating profit of around +10%;

m assuming a lackluster or unfavorable economic backdrop,
Legrand will focus on protecting its model, profitability and
generation of free cash flow.

Over a full economic cycle, and excluding any major economic
slowdown, this model would result in average annual total growth
in sales above that of the Group’s reference markets, adjusted
operating margin averaging around 20% of sales', normalized
free cash flow ranging on average between 13% and 14% of sales'
and an attractive dividend.

Legrand also intends to continue rolling out an ambitious approach
to CSR, driven by demanding roadmaps.

(1) Without major acquisition and taking into account the implementation of IFRS 16 standard.
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2.3 — AN ORGANIZATION SERVING BOTH THE GROUP’S STRATEGY

AND ITS CUSTOMERS

Legrand has manufacturing and marketing sites and subsidiaries
in nearly 90 countries. Legrand’s organizational structure is based
on two distinct roles: firstly, sales and operational marketing
activities (Front Office), and secondly, activities connected to
strategy, operations (innovation, R&D, manufacturing, purchasing,
and supply chain) and general administration (Back Office).

m The Front Office is organized by country in order to respond to
the specific requirements of each market in terms of relations
with distributors, electrical installers, product specifiers and end-
users. The aims of this decentralized organizational structure,
run by local managers, are to develop sales in accordance with
the strategy set out by the Strategy and Development Department
and approved by General Management, to raise commercial
profitability, and to optimize the working capital requirements
for each country.

2.3.1 — Front Office

m The Back Office, generally organized on a centralized basis,
includes an Operations Department, responsible for innovation,
research and development, manufacturing, purchasing and the
supply chain, and the head office departments (Strategy and
Development, Finance, IT and Human Resources).

The specific aims of this organization, at Group level, are to
define strategy, optimize industrial organization, accelerate the
development of new products, keep capital employed under control,
adapt the Group’s resources to the business, appoint key managers
worldwide, establish all internal control rules, and coordinate risk
management processes.

Legrand’s relationship with generalist and specialist distributors
(IT, VDI, web, etc.), electrical installers, product specifiers, and
end-users represents a strategic priority for the Group. Legrand is
extending its commercial coverage of all its markets by prioritizing
areas with high long-term growth potential, such as new economies
and new business segments".

mm 23.1.1 THEFRONT OFFICE’'S ROLE

AND RESPONSIBILITIES

The Front Office acts as an interface with Legrand’s distributor
customers, electrical installers, product specifiers and end-users.
In each country, Front Office activities are run by a country manager
who is responsible for:

m growing market share and sales;
m increasing commercial profitability; and

m optimizing working capital requirements through efficient
inventory and trade receivables management.

The Group’s subsidiaries in each country are given significant
latitude to manage their business and staff, and country managers
are real entrepreneurs.

(1) Energy efficiency, residential systems, digital infrastructure and assisted living.
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B 23.1.2 ANECONOMIC CHAIN ADAPTED
TO MARKET FLOWS

As part of its business activity, Legrand has various means of
accessing a market consisting of a wide variety of users (distributors,
electrical installers, product specifiers and end-users).

m Legrand’s distributors are the electrical and digital device and
equipment distributors. These can be generalist distributors — the
reference distribution channel for Legrand products because it
offers broad expertise and unique coverage of the market — or
distributors specialized in specific fields (IT, VDI, etc.), or even
specific new distribution channels such as e-commerce. Sales
to generalist and specialist distributors represented the vast
majority of the Group's consolidated sales in 2018. Legrand’s
relations with its distributors are generally governed by terms
and conditions of sale specific to each local market.

Electrical installers are professionals and individuals who buy,
install and use Legrand’s products. The professional category
includes electricians, business owners, panel builders, and
industrial and commercial companies whose business activity is
connected to the installation of electrical products and systems.
They are also very often product specifiers for the Group.
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m The other product specifiers are architects, decorators and design
firms, who fuel demand for Legrand’s products by recommending
their installation to end-users or by specifying them in the design
of certain building projects.

m End-users are the people who use Legrand’s products in the
environment where these products are installed or used.

Legrand’s distribution chain is organized so that manufacturers like
Legrand sell their products, primarily to distributors, which in turn
sell the products to the electrical installers responsible for installing
them in end-users’ buildings. This is mainly a flow-driven business,
as electricians may come to buy products from distributors several
times a week, depending on their requirements. Product specifiers
play an active role in this chain by advising electrical installers and
end-users on product and application choices.

mm 23.1.3 A“PUSH-AND-PULL’ STRATEGY

Sales and marketing are the responsibility of the Front Office,
whose headcount accounted for more than 19% of the Legrand total
headcountin 2018 (see section 4.7.2.2 of this registration document).
Marketing efforts are focused on each level of the distribution chain
(distributors, electrical installers, product specifiers and end-
users), in accordance with the Group’s “push-and-pull” strategy,
the aim of which is outlined below. These efforts are primarily
aimed at providing market players with information, training, and
other services relating to the Group's entire range of products and
systems, alongside sales. Legrand believes that making its products
easier to access and use for distributors, electrical installers and
end-users enables the Group to create significant product and brand
loyalty, and to generate demand for its products and systems at
each level of the distribution chain.

Selling Legrand’s products to electrical equipment
distributors (“push”)

As part of the “push” strategy, Legrand maintains close relationships
with electrical equipment distributors by focusing on product
availability and just-in-time delivery, and by simplifying and
accelerating the ordering, stocking and dispatching of its products.
The “push” strategy is also based on providing a catalog that covers
all of an electrician’s requirements, and includes new and innovative
products. In addition, Legrand makes its catalog easier to access
and use by making an electronic version available, standardizing
packaging sizes and appearance, and by introducing innovative
services such as pre-sorted deliveries.

Legrand’s “push” strategy includes:

m priority inventories. In France, many distributors have agreed
to maintain permanent inventories of certain Legrand priority
products. In return, Legrand ensures not only that large amounts
of non-priority finished products are held in inventory, but also
that flexible and reactive production enable it to fill its distributors’
orders quickly. For example, in an emergency, products that are
not stocked by distributors can be delivered anywhere in France
within 24 to 48 hours via the “Dispo-Express” service;

m inventory management. In the United States, Wiremold and
Pass & Seymour, US subsidiaries of the Group, can access the
inventory levels of some of their main distributors on a daily
basis. If inventory levels drop below a pre-defined threshold,
new inventories are prepared and shipped immediately;

m intelligent sorting. In order to optimize the logistics chain, Legrand
pre-sorts its products before dispatching them to electrical
equipment distributors in France, thereby anticipating the steps
these distributors will have to follow in order to distribute the
products to their agencies and customers. This value-added
service, which is intended for the largest product flows, decreases
the preparation work that the distributors have to perform
themselves, reduces dispatch errors and lowers handling costs,
giving Legrand a competitive edge that is appreciated by its
customers;

m the creation of international logistics platforms. Legrand manages
its international distribution via logistics platforms from which
it dispatches its products. By reducing the distance between
its products and customers, Legrand is improving the service
provided, and significantly reducing delivery lead times. Legrand
has installed logistics platforms in Asia, the Middle East and
Eastern Europe. These platforms and various subsidiary-owned
warehouses are connected by a single network that makes
it possible to synchronize their inventories on a daily basis.
Using logistics platforms also enables more products to be
transported in fewer trips, thus reducing CO, emissions to protect
the environment.

Legrand enjoys strong, long-standing commercial relationships
with its electrical equipment distributors, and particularly with its
two largest distributors, the Sonepar and Rexel electrical product
distribution groups. In 2018, sales to Sonepar and Rexel accounted
for more than 18% of the Group’s consolidated sales, although
this percentage varied from country to country. Legrand believes
that no other single distributor accounted for more than 5% of the
Group's global revenue in 2018. Legrand’s other main clients include
Graybar, CED, FinDea, Lowe's, Anixter, Best Buy, Wesco, Comoli
Ferrari, SOCODA, Comet, Yess Electric and Megawatt.

The electrical products and systems distribution structure in
most countries enables Legrand to channel its products towards
distributors’ centralized distribution centers, and therefore benefit
from their market presence and retail outlet infrastructure. This
organizational structure also limits the logistics costs and credit risk
that Legrand would incur if it had to deal with electrical installers
and end-users directly.
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Stimulating demand among electrical installers,
product specifiers and end-users (“pull”)

Where its “pull” strategy is concerned, Legrand believes that
demand for its products is mostly determined by requirements
that electrical installers, product specifiers and end-users make
known to distributors. As a result, Legrand focuses the bulk of its
marketing efforts on developing and sustaining demand for its
products, by actively promoting them to electrical installers, product
specifiers, and end-users. Legrand focuses on providing training,
technical handbooks, business software applications and a large
amount of information in digital format to fuel its clients’ digital
communication, as well as ensuring reliable and rapid availability
of its products.

Legrand offers training programs to local distributors and electrical
installers, mainly at its Innoval international training centers in
France, as well as in the Middle East, Asia and South America. In
total, there are more than 20 training centers around the world for
electricalindustry players. Almost 800,000 customers received one
training session between 2014 and 2018. These training programs
are designed to expand electrical installers’ expertise and service
offering by familiarizing them with the Group's latest product
innovations and product installation methods. The Innoval training
centers in France offer more than 80 separate hands-on programs
in different areas, ranging from home automation, the wiring of
electrical cabinets and fiber-optic cabling to installing emergency
lighting systems or providing training on current regulations
and technical standards. In 2018, the Innoval centers received
7,300 visits from customers, while nearly 5,400 trainees attended
courses. In addition, Legrand offers local training programs in many
countries, including Italy, India, Brazil and the United Kingdom, as
well as in Chile and Dubai.

More generally, Legrand also uses new communications and training
technologies, and has thus introduced various online training tools,
such as e-learning and virtual classrooms (webinars).

Legrand also offers various software applications specifically
designed to provide day-to-day support to professionals, depending
on their role (from architects to electricians) or the type of project.
Among the main business software applications offered by the
Group, XLPro3 is aimed at designers and manufacturers of energy
distribution panels, who can use it to plan the distribution and siting
of panels and to visualize and cost entire projects; LCS Pro3 can
be used to configure Voice-Data-Image systems simply (patching
racks and communication cabinets for multimedia networks as
well as UPS systems); the entire electrical installation can be
designed quickly using illiPro, intended for the residential and
tertiary markets, which allows users to select products room by
room.
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Legrand also publishes e-catalogs on the websites of its various
brands, making it possible to search for technical, commercial and
logistics data, certifications and installation tools, for all product
categories. Legrand also offers online configurators in France and
the United States in particular. The Group continuously enriches its
digital marketing content for its distributor customers, specifiers
and end-users (rich content) — with more than 74,000 product
references already available in ETIM (Electro-Technical Information
Model) format — and contributes actively to the development of
BIM (Building Information Modeling), an innovative process for the
digital planning of the building life cycle.

Finally, Legrand offers applications for tablets and smart phones
(including, in particular the e-catalogue for iPhone, Home + Control
for the “Céliane with Netatmo” connected user interface offering, or
apps related to My Home residential systems solutions), which make
it easier to search for information concerning products, configure
and cost an electrical installation and manage many functions.

Legrand promotes its products in particular via marketing initiatives
that are aimed at electrical installers. The Group also seeks to
stimulate demand among end-users by actively promoting its
products through advertising campaigns and targeted marketing
events promoting the design and functionalities of its products. In
this respect, Legrand has implemented innovative marketing and
sales initiatives in recent years: the “Lab by Legrand” in Paris,
where individuals, architects, decorators, distributors and electrical
installers can experience the Group's high-end user interfaces in
a unique setting, the multi-brand (Legrand, Bticino and Vantage)
concept store, “B Inspired”, in Brussels, and the Experience Center
at West Hartford in the United States, where visitors enter a unique
world of innovation and design. Finally, Legrand is also developing
its relationship with end-users by continuously strengthening its
presence on social networks and more generally online, especially
through its corporate website www.legrand.com and websites in
local languages in most countries where the Group operates. In
2018, the Group’s websites generated more than 121 million-page
views in total, while Legrand’s YouTube® videos were viewed over
40 million times.

Legrand’s call centers, which provide a full range of information
on new applications, also contribute to this promotional effort. In
France, for instance, Legrand has organized its customer relations
by setting up a three-level call center which provides general
information about its products at the first level, detailed information
on the standards that apply to products at the second level, and
information giving access to customized solutions drawn from
Legrand’s product portfolio at the third level.

In order to support end-users’ interest in simple home DIY, Legrand
markets part of its product range in specialist stores, with a
particular emphasis on high value-added ranges. This system
enables the Group not only to meet demand from customers who
want to renovate or improve their electrical installation, but also
to communicate with the general public by offering aesthetically
or functionally innovative solutions.


http://www.legrand.com/
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2.3.2 - Back Office

The role of the Back Office, generally organized centrally at Group
level, is to optimize the industrial organization, accelerate the
development of new products, keep capital employed under control
and adapt the Group’s Back Office resources to the business.

Since the first half of 2014, Legrand has set up an Operations
Department that brings together all the Group’s “industrial” Back-
Office functions (product marketing, innovation, R&D, purchasing,
manufacturing and supply chain) under a single responsibility,
with three priorities:

m focus more on the Group's strategic business areas by creating
seven Strategic Business Units (SBUs) in charge of R&D and
production;

m enhance productivity management by setting up a Group
Operations Performance Department; and

m improve supply chain and purchasing efficiency by bringing them
closer to operations.

At the same time, an Innovation and Systems Department was set
up to enhance coordination of innovation using a shared technology
roadmap.

Em STRATEGIC BUSINESS UNITS

To take into account the close relationship between manufacturing
and the technology used, Legrand’'s manufacturing and development
activities are organized into seven Strategic Business Units (SBUs).
These pool specific industrial process and product manufacturing
expertise and are aligned with the local structure of the Group’s
markets:

m user interfaces;

m energy distribution;

m building systems;

m cable management;

m digital infrastructure;

m UPS systems (uninterruptible power supplies);

m installation components.

The Strategic Business Units have the following objectives:

m to ensure the best customer service rate and optimal product
quality;

m to handle product marketing and develop new products;

m to define and implement industrial plans, in line with commercial
development;

(1) Uninterruptible power supplies.
(2) PoC: Proof of Concept.

m to improve cost prices on an ongoing basis; and

m to control capital employed and, in particular, capital expenditure
and inventories.

More specifically, the SBUs" ongoing goal is to improve their
industrial performance and reduce capital employed by:

m factoring these criteria into the product design phase, specifically
through the deployment of product platforms and technology
platforms (see section 2.2.2.1.1). Product platforms enable the
Group to achieve significant reductions in development time and
the number of components used, and to increase the utilization
rate of equipment. The platform concept, originally deployed for
user interfaces, is being rolled out to other product categories
such as digital infrastructure, security lighting, UPS" systems
and even plastic cable management systems. Using technology
platforms makes it possible to pool investments in engineering
and to enhance product quality by sharing experience. Around
65% of the Group's sales were thus covered by platformsin 2018;

m streamlining and optimizing industrial sites;

m introducing plant specialization by product line or technology so
as toreach critical mass and prevent the dispersal of resources
and skills;

m systematically applying a recently revamped “make or buy”
approach to all new projects to determine whether to invest in
new manufacturing assets or to outsource and thus gain extra
flexibility and adaptability, while at the same time reducing the
amount of capital employed; and

m deploying industry best practices at production facilities through
the “Legrand Way” program, aimed at overall operational
excellence (productivity, capital employed, quality, customer
service, etc.). In particular, Legrand is aiming to increase the
deployment of “Legrand Way” in its manufacturing sites by
11 points between 2018 and 2021.

At the same time, the Group is making targeted investments to
digitize its manufacturing base - intending eventually to allocate
up to 10% of its capital expenditure to the Industry 4.0 — including
in particular 100 PoCs®? of which 51 are already operational and
ready to be deployed, such as:

m gradually deploying data gathering and analysis applications that
help control production processes in real time throughout the
economic chain, and to accelerate the cycles of this chain; and
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m implementing solutions that assist intelligent production such
as AGVs'", Cobots? and augmented reality, which are already
being used in some plants.

These initiatives come as part of an overall industrial excellence
approach.

More generally, the Group permanently seeks to optimize its cost
structures and reduce its impact on the environment, in particular
by manufacturing products as near as possible to the areas where
they are sold. This approach involving local manufacturing close
to markets is mainly reflected by the fact that the revenue base
and cost base are broadly balanced in the various currencies. The
Group is therefore actively strengthening its presence in markets
that offer long term development opportunities, such as China,
India and Russia.

mm INNOVATION AND SYSTEMS

The role of the Innovation and Systems Department is:

m to promote and coordinate the innovation process within the
Group;

m to define the major technology roadmaps and ensure the
consistency of the technologies used by the SBUs;

m to contribute ensuring that Group's offerings are compatible and
organized into consistent systems.

mm PURCHASING

For more than ten years now, Legrand has been implementing a
centralized purchasing policy to optimize its purchases and reduce
its consumption costs. The Group’s purchasing organization is
characterized by:

m a structure adapted to its suppliers’ overall organizational
structure, which enables Legrand to negotiate with them on an
equal footing (locally or by geographical area), thereby generating
economies of scale;

® managing purchases, under the responsibility of user and
buyer teams, to maximize the value of the Group’s purchases
by incorporating the cost factor into procurement selection
criteria; and

m involving buyers in the new product development process in
order to make savings from the product design stage onwards,
and target future suppliers, particularly in terms of innovation.

This organizational structure has optimized purchasing by:
m consolidating purchases for the whole Group;

m optimizing purchases of raw materials and components depending
on the geographic regions concerned and market volatility; and

m continuously optimizing the specifications of raw materials
and components (purchasing productivity, including redesign
to cost, etc.).

(1) AGV: Automated Guided Vehicle.

(2) Cobot: collaborative robot.
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Em LOGISTICS AND SUPPLY CHAIN

Legrand’s objective in terms of supply chain is to deliver products
within the timeframes demanded by clients while optimizing
transport and warehousing costs and inventory levels.

To that end, procurement, production and distribution cycles are
studied from the new product design phase, opting for solutions
that optimize the quality of service for the customer (product
availability) as well as costs, while minimizing the environmental
footprint of the various flows.

In addition, the Group's logistics facilities form a network of local,
regional and central storage and distribution centers, enabling it to
serve the market in a way suited to its product ranges and specific
geographical requirements.

This approach is based on dedicated tools and processes for
planning and execution:

m distribution sites are connected to a central Distribution Resource
Planning (DRP) tool. Every night, this records the inventories and
forecasts of each subsidiary, as well as local customer orders,
in order to schedule procurement at the global level and thus
optimize finished product inventory levels;

m industrial facilities use powerful planning tools based on the
Manufacturing Resource Planning concept. They define production
plans - allowing client requirements to be met while ensuring
that demand and capacity are matched as closely as possible —
and procurement plans;

m operational good practices among the functions contributing to
supply-chain performance is recorded and shared through the
“Legrand Way" referential:

. for example, the Kanban and just-in-time systems are being
progressively rolled out across the value chain, covering
procurement and outsourcing, manufacturing and inter-site
flows, and

« end-to-end collaboration processes are also being implemented,
allowing increased communication throughout a given flow.

At the same time, Legrand is continuing to digitize its supply chain,
for example through data analytics, to improve both inventory levels
and customer service.

This system has enabled Legrand to reduce the ratio of inventory
value to consolidated sales, from approximately 17% on average
between 1990 and 2002 to around 14% on average between 2003
and 2018, and to guarantee a high-quality service for its distributors
in terms of availability and flexibility, speed and adaptability.
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2.4.1 — Suppliers and raw materials

GROUP OVERVIEW
OTHER INFORMATION

Legrand does not depend on any single supplier for the purchase of
the main raw materials or components used in the manufacturing
of its products. It considers that most of the raw materials and
components required by its operations will remain available in all
its major markets.

In 2018, the main raw materials used to manufacture Legrand
products were:

m plastics: Legrand uses lots of different plastics of varying grades
and colors in the design of its products; these are selected
according to their physical properties and their ability to meet

certain requirements such as durability, heat and impact
resistance, and ease of molding, injection, or welding with other
components;

m metals: in particular steel, which is used in mechanisms and
structures, as well as brass and copper, which are used mainly
for their conductive properties; and

m packaging materials.

Legrand also buys a large number of finished and semi-finished
electro-mechanical and electronic components intended to be
incorporated in its products.

The table below sets out the Group’s raw material and component purchases as a percentage of Group sales for the 2017 and 2018

financial years:

(% of consolidated sales) 2018 2017
Rawmaterials 93% 9.5%
Components 23.6% 22.5%
TOTAL 32.9% 32.0%
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2.4.2 — Property, plant and equipment

Legrand intends to optimize its industrial processes, improve
its efficiency and reduce its production costs by increasing the
level of industrial specialization at each site according to specific
technologies or product categories; by optimizing its choice of
production sites, by manufacturing close to its sales areas; by
systematically implementing a “make or buy” approach on a Group-
wide basis; and by applying industrial best practice in order to
optimize productivity and capital employed.

The following table sets out the location, size and principal use
of Legrand’s major sites. All of them are wholly owned, the main
exceptions being the Boxtel, Corsico, Carcavelos, Diadema, Dayton,
Diegem, Fairfield, Fort Mill, Huizhou, Jhajjar, Istanbul, Kenosha,
Madrid, Mumbai, Murthal, Ospedaletto, Pau, Rancho Cucamonga,
Shakopee, Shenzhen, Sydney, Tijuana, Ulyanovsk, Union City, Vhegel
and Wuxi sites, which are leased.

At the date when this registration document was filed, and to the best of the Company’s knowledge, there are no significant charges not

provisoned relating to Group sites described below.

Size
Site or subsidiary (in thousands of m?) Principal use Location
France o ) ) 3 B ) B ) B 3 3
Legrand Limoges 185 Headquarters/Manufacturing/ Limoges and its region
Distribution/Administrative services/
,,,,,,,,,, L Storage B B B
Other French sites 240 Manufacturing/Administrative services/ Malaunay, Fontaine-le-bourg,
Distribution Sillé-le-Guillaume, Senlis,
Saint-Marcellin, Antibes, Strasbourg,
Bagnolet, Pantin, Montbard, Pau, Lagord,
Pont a Mousson, Belhomert, Feuquiére
7777777777 - o enVimeu B
Verneuil 90 Storage Verneuil-en-Halatte
faly L e — B B B B
Bticino Italy, IME 235 Manufacturing/Distribution/ Varese, Erba, Naples, Bergamo, Tradate,
Administrative services/Storage Ospedaletto, Alessandria and Reggio
nellEmilia, Corsico
Portugal o ) ) 3 B ) B ) B
Legrand Electrica 31 Manufacturing/Distribution/ Carcavelos
Administrative services/Storage
United Kingdom - - B B ) B ) B B B B
Legrand Electric 32 Manufacturing/Distribution/ Scarborough, West Bromwich,
Administrative services/Storage Consett, Blyth
Spain L e — B
Legrand Espana 22 Manufacturing/Distribution/ Madrid, Barcelona
Administrative services/Storage
Polard o ) ) 3 B ) B ) B
Legrand Polska 34 Manufacturing/Distribution/ Zabkovice
Administrative services/Storage
Hungary o R - - , - , -
Legrand Zrt 30 Manufacturing/Distribution/ Szentes
Administrative services/Storage
Germany - o B B ) B ) B B
Legrand-Bticino, Modulan 18 Manufacturing/Distribution/ Soest, Nidderau

Administrative services/Storage
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Size
Site or subsidiary (in thousands of m?) Principal use Location
United States and Canada - N ) B B ) B ) B B B B
The Wiremold Company, Ortronics Inc., 386 Manufacturing/Distribution/ West Hartford, Mascoutah, Rancho

Pass & Seymour Inc., Vantage, TWS, OnQ,
Middle Atlantic Products, Electrorack, Nuvo,
Lastar, Raritan, Pinnacle, Solarfective, Luxul,
Milestone AV Technologies, OCL, AFCO
Systems Group, Finelite, Server Technology,
Kenall

Administrative services/Storage

Cucamonga, Concord, Fort Mill, Fairfield,
Anaheim, Hickory, Dayton, Somerset,
Denver, Union City, Farmingdale,
Maryland Heights, Shakopee, Warsaw,
Reno, Toronto, Kenosha

Mexico - o B B ) B ) B B
Bticino de Mexico 60 Manufacturing/Distribution/ Queretaro, Tijuana
Administrative services/Storage
Brgzit o B ) 3 B ) B ) B 3 3 3
Legrand Brazil, Cemar, HDL, SMS and 79 Manufacturing/Distribution/ Caxias do Sul, Manaus, Sao Paulo,
Daneva Administrative services/Storage Aracaju and Vila Varela
Colombia - o B B ) B ) - B
Legrand Colombia 15 Manufacturing/Administrative services/ Bogota
Storage
China

Rocom, Legrand Beijing, TCL, Legrand, 125
Shidean, Raritan, Shenzen Clever Electronic

Manufacturing/Distribution/

Administrative services/Storage

Dongguan, Beijing, Huizhou, Shenzhen,
Wuxi and Shanghai

Russia

Kontaktor and Firelec 100

Manufacturing/Distribution/

Administrative services/Storage

Ulyanovsk, Moscow

Australia and New Zealand

HPM, Trical 34

Manufacturing/Distribution/

Sydney, Melbourne, Auckland

Administrative services/Storage
Ind@a o B ) 3 B ) B ) B 3 3 3 3
Legrand India, Indo Asian Switchgear, 114 Manufacturing/Distribution/ Jalgaon, Nashik, Sinnar, Mumbai, Noida,
Numeric UPS and Adlec Power Administrative services/Storage Murthal, Haridwar, Chennai, Jhajjar
Malaysia - o B B ) B ) - B B B B
Megapower, SJ Manufacturing 25 Manufacturing/Administrative services/  Seri Kembangan, Shah Alam
Storage
Netherlands o - 3 B ) B ) - B 3 3
Legrand Nederland, Aegide-Minkels, 52 Manufacturing/Administrative services/  Boxtel, Veghel, Weert
Milestone Storage
Egypt L e —
EMB Egypt 10 Manufacturing/Distribution/ Sadat City
Administrative services
Turkey o B ) 3 B ) B ) - B 3
Legrand Elektrik, Estap and Inform 43 Manufacturing/Administrative services/ Gebze, Istanbul
Storage
Saudi Arabia - o B B ) B ) - B
Seico 15 Manufacturing/Administrative services/ Jeddah

Storage
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2.4.3 - Information by geographic region

Since Legrand'’s business is local, i.e. country-specific, its financial
reporting is organized into geographic regions.

Please refer to section 5.4.1.1 of this registration document for
more information on business trends by geographic region over the
past two years, and to section 4.7.2.2 of this registration document
for a breakdown of the Group’s average headcount by geographic
region and by category (Front Office and Back Office).

From January 1, 2019, in line with the new organization of its
front office consisting of three regions!” — compared to a similar
organization consisting of five regions previously — the Group
organizes its financial reporting into three regions (Europe -
including France, ltaly and countries previously reported under
the Rest of Europe region — North and Central America, and Rest

2.4.4 — Competitors

of the World). Sales and weighted average headcounts in those
regions in 2018 were as follows:

m for Europe, €2,466.3 million and almost 14,400 people;

m for North and Central America, €2,175.1 million and around
6,400 people; and

m for the Rest of the World, €1,355.8 million and almost
17,600 people.

By aligning its organization more closely with its markets in this
way, the Group intends to improve coverage of its international
clients, speed up development in fast-growing verticals, roll out its
international programs more extensively and promote the sharing
of good practices.

Legrand enjoys established market positions in France, Italy, and
many other European countries, as well as in North and South
America and in Asia. Legrand’s main direct competitors include
the following:

m divisions of large multinational companies that compete with
Legrand in various domestic markets, for some or all of Legrand's
product ranges, such as: ABB, Eaton, Honeywell, Panasonic,
Schneider Electric and Siemens;

m specialized companies that mainly offer one or two product
categories, such as CommScope and Belden (VDI structured
cabling), Aiphone and Urmet (door entry systems), Crestron

and Nortek (building systems), Lutron (lighting control), Obo
Bettermann and Niedax (cable management), Panduit (VDI and
cable management), Rittal and nVent (envelopes and racks for
datacenters) and Vertiv (former Emerson Network Power —
UPS); and

m multi-specialist companies such as Hager in Germany and France,
Gewiss and Vimar in ltaly, Niko in Belgium, Gira in Germany, Simon
in Spain, Leviton and Hubbell in the United States and Canada,
Havells in India and Chint in China.

(1) For more information about changes to the Group's front office, please refer to page 8 of the 2018 annual results press release published on February 14,2019.
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ENVIRONMENT AND ORGANIZATION OF INTERNAL CONTROL AND RISK MANAGEMENT

3.1 — ENVIRONMENT AND ORGANIZATION OF INTERNAL CONTROL

AND RISK MANAGEMENT

3.1.1 — Reference framework

The Group's internal control and risk management system falls within the legal framework applicable to companies listed on the Paris
stock exchange and relies on the “Reference framework for risk management and internal control systems” published by the AMF in 2010.

3.1.2 - Scope of application

The Group's internal control and risk management system covers
all controlled entities that fall within the scope of consolidation of
which the Company is the parent company. No entity is excluded
from the system.

The Group defines the roles and responsibilities of the various
participants, establishes procedures, and ensures that internal
control and risk management are performed effectively within its
subsidiaries. Newly acquired companies adopt the internal control

system during their integration with the Group. They are audited
for the first time by the Group’s Internal Audit team within around
a year of their acquisition.

The scope of application of internal control concerns every area
of the business. The internal control system is regularly updated,
to keep it closely aligned with risk management approach and
business developments.

3.1.3 - Internal control and risk management environment

The Group's internal control and risk management environment
is based on the following:

m the Group’s values, formally enshrined in a set of charters
that are widely circulated among its teams. They include the
Group’s Charter of Fundamental Principles and its Application
Guide setting out the Group’s values, its Prevention Charter and
Environment Charter and its Guide to good business practice.
Commercial practices are governed by the Fair Competition
Charter and the Guide to Good Business Practice;

m exemplary behavior, an essential means of disseminating values
within the Company;

m the clear objectives set out by the Company and communicated
to its employees (see section 2.2.1);

m an organizational and hierarchical structure that provides a clear
definition of responsibilities and powers;
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m management policies and procedures available on the Group’s
intranet, applicable to all its subsidiaries;

m IT tools and access to information systems determined according
to each person’s role, in compliance with the rules regarding
segregation of duties.

The reporting structures that exist for all the Group’s major business
processes relevant and reliable information to be gathered and
circulated at various levels of the business, and ensure that the
Group's different organizational levels (regions, subsidiaries and
head office departments) use the same terminology. Examples
include the annual budget process, monthly and quarterly country
performance reviews, and various reports (financial, HR, corporate
social responsibility, environmental responsibility, etc.), as well as
the internal control self-assessment questionnaire completed by
each Group entity.
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3.1.4 - Resources allocated to internal control and risk management

The Group's Audit, Internal Control and Risk Management Department
coordinates and organizes monitoring of the risk management
and internal control system. The main tools it uses include risk
mapping, the internal control framework, the self-assessment
process, audits and action plan monitoring. Assigning these tasks
to a single department ensures a consistent methodology and the
continual adjustment of audit procedures to internal control risk
areas, as well as rapid adjustment of the internal control framework
to address weaknesses detected during audits.

For roughly ten Group countries, including the largest contributors
in terms of business (United States, France, Italy, India, China,
Brazil, Russia, Mexico, Colombia, etc.), the Group's Internal Control
Department relies on local internal controllers who coordinate the
process in their respective units. In smaller subsidiaries, internal
control is the direct responsibility of the entity’s Chief Financial
Officer. In the Group as a whole, around 33 staff members were
fully dedicated to internal controls at the end of 2018.

The manager in charge of this function at Group level has direct
access to the Chair of the Audit Committee with whom he/she
confers independently when preparing for Audit Committee
meetings.

The manager in charge of this function at Group level reports
directly to the Chief Executive Officer, ensuring that he/she enjoys
the required authority at the internal level.

Aside from the Internal Control Department, other key contributors
include:

m General Management, in connection with the overall design and
management of the Group's internal control system;

m the Company’'s governance bodies, particularly the Audit
Committee, whose tasks include monitoring the effectiveness
of the system;

m the Risk Committee, in connection with managing the Group’s
risk-mapping exercises;

m the Group's various departments, some of which coordinate
the internal control and risk management approach within the
various operational committees;

m the Finance Department in general, and especially the finance
managers of the Company’s various subsidiaries, who play an
ongoing role in organizing the control environment and ensuring
compliance with procedures;

m managers at all levels of the organization, who are responsible
for managing the internal control system in their particular area.

The integrated report contains a summary diagram presenting
the existing governance structure for internal risk management
and control.

mm LIMITATIONS

It should be noted that the internal control system, outlined above
and detailed below, though well designed and implemented, cannot
provide an absolute guarantee that the Group’s targets will be met
and that every risk, particularly those relating to error, fraud or
failure, will be completely controlled or eliminated.
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INTERNAL CONTROL AND RISK MANAGEMENT

3.2.1 - Definition and purposes of internal control

The Group’s internal control system consists of a set of resources,
behaviors, policies, procedures, tools and actions tailored specifically
for Legrand, that:

m enable it to take appropriate account of significant risks, whether
strategic, operational, reputational, financial or compliance-
related; and

m contribute to the control of its business activities, the efficiency
of its operations and the efficient use of resources.

The internal control system is wide-ranging and not limited solely
to procedures for making accounting and financial reporting data
more reliable. More generally, its objectives are to:

m ensure compliance with laws and regulations;

m ensure that instructions are applied and that the objectives set
by General Management are achieved;

m guarantee the proper functioning of the internal procedures,
especially those that contribute to the protection and safeguarding
of assets;

m provide assurance regarding the reliability of financial and
accounting information;

m support both organic and external growth;
m contribute to the optimization of procedures and operations.

The risk management process continually feeds into the internal
control process, which, as a result, adapts in response to
developments in the Group’s risk environment.

3.2.2 - Procedures, controls and assessments

The Group's internal control activities (procedures and controls) are
defined in internal control standards, which are regularly updated.
These internal control standards, as well as all the legal, financial,
management and accounting rules applied by the Group, can be
accessed on the Group’s website.

Internal control activities, and particularly the controls in place,
are reviewed annually using a self-assessment mechanism that
is mandatory for all entities and supported by a dedicated tool.

The self-assessment process covers matters concerning the
internal control environment and controls over the Group’s main
processes (e.g. Purchasing, Sales, Inventory management, Payroll,
Fixed assets, etc.). The questionnaire evolves each year as part of
a continuous improvement process. The questionnaire is adapted
to take account of strengths and weaknesses identified during
audits and self-assessments, and of changes in risks and in the
control environment.

The size of the questionnaire varies according to the size of the
respondent entities.

The results of these self-assessment questionnaires and tests are
systematically reviewed, consolidated and analyzed by the Internal
Control Department.
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The 2018 self-assessment campaign showed that the Group’s
entities achieved an overall compliance rate of 89% in respect of
the internal control system’s minimum requirements, as opposed
to 90% in 2017. The Group considers that this is a satisfactory
compliance rate. Targeted support is provided to help all entities
reach this level, and cross-functional initiatives are launched as
and when required. In 2018, specific actions were carried out to
strengthen the management rules for IT access, to support the
roll-out of new procedures as part of the compliance program,
and to prevent fraud.

The IT system used to support the internal control process includes
amodule for overseeing the action plans defined by the subsidiaries.

The Group’s internal control system, and any changes it may
undergo, are presented annually to the Audit Committee.

The tools, procedures and results of internal control reviews are
available to the Company’s Statutory Auditors, and there are regular
consultations to optimize the internal control framework and
coverage of risk areas, which reinforce the internal control system
and risk controls.
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INTERNAL CONTROL AND RISK MANAGEMENT
RISK MANAGEMENT SYSTEM

3.3.1 — Definition and purposes of risk management

A risk represents the possibility of an event occurring that might
have adverse effects on people, resources, the environment, the
Group’s objectives or its reputation. A risk is also the possibility
of missing a strategic or other opportunity.

Risk management is a dynamic system that enables managers to
identify, analyze and deal with the main risks regarding the Group
strategic objectives, to keep them at an acceptable level.

It seeks to be comprehensive, to cover all the Company'’s activities,
processes and assets.

3.3.2 - Risk management procedure

Risk management is considered as a business management
leverage tool, and has the following objectives:

m ensure the safety of the Group’'s employees;
m preserve the value, assets and reputation of the Group;

m secure the Group's decision-making and procedures to encourage
achievement of its objectives and thus the creation of value for
all stakeholders;

m ensure that the initiatives undertaken are consistent with Group
values; and

m encourage Group employees to buy into a shared vision regarding
major risks, and to raise their awareness both of the risks inherent
in their activity and of newly emerging risks.

The risk management procedure consists of three stages:

1) Risk identification: the risk environment is jointly determined
using data gathered during meetings and workshops with the
Group’s senior executives (“top-down” approach), supplemented
by contributions from Group subsidiaries and functional
departments (“bottom-up” approach), business experts and
external benchmarking.

An update of the risk universe in 2018 led to the identification
of 25 relevant risks.

2) Assessment of identified risks: risk assessment and
classification are carried out by a panel of Group senior
executives using a dedicated tool. Risks are assessed and
ranked according to the probability of their occurrence and
their potential impact on the basis of a homogeneous set of
criteria. The risks are then prioritized based on an assessment
of how effectively they are controlled. Risk analysis is supported
by a regular review of specific indicators (KRIs or Key Risk
Indicators). These indicators, drawn up on the basis of historic
and prospective data, are tracked by the relevant functional
departments and fed back to the Group’s Risk Manager in
charge of coordinating the process.

On the basis of this risk identification and assessment, a risk
map is produced, which is submitted to the Risk Committee for

approval. Risk factors and risk control systems are detailed in
section 3.6 of this chapter.

3) Dealing with risks: measures to reduce, transfer or accept
risks are applied. Action plans are defined and the owners of
the risks identified within the functional departments, with the
help of the Group’s Risk Manager. The Risk Committee validates
the procedure for dealing with the main risks and monitors the
progress of the action plans.

The risk management process is supported by a specific tool
allowing the methodology to be documented, ensuring closer
involvement of the players, and facilitating co-ordination and
reporting.

Governance takes place through semi-annual meetings of the
Risk Committee, chaired by the Group’s General Management and
attended by the functional and operational departments.

The Audit Committee is also regularly informed of the subjects
addressed. The approach to assessing and dealing with risk is
the subject of an annual discussion with the Audit Committee,
during which a review is made of the major risks, of the risk
control mechanisms in place, and of any current action plans.
The minutes of the Audit Committee meeting are submitted to the
Board of Directors.
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3.4.1 — Definition and objectives of internal audit

The purpose of internal audit is to provide objective assurance regarding the degree of control over operations and the processes for
managing, controlling and governing risk, and to make recommendations on how to make them more effective.

3.4.2 — Audit planning, implementation and follow-up action

An audit plan is drawn up each year, applying the following rules:

m the rotation of audits across all the Group’s reporting entities
and functional departments;

m audits of the Group’s new acquisitions within a year of the Group
acquiring them or investing in them;

m follow-up audits on the action plans put in place by operational
entities, if the situation requires it;

m audits of systems for controlling the risks identified in connection
with risk management;

m specific and cross-functional audits aimed at covering major or
emerging risks.

After approval by General Management, the audit plan is presented
annually to the Audit Committee.

Every audit assignment results in a report. Those reports are
submitted to General Management. A summary of them is presented
quarterly to the Audit Committee.

The recommendations expressed in the audit reports directly
address the risks inherent in the identified internal control
weaknesses, thereby strengthening the previously mentioned
bottom-up approach. Correct implementation of action plans is
monitored systematically by the Internal Control Department.

3.5 - PROCEDURES FOR PREPARING AND PROCESSING
ACCOUNTING AND FINANCIAL INFORMATION

Objectives

Internal controls applied in the accounting and finance areas must
meet the following objectives:

m ensure that the published accounting and financial information
complies with applicable regulations;

m ensure that the instructions concerning this information, issued
by the Group’s General Management, are applied;
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m safeguard the Group’s assets;

m detect and prevent fraud and accounting irregularities wherever
possible;

m ensure the reliability of internal financial and accounting
information, and of information disclosed to the markets.
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PROCEDURES FOR PREPARING AND PROCESSING ACCOUNTING AND FINANCIAL INFORMATION

Main contributors

m General Management, in connection with setting up and organizing
the Group's internal control system and preparing financial
statements for approval and publication;

m the Board of Directors, which approves the consolidated financial
statements, based particularly on the work of the Audit Committee;

m the Internal Audit Department which, through its work, makes a
certain number of recommendations both to General Management
and to the Audit Committee on improvements to the internal
controls applied in the accounting and finance areas;

m the Statutory Auditors who, through their external audit work,
express an independent opinion on the published consolidated
financial statements.

Control mechanism for accounting and financial information

This mechanism is based on the definition and implementation
of processes to prepare and review financial and accounting data
so that it can be used internally for management purposes and
disclosed externally for publication to the markets. The mechanism
is deployed through concerted action involving contributions from
the following staff within the Finance Department.

mm FINANCE MANAGERS IN SUBSIDIARIES

Finance managers in subsidiaries, who are appointed by, and report
functionally to, the Group’s Finance Department, are specifically
entrusted with responsibility for internal control and with the role
of Compliance Officer in their respective companies. They are
appointed by the Group’s Finance Department, to ensure consistently
outstanding levels of expertise.

mm GROUP FINANCE CONTROL

Group Finance Control, which reports to the Group Finance
Department, plays a key role in monitoring and controlling
subsidiaries’ performance and their enforcement of procedures.
He/she coordinates the preparation of annual budgets and regularly
performs an in-depth review of outturn and estimates. This work
is based on rules for the preparation of financial reports and the
budget, which can be found in the standards for internal control
procedures.

All subsidiaries issue a detailed consolidation report every month,
which includes a balance sheet with an analytical review and an
income statement with analyses, to allow detailed monitoring of
their performance.

mm CORPORATE FINANCIAL ANALYSIS

The Corporate Financial Analysis unit, which reports to the
Group Finance Department, prepares and analyzes the Group's
consolidated financial statements. It prepares and circulates, on a

monthly basis, a progress sheet showing the Group’s consolidated
performance and the variance between actual results and the
results forecast in the budget. This data is formally reviewed each
month by the Finance Department and General Management.

Accounting data are consolidated by a dedicated team using the
consolidation reports submitted through a software application
deployed across all Group subsidiaries. Consolidated financial
statements are prepared on a monthly basis (except at the end of
July) in accordance with a schedule circulated to all subsidiaries.
This allows them to plan accordingly and provide financial
information in a timely manner.

Almost all consolidated entities have their annual and/or
consolidation reports reviewed by the local affiliated offices of
the Group’s Statutory Auditors or by independent auditors.

B GROUP FINANCING AND CASH FLOW

The Treasury Department reports to the Group Finance Department.

Bank account signatories are individually approved by the Group
Finance Department. Cash flow is monitored through specific
procedures. Investment, borrowing and hedging transactions are
centralized and controlled by the Group's Finance Department.
All bank accounts are managed in agreement with the Group
Treasury Department, which ensures consistency in the Group’s
relationships with banks.

mm [NFORMATION SYSTEMS

The Information Systems Department reports to the Group Finance
Department.

In order to reduce the risks associated with the reliability of
accounting and financial data processing, the Group has implemented
a full set of IT procedures to mitigate security risks as well as data
back-up plans.
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In addition, the deployment of internal control helps strengthen and
harmonize processes related to the implementation and operation
of information systems, as well as system and network protection
and access arrangements.

INTERNAL CONTROL AND RISK MANAGEMENT

The very nature of data processing activities, in an environment that
is subject to frequent change in terms of the scope of Group activity
and the information systems used, makes IT risk management a
process of continuous improvement.

3.6 — RISK FACTORS AND CONTROL MECHANISMS IN PLACE

At the date of this registration document, the risks described below
are those identified by the Group as possibly having a material
impact on its business, image, financial position, results or ability
to achieve its objectives. Other risks that are not identified, that
are emerging or that appear non-material at the same date, may
also have an adverse effect on the Group.

Allthe identified risks and threats are analyzed on a regular basis
as part of the risk management process outlined in section 3.3 of
this registration document.

The table below summarizes the key risks and associated control
systems, organized into four categories: strategic risks, operational
risks, reputational risks and financial risks.

In each of the four categories, risks are ranked according to criticality
(a combination of the estimated impact and the probability of
occurrence) assessed during the risk mapping exercise. Criticality
is therefore a measure of gross risk, before taking into account risk
mitigation arrangements.

The criticality of risks is assessed according to four levels (minor,
moderate, material, critical). Only risks assessed as “critical”,
“material” or “moderate” are detailed in this chapter.

Certain risks whose impact is assessed as moderate are detailed
in Chapter 3 of this document, in accordance with extra-financial
performance reporting obligations.

Risk factors Structural risk reduction criteria and main systems in place Criticality Reference
Strategic risks 3.6.1
m Chief Digital Officer and digital acceleration program
m Eliot program
Disruptive technology m Dedicated “Innovation & Systems” team and cross-functional innovations .
. . Material 3.6.1.1
and digital transformation program
= Innovation and R&D
m Strategic partnerships
m Increasing product value-added through innovation and marketing efforts.
Risks related to pricing power n Monthly analysis of the price effect in each country (on sales and operating Material 3612
margin)
m Pricing teams inregions
m Dedicated acquisitions team
Risks related to external m Rigorous due diligence and selection process Material 3613
growth m Contractual clauses
m A proven integration process based on multidisciplinary expertise
Chanaes in product m Standardization department
9 P m Correspondent network Moderate 3.6.1.4

standards and regulations m Standardization committee
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Risk factors

Structural risk reduction criteria and main systems in place

Criticality

Reference

Operational risks

3.6.2

Cybersecurity, continuity
and performance of
information systems

Talent, skills management,
and well-being at work

Intellectual property

Availability of raw materials
and components

Failure in major new
product launch

Supplier default or risky
practices

Unavailability of a production,
storage or logistics site

Risks related
to climate change

m Use of internationally renowned consulting firms

m Excess inventory or substitution plan

m Analysis of project risk and sharing of indicators

Multi-skilled team

Security masterplan

Specific governance

Centralized infrastructure management
24/7 monitoring of critical applications

Single hotline covering the whole world
Audit of systems in place

Talent management process

Incentives and retention mechanisms for key employees
Onboarding of new employees

Quantitative and qualitative indicators via dedicated reporting

Dedicated department and network of correspondents in the Group
= Occasional recourse to experts

m Market monitoring
m Central supervision of the risk of shortages

m “Creation of the Product Offering” process
m Monitoring and validation meetings with General Management

m Systematic approach to the qualification of suppliers

m ldentification of critical suppliers (interdependence, financially vulnerability,
risks relating to Corporate Social Responsibility)

m Supplier risk mitigation approach (multi-sourcing strategy, security of supply,
CSR action plan)

m CSR audit of suppliers

m Responsible purchasing policy - “Responsible Supplier Relations” accreditation

Limited concentration of industrial activities

Identification of risks and vulnerabilities, prevention plan

Regular investments in modernization and maintenance of industrial facilities
External audits

Worldwide insurance program covering property/casualty and business
interruption risks

m Map of vulnerabilities and analysis of exposed assets
m Impact mitigation strategies (organizational measures and technical solutions)

Critical

Material

Material

Material

Material

Moderate

Moderate

Moderate

3.6.2.1

3.6.2.2

3.6.23

3.6.24

3.6.25

3.6.2.6

3.6.2.7

3.6.2.8

Reputational and compliance risks

3.63

Product quality and safety

Business ethics

= Quality policy

1S0O 9001 certification for production sites
Qualification of products by certified laboratories
Processes to monitor quality in production,
Product quality surveillance plan

Customer dissatisfaction management process
Satisfaction surveys

Product recall management procedure

Network of compliance officers in each country
Compliance program

Compliance committees at country and Group level
Guide to Good Business Practice

Competition charter

Risk and control matrix in place for each country
Ethics and fraud whistleblowing system

Training and communication plan
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Risk factors Structural risk reduction criteria and main systems in place Criticality Reference

m Dedicated team in charge of monitoring social media
Digital Dashboard Material 3.6.3.3
m Detection and reaction procedures

Brand and reputational
damage

Data Privacy

Officer and network of Data Privacy Representatives

Application of the Privacy by Design principle for Eliot products Material 3.6.3.4
Security audits and intrusion tests

Systematic Privacy Impact Assessment of connected products

Protection of personal data

m Head of Occupational Health & Safety (OHS) and network of correspondents 3635
m Prevention policy based on international standards P
. , ) . Issues no. 6 and
Employment practices m Legrand's Charter on Human Rights Material
. . ) . no. 7 on the CSR
m Mapping of risks regarding human rights at work
. . roadmap
m Responsible purchasing -
m Dedicated department and network of correspondents in the Group
m Limiting our Environmental Footprint: a priority of the 2014-2018 CSR roadmap 3.6.3.6
Environmental impact m IS0 14001 and ISO 50001 certification and environmental audits Moderate Issue no. 9 on the
m Environmental reporting in line with Grenelle 2 and the Global Reporting Index CSR roadmap
m Carbon footprint reduction plan
Financial risks 3.6.4
m Multi-scenario annual budgets
Failure to achieve m Detailed monthly performance analysis
the expected financial = Quarterly performance review Material 3.6.4.1
performance m Ensuring the accountability of managers, whose remuneration is linked to the

achievement of annual targets set out in a Financial Performance Contract

Reliability of accounts Group internal audit team
and internal control m Internal control framework and self-assessment system Material 3.6.4.2
weaknesses - = Systematic fraud reporting

= “Natural” hedging of operational currency risks
m Hedging of significant intragroup foreign exchange positions

Foreign currency risk Moderate 3.6.4.3
m Balanced geographical exposure

Country risk = Ongoing monitoring and contact with the Group’s various countries Moderate 3.6.4.4

Insurance covering credit, property/casualty and repatriation risks

Group tax department and tax specialists in higher-risk countries

Use of external experts and internationally renowned firms

Tax regulation monitoring

Country-by-country reporting

Group policy in favor of non-aggressive tax strategies Moderate 3.6.45
Monthly review of tax expense by country

Quarterly review with country finance managers

Quarterly tax review with the Chief Financial Officer and annual tax review with

the Chief Executive Officer

Tax risks

Specific reports on trade receivables
m Credit risk insurance program

Customer credit risk Moderate 3.6.4.6
= Regular monitoring of the debt repayment schedule

Financing and liquidity risk m Available headroom Moderate 3.6.4.7
m Debt mostly at fixed rates

Value of brands and goodwill = Annual impairment tests Moderate 3.6.4.8
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DISRUPTIVE TECHNOLOGY AND DIGITAL
TRANSFORMATION

Against the background of the digitization of the economy and the
rapid development of digital solutions, the Group may:

mm 3.6.1.1

m be unable to enter new high growth markets;

m be threatened in some of its traditional market segments should
its products fail to meet new user expectations (connected objects,
voice control, maintenance and services, solutions ensuring a
constant connection with consumers, changes in utility);

m be unable to deal with changes in the economic chain: new
specifiers, vertical integration, e-commerce and disintermediation;

m be unable to take advantage of big data processing.
To address these new challenges, the following initiatives are in place:

m a digital acceleration program, led by the Chief Digital Officer
and steered by the executive committee, aimed at improving the
customer experience, the employee experience and operational
excellence through the contribution of new technology. This
program has led to the launch of several initiatives that will
enable the Group to limit identified risks and develop growth
opportunities;

m the Strategic Business Units (SBUs) analyze the Group's products,
technologies and markets on an ongoing basis;

m an Innovation and Systems Department, works cross-functionally
with the Group's various Strategic Business Units (SBUs), and
monitors system architectures, interoperability, technology
trends, standardization and intellectual property. Using that
work, Innovation and Systems Department produces Group
guidance, particularly as regards innovation. The innovation
program is organized around four key themes (energy efficiency,
the Internet of Systems and artificial intelligence, installation
trends and new technologies);

m the Eliot program is helping the Group to develop a range of
connected objects;

m the Group has signed multiple partnerships with major new
technology players to jointly develop offerings of connected
and interoperable products. For years the Group has also been
a member of various technology associations and alliances;

m the Group has an innovation strategy supported by research and
development expenditure that represents, on average, between
4% and 5% of Group sales over the long term, while the amount
spent on electronic and digital technology has been increasing
for many years.

Bl 3.6.1.2 RISKS RELATED TO PRICING POWER

Legrand’s ability to adjust its selling prices to its costs could be
affected by the following factors: development of new distribution
channels and particularly e-commerce, rising market shares of
retailer own brands, competition from inexpensive products made
in low-cost countries, or competition from counterfeit products.

The Group is aware of these risks and therefore engages in ongoing
and sustained efforts in terms of market intelligence, brand
positioning, active management of the product mix, research and
development, marketing and the development of new distribution
channels, in order to increase the added value of its products and
the attractiveness of its offering while keeping a tight rein on costs
and maintaining or growing its market share (see section 2.2.2.1
of this registration document).

To monitor any deviation, the Group analyses the impact of prices
on its sales and operating margin every month. Inflation figures
are also produced by each country and analyzed.

Pricing teams exist within regions to define multi-channel pricing
strategies.

Furthermore, the Group’s new business activities, developments in
which are being driven by social and technological mega-trends,
also limit this risk (see section 2.1.1.2).
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mm 3.6.1.3 EXTERNAL GROWTH

The Group’s growth strategy, in line with the guidance given by
the Strategy and Social Responsibility Committee and the Board
of Directors, mainly relies on bolt-on acquisitions" with strong
market positions or new technologies and offering synergies with
its existing businesses.

The Group may not be able to complete transactions or obtain
financing on satisfactory terms, to successfully integrate acquired
businesses, technologies or products, to effectively manage newly
acquired operations or to achieve the anticipated cost savings and
other synergies. It could also experience problems integrating
acquired businesses, including possible incompatibilities regarding
systems, procedures (particularly accounting systems and controls)
policies and business cultures, the departure of key employees and
the assumption of liabilities, particularly environmental liabilities.
Allthese risks could have a material adverse effect on the Group's
businesses, results and financial position.

A dedicated acquisitions team in the Strategy and Development
Department works closely with country managers to identify
appropriate targets, and coordinates the acquisition process with
the finance, legal, industrial, logistics and marketing departments
at head office (see section 2.2.2.2 of this registration document).

Regarding financing risk, the control arrangements are presented
in section 3.6.4.7.

For funding, the control arrangements are presented in
section 3.6.4.7.

The Group conducts audits and due diligence prior to any planned
acquisition, based, where appropriate, on advice provided by outside
consultants, in order to ensure in-depth examination of the target
company’s position. At every important stage in the transaction, and
according to a formal process, each planned acquisition is subject
to validation reviews to confirm its advantages and to determine
the terms and conditions for its completion.

Acquisition agreements always include certain standard clauses
that allow Legrand to cover potential risks (seller’'s warranty,
specific indemnities, non-compete clauses etc.). Depending on the
situation, Legrand may also use warranty and indemnity insurance.

The acquired company is then integrated into the Group's financial
reporting system and integrated more broadly into the Group in
accordance with dedicated processes overseen by a multidisciplinary
steering committee chaired by General Management. An initial
internal audit is conducted as part of this integration process
within around 12 months of the acquisition to establish the action
plans required to ensure that the acquiree’s processes comply
with Group standards.

INTERNAL CONTROL AND RISK MANAGEMENT

The first consolidation of these acquisitions may result in the
recognition of significant goodwill and brand asset value. This could
lead to a risk of impairment in the event of a significant decline in
the performance of these companies. This financial risk is described
in section 3.6.4.8 of this chapter.

B 3.6.1.4 CHANGES IN PRODUCT STANDARDS
AND REGULATIONS

Legrand’s products, which are sold in almost 180 countries,
are subject to regulations and standards at the national and
international levels, such as European Union directives and the
National Electric Code in the United States, and product norms
and standards adopted by international organizations such as
the European Committee for Electrotechnical Standardization, the
Federal Communication Commission (FCC) and the International
Electrotechnical Commission.

Changes in or more stringent application of these quality and safety
standards could require the Group to make capital expenditures
or implement other measures to ensure compliance, the costs of
which could have a material adverse effect on the Group's business,
results and financial position.

Legrand may be unable to anticipate a future change in standards
or regulations and could see its products withdrawn from markets,
or miss an opportunity to grow its market share and sales.

Regulations are changing rapidly, driven by issues related to
connected products.

To manage the risks in this area, a standardization department
is in charge of contributing to the development of standards
and technical legislation applicable to products, systems and
installations, depending on the Group's strategy, and of informing
the Group about such changes.

A standardization committee meets three times per year, bringing
together strategy, SBU and Front Office teams. A global network
of correspondents informs the Group about changes in local and
international standards and enables the Group to take part in
certain standardization committees.

Legrand’s products are also subject to numerous regulations,
including trade, customs and tax regulations applicable in each
country in which the Group operates and on an international level.
Changes to any of these regulations and their applicability to
Legrand'’s business could lead to lower sales or increased operating
costs, and result in a decrease in Legrand’s profitability and income.

(1) Small and medium-sized companies that complement the Group’s business activities.
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Em 3.6.2.1 CYBERSECURITY, CONTINUITY
AND PERFORMANCE OF INFORMATION

SYSTEMS

Because of the scale and number of its international operations,
processes and sites, Legrand’s business activity requires multiple
and often interconnected information systems. In addition, the
development of connected products (Eliot program) potentially
exposes the Group to specific risks related to cybercrime and
data security.

The failure of systems (networks, cloud, infrastructure and
applications) used by the Group (either directly or via service
providers) or security breaches could slow or partially disrupt
the Group's industrial and commercial activity, impact the quality
of customer service, or compromise the level of security and
confidentiality expected by stakeholders.

Such failures could originate from inside the Group (configuration
error, system obsolescence, lack of infrastructure maintenance, poor
IT project management, malicious acts) or from outside (viruses,
cybercrime, etc.).

IT related risks are managed through a specific governance system
(monthly, quarterly and annual committee meetings, with oversight
by the Group Risk Committee).

IT system is centrally managed by the Corporate IT department.

The following skill sets are deployed within the Information Systems
Department:

m a Head of Information Systems Security and his team, who work
on improving system quality and security, are in charge of defining
and implementing policies and projects specific to these areas,
such as the IT security plan, personal data protection, guidelines
on the use of information systems to all employees, and data back-
ups. This department is also responsible for conducting regular
security audits and intrusion tests on the Group's information
systems, with the support of external service providers;

m the Projects and Architecture & Expertise teams implement
systems and infrastructure based on the established governance
structures;

m the Support teams are responsible for continuity of service
of infrastructure and applications. They define the necessary
investment and maintenance programs and oversee the change
management process;

m a specific team assists and monitors the subsidiaries, as regards
both structures and application projects.

Infrastructure and information systems management is centralized
and overseen through specific governance arrangements. They

include server back-up and virtualization arrangements, user
access management via Active Directory, the management of IT
hardware, LANs and WANSs, co-ordination of outsourced services
and contract management.

Applications used by the Group are also managed centrally. However,
certain domestic applications are managed locally.

Legrand is deploying a cybersecurity masterplan which aims
to strengthen and supplement all the protection, detection and
response measures already implemented as part of its security
policy. This masterplan is structured around the following seven
components:

m a detailed analysis of IT risks;

m an IT systems security policy, based on applicable standards
and best practice (ISO 27002, recommendations of the French
National Cybersecurity Agency, etc.);

m making security an integral partin IT projects through a specific
methodology;

m an employee cybersecurity awareness program;

m a structured incident handling process involving a Computer
Emergency Response Team (CERT) and a Managed Service
Security Provider (MSSP);

m a legal, regulatory and standards monitoring system;

m a specific program dedicated to personal data security and
processing for Eliot connected objects and the related cloud.

Critical applications are covered by a 24/7 maintenance system
and quality indicators are monitored to measure application
performance.

A single support hotline is available in all countries and for all
employees.

Relationships with outsourced IT service providers are also governed
by contracts that include continuity and security clauses and by a
governance arrangement designed for this purpose.

IT audits are carried out by external consultants or internally by
the internal audit team.

In the event of any damage, an insurance policy covers damage to
hardware, business interruption and data recovery or reconstitution
costs. Cyber risk insurance is also taken out.

REGISTRATION DOCUMENT 2018 « LEGRAND H 65




RISK FACTORS AND CONTROL MECHANISMS IN PLACE

mm 3.6.2.2 MANAGEMENT OF TALENT, SKILLS
AND WELL-BEING AT WORK

In general, Legrand’'s key employees are long-standing employees
of the Group. They have built up excellent knowledge of Legrand
and its activities and of the entire sector in general. The loss of
any one of these key employees could lead to a loss of know-how
or product or market expertise, and could result in Legrand’s
competitors being able to obtain sensitive information. The loss
of key employees could also adversely affect the Group's ability to
retain its most important distributors, continue the development
of its products or implement its strategy.

The Group's internal and external development is also partly
dependent on its ability to hire, train, motivate, promote and retain
new talent in all regions in which it operates.

Well-being at work makes employees more engaged and therefore
more effective in their activities. Employee dissatisfaction could
cause them to become disengaged and therefore less effective,
and in the most serious cases could lead to strikes or resignations.

Legrand has a Human Resources policy to attract, retain and
develop the expertise, talents and skills it requires to conduct its
business worldwide. The human resources function is present in
all countries, either at the local or regional level.

In particular, Legrand has rolled out programs to motivate and
retain its key staff, and skills and talent management is one of the
priorities of the Group’s CSR roadmap.

The main mechanisms are training, annual performance reviews
(the CAPP - Competency Appraisal Performance & Perspective —
process), the talent management process (identification, succession
plan, mobility committees) and manager retention arrangements.

Moreover, the Group has introduced several major initiatives since
2017, including a highly selective corporate training program, a
mobility platform to encourage international transfers, and strong
local development policies (Mexico, USA) to strengthen the employer
brand and retain key talents.

To anticipate and manage potential risks, the Group has introduced
monthly reports which allow it to prepare consolidated quantitative
and qualitative data with a broad scope (almost 90% of the
workforce). This reporting covers labor risks and the related trend
analysis, along with the employee retention rate. The employee-
related indicators summarized in section 4.7.2 of this registration
document are consolidated in an annual report on human resources
data.
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In 2017, Legrand carried out its first engagement survey covering
all of its employees. Overall, 78% of employees took part in the
survey. It gave all employees the opportunity to comment on matters
such as how proud they are to belong to the company, their working
conditions and their confidence in management. In 2018, the Group
worked on devising action plans based on that survey, in order to
improve employee satisfaction.

Notification systems are also in place to alert the Group rapidly if
key talent leaves.

Internal communication, too, is important in motivating staff and
creating a sense of belonging, by providing regular information on
the Group's strategy and objectives. A range of media are used,
all conveying the Group’s core values embodied in the Charter of
Fundamental Principles:

m onboarding seminars (“Welcome Days” for new hires) to share
the Group's vision, strategy, culture and values;

m information resources, such as the Group Dialeg intranet and
local Dialeg intranets, and the online magazine.

B 3.6.2.3 INTELLECTUAL PROPERTY

The Group’s future success depends in part on developing and
protecting its intellectual property rights, particularly the Legrand
and Bticino brands. Legrand could also incur significant expenses
in monitoring, protecting and enforcing its rights. If Legrand failed
to adequately protect or enforce its intellectual property rights,
its competitive position could suffer, which could have an adverse
effect on its business, results and financial position.

Furthermore, in spite of precautions taken, Legrand cannot fully
guarantee that its activities will not infringe the rights of third
parties. If this were to happen, Legrand could be subject to claims
for damages and might be prevented from using the disputed
intellectual property rights.

To minimize this risk, Legrand pays particular attention to managing
its intellectual property, and relies on a dedicated team in its
Innovation and Systems Department. This team is in charge of
monitoring patents, designs, trademarks and domain names, and
for tackling counterfeiting. It also takes joint action with other
major market players within professional organizations such as
Gimélec, IGNES, and ASEC.

It draws on input from intellectual property representatives in each
of the Group’s SBUs in France and in key foreign subsidiaries. The
primary role of these representatives is to inform the Group about
the SBUs position in all strategic decisions relating to intellectual
property, such as decisions to file for and extend rights and to
waive title.

This approach is monitored via a standardization committee.

Finally, Legrand also uses external consulting firms to assist it in
drafting its patents or to deal with certain matters in defense of
its rights, working in close collaboration with the Group’s Legal
Department and external counsel.



Anet total of €1,912.8 million in trademarks and patents was recognized
in assets at December 31, 2018, compared with €1,892 million at
December 31, 2017.

The Group's strategy for tackling counterfeiting is described in
section 4.2.1.2 of the chapter concerning the CSR roadmap in this
document.

B 3.6.2.4 COSTAND AVAILABILITY OF RESOURCES,
RAW MATERIALS AND COMPONENTS

Certain materials and components used in making the Group’s
products may sometimes be in short supply. This is the case for
certain metals, plastics and electronic components, for example.
For the purchases concerned, Legrand could see prices or supply
times increase, or may be unable to source supplies at all.

In that situation, a specific procedure was adopted in May 2018
to manage the risk of shortages at the Group level. Each country
must identify its specific risks and action plans are coordinated
with central teams.

For example, action plans involve adopting an excess inventory
or substitution strategy, or working on estimated supply times
and forecasts.

B 3.6.2.5 FAILURE IN LAUNCHING A NEW PRODUCT

Legrand is a manufacturer that regularly carries out major project
launches, which require heavy investment in terms of time and
resources. These large-scale projects could end in failure, due
to production problems, late arrival in the market or a lack of
commercial success. Such failures could result in a loss of sales,
asset write-downs and loss of market share.

To prevent those risks, the following arrangements are in place:

m a “Creation of the Product Offering” process is defined, comprising
key stages (validation “milestones”) allowing the Group to detect
project anomalies or drift. Each Strategic Business Unit (SBU)
carries out a monthly review of its project portfolio as part of
this process;

m Monthly Marketing Meetings (MMMs) are attended by sales
teams, SBUs and Management. Product projects are validated
and monitored in these MMMs. Monitoring indicators and project
risk analyses are shared in those meetings as regards significant
projects.
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Bl 3.6.2.6 SUPPLIER DEFAULT OR POOR PRACTICE

The Group’s suppliers and subcontractors are a vital link the value
chain and, as such, represent a significant risk factor.

m The financial or operational failure of one or more suppliers,
without an alternative solution, could pose a major risk to business
continuity.

m Moreover, the Group's reputation could also be tarnished through
a supplier’s poor practice in terms of respect for the environment,
business ethics, compliance with labor laws or with human rights
and fundamental freedoms.

As regards the risk of failure, the geographic spread of supplies (by
origin: France 13%, ltaly 13.2%, Rest of Europe 13.3%, North and
Central America 26.5%, Rest of the World 33.9%) is not seen as a
major factor in terms of the Group’s country or geopolitical risks.

An analysis of purchases shows that the risk of dependence on
suppliers is limited; indeed, purchases from Legrand'’s ten largest
suppliers accounted for about 6.2% of the total value of purchases
in 2018 (virtually unchanged from 2017). The largest supplier
represents 1.3% of total purchases.

The Purchasing Department has introduced a systematic policy for
supplier certification and approval that covers operational risk and
CSR (corporate social responsibility) risk.

In addition, to ensure that risks are regularly reassessed, an annual
supplier risk analysis is carried out covering risks such as those
relating to interdependence, suppliers’ financial strength and CSR-
related criteria. Suppliers presenting significant risks for the Group
are identified and are the subject of dedicated action plans (more
stringent contracts, back-up inventories, alternative suppliers, CSR
improvement plan, etc.).

To protect against any poor practice among suppliers in view of
the Group’s CSR commitments, the Group Purchasing Department
has established a responsible purchasing policy that is detailed in
section 4.3.2 “Ensuring responsible purchasing” of this registration
document.
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Bm 3.6.2.7 UNAVAILABILITY OF A PRODUCTION,
STORAGE OR LOGISTICS SITE

Natural events or other events (such as strikes, fires, health risks,
geopolitical events, machinery failures, natural catastrophes etc.)
could disrupt or interrupt a site’s activity.

The likelihood that such events will occur is increased by the large
number of Group sites, but the overall impact on the Group is
reduced by the number and geographic spread of industrial sites
in all operational activities.

In addition, regular analyses of risks and vulnerabilities shown by
the Group’s sites are carried out jointly with the Group’s insurer.
These analyses cover technical risks (fire, machinery breakdowns,
gas leaks, etc.). They allow the Group to assess the potential damage
to property and related business interruption.

Based on these analyses, local management, in coordination with
Group Operations oversee, investments in the prevention, protection,
modernization and maintenance of industrial and logistical facilities.

Main action plans are followed during the Country Operation
Performance Reviews, and prevention good practices are integrated
in the Legrand Way.

As part of its prevention policy, Legrand conducts joint audits with
experts from the Group's insurance company to evaluate the level
of fire protection and take any action deemed necessary. In 2018,
50 such visits were made to the Group’s facilities.

Finally, Legrand has taken out a global insurance policy to cover
direct accidental damage to property and the potential business
interruption resulting from such accidents.

B 3.6.2.8 RISKS RELATED TO CLIMATE CHANGE

Climate change is creating new risks for companies: damage to
physical installations, business interruption, financial risks (linked
to the rise in insurance costs, for example) and the impact on
populations and therefore on company employees.

Faced with these new risk factors, in 2018 the Legrand Group
mapped the vulnerability of its sites in terms of the physical
consequences of extreme weather events that could affect business
continuity (such as flooding, snowfall and storms). The methodology
used is based on site scores developed by the Group’s insurers
for exposure to natural catastrophe risks. They allow the Group
to assess the potential damage to property and related business
interruption.

The same analyses are also carried out upstream on new building
construction projects.
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Risk mapping has been carried out for the 124 major sites (of a
total of 153 sites) visited regularly by insurers. It should be noted
that the sites excluded from the study are mainly unoccupied or
dormant sites, minor sites deemed non-critical for the Group or
sites acquired during the year or currently being integrated.

Regarding the risk of flooding, 82% of the sites visited present no
risk or have a risk level deemed non-material. A total of 18%, or
22 sites, present a risk level lower than or equal to 1% (i.e. there
is less than a 1% chance that this type of event will occur in any
given year). These sites are mainly in France, Italy, India and the
United Kingdom.

Regarding the risk of storms (including extreme snowfall) and high
winds (215-292 km/h), 5% or six sites could potentially be affected
by such phenomena. The sites concerned are mostly located in
China, the United States and India. The Group’s other sites are not
exposed to this type of risk.

To limit the impact of this kind of weather phenomenon,
organizational measures (evacuation and protection of people
and property) and technical resources (flood barriers, measures
to secure roofs, repairs to water evacuation systems etc.) have
been put in place.

These analyses supplement the Group’s site mapping in terms of
water stress, which indicates that approximately 80% of the Group's
water consumption takes place at industrial sites located in areas
with low or moderate water use (for more information on this topic,
please refer to section 4.5.1.2 “Controlling water consumption” in
this registration document).

Analyses will become progressively more detailed and will be
regularly updated. This will enable the Group to target its exposed
sites, paving the way for action plans to mitigate the long-term
consequences of climate change.

Climate change could also have an indirect impact on the
profitability of the Group’s product offerings if a carbon emissions
taxis introduced. Legrand has anticipated this risk by increasingly
including the carbon dioxide price per ton into its operational
considerations, notably investment decision processes since early
2016.

Finally, there is a reputational risk relating to a loss of trust amongst
stakeholders, and in particular investors and customers, if there
were no commitment to reducing the Group’s energy footprint or
if the Group failed to meet its commitments. Legrand has joined
two international initiatives against global warming: the Science
Based Targets initiative, which calls on companies to commit to
CO, emission reduction targets; and the Global Alliance for Energy
Productivity, an international alliance that seeks to improve energy
efficiency.

For more details concerning the impact of the Group activities on
greenhouse gas emissions, readers are also invited to refer to
section 4.5.1 of this registration document.
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3.6.3 — Reputational and compliance risks

mm 3.6.3.1 PRODUCT QUALITY AND SAFETY

See section 4.2.1.2 “Ensuring the safety of users of electrical
equipment”.

Bl 3.6.3.2 BUSINESS ETHICS

See section 4.3.1 "Acting ethically”.

mm 3.6.3.3 BRAND AND REPUTATIONAL DAMAGE

New technologies and growing communication via social media are
increasing the risks to the Legrand Group’s image. They are leading
to amuch higher risk of the Group being exposed to criticism, fake
news and negative messages, and they are speeding up the spread
of such messages.

This could damage the Group’'s image among its stakeholders
(employees, shareholders, customers, suppliers, etc.).

To prevent this risk, a charter on individual use of social networks
has been written for employees. In addition, monitoring, detection
and reaction systems are in place:

m The Group's digital footprint is monitored by a Digital Dashboard,
which logs websites and pages related to the Group's activities.

m Dedicated teams are in place within the Strategy Department,
in charge of overseeing and monitoring activity on social media.

m Response procedures are in place for addressing identified risks.

B 3.6.3.4 PERSONAL DATA PROTECTION

The Internet of Things (loT) is leading to an increase in the volume
of personal data to be processed. Such data could be used for
fraudulent purposes or misappropriated, infringing users’ privacy
and security.

Given that there is a close link between utility, security and respect
for users’ privacy, any leak, theft or loss of data could have a major
impact on user confidence in Legrand'’s products, and thus on the
Group's sales.

The Group could also be sued for damages.

Finally, with the entry into force of the EU General Data Protection
Regulation (GDPR) in May 2018, the Group's obligations regarding
data processing and protection will increase, and it could be fined
for failing to meet those obligations.

Legrand undertakes to respect the privacy of its customers,
partners, managers and employees, to protect their personal
data, and to process that data in accordance with the applicable
rules and laws.

To meet this commitment and fulfill its regulatory obligations, the
Group has established a program involving specific governance,
a dedicated team (a Data Privacy Officer and a network of Data
Privacy Representatives in the Group’s countries) and several
working groups.

Legrand applies “Privacy by Design” principle, based on the
ISO 27001 standard, when developing connected objects as part
of the Eliot program.

Security audits and regular intrusion tests are carried out by
Legrand or by leading cybersecurity companies. These are
conducted by simulating hacking throughout the process from
development to marketing.

Legrand also implements PIAs (Privacy Impact Assessments) across
allits connected products, to measure and minimize the impact of
personal data processing on users’ privacy.

Finally, Legrand takes particular care in handling its employees’
data, and in 2016 introduced internal company rules for transfers
of data outside Europe.

mm 3.6.3.5 EMPLOYMENT PRACTICES

With commercial and industrial sites in nearly 90 countries, more
than 38,000 employees worldwide and countless subcontractors
and suppliers, Legrand could face situations in which the Group’s
guidelines on working conditions and respect for human rights
are not complied with, for employees of the Group and/or its
subcontractors.

In addition to the ethical concerns this raises, regulations are also
changing, for example with French act no. 2017-399 of March 27,
2017 on the duty of care of parent companies and principal
contractors. This law makes it compulsory to have a duty of care
plan to identify risks and prevent violations of human rights and
fundamental freedoms, or threats to health and safety and the
environment. Failure to comply with this obligation could lead
to penalties on the Company and corporate civil liability may be
incurred.

Moreover, apart from the financial and legal risks, non-compliance
with these principles could have a major impact on the Group's
image with its stakeholders.

The Group has already taken steps to prevent and limit these risks,
since “Respecting human rights” and “Guaranteeing occupational
health and safety” are two of the issues covered by the 2014-2018
CSR roadmap (see sections 4.4.1 and 4.4.2, respectively).

The Group's response as regards the duty of care planis described
in section 4.6 “Duty of care”.

Detailed information on the systems and governance in place can
also be found in these sections.
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mm 3.6.3.6 ENVIRONMENTAL IMPACT

The main industrial processes that take place on Legrand'’s sites
focus on the molding of plastic components, the production of metal
parts and the assembly of plastic, metal and electronic components,
as well as painting or surface treatment on a less frequent basis.
These activities may have an impact on the environment, even if this
impact is, by nature, limited. Accordingly, some of Legrand’s sites
are, like those of similar companies, subject to obtaining permits
and authorizations and to extensive and increasingly stringent
environmental regulations regarding matters such as emissions
into the atmosphere and water, use of substances, energy and water
consumption, waste processing methods and remedial measures
to deal with any potential environmental contamination.

If Legrand failed to comply with the relevant regulations, the
authorities could suspend Legrand’s operations and/or may not
renew the permits or authorizations it requires to conduct its
business.

Moreover, Legrand may be required to pay potentially significant
fines or damages as a result of past, present or future violations
of environmental regulations, even if these violations occurred
before Legrand acquired the relevant companies or business lines.
The courts and regulatory authorities, or third parties, could also
oblige or seek to oblige Legrand to undertake investigations and/
or implement remedial measures concerning current or historic
contamination of operational or former facilities or to install off-
site waste treatment facilities. Any of these actions could harm
the Group's reputation and adversely affect its business, results
and financial position.

3.6.4 - Financial risks

INTERNAL CONTROL AND RISK MANAGEMENT

Legrand has designed and developed an environmental risk
prevention and measurement policy. This policy includes
regulatory monitoring supported by a network of environmental
correspondents appointed at each Group industrial site, who liaise
with their equivalent departments in the SBUs and with Group's
headquarters.

Concerning the Group’s operational activities, Legrand has rolled
out a policy to identify environmental risks (“Material Environmental
Aspects”) to support its sites’ ISO 14001 certification efforts. At the
end of 2018, 90% of the Group’s industrial and logistics sites that
had been integrated into the Group for more than five years were
ISO 14001-certified.

Warning systems are in place to quickly inform the Group about
actual or suspected pollution.

Provisions for environmental risks are set aside when environmental
assessments are available or remedial works are probable and their
cost can be reasonably estimated. These provisions amounted to
€7.4 million at December 31, 2018. Taken individually, none of those
provisions were material.

To limit the environmental risks related to products, the Group has
committed to complying with the restrictions on the substances
identified in the RoHS Directive for all of its products sold worldwide,
over and above the regulatory requirements of the RoHS Directive
and the REACH regulation in Europe. Naturally, Legrand products
comply with environmental regulations regarding energy efficiency,
for example.

Counterparty, liquidity, currency and interest-rate risk and the
corresponding financial instruments are also described in note 5.1.2
on the management of financial risk, found in Chapter 8.

B 3.6.4.1 FAILURE TO ACHIEVE EXPECTED

FINANCIAL PERFORMANCE

If one or more risks, including those described in this chapter, were
to materialize, Legrand could be unable to achieve the targets it
has set, either annually or in the medium term, or to meet market
expectations in terms of financial performance. This could resultin a
substantial decline in its share price or the value of its listed bonds.
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To limit that risk and give it the means to respond as quickly as
possible, Legrand monitors its performance very closely using
the following tools:

m annual budgets for each Group entity, including a basic scenario,
a scenario involving less favorable market conditions including
detailed adjustment plans, and a scenario involving more
favorable market conditions;

m detailed monthly performance analysis for each Group country
and for the consolidated Group; and

m quarterly performance reviews for each of the Group’s main
countries;

m accountable managers whose remuneration is linked to the
achievement of annual targets set out in a Financial Performance
Contract.



B 3.6.4.2 RELIABILITY OF ACCOUNTS AND
INTERNAL CONTROL WEAKNESSES

Legrand’s international presence, its ongoing expansion and the
diversity of its businesses result in many complex administrative,
financial and operational processes. Its entities have varying levels
of maturity in terms of internal control, operate in a variety of legal
environments, and use different information systems.

In this context, a flaw in the internal control system could make
internal or external fraud (theft, embezzlement, etc.) possible
and/or result in the recording of inaccurate and/or inappropriate
transactions or operations. Weakness in internal controls could also
mean that corruption is not detected or prevented. More generally,
the Group's performance may be limited by inefficient processes.

In a bid to prevent a major failure in internal control, Legrand has
defined a corpus of mandatory charters, rules, procedures and
key controls that apply to all its subsidiaries. These rules and
procedures are regularly updated to keep pace with changes in
Legrand’s business, organization, processes and tools.

The Company’s fundamental principles also include an ethics
component, the requirements of which are impressed on all
members of staff.

The correct operation of the internal control system is assessed
each year using a self-assessment process (see section 3.2.1 of
this registration document), as well as through regular reviews
and audits.

Legrand makes every effort to include automated controls and audit
tools in IT systems to optimize internal control within processes.
The correct use of these tools is checked regularly by general or
specialist internal auditors.

Legrand has implemented a systematic procedure for reporting
fraud to the Internal Control Department so that the necessary
remedial action can be taken. In the event of fraud, a detailed
form specifying the circumstances and amounts at stake must be
forwarded to the Group's internal control management, which is
in charge of validating the proposed action plans. All instances of
fraud are reported to the Audit Committee.

mm 3.6.4.3 FOREIGN CURRENCY RISKS

The Group operates internationally and is therefore exposed to
currency risk arising from the use of several currencies. The
Group therefore has certain assets, liabilities, revenues and
costs denominated in currencies other than the euro. Those other
currencies include the US dollar, Indian rupee, Chinese yuan,
Brazilian real, Russian ruble, Australian dollar, British pound,
Mexican peso, Turkish lira and Polish zloty. The preparation of the
Group’s consolidated financial statements, which are denominated
in euros, requires the conversion of these assets, liabilities,
revenues and costs into euros at the applicable exchange rate.
Consequently, fluctuations in the euro’s exchange rate against
these other currencies could affect the amount of these items in
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the Group's consolidated financial statements, even if their value
remains unchanged in their original currency. These translations
have resulted in the past, and could result in the future, in material
changes in the Group's results, the value of the assets and liabilities
on its balance sheet and its cash flows, from one period to another.

Moreover, to the extent that the Group may incur expenses that
are not denominated in the same currency as that in which the
corresponding sales are made, exchange-rate fluctuations could
cause the Group's expenses to increase as a percentage of sales,
thus affecting its profitability and cash flows. However, where
possible and when justified economically, the Group seeks to
balance its revenues and costs in each currency, which gives a
certain degree of protection.

With regard to the balance sheet, natural hedges are preferred,
for example by seeking a balance, when justified, between the
proportion of net debt or debt servicing costs in a given currency,
and operating income or cash generation in the same currency.

Only sufficiently large intragroup balance-sheet positions are
hedged.

Details regarding exchange-rate risk are discussed in note 5.1.2.2
to the consolidated financial statements in Chapter 8 of this
registration document.

Bl 3.6.4.4 COUNTRYRISK

Legrand operates in almost 90 countries. Changes in the local
or wider political, social or economic climate, and in the sectors
and countries where the Group operates, could affect the Group’s
business activity or resources.

Country risk could affect the Group in several ways, causing a
significant fall in business levels in a given country, making it
impossible to repatriate business revenue and, in the most serious
cases of political, social or economic crisis, creating risks for
employees and the Group’s physical assets.

Firstly, Legrand’'s operations are spread across the world’s major
markets, which limits the impact of any economic downturn in
specific geographic regions. The overall balanced distribution
of business between the commercial, residential and industrial
construction sectors, and between new construction and renovation,
limits these risks.

In order to adapt to these risks as swiftly as possible, the Group
continuously monitors changes in the overall situation of the regions
concerned. Each month, it performs an in-depth review of the
sales and profitability of all its businesses, in consultation with
local managers, so that it can react immediately if a risk occurs.

Finally, the Group’s assets are covered by a variety of insurance
arrangements, including credit, property/casualty and business
interruption insurance. Medical assistance and security
arrangements also ensure a rapid response to protect and assist
Group employees.
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mm 3.6.45 TAXRISK

Because of the complexity of the various tax systems around the
world, the Group is exposed to:

m the risk of changes in tax regulations or their interpretation. The
increase in existing taxes, the introduction of new taxes or the
double taxation, particularly regarding corporate income tax,
along with dividend repatriation costs, could adversely affect
the Group's results;

m the risk that the Group’s positions could be challenged during
tax inspections, which may take place anywhere the Group
operates. Such challenges may give rise to financial costs that are
potentially significant and, in some countries, criminal penalties
that would damage the Group’s image and reputation.

The Group Tax Department reports to the Group Finance Department
and has experienced financial officers in the various countries.
Those officers are in charge of their subsidiaries’ tax policy and work
under the Group Compliance program. The Group Tax Department
also relies, for the countries most exposed to tax risks, on highly
qualified tax experts, particularly in the United States, Brazil and
India.

The Group Tax Department carries out permanent monitoring of
the most significant regulatory developments. It ensures that the
Group complies with the applicable rules and laws in the main
countries, particularly regarding transfer pricing, and checks
overall compliance with the Group policy defined in accordance
with OECD rules.

The Tax Department has also set up country-by-country reporting
in accordance with international recommendations. This enables
it to detect any discrepancies in tax expense or in the distribution
of earnings.

The Group Tax Department and local professionals are committed
to refraining from using aggressive tax strategies disconnected
from operational reality or artificial tax arrangements. If
necessary, operational teams use the services of tax firms that
are internationally renowned or have a very strong local reputation.

Each month, the Group tax department checks the overall tax
expense borne by Legrand and all Group subsidiaries.

Quarterly discussions take place between the Group Tax Department
and finance officers in the Group’s main countries to review the main
tax subjects. Material tax items and any disputes and regulatory
developments relating to tax are examined every quarter with the
Finance Department and every year with General Management. The
main matters are also shared with the Audit Committee at each
quarterly publication.
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Bl 3.6.4.6 CUSTOMER CREDIT RISKS

Credit risk is the risk linked to Legrand’s outstanding trade
receivables.

As stated in notes 2.1 and 5.1.2.4 of Chapter 8, a significant portion
of Legrand’s income is from sales to its two electrical equipment
distributors, which represent almost 18% of consolidated net sales.
The Group estimates that no other distributor accounts for more
than 5% of consolidated net sales.

Therefore, Legrand may have significant amounts receivable from
its distributor clients, exposing it to the risk of customer insolvency
or bankruptcy. Trade receivables stood at €666.4 million at end-
December 2018. Note 3.5 to the consolidated financial statements
gives detailed information about this.

Furthermore, Legrand’s global presence means that the Group
operates in regions where credit risk is higher than in the Group’s
historical markets.

Consequently, Legrand imposes strict monitoring of its trade
accounts receivable. Credit limits are set for each customer, debt
collection is closely monitored, with systematic reminders when
payment deadlines are missed, and the balance of outstanding trade
receivables is monitored carefully at each of Legrand’s product
distribution subsidiaries. The Group's Finance Department reviews
specific indicators monthly using reporting and analysis tools. These
indicators are part of the elements considered to be key in assessing
the commercial performance of Legrand’s subsidiaries and the
individual performance of their respective management teams.

When the situation warrants, the Group makes use of credit risk
insurance (provided by a global insurance company) or factoring.

B 3.6.4.7 FINANCING AND LIQUIDITY RISK

The banking and financial indebtedness of the Group is described in
section 5.5.2 of the management report, as well as in note 4.6 to the
consolidated financial statements in chapter 8 of this registration
document.

The Group considers that managing liquidity risk depends primarily
on having access to sources of financing that are diversified in terms
of their origins and maturities. This approach represents the basis
of the Group's financing policy. Although the Group has, in the past,
demonstrated its capacity to generate significant levels of free cash
flow enabling it to finance its growth, its ability to comply with the
covenants contained in some loan agreements, and to refinance
or repay its borrowings in the manner provided for therein, will
depend on its future operating performance and could be affected
by other factors (economic environment, conditions in the debt
market, compliance with legislation, regulatory changes, etc.).



However, Legrand could be obliged to devote a significant part of
its cash flow to the payment of principal and interest on its debt,
and this could consequently reduce the funds available to finance
its day-to-day operations, investments, acquisitions or dividend
payments.

However, the Group has a structurally high level of free cash flow,
amounting to €746.3 million in 2018.

Aside from its financial and banking performance, banks or equity
investors could decide not to finance Legrand if the Group failed to
demonstrate its commitments and performance concerning social
and environmental issues, for example concerning the greenhouse
gas reduction plan. The Group has defined a CSR strategy and set
out its commitments in a CSR roadmap. Annual progress with
respect to this roadmap is presented in the registration document.

The Group has an investment grade credit rating from Standard
& Poor’s (A- with negative outlook at the time this registration
document was filed), a testament to the strength of the Group’s
business model and its balance sheet.

The debt repayment schedule and the Group's financial headroom
(immediately available financing) is regularly monitored, with
refinancing spread out over time and debt repaid early in volatile
market conditions.

Net debt (€2,296 million as of December 31, 2018) consists mostly
of long-term financing facilities. The average maturity of gross debt
is more than six years.

At December 31, 2018, there were no drawings on available credit
facilities (€900 million). There are no covenants associated with
those facilities.

At December 31, 2018, cash and cash equivalents stood at
€1,022.5 million.
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Bl 3.6.4.8 VALUE OF BRANDS AND GOODWILL

As at December 31, 2018, the Group's intangible assets mainly
included brands with an indefinite useful life (€1,820 million) and
goodwill in its various geographic regions (€4,322 million).

These assets may pose an impairment risk due to internal or
external factors, which could have a material impact on Legrand’s
financial situation and results.

An annual review of the value of these intangible assets is carried
out and verified by the Statutory Auditors.

m As regards goodwill, the calculation assumptions used in
impairment tests take into account both known and anticipated
trends in sales and results for each cash generating unit (CGU)
at the calculation date. Discount rates can vary from one year
to another depending on market conditions (risk premiums,
interest rates, etc.).

m As regards brands, impairment tests are carried out on the
Group's three brands with an indefinite useful life (Legrand,
Bticino and Cablofil) to compare their value in use against their
carrying amount.

As in previous years, Legrand recorded no impairment losses for
goodwill or brands in 2018. The criteria for goodwill impairment
tests are described in note 3.2 to the consolidated financial
statements in chapter 8 of this registration document, which also
contains a sensitivity analysis of the main criteria.

Furthermore, the Statutory Auditors, in their report on the
consolidated financial statements for the year ended December 31,
2018 deal, with this subject through the Key Audit Matters (KAM).
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3.7 — INSURANCE POLICIES AND RISK COVERAGE

Legrand has taken out global insurance policies to cover its assets
and income from identifiable and insurable risks. Working closely
with brokers, it seeks the insurance market's most appropriate
solutions that offer the best value for money in terms of coverage.

The major risks incurred by the Group across all its operating
activities are covered by a risk and insurance management policy
centralized at headquarters.

Insurance programs are arranged with highly reputed and financially
sound international insurance companies without recourse to
a captive reinsurance structure. These policies provide global
coverage for the Group and take into account the specific risks
and activities related to the Group's operations, including property
damage and the resulting business interruption, and product liability.

3.7.1 = Civil liability

Legrand intends to continue its practice of maintaining global
insurance programs where practicable, increasing coverage where
necessary and reducing insurance costs through prevention and risk
protection methods and through self-insurance (using appropriate
deductibles).

Legrand believes that the coverage offered by these insurance
programs is adequate in scope, amounts insured and coverage
limits. The Group regularly reviews its insurance coverage with the
help of its brokers. The Group's insurance and risk management
policy and related prevention programs are periodically presented
to the Risk Committee by the Legal Department (and to the Audit
Committee as part of its annual review of the Group’s main risks).

The global, integrated civil liability program covers possible claims
arising from the Group's liability for physical injury, property damage
and consequential loss arising during production or after product

delivery, as well as damage arising from accidental pollution. More
specifically, it covers the costs of product removal/reinstallation,
withdrawals or recalls.

3.7.2 — Property damage and business interruption insurance

Subject to the usual excesses, exclusions and limits, the Group's
property/casualty and business interruption insurance program
covers direct damage to property arising from any unexpected and
accidental event (such as fire, storm, explosion, electrical damage,
water damage, etc.) affecting the insured property, as well as the
resulting business interruption.

In addition to this insurance program, and as mentioned in
section 3.6.2.7 of this registration document, Legrand has an
active industrial and logistics risk prevention policy, and intends to
continue risk awareness and prevention campaigns in its operating
entities.

3.7.3 = Other cross-functional risks insured

The Group's other main insurance programs cover the following risks: D&O (Directors’ and Officers’) liability, employer liability, credit

insurance, and attacks on its IT systems and data.
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4.1 — THE GROUP’S CSR STRATEGY

In addition to reading this Chapter 4, please refer to the latest
information, data and examples published on the www.legrand.com
website.

Corporate social responsibility is an integral part of Legrand’s
overall strategy and integrated performance.

The Group's aim is to enable everyone to be connected to electricity
and new technologies in a sustainable way, ensuring progress for
all stakeholders in Legrand'’s activities.

The CSR strategy involves all Group entities and subsidiaries, which
are committed to implementing it worldwide.

Legrand’s CSR strategy and its 2014-2018 roadmap are based on
the following guiding principles:

m the achievements of previous roadmaps, to maintain Legrand'’s
longstanding commitments while taking into account new subjects
emerging from developments in the Group's businesses and the
economic, workforce-related, social and environmental context
in which they operate;

m dialogue with internal and external stakeholders and risk
management processes at the highest level of the Group, to
define materiality issues and priority risks;

m compliance with regulatory and legislative requirements and
standards concerning CSR (“hard law” and “soft law").

This approach helps Legrand, a responsible player with regard to
its economic, social and environmental ecosystem, to commit over
the medium and long term.

4.1.1 - Integration with the business model

The Group’'s CSR strategy is fully integrated with the business
model (presented in section 1 of the integrated report included in
this registration document) and supports its sustainable, profitable
growth model.

Human, intellectual, social, environmental and industrial capital are
both inputs into the Group’'s business model and outputs from our
value creation model. These types of capital are positively affected
by Legrand’'s CSR strategy, through its four CSR focal areas:
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m offering users sustainable solutions;
m acting ethically towards society;

m being committed to our employees;
m limiting our environmental impact.

The workforce-related, social and environmental risks and issues
specific to our business model are analyzed below.
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4.1.2 — Analysis of priority risks and issues in terms of social responsibility

The main issues and risks in workforce-related, social and
environmental terms for stakeholders and for the Group are
identified and ranked in terms of importance through two
complementary approaches:

min 2017, the Group prepared a materiality matrix, identifying
the stakeholder expectations that have a material impact on
the development of the Group’s activities over a medium-term
timeframe of five years;

m in 2018, the Group carried out a risk-mapping exercise to identify
and rank in terms of importance the main risks that affect the
Group directly (strategic, operational or financial risks) or
indirectly (reputational risks), also with a medium-term timeframe
of five years.

Analyses of these risks and issues are updated every two or three
years, and reviewed annually to check that they remain relevant.

Risk and issue analyses are shared with the Executive Committee
in various governance body meetings, in the presence of the Chief
Executive Officer. For example:

m the risk map is presented by the Group Risk Manager to the
Risk Committee;

m the materiality analysis is presented by the Vice-President of
Corporate Social Responsibility to the CSR Steering Committee.

The Group’s Social Responsibility Department brings these two
approaches together. It identifies the Group’s main risks and issues,
which are presented below.

EE 4.1.2.1 DIALOGUE WITH STAKEHOLDERS
AND MATERIALITY MATRIX
Our stakeholders

Legrand’s CSR strategy is based on:

m its historic involvement with participants in the electrical sector;
m its culture of employee-management dialogue;

m its interaction with local communities;

m its willingness to listen to stakeholders’ expectations so that it
can respond accordingly.

Legrand identifies eight priority stakeholder groups:

1) its customers and users of its products and solutions, whether
they are specifiers, installers or end customers;

2) its employees and trade unions;
3) its suppliers and subcontractors;
4) the scientific community, industry and the education sector;

5) the financial and extra-financial community (including investors,
banks and rating agencies);

6) its shareholders;
7) civil society;
8) NGOs and charitable organizations.

Legrand has mapped its stakeholders in detail, identifying their
expectations, the Group's responses and forms of dialogue. This
map is available at www.legrand.com.

Methodology

An extensive materiality survey was conducted in 2017 among all
the Group's stakeholders. The aim was to update and supplement
the survey carried out in 2013 and thus prepare the ground for the
Group's next CSR roadmap (post-2018). The methodology is based
on the principles of the AA1000 AccountAbility Principles Standard
which, in the absence of an internationally recognized standard,
offers basic principles for stakeholder consultation.

Key issues for consultation were selected in view of the CSR practices
of various institutional players (including the UN Sustainable
Development Goals, OECD and Global Compact), applicable
standards (including core ISO 26000 issues), and companies within
its inner or outer ecosystem. This effort to determine material
issues for people and the environment, across all sectors, identified
33 issues that were the subject of consultation.

This list of issues was turned into an online questionnaire for all
internal and external stakeholders, available in nine languages.
Nearly 3,700 responses were received from 70 countries, with a
representative distribution across all stakeholders. Because the
Group wanted to be completely transparent about the results of the
survey, more details can be found at www.legrand.com.
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Results

The survey was used to generate the materiality matrix shown below. It reveals the priority issues for which stakeholders have high
expectations and which have a major influence on Legrand’s business. The materiality issues are ranked from 1 to 3 depending on their
level of priority, 1 being the highest.

A Anti-corruption and business ethics
A Data and privacy protection
‘ Health, safety and quality of life at work

‘ Human rights
Consumer health and safety

Strong

A Respect for property rights Innovation

Pollution prevention

‘ Social protection

Sustainable cansumption Consumer.service and dispute resolution

Protection of biodiversity Circular economy A Responsible buying

A job creation Acess to technology ‘ Career development
A Education and consumer's awareness z Management relations
Equal opportunities and diversity A Governance

Climate change and energy transition
Fair practices in terms of marketing, information and contracts
Dialogue with stakeholders

A Access to essential services

Anti-counterfeiting
A Public engagement

Stakeholders expectations

A cducation and culture ‘ Dispute resolution

‘ Social dialogue
A Wealth creation

I

g A Promotion of CSR in the value chain
Weak Influences on Legrand business Strong
User A Society ¢ Employees Environment

BE 4.1.2.2 THEGROUP’S RISK MAP Results

The results of the risk-mapping exercise are presented in Chapter 3.6

Methodology “Risk factors and control mechanisms in place”.

The Group’s risk mapping approach is described in detail in
Chapter 3.3 “Risk management system”.

Bm 4.1.2.3 HIERARCHY OF PRIORITY RISKS
AND ISSUES IN TERMS OF SOCIAL

Legrand’s risks include some that relate to workforce-related,

social and environmental issues. Through its risk-assessment
work, the Group has identified the most critical of these CSR risks.

The notion of criticality — i.e. possible impact and probability of
occurrence — is used to rank CSR issues in terms of importance,
and involves looking at gross theoretical risk before any risk-
management steps are taken. Risks are ranked by criticality, and
then prioritized in terms of the Group’s estimated level of control
over them. There are four levels of criticality: 4 (minor), 3 (moderate),
2 (significant) and 1 (critical).

78 m REGISTRATION DOCUMENT 2018 » LEGRAND

RESPONSIBILITY

Bringing together these two approaches, the main issues and risks
involved in our business model are assessed as follows.
N.B.:

Materiality issues: ranked from 1 to 3 depending on their level of
priority, 1 being the highest.

Criticality issues: ranked from 1 to 4 depending on their level of
criticality, 1 being the highest.
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These main issues and risks are managed using methods that are monitored as part of the Enterprise Risk Management process presented

in Chapter 3 and/or subject to targets set out in the CSR roadmap as presented in Chapter 4.

Materiality issue

Criticality issue

(materiality matrix) (risk map) Reference
Social risks and risks related to the business ecosystem
Risk of non-compliance with data protection and privacy rules, in connection
with the sale of connected objects. ) B o 2 Risk 3.6.3.4
Risk of corruption or non-compliance with business ethics in the conduct
of our operations, particularly in connection with our presence in countries Issue no. 3 on the
with a high corruption index score. ) B o 2 CSR roadmap
Risks related to consumer health and safety, in connection with the quality Issue no. 1 on the
of products, particularly electrical safety products. ) B - 2 CSR roadmap
Risk of not meeting customer expectations, particularly in terms of innovation Issue no. 2 on the
inour products and services. - ) B o 2 CSR roadmap
Risk of tax evasion, in connection with our international presence. Not assessed 3 Risk 3.6.4.5
Efforts to combat counterfeiting, in connection with sustained growth Issue no. 1 on the
in new economies. S ) B 3 2 CSR roadmap
Respect for property rights, in connection with our major investments
in intellectual capital. 3 2 Risk 3.6.2.3
Workforce-related risks
Risk of non-compliance with human rights and fundamental rights at work, Issue no. 6 on the
in connection with our manufacturing operations around the world. 1 2 CSR roadmap
Risks related to health, safety and quality of life at work, in connection Issue no. 7 on the
with our employees around theworld. - ) B o 2 CSR roadmap
Risks related to respect for diversity, in connection with our employees Issue no. 8 on the
around the world. S ) B 2 2 CSR roadmap
Risks related to the development of skills, in connection with our employees Issue no. 8 on the
around the world. S ) ) B 2 2 CSR roadmap
Risks related to attracting and retaining talented people, in connection
with our employees around theworld. - Not assessed 2 Risk 3.6.2.2
Workforce-related risks related to the practices of some of our suppliers Issue no. 4 on the
and our supply chain. S ) 3 2 2 CSR roadmap
Risks related to ensuring welfare benefits for our employees around the world. 2 3 Issue no. 7 on the
S CSR roadmap
Management-employee dialogue, in connection with our employees Issue no. 6 on the
around the world. 3 3 CSR roadmap
Environmental risks
Issues no. 4 and
Risks related to pollution caused by our operations or those of our suppliers, no. 9 on the CSR
in connection with our manufacturing and tertiary sites around the world. ] 3 2 3 roadmap
Risks related to the impact of our activities and products on global warming, Issues no. 1 and
in connection with our activities around the world and the products no. 9 on the CSR
and services we sell. S ) B 2 3 roadmap
Risks related to the preservation of natural resources and biodiversity, Issues no. 1,no. 9
in connection with our activities around the world and the products and no. 10 on the
and services we sell. 2 3 CSR roadmap

N.B.: Issues relating to combating food waste and food insecurity, promoting animal welfare and promoting a responsible, fair and sustainable
diet have been excluded from the scope of the analysis because they are considered to be too remote from the Group’s business activities.
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Since 2007, Legrand has defined and coordinated its CSR strategy
through multi-year roadmaps, built around the key issues of this
strategy and their performance indicators. The first two roadmaps
covered the periods 2007-2010 and 2011-2013.

mm 4.1.3.1 2014-2018 CSR ROADMAP

In 2014, Legrand continued these efforts by publishing its third
CSR roadmap for the period 2014-2018. It is based on the four
strands and 10 key issues described below. It identifies 21 priorities
for its various businesses and entities, to be achieved during the
period 2014-2018. Each year, the global results of this roadmap
are published at the same time as the annual financial results. The
detailed results are published in the Group's registration document.

User

1. Providing sustainable solutions

2. Playing a driving role in the electrical sector

Society
3. Acting ethically

4. Ensuring responsible purchasing

5. Enabling access to electricity for all

Employees
6. Respecting human rights
7. Guaranteeing health and safety at work

8. Developing skills and promoting diversity

Environment
9. Reducing the Group’s environmental footprint
10. Innovating for a circular economy

Please refer to section 4.1.7 of this registration document for the
entire 2014-2018 roadmap, together with the progress indicators
at the end of its fifth year of implementation.
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mm 4132 2019-2021 CSR ROADMAP

The 2019-2021 CSR roadmap, to be published in April 2019, will
be Legrand’s fourth. It reasserts the Group’s commitment to
sustainability in its business activities while setting out significant
advances compared with previous roadmaps:

m to make the Group more agile and responsive in this area, the
2019-2021 roadmap covers a three-year period. Quantitative
targets are calculated with respect to end-2018 levels and are
to be achieved by the end of 2021;

m the roadmap is partly based on a materiality survey that was
carried out for the first time at the international level in 2017.
The survey's methodology is explained in section 4.1.2.1;

m it will actively contribute to the Group’s attainment of Sustainable
Development Goals (SDGs) as defined by the United Nations in
2015.

The 2019-2021 roadmap is based around three areas of focus,
which are divided into 10 key challenges for both stakeholders
and the Group's business development:

Business Ecosystem

m Provide sustainable solutions (SDG3 Good health and well-being,
SDG9 Industry, innovation and infrastructure)

m Ensure sustainable purchasing (SDG8 Decent work and economic
growth)

m Act ethically (SDG8 Decent work and economic growth)

People

m Respect human rights and communities (SDG7 Affordable and
clean energy, SDG8 Decent work and economic growth, SDG10
Reduced inequalities)

m Promote health, safety and well-being at work (SDG3 Good health
and well-being, SDG8 Decent work and economic growth)

m Develop skills (SDG4 Quality education)

m Promote equal opportunities and diversity (SDG5 Gender equality,
SDG10 Reduced inequalities)

Environment

m Limit greenhouse gas emissions (SDG12 Responsible consumption
and production, SDG13 Climate action)

m Innovate for a circular economy (SDG9 Industry, innovation and
infrastructure, SDG12 Responsible consumption and production)

m Combat pollution (SDG11 Sustainable cities and communities,
SDG12 Responsible consumption and production).
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Em 4.1.3.3 2030 TARGETS ALIGNED WITH THE
UNITED NATIONS SUSTAINABLE
DEVELOPMENT GOALS (SDGS)

In addition to the targets set out in the 2019-2021 CSR roadmap,
and to provide a framework for its longer-term approach, Legrand
has adopted three targets to be achieved by 2030:

m Increasing the share of sustainable income: Legrand intends
to pursue its sustainable growth model. That involves factoring
ecodesign into the products we make and selling solutions that
sustainably improve the comfort and living conditions of users,
particularly through the Energy Efficiency and Assisted Living
ranges. By 2030, Legrand wants 80% of its revenue to come from
these sustainable activities;

m Strengthen the position of women: Legrand is keen to enhance
its culture of inclusivity and wants to help all staff members
pursue their development commensurate with their commitment

and capabilities, without any regard to gender, and to ensure,
over time, that the Group's practices are among the best in the
industry. Gender equality in the workforce is a source of wealth
and is therefore a priority of Legrand’'s workforce policy. The
Group intends in particular to give women a more prominent
role in its activities. The Group has set a target for 2030 of
achieving equality in terms of the number of women and men
employed and having at least a third of top management roles
occupied by women;

= continuing to reduce the Group’s energy footprint: By joining the
Science Based Targets Initiative (backed by the WWF, the United
Nations Global Compact, the World Resources Institute and the
Carbon Disclosure Project), Legrand has publicly committed to
targets for reducing greenhouse gas emissions. We have moved
from an energy performance target to a CO, emissions reduction
target. Legrand has committed to reducing its greenhouse gas
emissions arising from its energy consumption by 30% by 2030.
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4.1.4 - CSR standards applied
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Legrand applies the main international standards concerning
Corporate Social Responsibility. These include:

m the Universal Declaration of Human Rights;
m the Declaration of the International Labour Organization (ILO);

m the Global Reporting Initiative (GRI) and ISO 26000 guidelines,
which are also used as tools to evaluate the Group's approach (see
cross-reference tables in sections 4.6.5 and 4.6.8 respectively);

m the United Nations Sustainable Development Goals (2030) (see
cross reference table in section 4.6.7);

m the Ten Principles of the United Nations Global Compact (see
cross-reference table in section 4.6.6).

Legrand complies with its regulatory obligations regarding ESG
(Environmental, Social and Governance) risks, mainly:

m French act no. 2016-1691 of December 9, 2016 on the fight
against corruption;

m French act no. 2017-399 of March 27, 2017 on the duty of care
of parent companies and ordering companies;

m French act no. 2018-493 of June 20, 2018 on personal data
protection;

m obligations relating to the publication of non-financial information
set out in article L. 225-102-1 of the French Commercial Code
as amended by French act no. 2018-898 of October 23, 2018
(transposing European Directive 2014/95/EU). The “declaration of
extra-financial performance” replaces the previous “Grenelle 2"
reporting. An Independent Third-Party Organization issues a
reasoned opinion on the information published.

One of the Group’s Statutory Auditors, Deloitte & Associés, has
been appointed for that purpose. It has produced a certificate of
completeness regarding CSR information, as well as a reasoned
opinion on its accuracy.
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Focus: Confirmation of the Group’s commitment to the
Global Compact

“Legrand stands by its commitment to the ten principles of the
Global Compact.

Since we joined the Global Compact in 2006, we have made
consistent efforts, within our sphere of influence, to ensure
progress in areas relating to human rights, working standards,
protection of the environment and the fight against corruption.
These principles are fully in line with the Group’s Charter of
Fundamental Principles and are incorporated into company
policy through our CSR strategy.

This results in a model for business development founded on a
set of workforce-related, social and environmental values, which
we actively promote in all our subsidiaries and in relationships
with our stakeholders in all parts of the world.

In the interest of transparency and continued progress, we are
including in this registration document a progress report on
Legrand’s CSR efforts.”

Benoit Coquart, Chief Executive Officer of Legrand

These external standards and regulations are adopted by the Group’s
entities in the form of policies, charters, guides and procedures that
all employees are expected to observe, in particular:

m the Charter of Fundamental Principles, which lays down the
rules on how to behave and conduct business, and incorporates
the principles of combating corruption and respecting human
rights. The text has been translated into around 10 languages
and is accompanied by a practical guide;

m the Fair Competition Charter, which defines rules on complying
with competition law;

m the Guide to Good Business Practice, which focuses on preventing
corruption and fraud. Other matters relating to conflicts of
interest, lobbying, political contributions and compliance with
international trade rules (compliance with sanctions, combating
money laundering and the financing of terrorist activities) are
also covered;
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m the Prevention Charter, which sets out the key principles of
Legrand’s health and safety policy. It defines three principles:
complying with national legislation and regulations, making
safety an integral part of operating policies, and harmonizing
prevention strategies;

m the Charter of Human Rights, detailing the rules that the Group
wants its own businesses and suppliers to apply;

m the Environment Policy, which sets out the requirements and
fundamental aspects of the Group's environmental strategy;

m the Quality Policy, which sets out Legrand'’s principles regarding
the quality of its products;

m the Purchasing Policy, which establishes the principles of
sustainable, balanced and mutually beneficial supplier relations.

These documents are promoted and disseminated locally by ethics
and environmental representatives, human resource managers,
admin and finance managers, compliance officers, the purchasing
community, quality assurance officers and health and safety teams.

They can be viewed on the www.legrand.com website.

THE GROUP'S CSR STRATEGY

The activities of the Group's subsidiaries, functional departments
and SBUs (Strategic Business Units) form part of a sustainable
approach involving reciprocity and dialogue with their customers,
suppliers, employees and partners. This approach encourages
knowledge-sharing and dialogue on CSR. For example, Legrand
is involved in studies, surveys and round-tables, both within and
outside the industry, which are important sources of information
and opportunities to share best practice. The Group is therefore a
member of the CSR committees set up within professional bodies
(GIMELEC, FIEEC, etc.), the Club des Directeurs du Développement
Durable (C3D), and the Institut du Capitalisme Responsable. Locally,
Legrand’'s teams may take part in studies, working groups and
committees regarding CSR topics in their countries.

4.1.5 - CSR governance and performance management

Bm 4.1.5.1 CSRGOVERNANCE

The CSR Department is responsible for overseeing and
implementing the Group’s CSR strategy. It is attached to the Strategy
and Development Department, whose Executive Vice-President is
a member of the Group’s Executive Committee.

This central structure relies on several specialist functional
departments: Legal and Compliance, Human Resources, Group
Purchasing and the SBUs (Strategic Business Units). These functional
departments coordinate networks of around 300 representatives
located within the Group’s subsidiaries, who work directly on the
different areas comprising the Group’s CSR strategy.

A CSR Steering Committee that brings together the whole Executive
Committee, meets two or three times a year to approve and follow
up on the actions of the Group CSR strategy.

Within Legrand’s Board of Directors, the Committee on Strategy
and Social Responsibility, composed of six independant directors,
isin charge of ensuring that the Group's strategy remains compliant
with the CSR approach. Once a year, the CSR Department presents
the previous year's results to this committee, together with targets
for the coming year (see section 6.1.3 of this registration document).

This arrangement gives Legrand’s General Management coherent
oversight over its CSR activity, from General Management to the
Group entities (gradually including acquired entities).

In addition, an Independent Third-Party Organization (Deloitte)
provides a reasoned opinion on the conformity and accuracy of
the 31 indicators making up the CSR roadmap. Its statement can
be found in section 4.8.

Em 4152 PERFORMANCE MANAGEMENT

The implementation and management of the roadmap are handled
jointly by the CSR Department and by the functional departments
(Human Resources, Finance, Purchasing, Occupational Health &
Safety, Environment, etc.), working with the managers of the SBUs
and subsidiaries.

Legrand keeps track of its CSR performance through a process
involving the collection and analysis of non-financial data. This
process involves:

m the departments and countries, which are directly responsible
for producing the data;

m functional departments and SBUs (Strategic Business Units) that
analyze these data;

m the CSR Department, tasked with consolidating the data and
then comparing them against the commitments of the roadmap.

Reporting enables the various units to capitalize on best practices
and share them within the Group.
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This deployment is supported by various tools: procedural guidelines
(definitions and reasons behind the issues and priorities, the way
in which each entity contributes, the performance evaluation
grid, and individual and consolidated dashboards for the Group),
communication tools and best practices, available on the Group's
intranet.

The progress and evaluation of the roadmap’s 21 priorities are
measured through 31 indicators. Most of the data used to measure
these indicators are derived from the Group's reporting tools,
especially those pertaining to Occupational Health & Safety, Human
Resources, Environment and Marketing.

For more information on the Group's reporting tools, see section 4.7.1
of this registration document.

The 31 indicators mentioned above are deployed at two levels:

m locally: for each priority item, the achievements of each entity are
ranked on four levels (“Insufficient”, “Deployment”, “Performance”,
“Excellence”). A CSR dashboard is produced annually for each
entity, which allows them to track their performance over time,
and also track their performance relative to that of the Group
as a whole.

The Group's aim was for all scopes to achieve at least Performance
level the end of 2018.

Local CSR performance is one of the criteria, with a weighting
of around 10%, for measuring the individual performance of the
managers of subsidiaries, regions or SBUs. At the end of 2018,
the CSR performance levels of more than 60 reporting scopes
(subsidiaries, regions or entities) had been assessed, representing

4.1.6 — Recognized CSR performance

CORPORATE SOCIAL RESPONSIBILITY AND DECLARATION OF EXTRA-FINANCIAL PERFORMANCE

all Group activities (apart from new acquisitions not included in
the Group’s reporting, as per the rules described in section 4.7.1
of this document). Of these reporting scopes:

. 86% were at “Performance” level (rating greater than or equal
to 2.5 on a scale of 1 to 4) versus 83% in 2017,

14% were at “Deployment” level (rating between 2 and 2.5)
versus 13% in 2017,

« 0% were at “Insufficient” level (rating below 2) versus 4% in
2017,

m at the consolidated Group level: the overall CSR performance
results from the consolidated results of all its entities. Measured
on quantitative indicators, performance is compared against a
baseline established at the end of 2013.

The variable compensation of Executive Committee members,
including the Chief Executive Officer, was linked to the Group's
consolidated CSR performance, with a 10% weighting.

One quarter of the performance criteria for performance shares
awarded under four-year plans to members of the Executive
Committee, including the Chief Executive Officer, and to key
managers has been linked to the Group’s consolidated CSR
performance in connection with the roadmap.

The performance of certain departments within the Group is
also partially assessed on the basis of CSR criteria, including, for
example, the completion rate of individual appraisal reviews for
some human resources functions, and the assessment rate for
suppliers according to sustainable development criteria for buyers.

To promote transparency and openness, in particular towards
investors and shareholders, Legrand regularly responds to requests
relating to its non-financial performance. That performance is
recognized and rewarded by its inclusion in some of the world's
leading CSR indexes, including at the end of 2018:

m CDP Climate Change (A- rating);
m DJSI: score of 80 in 2018;
m FTSE4Good;

m ESI Excellence Europe and Excellence Global;
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m Euronext Vigeo: Eurozone 120, Europe 120;
m MSCI SRI Index: World, ACWI, Europe;

m STOXX® Global ESG Leaders, STOXX" Global ESG Environmental
Leaders, STOXX® Global ESG Governance Leaders, STOXX® Global
ESG Social Leaders, EURO STOXX® Sustainability Index;

m ISS Oekom Corporate Rating (Prime Status).

To allow access to the information, a special CSR analysts’' room is
available on our corporate website www.legrand.com.
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4.1.7- 2014-2018 roadmap and overall

THE GROUP'S CSR STRATEGY

performance

In 2014, Legrand published its third CSR roadmap for the period
2014-2018. The roadmap is based on the four strands, 10 key
issues and 21 priorities for its various businesses and entities to
be achieved during the period 2014-2018.

Each year, the global results of this roadmap are published at the
same time as the annual financial results.

2014: Target
achievement

The final results of the 2014-2018 roadmap show that targets were
exceeded, with an achievement rate of 122%.

The detailed results are set out below.

2015: Target 2016:Target 2017:Target 2018: Target
achievement achievement achievement achievement

2014-2018 roadmap: 2018 targets rate rate rate rate rate Ref.
Focus: User 4.2
Issue no. 1: Providing sustainable solutions B 421
m Toincrease by 50% Group sales of solutions that improve

living conditions and comfort B B B 57% 47% 51% 47%  47% 4211
m To actively continue deploying initiatives to improve product

quality and tackle counterfeiting in the electrical industry 93% 94% 89% 96%  96% 4212
m To provide ISO 14025-compliant product environmental data

for products accounting for two-thirds of Group sales 101% 101% 102% 106%  105% 4213
= To avoid the emission of 1.5 million metric tons of CO,

equivalen, B B T4% 105% 100% 1M0%  121% 4214
Issue no. 2: Playing a driving role in the electrical sector 422
m To continue providing training to industry participants through

further innovation in response to local needs and conditions 122% 130% 146% 153%  159% 4221
m To continue developing university partnerships and

collaborative research projects, and to implement the resulting

innovations B B B 83% 131% 114% 110%  113% 4222
m To provide feedback mechanisms and customer satisfaction

measurement for 95% of Group sales 109% 112% 104% 104%  102% 4223
Focus: Company 4.3
Issue no. 3: Acting ethically B B B 43.1
m To have an additional 3,000 employees trained in business

ethics B B B 273% 198% 152% 131%  113% 4311
m To cover 100% of Group sales through a compliance program

monitoring system B 110% 105% 107% 88%  96% 4312
Issue no. 4: Ensuring responsible purchasing 3 43.2
m To support 100% of higher-risk suppliers in implementing

an improvement plan for environmental issues, fundamental

rights in the workplace and business ethics 100% 124% 131% 116%  100% 432
Issue no. 5: Enabling access to electricity for all 433
m To enable an additional 800,000 people to have access

to electricity, whether directly or indirectly B 141% 167% 153% 165%  155% 4331
m To ensure the widest possible access to the initiatives

of the Legrand Foundation 100% 100% 100% 100%  100% 4332
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THE GROUP'S CSR STRATEGY
2014: Target 2015:Target 2016:Target 2017:Target 2018: Target
achievement achievement achievement achievement achievement
2014-2018 roadmap: 2018 targets rate rate rate rate rate Ref.
Focus: Employees A
Issue no. 6: Respecting human rights - ) ) ) b

m To map and annually assess the exposure of all Group
staff to the risk of human rights violations in the workplace
and to deploy measures for improvement as appropriate 100% 108% 100% 100%  100% 441

Issue no. 7: Guaranteeing health and safety at work - ) ) ) 442

m To extend and maintain an occupational risk management plan
covering 90% of the Group’s workforce - 106% 100% 100% 102%  109% 4421

m To implement the health and safety monitoring and
improvement process and maintain coverage of at least 90%
of the workforce, with the objective of reducing the Group's
workplace accident frequency rate by 20% ) - 211% 235% 184% 182%  178% 4422

Issue no. 8: Developing skills and promoting diversity - ) ) ) . bL43

m To maintain a dynamic approach to talent and skills
management, in line with employee expectations and market

needs - % 90%  104%  107% 4431

4432

m Toincrease the number of women in key positions by 25% 127% 125% 113% 136%  129%

m To reduce the gender pay gap in the Group’s non-managerial

positions by 15% B B B - 274% 94% 142% 184%  161% 4433
Focus: Environment 4.5
Issue no. 9: Reducing the Group’s environmental footprint ) ) ) &b
m To achieve ISO 14001 certification at more than 90%

of the Group's industrial and logistics sites B - 102% 104% 102% 102%  100% 4511
m To reduce energy intensity by 10% B B - 315% 175% 247% 213%  264% 4513
Issue no. 10: Innovating for a circular economy - ) ) ) . 4b2
m To deploy circular economy principles to products,

from the design phase through to their end-of-life recovery 100% 87% 118% 103% 103% 4.5.2
TOTAL ACHIEVEMENT RATE 123% 120% 122% 122% 122%
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OFFERING USERS SUSTAINABLE SOLUTIONS

4.2 — OFFERING USERS SUSTAINABLE SOLUTIONS

Legrand places the user and the user’'s needs at the center of its attention and its concerns. The user may be the end consumer, the
electrician, or the professional installer. The Group harnesses innovation to offer sustainable solutions to everyone and drive progress

in the electrical sector.

4.2.1 — Issue no. 1: Providing sustainable solutions

The solutions developed by Legrand are the answer to certain
social megatrends. Firstly, environmental challenges linked to
the depletion of raw materials and the impact of global warming.
Secondly, social challenges, mainly relating to aging populations
and increasing urbanization (especially in new economies).

The Group’s objective is therefore to develop solutions so that
everyone can use electricity sustainably.

m Legrand is helping to make the functions of electrical installations
available to the largest number of people, whether these functions
serve basic needs or address demand for enhanced and intelligent
systems. The Group is therefore developing products and solutions
to improve people’s living conditions and comfort;

m As an industry leader, Legrand is committed to ensuring the
safety of users of electrical equipment by striving for product
quality and actively fighting against counterfeiting;

m Since improving the energy efficiency of buildings is a priority,
the Group believes it is important to inform users about the
environmental impact of its products, and designs solutions
that will reduce electricity consumption.

B 4.2.1.1 IMPROVING THE LIVING CONDITIONS AND

COMFORT OF USERS

There are several ways in which Legrand’s products can be used
to improve living conditions and comfort, not least through:

m “value” product ranges, allowing the widest possible access to
high-quality solutions for the home without compromising on
electrical safety;

m products and solutions that limit power outages and optimize
the energy efficiency of buildings, reducing energy bills for the
occupants;

m assisted living systems for the home, enabling people to have a
better life at home, for longer.

The general offering as regards improving living conditions and
comfort is defined by the Group’s marketing teams, depending on
the type of products and solutions available. Weighting coefficients
may be applied to certain product families that do not fully address
these criteria. These coefficients may be updated from year to
year as ranges evolve, based on surveys carried out on a sample
of subsidiaries, and then extrapolated to the Group as a whole.

2014-2018 Group priority

To increase by 50% Group sales of solutions that improve living
conditions and comfort.

Key performance indicator:

Percentage of sales generated in the residential building sector
from:

m “value” switches, sockets and circuit breakers;
m solutions that limit power outages and optimize energy efficiency;

m home systems enabling people to have a better life at home
for longer.

Annual targets:

2014 2015 2016 2017 2018

Growth in the

proportion of sales

generated with these

solutions compared

with 2013 +4%  +10%  +19%  +32%  +50%

2018 achievement:

The proportion of Group sales represented by these offerings
increased by 23.3% between 2013 and 2018. This was below the
50% growth target that the Group set itself at the end of 2018. Sales
for this product offering contributed less to total sales than the
target set for the year, particularly in some of the mature markets.
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In addition, the Group’s acquisitions have focused on companies that
do not necessarily contribute to the product categories included in
this segment. Nevertheless, the Group is continuing to strengthen its
position in the assisted living sector and energy efficiency products,
as well as launching ranges in new economies.

2014 2015 2016 2017 2018

Target achievement
rate* 57% 47% 51% 47% 47%

*

Calculated against annual targets and excluding 2018 acquisitions.

Products resulting from frugal innovation

The Group’s frugal innovation approach is reflected by the
development of product ranges that meet basic needs. It involves
rethinking certain offerings by focusing on what is essential and
redesigning products to suit users’ primary needs.

It means using innovative design and doing more with less, in order
to meet the expectations of users who are yet to become customers,
either for cost reasons or because the products themselves do not
meet their requirements.

Legrand’s frugal innovation approach can be seen in the design,
development and marketing of ranges of accessories (sockets,
switches) and circuit breakers, which enable buildings to be
permanently and safely equipped at price levels affordable for
the greatest number of people. The approach is mainly intended
for emerging economies:

m in India, with the Group’s subsidiary Indo Asian and its range of
Elvira accessories for the residential market;

m in South Korea, with the Taivang accessories range, designed to
equip residential projects;

m in Brazil, Turkey, Algeria and Western, Central and Southern
Africa with the Practibox protection range.

For more information on solutions that address basic needs, see
our website www.legrand.com.

Products promoting energy efficiency

To combat energy poverty and help limit global warming, Legrand
designs solutions that optimize energy efficiency and meet new
sustainable building requirements. This means consuming less
electricity and reducing energy bills across the board by adopting
simple solutions.

In the home, for example, solutions range from sensors to complete
automation equipment. This allows lighting, heating and other
sources of electricity consumption such as vehicle charging points to
be controlled and programmed, optimizing electricity consumption
and ultimately reducing electricity bills.
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In commercial or industrial buildings, the offering consists, for
example, of lighting management, office equipment management,
security lighting and network metering and monitoring. Further
examples include efficient distribution of energy within buildings
using high-efficiency transformers, low-loss busbars, capacitor
banks that increase system performance, and network analyzers
that measure consumption and energy quality.

For more information on the Group's energy efficiency solutions,
see section 4.2.1.4, or visit the website at www.legrand.com.

Products dedicated to assisted living

Legrand provides support to people with diminishing capability to
live independently, with solutions that improve comfort and safety.
These home systems allow people to enjoy living at home safely
and for longer.

By 2050, the number of people around the world aged over of 80
is set to more than triple compared with 2018 (source: UN). These
social changes represent new challenges for electrical and digital
infrastructure, particularly in terms of:

m guaranteeing the safety of people who are frail, with a range
of devices such as switches and plugs that are easy to use, or
enhanced home automation functions, such as My Home, which
offers centralized or remote commands. In addition, illuminated
paths highlight obstacles, aid orientation and prevent falls,
reducing the latter by up to 30% (source: trial carried out in
association with Corréze Regional Council in France). Another
example is safety in the home, which involves the use of technical
sensors such as smoke, gas and carbon monoxide detectors;

facilitating access to building features, such as shutters or heating
with Legrand home automation solutions (e.g. Legrand’s Céliane
lighting control systems or Bticino 300 X connected door-entry
systems) means that home environments can be programmed
from a single control point, with lighting, heating and access set
to match personal needs and preferences. Céliane user interfaces
can even be coupled with remote control systems to compensate
for specific motor or sensory deficiencies;

facilitating communication with the outside world by sending
reports on the status of the dwelling and information on the
activity of its occupant to a support center, which can then respond
to alerts remotely and take control of home automation systems.
The solutions of the subsidiaries Intervox Systemes, Neat and
Tynetec can be used, via wearable alarm devices, to trigger
a manual or automatic alarm (fall sensor) and alert a remote
support center in the event of illness, for example.
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m keeping pace with technological advances, such as the digitization
of telecommunications networks that transmit calls between
homes for the elderly and support centers. With the range of NOVO
carephone systems from Neat and REACH IP from Tynetec, the
Group is accompanying the switchover from telecommunications
networks to IP technology. The monitoring platforms from Jontek
(acquired in 2016) also reflect Legrand’s ambition to offer
technologically advanced solutions.

For more information on the Group's solutions for assisted living,
see the www.legrand.com website. For more information about the
Group's initiatives for the Silver Economy, see section 2.1.1.2.3.

B 4.2.1.2 ENSURING THE SAFETY OF USERS
OF ELECTRICAL EQUIPMENT

Given the potential risks associated with the use of electricity, user
safety is paramount for Legrand. The Group is therefore committed
to ensuring that the products it places on the market are of the
highest quality and that they conform to the relevant standards. To
protect users, Legrand is involved in an ongoing industry campaign
to prevent counterfeiting.

This roadmap priority is supported by two sub-targets:

m in terms of product quality, the aim is to ensure that the product
risk management policy is properly applied within the Group;

m as regards deploying and maintaining resources to combat
counterfeiting, the aim is to monitor the number of products
seized, and to complete at least one significant action each
year in the fight against counterfeiting. The term “significant”
here means being able to take action involving several partners,
potentially in several different countries.

2014-2018 Group priority

Continue deploying initiatives in favor of product quality and against
counterfeiting in the electrical industry.

Key performance indicators: the number of seized counterfeit
products, anti-counterfeiting measures, the percentage of Group
sales compliant with the product risk management policy.

Annual targets:

To monitor the number of seized counterfeit products, introduce
at least one major anti-counterfeiting measure, and ensure that
100% of sales are covered by the product risk management policy.

OFFERING USERS SUSTAINABLE SOLUTIONS

2018 achievement:

The Group slightly underperformed on the indicator for implementing
the product risk management procedure, since 92% of its sales
are generated within entities that apply the principles, against an
annual target of 100%.

The targets set for counterfeiting have meanwhile been achieved,
with the seizure and destruction of about 690,000 counterfeit
products and action plans implemented to tackle counterfeiting
in several countries.

2014 2015 2016 2017 2018

Target achievement
rate* 93% 94% 89% 96% 96%

*

Calculated against annual targets; each subject has a 50% target achievement
weighting.

Product risks and quality policy

Despite product testing, it is possible that Legrand’s products
might not operate properly or present errors and defects. These
errors and defects could cause personal injury and/or damage
to property and equipment. Such accidents have in the past, and
could in the future, result in product liability claims, loss of revenue,
warranty claims, costs associated with product recalls, litigation,
delay in market acceptance or harm to the Group’s reputation for
safety and quality.

The increased accountability of all Group employees is encouraged
through the application of the quality policy, which may be consulted
at www.legrand.com.

The Group’s quality policy, managed by the Group's Operations
Department, is deployed within each SBU (Strategic Business
Unit) and in each country. It defines the Group’s commitments
in terms of quality, and, specifically, compliance with regulatory
requirements, the need for product reliability, and the organization,
control, measurement and monitoring of processes. Management
systems (which are 1SO-certified) reduce and prevent risks.

The Group’s quality policy is essentially implemented through:

m ISO 9001 certification issued by independent bodies for the
quality management system at each of the Group’s sites. At the
end of 2018, 90% of sites were certified;

m production quality control procedures, which require
frequent or systematic checks to be introduced, depending on
the manufacturing specifications of the products. These are
accompanied by a list of safety functions to be systematically
tested because of their criticality (e.g. ground continuity);
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m a system is also put in place to monitor product quality: the
aim here is to certify product quality through additional tests
carried out under a plan reviewed annually, to ensure that the
basic product performance conforms with original quality and
certification standards throughout the period of manufacture and
marketing of the products. A monitoring plan is drawn up for a
predefined period, at the end of which it must be reviewed. This
includes the list of products to be monitored, testing, analysis
of test reports, and a final report;

m the same product qualification and quality control processes are
implemented by the Purchasing Department for trade products;

m these measures may be supplemented by a product audit
incorporating the technical and production quality specifications,
as well as the product documents (catalogue pages, notices,
datasheets, etc.) for review;

m product accreditation by certified laboratories, overseen by the
SBUs and carried out before products are brought to market;

m the customer dissatisfaction management process ranks
instances of dissatisfaction according to different levels of
severity: those that could have implications for the safety of
goods or people, or that have significant financial implications,
are dealt with according to the rules laid down in the product risk
management procedure. If necessary, an instant alert procedure
is setin motion with industry contacts and the team responsible
for product expertise.

m the product risk management procedure, applicable to all Group
products irrespective of brand and target market, includes fast-
track internal processing for potentially critical situations. In the
most sensitive cases, product withdrawal or recall actions could
be launched. In 2018, one operation of this type was carried out
within the Group;

m Finally, the Group conducts regular customer satisfaction surveys
on product lines and service quality (see section 4.2.2.3).

Non-product quality indicators are closely monitored at the
country and SBU levels. Any divergence from these indicators is
systematically analyzed and corrected by implementing action
plans.

Provisions for product warranties totaled €29.4 million at
December 31, 2018, compared to €29.1 million at December 31,
2017.

Efforts to combat counterfeiting

Coordinated by the Group’s Intellectual Property Department,
which is part of the Group's Operations Department, the Group is
engaged in ongoing efforts to combat counterfeiting and to protect
consumers on two levels:

m through internal anti-counterfeiting mechanisms (see Copytracer,
below), and particularly by the SBUs’ intellectual property
representatives;
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m through actively participation in the seizure and destruction of
counterfeit electrical products, working closely with the customs
agencies of the countries concerned. Efforts also take place
through global communication strategies via trade unions or
industry associations FFB (Fédération Francaise du Batiment),
IGNES (Industries du Génie Numérique Energétique et Sécuritaire),
BEAMA (British Electrical and Allied Manufacturers’ Association),
to raise awareness among all stakeholders, including installers
and distributors.

In 2018, the Group seized 690,000 counterfeit products. Almost
80% of these seizures resulted from actions instigated directly by
Legrand’s teams in China. The remainder resulted from Legrand
taking part in actions carried out jointly by members of the electrical
industry and customs supervision.

More generally, since January 2006, more than 7.2 million
counterfeit devices (primarily switches and sockets) and circuit
breakers under various Group brands, as well as 21 production
molds, have been seized and destroyed. Legrand has also shut
down some 10,000 links to websites selling counterfeit goods.

Copytracer: protecting the user

Customer satisfaction also depends on the Group’s ability
to guarantee the authenticity of its products to customers. To
combat counterfeiting, Legrand has introduced a system known as
Copytracer Legrand. This is a unique registration number applied to
certain Legrand products (e.g. new generations of modular circuit
breakers, Valena wiring devices in Russia).

The system applies a specific mark to the Group’s products to
differentiate between original products and copies and other
counterfeits that are often synonymous with risk for users. It is
gradually being extended to all Group subsidiaries and brands.
Since 2014, it has been introduced by the Egyptian, Polish, Italian,
Russian, Indian, Hungarian and South African subsidiaries, as well
as other core subsidiaries.

Focus: combating counterfeiting online

Anti-counterfeiting efforts are partly aimed at the sale of
counterfeit products online. To combat the sale of counterfeit
products on the internet, in 2018 the Group’s Chinese legal
team worked with a new partner proposing an innovative
approach to detecting and taking action against those selling
such products on the various e-commerce platforms.

In 2018, a total of 356 presumed offences involving 124 stores
were found, leading to 235 sets of legal proceedings.

During the year, 24 stores were closed (online but also offline),
91 stores withdrew counterfeit products from their shelves
and almost 4,370 links were deleted.
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B 4.2.1.3 INFORMING CUSTOMERS ABOUT THE

ENVIRONMENTAL IMPACT OF PRODUCTS

Reducing the environmental impact of buildings requires careful
design choices. Product environmental information, in accordance
with 1SO 14025, specifically informs users of the environmental
impact of the electrical products they use. This is a unique advantage
for users of Legrand products.

2014-2018 Group priority

Provide ISO 14025-compliant product environmental data for
products accounting for two thirds of Group sales

Key performance indicator:

Percentage of Group sales of products sold with a PEP (Product
Environmental Profile), in compliance with ISO 14025.

Annual targets:

2014 2015 2016 2017 2018

To achieve a sales
coverage rate of: 51% 55% 59% 63% 67%

2018 achievement:

At the end of 2018, 70% of the Group’s sales were generated using
products with a PEP.

2014 2015 2016 2017 2018

Target achievement
rate* 101% 101% 102% 106% 105%

*

Calculated on year-end sales (excluding services and acquisitions in 2018)
compared with annual targets.

An industry-wide approach

The Product Environmental Profile (PEP) is a reference tool for
information on the environmental impact of electrical products.
It is based on an international benchmark standard, ISO 14025 -
Environmental labels and declarations — Type Il environmental
declarations.

The information provided is taken from the LCA (Life Cycle
Assessment), which calculates the environmental impact of a product
or service over its entire lifetime using the EIME (Environmental
Improvement Made Easy) calculation software, applying the rules
defined by ISO 14040 — Environmental Management — LCA.

N.B. LCA techniques and calculations are also used to optimize the
environmental performance of products during the design phase.
This subject is covered in section 4.5.2.

OFFERING USERS SUSTAINABLE SOLUTIONS

The PEP ecopassport’ program was first developed in France
with leaders in the electrical industry that are members of the
PEP Association (of which Legrand is a founding member). It now
has global reach and is today recognized by countless operators
for environmental reporting programs and sustainable building
certification worldwide. On the basis of a set of rules defined by
the program and currently being standardized, PEP ecopassport’
provides a strict framework for the LCA approach, and characterizes
the environmental information to be provided: a review of the
materials used, information on hazardous substances when present,
environmental impacts on air, water and natural resources based
on the calculation of at least eight indicators. Each stage in the life
of the product or service is taken into account, from the extraction
of raw materials needed for manufacturing to the end of product
life, as well as the production, distribution, implementation and
use stages.

In 2015, with the publication of the third edition of the Product
Category Rules (PCR ed3), the rules of the PEP ecopassport’ program
were updated to facilitate the use of PEPs in the LCA of a building.
PEPs that comply with these new rules have been aligned with
the requirements of European standard EN 15804 (Sustainability
of construction works — Environmental product declarations), the
benchmark for type lll environmental declarations for construction
products. Legrand’s PEPs offer all the environmental indicators
necessary for a building’s LCA calculation.

A recognized tool

The PEP environmental declaration and the associated PEP
ecopassport” program are recognized by several construction rating
systems. For example, version 4 of the Leadership in Energy and
Environmental Design (LEED) program, a standardization system
for high-performance buildings and the first global standard in this
area, emphasizes the importance of environmental information
conforming to ISO 14025 for the electrical equipment installed in
a building. Not only do PEPs enable Legrand to position itself on
projects with more added value, but they also allow the industry to
deliver projects with better environmental performance, thereby
adding value to the buildings in which these solutions are installed.

More than 1,840 PEPs available

By including all environmental data in a single document, the PEP
provides the supply chain with authentic, reliable information
enabling an informed technical choice to be made while
acknowledging the environmental aspects, particularly in buildings
with environmental certification (HQE, LEED, BREEAM, etc.).

REGISTRATION DOCUMENT 2018 » LEGRAND m 91




OFFERING