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The universal registration document was filed on 20 April 2020 with the AMF in its capacity as competent authority
under Regulation (EU) 2017/1129, without prior approval in accordance with article 9 of that regulation.

This universal registration document may be used for the purpose of a public offering of financial securities or
the admission of financial securities for trading on a regulated market if it is supplemented by a securities note
and, as the case may be, a summary and all amendments made to the universal registration document. The
resulting set of documents is approved by the AMF in accordance with Regulation (EU) 2017/1129.
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NOTE

The terms “Group” and “Legrand” refer to the Company (as defined in section 9.1 of this Universal 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 Universal Registration Document for the financial year
ending December 31, 2019 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 Universal 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 Universal 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, analyse 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.

This Universal 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 Universal 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 Universal Registration
Document, and even where these elements are consistent with the forward-looking information mentioned in this Universal
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 Universal Registration
Document. Accordingly, all forward-looking statements should be understood bearing in mind their inherent uncertainty.

The forward-looking statements referred to in this Universal Registration Document are only made as of the date of this
Universal Registration Document. The Group will update this information as necessary in its 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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2 FROM THE CHIEF EXECUTIVE

........ OFEICER

‘I‘t Coquart' ............................................

SOLID INTEGRATED
PERFORMANCE IN 2019

Legrand maintained its momentum for profitable and
sustainable growth in 2019, with both its financial and non-
financial performance being fully in line with targets for

___________ the year. Sales rose a total +10.4%, including +2.6% organic
----------- growth, and adjusted operating margin before acquisitions
Tt |:||:| (2018 scope) came to 20.4%. Non-financial performance was
.......... U ahead of schedule, with 113% achievement rate of Group's
""""" Sales CSR roadmap, reflecting its commitment to all stakeholders.
---------- €6 622 million Legrand also pursued its initiatives to further strengthen its
Tttt ’ value creation model:

Tt e sustained deployment of our Eliot program — with a
.......... g % 29% increase in sales generated by connected products,

including organic growth up +10%;

---------- Around e active acquisitions drive, with three new deals completed

""""" 39,000 employees In 2079; and

---------- . e further performance-enhancing measures.
.......... worldwide

---------- N
---------- /]
---------- 4

---------- Operations in close to

---------- 9 0 countries

---------- and products distributed in close to

iz 180 countres
R
.......... 0000
.......... =

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

et ¢15.6 bitiion

.......... at the end of March 2020.
""""" Member of the CAC 40 index and

........... of various benchmark ESG indices.
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“ In 2019, in @ mixed economic environment,
Legrand delivered a solid integrated performance that was fully
in line with its targets for the year and its value-creating
medium-term business model. In keeping with its ambitions,
in 2019, Legrand pursued initiatives aimed at strengthening
its profitable growth profile and leading positions.33

A VALUE-CREATING BUSINESS MODEL

Legrand’'s development is driven by the technological
and social changes that are having a lasting and profound
impact on buildings. These include digitalization, longer life
expectancy, urbanization, solutions helping to reduce energy
consumption, efforts to combat global warming and the
introduction of new technologies and approaches, such as
voice control.

By harnessing these megatrends, Legrand’s purpose is to
improve life by transforming spaces where people live, work
and meet with electrical, digitalinfrastructures and connected
solutions that are simple, innovative and sustainable. Our
approach is built on forging close partnerships with industry
players, fostering diversity and inclusiveness within our
teams, and enhancing the environmental and social footprint
of our operations—with the aim to set the standard for our
sector of activity.

To achieve this, the business model is built around robust
market positions and on fundamentals that have delivered
sustained success over many years:

e a clear and proven strategy formulated around our two
key growth drivers: i) organic growth, especially through
innovation and the increasing digitalization of our
product offering, and ii) external growth through bolt-on
acquisitions;

e unwavering attention to customer experience, for both
professionals and individuals;

e well-respected financial discipline and a culture of
continuous improvement in performance, which we
cultivate through multiple manufacturing initiatives;

e commitment of employees, who share a strong culture
of accountability, empowerment, simplicity in dealings
with others, rapid decision-making and commitment;

e deployment of ambitious CSR roadmaps;
e governance aligned with best practices.

FOR THE BENEFIT OF ALL

OUR STAKEHOLDERS AND GLOBAL
PRIORITIES

At Legrand, we believe we need to analyze our overall
performanceinterms of how well we meet the expectations of
all our stakeholders. These obviously include our customers
and workforce, but also our suppliers, shareholders, public
authorities and communities, and we also need to consider
natural resources and the environment.

That's why we signed up to the United Nations Global Compact
and have pledged to help meet the Sustainable Development
Goals for 2030 — These long-term goals help shape our
CSR roadmaps, which set out for each year demanding
public commitments in areas such as reducing CO2 and VOC
emissions, diversity and improvement in health and safety in
the workplace. They also guide the products and solutions we
market, which, for example, already cut our customers’ CO2
emissions by close to 2.5 million tons in 2019 alone.

Finally,thisintegrated reportchartsourprogresswithgrasping
opportunities for value creation in a sustainable, responsible
and profitable manner. It is based on the framework drawn
up by the International Integrated Reporting Council (IIRC),
and it complements other publications.

Benoit Coquart,
Chief Executive Officer

2019 UNIVERSAL REGISTRATION DOCUMENT « LEGRAND H
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- STRATEGIC

- POSITIONING

P An accessible market worth over €110 billion,
driven by megatrends

Legrand is a global player in electrical and digital infrastructure for tertiary, residential and industrial buildings.

Social and technological megatrends, and those relating to customer habits, offer the Group long-term growth prospects.
Buildings are the central focus of these developments.

SOCIAL e Growing and aging
MEGATRENDS populations
¢ Rise of the middle classes
in new economies
¢ Climate change LI|1 Iegrand
and energy savings .
e Health and wellbeing :
e Growing urbanization

CUSTOMER- ® Mobility
RELATED e Connected living
MEGATRENDS e E-commerce

Tertiary

e The Internet of me
e Collaborative and
remote working
® Personal data protection
® Responsible consumption

Residential

Industrial

TECHNOLOGICAL e Wireless
MEGATRENDS e Voice control
e Sensors
e Fiber optics
e Big Data and blockchain
e Artificial intelligence

Around 10% of the world's Buildings are responsible The number of people aged over
population still has no access for 36% of energy 80 is expected to triple
to electricity. consumption*. between now and 2050 **.
* Source: International Energy Agency (IEA). ** Source: United Nations Organization.
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| EGRAND, THE GLOBAL SPECIALIST
N ELECTRICAL AND DIGITAL

SBUILDING INFRASTRUCTURES

P Present across all parts in the economic chain

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), who recommend the Group's solutions,

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

Lllegrand’

Broadline,
Specialist,
]}

Electricians, Panel .
Investors, Architects, + builders/Integrators, Tgrtlary,
. . . Residential,
Engineering firms, Maintenance services

Industrial

Decorators Home improvers Product flows

—»— Marketing flows

2019 UNIVERSAL REGISTRATION DOCUMENT » LEGRAND M 9



STRATEGIC POSITIONING
LEGRAND, THE GLOBAL SPECIALIST IN ELECTRICAL AND DIGITAL BUILDING INFRASTRUCTURES

P A broad product range

Legrand offers a wide range of more than 300,000 product lines
and solutions that are straightforward, innovative and sustainable.

Group solutions are installed in spaces where people live (individual and collective
housing, hotels, etc.), work (offices, datacenters, industrial sites etc.)
and meet (shops, hospitals, schools and universities etc.).

Worldwide, our catalogs offer more than 100 product categories to:

control electrical installations
(switches, user interfaces, etc.);

make power available (domestic
and industrial power sockets,
USB connectors, etc.);

supply power to workstations
(mobile or flush-mounted sockets,
floor boxes, etc.);

Provide a secure, stable and
optimized power supply
(Uninterruptible Power Supply
(UPS), transformers, harmonic
filters, etc.);

protect electrical installations
(residential or power protection
panels, circuit-breakers, etc.);

ensure the flow of electricity
through buildings (cable

management, busbar trunking etc.);

secure buildings (intrusion alarms,

access controls, technical alarms,
smart locks, etc.);

welcome and screen visitors
(audio and video door-entry
systems, doorbells, etc.);

regulate temperature and sunlight
(thermostats, shutter controls, etc.);

provide structured cabling
(cabinets and enclosures, patching
racks, copper and fiber-optic
connectors, etc.);

organize a datacenter’s
white-space infrastructure
(Power Distribution Units (PDU),
cabinets and racks, busways,
etc.);

command lighting control systems
(detectors, lighting control systems,
specification-grade architectural
lighting for commercial

buildings, etc.);

distribute audio and video
signals (support systems,
video-conferencing solutions, etc.);

ensure that people can move
around buildings and exit them

measure and control power
consumption (smart electrical
panels, eco-meters, load-shedding
devices, etc.);

recharge electric vehicles
(kits, sockets and recharging
stations, etc.);

remotely control and manage
all infrastructure and systems
in homes and all kinds

of smart buildings.

In 2019

safely (emergency lighting, pathway

marking solutions, etc.);

provide assisted living solutions
(personal alarm systems, sockets
for easy unplugging, etc.);

P An organization structure supporting the Group’'s
strategy and customers

THE GROUP'S
ORGANIZATIONAL

STRUCTURE IS BASED ON
TWO DISTINCT ROLES:

THE FRONT OFFICE,

is organized by country and consists

of sales (in a broad sense) and
operational marketing, aimed at meeting
the specific needs of each market.

THE BACK OFFICE,

brings together activities linked to strategy,
industrial operations (innovation, research and
development, manufacturing, purchasing

and supply chain), and general administration,
organized globally.

10 W 2019 UNIVERSAL REGISTRATION DOCUMENT
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P Global presence S

Legrand’s products are sold under more than 70 brands across close to 180 countries.
The Group has sales and manufacturing operations in nearly 90 countries. ~ ssaaun

2019 SALES

BY GEOGRAPHICAL REGION (BY DESTINATION)

38.6% 4 . all

2019 SALES

BY END-MARKET

------ 56% 39% 5%

e TERTIARY RESIDENTIAL INDUSTRIAL

2019 UNIVERSAL REGISTRATION DOCUMENT » LEGRAND H 11
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STRATEGY

TWO GROWTH DRIVERS:
'ORGANIC GROWTH AND ACQUISITIC

CLOSETO APPROXIMATELY CLOSE TO A FURTHER
5% 50% 10 €400 million
OF SALES INVESTED IN R&D ‘ OF INVESTMENTS DEVOTED ‘ ACQUISITIONS COMPLETED ‘ RELATED
ON AVERAGE BETWEEN TO NEW PRODUCTS ON IN 6 DIFFERENT COUNTRIES TO ACQUISITIONS
2010 AND 2019 AVERAGE BETWEEN 2010 AND 2019 BETWEEN 2018 AND 2019 MADE IN 2018 AND 2019

» Organic growth driven by innovation
. . . hapter 2 of the Universal Registration Document
and sales and marketing initiatives

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

In addition, Legrand has established technological and commercial partnerships to spur on innovation, speed up development
and push the entire industry forward.

Investment in innovation has sparked numerous success stories, driven by pioneering technology.

Under the Eliot program, for example, Legrand was the first in the
market to introduce:

® connected user interfaces (Céliane with Netatmo, Living Now

ith Netatmo, etc.);
with Netafrmo, etc) - FOCUS ON ELIOT PROGRAM
e smart video door-entry systems (including the Classe 300x and
Classe 100x systems);
Since 2015, Legrand has accelerated investments

in developing internet of things solutions under
the Eliot program.

® connected emergency lighting systems.

P External growth unc_lerplnned NEW TARGETS FOR 2022
by a strategy of selective targeted Double-digit organic growth in sales of

acquisitions connected products between 2018 and 2022,

or sales of over €1 billion.
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 WORKS WITH LEGRAND

positions and expand its accessible market year after year. This portal enables third parties (start-ups,
The Group has made 173 acquisitions since 1954 and invested an large groups, manufacturers, loT platforms,
average of €427 million per year between 2010 and 2019. etc.) to connect to Legrand solutions

so they can offer new services and features.
Since 2018, more than 330 applications
..... have been developed by over 1,100 partners.

In 2019, Legrand has acquired more specifically three companies:

@ Universal Electric Corporation, the undisputed American leader ...
in busways for datacenters;

® Jobo Smartech, the Chinese leader in connected hotel-room
management systems (lighting, ambient temperature, etc.);

e Connectrac, an innovative US company specializing in over-floor

power and data distribution.
O WORKS WITH

Lllegrand’
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LEGRAND PRODUCTS AND SOLUTIONS CONTRIBUTE TO THE SDGs
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Products and solutions
afford the broadest
possible access to reliable
and sustainable
electrical installations
(SDG 7 - Affordable

and clean energy).

9 AT pNATI
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&3

Products are generally
manufactured as close

as possible to the markets
where they are sold,

and so they contribute

to the development

of local economies.

(SDG 9 - Industry, innovation
and infrastructure).

s
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» Our extensive range
of energy efficiency
solutions catering to every
type of building helps
our customers reduce
their carbon footprint
(SDG 13 - Climate action).

2019 UNIVERSAL REGISTRATION DOCUMENT
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Most of our products

are eco-friendly

by design and provide
users with transparent
environmental
information (SDG 12 -
Responsible consumption
and production).
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INTEGRATED STRATEGY
PROFITABLE AND SUSTAINABLE GROWTH, IN A LOGIC OF PROGRESS
FOR THE WHOLE STAKEHOLDERS AND THE PLANET

ITABLE AND SU

AINABLE GROWTH,

=

l ' Ill ) 'I "l

AKEHOLD

AND THE PLANET

X A CSR program embedded in
the business model and aligned with global
priorities

Legrand’s Corporate Social Responsibility spans the

environmental, ethical and societal aspects of our operations
and growth plans around the world.

It is where our business activities and strategy intersect with
the global challenges we face. It represents a commitment
by our whole organization: all subsidiaries and entities

are stakeholders in the CSR strategy, and they implement

it globally.

B A CSR program developed jointly
with stakeholders

Risks and priorities arising from the business model
are identified through a materiality survey of stakeholders
and also through our risk mapping efforts.

NGOS AND CHARITABLE CUSTOMERS

ORGANIZATIONS ’*

EMPLOYEES AND

CIVIL SOCIETY — " TRADE UNIONS

2 JY program aligned with international
standards:

e the 10 Principles of the United Nations Global Compact;

e The United Nations Sustainable Development Goals
(SDGs) for 2030;

e the Universal Declaration of Human Rights;

e the Declaration of the International Labour Organization
(ILO);

e the GRI (Global Reporting Initiative) and 1SO 26000
standards.

Legrand has also joined the Science Based Targets initiative
(backed by the WWF, the United Nations Global Compact,
the World Resources Institute and the Carbon Disclosure
Project).

A longstanding CSR program

Multi-year CSR roadmaps set out the priorities and targets
for the Group and each subsidiary. The Sustainable
Development function was created in 2004 and the first
published CSR roadmap dates back to 2007.

Broad involvement

KEY - A 1
—— STAKEHOLDERS S in extra-financial performance
SUBCONTRACTORS FOR LEGRAND -
\' Strategy and Social Responsibility Committee:
FINANCIAL —/ \_ SCIENTIFIC COMMUNITY, it is made up of six members of the Board of Directors
COMMUNITY INDUSTRY AN EDUCATION and contributes to consistency between the CSR

14 H 2019 UNIVERSAL REGISTRATION DOCUMENT '« LEGRAND

priorities and Group strategy.

Compensation criteria: non-financial performance
has a significant influence over the compensation of

Group executives and decision-makers (CEO, members
of the Executive Committee, country managers,
functional managers, etc.).



INTEGRATED STRATEGY
PROFITABLE AND SUSTAINABLE GROWTH, IN A LOGIC OF PROGRESS
FOR THE WHOLE STAKEHOLDERS AND THE PLANET

10 KEY CHALLENGES FOR 2021

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 allin strict compliance

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

To learn more:
Chapter & of the Universal Registration Document

ENVIRONMENT

Itis Legrand’s responsibility to limit
the environmental impact of its activities,
and leading the way forward
to a low-carbon society.

with ethical rules. and communities. =
CO 0,0 &
MM LIMIT GREENHOUSE
PROVIDE RESPECT HUMAN RIGHTS GAS EMISSIONS
SUSTAINABLE SOLUTIONS AND COMMUNITIES ﬂ'\,
N /O\ [} °
818 A i
INNOVATE FOR CIRCULAR
ENSURE SUSTAINABLE PROMOTE HEALTH, SAFETY ECONOMY
PURCHASING AND WELL-BEING AT WORK
Q1
™ cov
§ Zﬁ L N
—/7 COMBAT
ACT ETHICALLY DEVELOP SKILLS POLLUTION
& e

U

PROMOTE EQUAL OPPORTUNITIES
AND DIVERSITY

3 AMBITIONS FOR 2030

INCREASE THE SHARE
OF SUSTAINABLE INCOME

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

o

STRENGTHEN THE POSITION

OF WOMEN AT LEGRAND

Ensure that women hold
at least one-third
of the Group's key roles.
Reach gender parity
in the workforce.

2019 UNIVERSAL REGISTRATION DOCUMENT

o

CONTINUE REDUCING
THE CARBON FOOTPRINT

Achieve a 30% reduction
in CO2 emissions directly
related to the Group’s activities
(target validated by Science
Based Targets).

« LEGRAND W 15



[LEGRAND'S MEDIUM-TERM VALUE-CREATING MODEL

Confident in the soundness of its model and its ability to Over a full economic cycle, and excluding any major
fuel lasting profitable growth, Legrand confirmed in 2019 economic slowdown, this model would result in average
its medium-term model: 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.

e 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%;

Legrand also intends to continue rolling out an ambitious

e assuming a lackluster or unfavorable economic ; }
approach to CSR, driven by demanding roadmaps.

backdrop, Legrand will focus on protecting its model,
profitability and generation of free cash flow.

2009-2019 Financial performance 66223

5,997.2

Sales (in € million) 5,520.8

4,809.9

4,466.7 4,460.4 4,499.1

4,250.1
3,577.5

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

—— Adjusted operating margin (%)

Share price performance

Between April 6, 2006 and April 15, 2020
(index 100 in 2006)

400
+187%
350 ‘
e | EGRAND e CAC 40
300

250
200
150

100 @

50

0 L I L L L L |
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
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CSR highlights and performance since 2004

2019

Publication of the "Diversity and Inclusion policy”
Ratification of the "Women Empowerment Principles”
Launch of the “Learning with Legrand” platform
“Climate change” steering committee

4™ ROADMAP

Achievement rate
of 113% at year-end
2019

2018
Legrand is the sixth CAC 40 group to have its climate strategy validated
by the Science Based Target initiative

2017
Launch of the “Serenity On" global social protection program
2016
3RD RDADMAP Commitment to the “Energy Productivity Global Alliance”
Achievement rate 2015

of 122% Certification by an external auditor

Integration of CSR performance criteria in compensation packages

2014
Creation of the Legrand Foundation

2013
Creation of the Elle@Legrand women'’s network

2012

4" French company to receive the “Responsible Supplier Relationship”
accreditation

Launch of the compliance program

2"" ROADMAP

Achievement rate
of 86%

2007
Partnership with the NGO “Electriciens sans frontiéres”

2006
Joined the UN Global Compact

1°" ROADMAP

Creation of a Sustainable development
function

2019 UNIVERSAL REGISTRATION DOCUMENT » LEGRAND M 17



i PROFITABLE, SUSTAINABLE,
VALUE-CREATING GROWTH

2019 data

HUMAN * Around 39,000 employees
CAPITAL * Over 2,600 people working in R&D

in more than 20 countries
© Loyal and committed teams

Global presence in electrical
and digital building infrastructures,

INDUSTRIAL = More than 130 manufacturing amarket driven by megatrends

CAPITAL and logistics sites in 31 countries

— * 81 of sites 1S0 9001-certified

* 91% of sites IS0 14001-certified EXTERNAL GROWTH

47 acquisitions

FINANCIAL © Solid balance sheet structure from 2009 to 2019

CAPITAL ® Net debt equal to 1.8 EBITDA €4.3 bittion invested

— © Investment-grade credit rating

INTELLECTUAL * About 3,500 patents ORGANIC GROWTH

CAPITAL * Over 70 trademarks )

— Innovation

" More than 300,000 poduct rferences [ oo 1o invested n 8D in 2019

« More than 40 connected product categories (Eliot)

SOCIAL * 60% of purchases from suppliers
CAPITAL Lll?gci;srgsembraced Global Compact commercial excellence
- * Corporate sponsorship (Electriciens ’ %'5%_ OT sales cov_ered by a CRM
sans frontieres, Fondation A([]i_r Contre * 124 million page views
UExclusion), technological alliances, « Digital initiatives: e-marketing, data analytics

commercial partnerships « More than 100 showrooms and concept stores

NATURAL * Land
CAPITAL * Raw materials

© Other natural resources

—
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2019 data

LONG-TERM VALUE CREATION

£6.6 bition 20.0% £1,009.8 mittion

in sales adjusted of normalized free cash
including €819 million I DT flow

from connected products (as a % of sales)

BREAKDOWN OF VALUE ADDED BY STAKEHOLDER (2009-2019)

50% . 25%

|_ E AD E RS H | P Employees Investments in development

- Capital expenditures (5%)

POSITIONS Seaitons

|

213
~ of sales Other stakeholders
generated by no. 1 - Shareholders and lenders (14%)

) ~~—— |- Governments and civil society (11%)
or no. 2 market positions
@ BUSINESS ECOSYSTEM
At least one leadership position « 60 partnerships since 2014
in more than l|.5 countries o Around 1 million customers trained since 2014
o Systematic follow-up and improvement plans for CSR risky suppliers
Solutions that are o Over 4,000 staff members trained in 2019 to Business ethics
* Reliable
* Accessible 61% of countries deploying a Charitable policy towards local communities
. . = 2.5 million people benefiting from electricity supply projects carried out with Electriciens

and with s'ﬂ'“f'cant sans frontieres since 2007
added-value through their - 16% reduction in the frequency of workplace accidents between 2018 and 2019
« Features 83% of employees covered by the Serenity On program

L 85% of employees received at least 4 hours’ training during the year
* Simplicity Steady increase in the number of women holding key positions
* Comfort

« Security (75D ENVIRONMENT

.  90% of waste recovered
* Aesthetics 6% reduction in direct CO2 emissions between 2018 and 2019
« 7 million metric tons of C02 emissions avoided through our energy efficiency solutions
since 2014
© 62% of sales covered by PEP (Product Environmental Profile)

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

. MANAGEMENT
SERVING
PERFORMANCE

» Group risk mapping

As the Group and its operating environment changes, risk mapping identifies 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 task for which all Group managers

) (o}
are responsible. The approach is
A dedicated governance framework is in place consisting of: based on identifying
® 3 risk manager in charge of overseeing the process, . .
, g " eing the process and ranking risks based
® 3 risk committee chaired by the Chief Executive Officer, ..
o L on their impact,
® operational risk committees in some departments, babili d . d
® the Audit Committee, charged with assessing the organization probabi Ity and estimate
and the system’s effectiveness. level of control.

P Dedicated governance framework

AUDIT COMMITTEE

Group Risk Committee

Self-assessment by subsidiaries ]

“ [ Internal control framework

Local internal controllers ]

Risk mapping Annual audit planning

{
i

\__/\___/

Group internal auditors

Operational risk
management committees

[ ]
{ J
[ Group Compliance Committee ]
[ ]

RISK MANAGEMENT INTERNAL CONTROL INTERNAL AUDIT
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L

S AN A | i
OF THE GROUP'S OPERATIONS AND
ITS INTEGRATED PERF(

A
—

P Risks and opportunities associated with the business model

The risk mapping programs identify the risks and opportunities associated with our business model.

ASPECTS OF THE BUSINESS MODEL

ASSOQCIATED RISKS AND OPPORTUNITIES

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

* Technological disruption and digital transformation
* 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
* Ability to adjust prices
* Product quality and safety

> Brandand reputationaldamage

e Attracting and retaining talent
* Adapting skills to requirements

 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 logisticssite

* Poor practice among suppliers
* Environmental impact

* Employment practices

* Business ethics

° Tax

¢ Financing and liquidity risk

e Counterparty risk

 Value of brands and goodwill

. Risksrelatedtoclimate change

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

* Foreign currency risk

B

e Country risk




CENTRAL
TO ALL ISSUES

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

Legrand is listed on Euronext Paris and is a member Afep-Medef Code of Corporate Governance, which can be
of the CAC 40, consulted on Medef's website at www.medef.com

Our 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 law to act in the company’s interest in all circumstances.
and various other European countries. Its free float is The Board's decisions are made within the context of the
96%. We pay particular attention to our governance, Group's sustainable development approach. The Board of
ensuring that it meets the highest standards, not only to Directors is thus made up of individuals with varied and
comply with legal requirements but to act in the interests complementary profiles. They possess strategic, financial
of all our stakeholders. We abide by the principles of and specific skills such as financial communication, CSR,
corporate governance for listed companies set out in the talent management and marketing.

THE MEMBERS OF THE BOARD OF DIRECTORS ARE AS FOLLOWS™:

) Gilles SCHNEPP ) Olivier BAZIL Isabelle BOCCON-GIBOD Christel BORIES Angeles GARCIA-POVEDA
Chairman of the Board of Directors Director Independent director Independent director Independent director - Lead director
French nationality French nationality French nationality French nationality Spanish nationality

Edward A. GILHULY Philippe JEULIN Patrick KOLLER Michel LANDEL Annalisa LOUSTAU ELIA Eliane ROUYER-CHEVALIER
Independent director Director representing employees Independent director Independent director Independent director Independent director
American nationality French nationality Dual French/German nationality French nationality Italian nationality French nationality

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

80 50+ < 50% 5 5

* These figures do not include the director representing employees.

(1) On the date this Universal Registration Document was registered.
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Tofindlearnmore: |
Chapter 6 of the Universal Registration |

7 9A0/0 1 EVALUATION OF THE BOARD AND ITS
COMMITTEES CONDUCTED “INTERNALLY"
MEETINGS OF DIRECTOR ATTENDANCE MEETING HELD BY DIRECTORS AND INCLUDING AN ASSESSMENT
THE BOARD IN 2019 RATE AT BOARD MEETINGS WITHOUT INTERNAL OF THE INDIVIDUAL CONTRIBUTION
AND EXECUTIVE DIRECTORS OF EACH DIRECTORS

Since 2017, Legrand ranked consistently among 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 3 98% 2
MEETINGS MEETINGS MEETINGS MEETINGS ‘ DIRECTOR ‘ MEETINGS
OF THE AUDIT OF THE COMPENSATION OF THE STRATEGY AND OF THE NOMINATING ATTENDANCE RATE OF THE AD HOC
COMMITTEE COMMITTEE SOCIAL RESPONSIBILITY AND GOVERNANCE AT BOARD SPECIALIZED COMMITTEE

COMMITTEE COMMITTEE COMMITTEE MEETINGS

P The Executive Committee:
a multi-disciplinary and experienced team

The Executive Committee is made up of a close-knit nine-member team, with a varied and complementary range
of expertise. All its members understand the Group’s core business and its development issues.

This Committee brings together representatives from country management teams and country operational support
departments. On the date the 2019 Universal Registration Document was filed, the Executive Committee, which included
three women, was made up as follows:

Name Duties Year of arrival
Mr.Benoit COQUART Chief Executive Officer 1997
Ms. Karine ALQUIER-CARO _  Executive VP Purchasing ... 2001
Ms. Bénedicte BAHIER  Executive VP HumanResources 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
Ms.Cloria GLANG | Executive VP Strategy and Development 2019
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
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GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

2.1 - LEGRAND AND ITS BUSINESS

2.1.1 - Overview

2.1.1.1 A BUSINESS MODEL CREATING VALUE OVER
THE LONG TERM

The Group offers a wide range of more than 300,000
products and solutions for three main sectors, i.e.
commercial, residential and industrial, which accounted for
56%, 39% and 5% of 2019 sales respectively.

The Group’s solutions are known for their quality, reliability,
availability and ease of installation, as well as for their
numerous functionalities, and so are specified, sold and
installed year after year by participants in its economic chain.
They improve life by transforming spaces where people live
(individual and collective housing, hotels etc.), work (offices,
datacenters, industrial sites etc.) and meet (shops, hospitals,
schools and universities etc.).

More specifically, the Group offers more than 100 product
families that enable users to:

B control electrical installations (switches, user interfaces,
wiring devices with integrated voice command etc.);

B make power available in all types of buildings (domestic
and industrial power sockets, USB connectors etc.);

B supply power to workstations (mobile or flush-mounted
sockets, floor boxes etc.);

B provide a secure, stable and optimized power supply
(UPS! systems, transformers, harmonic filters etc.);

W protect electrical
protection panels,
circuit-breakers etc.);

installations (residential or power
circuit-breakers, residual current

B ensure the flow of electricity through buildings (cable
management for ceilings, floors or walls, busbar trunking
etc.);

B secure buildings (intrusion alarms, access control,
technical alarms, smart locks etc.);

B welcome and screen visitors (audio and video door-entry
systems, doorbells etc.);

B regulate temperature and sunlight (thermostats, shutter
controls etc.);

B provide structured cabling within buildings (cabinets and
enclosures, patching racks, copper and fiber-optic
connectors etc.);

1 Uninterruptible Power Supplies.
2 PDU: Power Distribution Unit.

B organize a datacenter's white-space infrastructure
(PDUSs?, cabinets and racks, busways? etc.);

B command lighting control systems (detectors, lighting
control systems, specification-grade architectural lighting
for commercial buildings etc.);

B distribute audio and video signals (support systems,
video-conferencing solutions etc.);

B ensure that people can move around buildings and exit
them safely (emergency lighting, pathway marking
solutions etc.);

B provide assisted living solutions (personal alarm

systems, sockets for easy unplugging etc.);

B measure and control power consumption within a
building (smart electrical panels, eco-meters, load-
shedding devices etc.);

B recharge electric vehicles (kits, sockets and recharging
stations etc.); and

B remotely control and manage all infrastructure and
systems in homes and all kinds of smart buildings.

This comprehensive offering, designed to cover numerous
applications, 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 and engineering firms) and end-users
(individuals, companies and building managers).

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 enhanced
value in use for installers, building managers and end-users-
and supported by steady geographical expansion as well as
numerous marketing and sales initiatives, particularly using
digital tools with the digitization of customer relations,
commercial data, communication and the gradual
deployment of a data analytics program.

External growth is Legrand’s second growth driver, with the
acquisition of companies that have leading positions in their
markets.

Another feature of Legrand’s business model is high free
cash flow generation, enabling the Group to finance most of

3 Busways: power supply systems involving sets of metallic bars or "busbars".
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its growth and offer an attractive dividend, while maintaining
a solid balance sheet position.

Finally, the Group’s business model embeds a long-standing
commitment to CSR that is constantly updated (see Chapter
4 of this universal registration document for more information
on Legrand’s CSR approach).

Legrand is continually strengthening its profitable,
sustainable and highly cash-generative growth profile. As a
result, thanks to the soundness and ongoing improvement of
its business model, the Group finances its growth over the
long term and thus creates value for all its stakeholders,
while continuing to offer products that help protect the
environment.

The Group is listed on Euronext Paris and is a constituent of
the CAC 40 index as of the date on which this universal
registration document is 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 around 39,000 employees, and
commercial and industrial operations in nearly 90 countries.

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

B on the one hand, operational sales and 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

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

The Group has solid, long term growth drivers: geographical
expansion, growth in sales of smart products through its Eliot
program, and macrotrends.

Geographically, around 85% of its sales were generated
outside France in 2019. Around 35% came from the United
States, the Group’s leading country in terms of sales.

Legrand also strongly believes that new technologies,
particularly digital ones, significantly increase the value in
use of its products and systems. Through its Eliot program,
launched in 2015, the Group has decided to step up its
development in this area by investing in innovation — with the
introduction of numerous connected solutions — and
acquisitions, particularly Netatmo in 2018. In addition, the
Group has forged a large number of technological and
commercial partnerships with leading players in digital
technology, research centers and startups. In particular, in
2019 Legrand adopted the target of generating more than €1
billion of sales from connected products by 20222,

GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

Finally, macrotrends are offering long-term growth
opportunities for the Group and specifically reflect:

B social changes related to growing and ageing
populations, the need to decarbonize buildings and the
increasing desire to reduce energy consumption, the
development of lifestyles that are increasingly flexible
and focused on wellbeing, urbanization, and the
development of new economies and particularly their
middle classes;

B changes related to end-customer habits, with rapid
growth in e-commerce and rising demand for products
that are easy to use, connected and eco-responsible,
while ensuring the protection of personal data; and

B technological change, particularly related to digital
technology and the Internet of Things, driven by growth
in wireless data transmission, fiber-optic networks, big
data, mobile and voice control apps and artificial
intelligence.

These developments are underpinning the deployment of
increasingly sophisticated 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, energy
transition, assisted living and efforts to combat climate
change.

2.1.1.2 NUMEROUS GROWTH OPPORTUNITIES

Legrand has numerous growth opportunities, based on its
own momentum and that of the market for electrical and
digital building infrastructure.

The Group is developing first and foremost in terms of its
geographical presence, products and distribution channels.

2.1.1.2.1 International development?

Strengthening the Group’s presence in the United
States

Due to its ongoing innovation efforts along with 17
acquisitions in the last 10 years, the United States — which
accounted for around 35% of Legrand’s 2019 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 (power supply systems involving sets of
metallic bars or “busbars”) for datacenters with the
acquisition of Universal Electric in 2019 and in specification-
grade lighting for commercial buildings with the acquisitions
of Focal Point in 2020, Kenall in 2018, Finelite and OCL in
2017 and Pinnacle in 2016. These positions supplement the
Group’s long-standing leading positions in the United States
in user interfaces, cable management (in which Legrand

1 At constant scope and exchange rates compared with 2018. For more information, readers are invited to read the press release published

on 12 June 2019.

2 For more information about market data and Legrand's competitive position, readers are invited to refer to the note on page 4 of this universal

registration document.
3 PDU: Power Distribution Unit.
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strengthened its position in 2019 with the acquisition of
Connectrac!) and high-energy-efficiency lighting control.

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. Around 10% 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 higher 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 more than 27% of the Group’s sales
in 2019, the most significant country being India with around
5% of total Group sales.

2.1.1.2.2 Development of connected solutions and new
technologies

Supported by the rise of technologies that make it easier to
exchange digital information and the emergence of new
demand because of changing lifestyles and working habits
(urbanization,  video-conferencing, remote  working,
increased use of smartphones, remote controls for the home
etc.), connected solutions are continuing to grow.

Eliot: the connected objects program

The Eliot program, launched in July 2015, aims to speed up
deployment of the Internet of Things within the Group’s
offering.

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 402 at the end of 2018. As a result, Legrand
achieved the Eliot program’s 2020 targets® two years early
in 2018.

The Eliot program accelerated with the 2018 acquisition of
Netatmo, a French leading company 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.

Having achieved rapid sales growth since it was created in
2011, Netatmo has enhanced Legrand’'s offering in new
product categories and is increasing the Group’s
development capabilities with the expertise of its 130
engineers specializing in artificial intelligence, user
experience and software product integration.

Bolstered by this acquisition, Legrand set ambitious new
targets* in June 2019:

B double-digit annual organic growth in sales for connected
products from 2018 to 2022; and

B over one billion euros in sales generated by connected
products in 2022, excluding acquisitions and exchange-
rate effects.

In 2019, sales from connected products amounted to €819
million, representing a 29% increase compared with 2018
and an organic sales growth of 10%. This solid performance
was in line with the Group’s stated targets®, and shows the
program’s ongoing momentum, driven in particular by the
launch of new products (Classe 100x video door-entry
system, Valena Next with Netatmo, Mosaic and Plexo with
Netatmo sockets and switches, emergency lighting and
Reach Digital assisted living alarm systems) in many
countries for both commercial and residential buildings,
which accounted for approximately 63% and 37% of
connected product sales respectively in 2019.

In addition, Legrand recently acquired Jobo Smartech, the
Chinese leader in connected hotel-room management
systems (lighting, ambient temperature, etc.), whose ranges
ideally round out those of Legrand in China’s dynamic hotel
segment.

Increased investment and partnerships focusing on new
digital technologies

New technologies, particularly digital ones, significantly
increase the value in use and ease of installation of
Legrand’s products for both consumer and professional
users.

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

B R&D investments that are increasingly focused on new
technologies, for example with the number of R&D staff
members assigned to software rising by a factor of
almost five between 2010 and 2019 and now accounting
for more than 15% of the Group’s R&D staff;

B the signing of collaborative agreements, strategic
partnerships and many technological alliances,
particularly as part of the “Works with Legrand” program.
Through that program, Legrand has 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 mySmartJarvis and
Roomchecking in France, and Lumenetix in the United
States;

B the development of product ranges addressing new
usages, such as improving workspace management with
smart detectors in partnership with Microsoft Office 365,

1 Connectrac is an innovative US company specializing in over-floor power and data distribution.

2 Including Netatmo, not included in 2018 sales figures.

31n 2015, Legrand set itself the target of doubling the number of its connected product families, from 20 in 2014 to 40 in 2020 and achieving
double-digit average annual total growth in sales for connected products between 2014 and 2020.

4 Excluding any major economic downturn.

5 For more details, readers are invited to read the press release of 12 June 2019.
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integrating artificial intelligence into connected face-
recognition door entry systems in China, and developing
connected emergency lighting allowing remote
surveillance and enhanced maintenance; and

B involvement in many technology alliances, such as Open
Connectivity Foundation, ZigBee Alliance, Thread Group
or the Wireless Power Consortium, to ensure the
interoperability of its range with that of other companies
and to take part in defining the standards of tomorrow.
These alliances are especially important since 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 is also adding to its offering in areas that fit 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 five years, for
example, along with Netatmo and Jobo Smartech in
connected products, Legrand has:

B 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;

B acquired Server Technology Inc. (a leading North
American player in the smart PDU* segment), Shenzhen
Clever Electronic (a leading Chinese player in the same
segment), Raritan (which also has solid positions in
North America in the smart PDU?! segment but also
specializes in KVM? switches), Fluxpower, Primetech
and Gemnet (specializing in UPS® systems), AFCO
Systems Group (US specialist in Voice-Data-Image
cabinets) and Universal Electric Corporation, in 2019,
undisputed leader in busways* for datacenters in the
United States, as well as entering into a joint venture with
Modulan (German specialist in custom cabinets) also in
the datacenter field;

B acquired Jontek (a frontrunner in the assisted living
sector in the United Kingdom);

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

B entered into a joint-venture with Borri, an Italian company
specializing in three-phase UPS?® systems.

2.1.1.2.3 Addressing major social changes

As society develops and new needs emerge, Legrand is
continuing to develop its corresponding offering.

1 PDU: Power Distribution Unit.
2 KVM: Keyboard, Video and Mouse.
3 Uninterruptible Power Supplies.

GROUP OVERVIEW
LEGRAND AND ITS BUSINESS

Accordingly, the Group offers a wide range of solutions to
help users limit energy consumption, to increase wellbeing
both at home and at work, and to accompany the
development of digital technology while providing the best
user experience.

Accompanying increasingly digital lifestyles

Breakthroughs in digital technology have led to sweeping
changes in the day-to-day use of electrical equipment.
Smartphones, tablets, televisions, computers, lighting,
sound systems, household appliances, cars and more are
becoming increasingly interactive, intuitive, mobile and
connected.

These technological developments have helped to create
new ways of living. In the last few decades, the sharing of
content on social media, remote working, video-
conferencing and multi-site meetings, and the remote
management of commercial and residential building systems
have developed rapidly, significantly increasing the flow of
data within buildings. As a result, between 2018 and 2022,
the number of connected objects per person is expected to
almost double® and, at the same time, the number of smart
devices in commercial buildings is likely to more than triple®.

These developments make it necessary to reinforce and
enhance buildings’ electrical and digital infrastructure, which
the Group’s products help to achieve.

Increasing energy efficiency

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

Given issues related to climate change and the depletion of
natural resources, new regulations are being introduced on
a regular basis — for example in the European Union and in
the United States with energy codes such as Title 24 in
California — and there is growing demand for products that
are environmentally-friendly and reduce greenhouse gas
emissions. As a result, Legrand is seeing growing demand
in all its markets for products and systems that reduce
energy consumption and improve the quality of electricity.

The Group is meeting that demand by offering a range of
products and solutions for measuring consumption and
controlling the quality of energy. Legrand also offers eco-
meters, which measure all types of energy and allow users
to consult the resulting information (including on mobile
devices), and load-shedding devices that control energy
consumption and temporarily break the supply of power to
non-priority circuits.

The Group also operates in lighting management, shutter
control, home automation, standby mode control of water-
heater and space-heating, as well as the improvement and
control of electricity quality (source inverting, reactive energy
compensation, highly energy-efficient transformation, surge
protection, and uninterrupted power supplies).

4 Busways: power supply systems involving sets of metallic bars or "busbars".

5 Source: Rethink Research.
6 Source: Berg Insight.
7 Source: International Energy Agency.
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Readers are invited to refer to section 4.4.1.2 of this
universal registration document for further information on the
energy efficiency business.

Increasing wellbeing within buildings and optimizing
their use

As well as distributing and protecting electrical and digital
installations within buildings, Legrand’s products and
solutions also increase users’ wellbeing. The Group’s
products are well known for having high-end functionality, for
being easy to use both locally and remotely through
connectivity, and for having high esthetic and ergonomic
standards. In residential buildings, the Group is continuously
developing large numbers of simple products that allow all
functions within the home to be managed interactively, such
as:

B electrical controls, with recently launched ranges of
connected user interfaces such as Céliane with Netatmo,
dooxie, Living Now, Valena Next with Netatmo, Radiant
and Yiyuan;

B power consumption monitoring, particularly with the help
of metering devices;

B access control with new smart video door-entry systems
such as Bticino’s Classe 300x and 100x products, along
with face-recognition door-entry systems sold in China;
and

B comfort, with connected thermostats and audio/video
distribution solutions.

Legrand also offers numerous innovations for commercial
buildings, including products that:

B optimize the installation, implementation and
performance of digital infrastructure, as well as reducing
its footprint, particularly within datacenters, with its LCS3
high-performance structured cabling system;

B manage lighting control systems, for example
Wattstopper's Digital Lighting Management products
which operate on digital networks, specification-grade
architectural lighting and products for critical applications
in commercial buildings (Focal Point, Finelite, Pinnacle
Architectural Lighting, Kenall and OCL); and

B make it easier to secure living spaces, with the help of
emergency lighting (including new connected products
recently launched in France and Australia, whose
features include targeted and simplified maintenance),
illuminated security pathway marking, along with fire
alarms and systems for controlling access at strategic
points.

The Group is playing a role in the rise of new forms of
mobility by supporting the development of electric vehicles.
For several years now, Legrand has been offering charging
solutions for various uses such as sockets and stations,
including connected devices that allow users to program
charging time slots and can be installed in individual garages
but also in the car parks of residential and commercial
buildings.

1 PDU: Power Distribution Unit.
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Supporting assisted living

According to the UN, the number of people in the world who
are over 80 is expected to almost triple by 2050 from its 2019
level. As a result, population ageing poses a major
challenge, in terms of both the economy and social
dependency. 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:

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

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

B Neat, the Spanish market leader and a major player in
assisted living in Europe, which joined the Group in
February 2014 and whose portfolio includes smart
terminals for remote assistance; and

B Jontek, specializing in management solutions for
assisted living platforms in the United Kingdom, which
joined the Group in May 2016.

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.

In addition, the roll-out of connectivity within the Group’s
offering, as part of the Eliot program, is also helping to make
people more independent with products such as video door-
entry systems and the increasing integration of voice
command and control.

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 it acquired Milestone AV Technologies, a leading AV
power and infrastructure player in the United States and
Server Technology Inc., North American frontrunner in smart
PDUSs! 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 US leader in busways for datacenters.

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
and specialists in Audio-Video applications and
maintenance.

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 take place through the generalist distributors, which
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remain the Group’s main distribution  channel.

Legrand is helping to grow the online sales of its distributor
partners, particularly through ongoing provision of improved
digital marketing content, faster provision of commercial
reference materials in ETIM! format, growth in video tutorials
on YouTube® and its active contribution to the rise of BIM?.

2.1.1.3 OFFERINGS AND APPLICATIONS?®

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:

B 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
preferences in each country;

practices and design

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

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

Legrand offers a catalogue of more than 300,000 products
to its clients, across more than 100 product families, 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 and
reliable maintenance that allow productivity gains.

The Group’s products are also 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 solutions are designed for both the residential and
commercial sectors, including offices, hotels, retail outlets
and public buildings, and have a broad range of applications,
some of which are presented below.

Controlling and accessing electrical installations

The Group offers products to control electrical installations,
to supply power within all types of buildings and to manage
smart homes and buildings, as well as controlling connected
applications within buildings via WiFi.

In this area, Legrand sells user interfaces comprising control
functions (lighting, shutters, heating, etc.) and connection

1 ETIM: Electro-Technical Information Model.
2 BIM: Building Information Modeling.
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functions (sockets for power, Voice Data Image

communication, USB charging etc.).

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 (usual
switches and sockets with various designs and features, but
also other user interfaces such as motion sensors,
temperature control, sound system control, etc.), and
increasingly include new technologies (electronics,
connectivity etc.). 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.

Supplying power to workstations

Workplaces represent a large proportion of overall electricity
and data flows, and so the Group offers solutions covering
the use and management of these flows in offices, through:

B mobile or built-in office modules that provide access to
power and IT networks, as well as allowing mobile
phones to be recharged;

B cable management products for individual offices or
meeting rooms, comprising floor boxes, columns and
underfloor systems; and

B audio-video systems, particularly for meeting rooms,
which include screen mounts, AV enclosures and video-
conferencing cameras.

Protecting and optimizing electrical installations

Maintaining a secure, stable and optimized power supply is
crucial, particularly for critical buildings like datacenters and
hospitals, transport infrastructure, and power generation and
storage sites.

Legrand helps its clients and users in these areas with power
protection and distribution solutions including:

W 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 and busbars. These products protect
people and property from major electrical risks (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
in this area, and that it ranks among the top five players
in the European and South American energy distribution
product markets.

3 For more information about market data and Legrand's competitive position, readers are invited to refer to the note on page 4 of this universal

registration document.
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B UPS systems (Uninterruptible Power Supplies), which
complement the Group’s energy distribution and energy
efficiency offering, particularly for buildings with
extensive digital infrastructure. Legrand’s offering
includes modular UPS systems as well as conventional
UPS systems.

B capacitor banks that supply reactive energy on demand
and manage harmonics.

B other systems that ensure the quality of energy,
particularly in commercial buildings, with transformers
(which optimize power consumption in particular) and
harmonic filters.

Distributing power

Legrand offers cable management solutions designed to
prevent any accidental contact between electrical wires and
cables and other electrical or mechanical equipment, as well
as any exposure of these wires and cables that could be
hazardous for end-users.

In this area, Legrand sells:
B trunking and ducting;

B cable support or routing systems and wire-mesh cable
management systems;

floor boxes and electrical cable junction boxes; and

B various other items that allow the secure distribution of
power and information within buildings.

Cable management systems are made of either plastic or
metal, and enable power and data cables to be laid either in
the ground (beneath the floor), around the edge of a room
and in the ceiling.

Legrand believes that it is the world leader in the cable
management market, and it strengthened its position in 2019
with the acquisition of Connectrac, an innovative US
company specializing in over-floor power and data
distribution for commercial buildings, in both the newbuild
and refurbishment segments.

Securing buildings

The Group also helps secure living spaces, for example with
its anti-intrusion and technical alarms, along with solutions
for welcoming and screening visitors such as audio and
video door-entry systems and doorbells, including certain
connected products that can possibly be managed remotely
using apps (Classe 300x and Classe 100x door-entry
systems, Netatmo connected doorbell etc.).

Legrand’s products also ensure that people can move
around buildings and exit them safely with the help of lighting
and access control systems.

Managing lighting and the atmospheric environment
within buildings

The growing need for energy efficiency has driven
developments in the Group’s offering in terms of managing
lighting (artificial and natural) and controlling the
atmospheric environment within rooms. In this area, the
Group offers:
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B electric lighting management systems, particularly for
commercial buildings with Digital Lighting Management,
and specification-grade lighting solutions for commercial
buildings;

B shutter and roller shades controls to manage natural light
in commercial buildings;

B thermostats that control temperature and measure
humidity in the home, a range that was boosted by the
addition of Smarther with Netatmo, presented in CES
2020 in Las Vegas, which is compatible with Netatmo’s
smart thermostatic valves; and

B smart weather stations and connected sensors that
measure indoor air quality, sold under the Netatmo
brand.

Readers are invited to refer to section 4.4.1.2 of this
universal registration document for further information on the
energy efficiency business.

Distributing data flows

At a time of rapidly increasing information flows, Legrand’s
offering features products that distribute data within
buildings. They include 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 one of the leaders in VDI
applications (excluding cables, active products and WiFi)
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.

The Group’s solutions also carry audio and video signals
within buildings with an extended range of AV infrastructure
and power solutions, in which Legrand considers itself to be
frontrunner in the United States thanks to the number-one
positions of Milestone in screen mounts for the commercial
(Chief) and residential (Sanus) segments and projection
screens (Da-Lite), and of Middle Atlantic Products in AV
enclosures. Legrand also strengthened its positions in over-
floor data distribution solutions in 2019 with the acquisition
of Connectrac.

Legrand also organizes datacenters’

infrastructure and offers:

white-space

B enclosures and racks that contain servers and help
organize cable networks;

B Power Distribution Units, including smart units, that
supply and optimize the power supply for patching racks;
and

B busways, which ensure the flow of electricity through sets
of metallic bars or “busbars” and which allow a high
degree of flexibility in organizing the power supply.
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The main stages in Legrand’s development have been as

follows.

B 1865: a porcelain tableware factory is set up on Route de
Lyon in Limoges;

B 1904: the porcelain factory is acquired by Frédéric
Legrand, alongside Charles Alary and Jean Joquel, and
later becomes the F. Legrand & C'® company;

B 1946: Legrand is acquired by the Verspieren and
Decoster families;

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

B 1966: first operations outside France, primarily in
Belgium and ltaly;

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

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

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

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

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

B 1995: issue of a $400 million Yankee bond maturing in
2025;

B 1996: first operations in India with the acquisition of MDS;

B 1998: Legrand’s total sales exceed €2 hillion;

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

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

B 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
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with Schneider Electric, a new organizational structure is
introduced with the aim of separating Front Office and
Back Office responsibilities (see section 2.3 of this
universal registration document);

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

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

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

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

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

2011: Legrand returns to the CAC 40 Index;

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

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

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

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

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

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

2018: Legrand achieves its 2020 Eliot targets and steps
up development of the program dedicated to connected
objects with the acquisition of Netatmo.

2019: the fourth CSR roadmap is published for the 2019-
2021 period, new targets for the Eliot program are set for
2022 and Legrand’s total sales exceed €6 billion.
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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 maintaining its
profitable and sustainable growth. Driven by technological
and social megatrends, the Group is thus looking to expand
its businesses internationally into connected solutions, new
technologies and new distribution channels developed by
the electrical sector. Legrand is relying on two growth 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 in respect of its stakeholders (see
Chapter 4 of this universal registration document for more
information about Legrand’s CSR approach). Thanks to the
soundness and continuous improvement of its business
model, Legrand is growing while maintaining a solid financial
position, strengthening its profitable growth profile and thus
creating value over the long term for all its stakeholders.

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

2.2.1.1 A GLOBAL PLAYER SPECIALIZING IN
ELECTRICAL AND DIGITAL BUILDING
INFRASTRUCTURE

Legrand specializes in developing, manufacturing and
marketing 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 universal registration document for more
details).

2.2.1.2 A LEADER WITH LARGE MARKET SHARES

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:

B user interface in several countries in Europe (France,
Italy, Hungary, Russia etc.), Latin America (Brazil, Chile,
Peru), North and Central America (United States,
Mexico) and Asia (India);

B cable management in several countries in Europe
(France, ltaly), North and Central America (United
States, Mexico) and the rest of the world (Malaysia);

B Audio-Video infrastructures in the United States and
Canada,;

B emergency lighting in Australia, France, New Zealand
and Peru;

B structured VDI cabling in Colombia, the United States,
Italy and Russia;

UPS systems, particularly in Brazil and Turkey;

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

Legrand’s total sales of products that rank first or second in
their respective markets represented around two thirds of
Group sales in 2019. The Group believes that this
frontrunning 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.

2.2.1.3 A PORTFOLIO 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.

Legrand also believes that its offering is one of the most
comprehensive in the market (for more information about the

1 For more information about market data and Legrand's competitive position, readers are invited to refer to the note on page 4 of this universal

registration document.
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Group’s offering and its applications, readers are invited to
refer to section 2.1.1.3 of this universal registration
document invited to refer to section 2.1.1.3 of this universal
registration document.

Legrand markets its products:

B 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

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

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

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

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

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

B 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;

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

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 every ten years, subject to laws making ongoing
protection conditional on continuing use of the brands.

As a general rule, Legrand only licenses its brands to third
parties in exceptional circumstances and rarely licenses
brands from third parties.

2.2.1.4 A BALANCED 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 economic
cycle because of its diversity:

B 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 2019, while
the new-build market accounted for around 52% of its
sales in 2019;

B 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 56% of its 2019 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 (39% of its 2019 sales); and the industrial sector
(5% of its 2019 sales), each of which has its own growth
trend;

B 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 resilient, and is less sensitive to the
impact of economic cycles than other markets such as
the medium and high-voltage or infrastructure markets;

B in addition, certain areas (connected solutions, digital
infrastructure, energy efficiency, assisted living etc.), are
driven more by technological developments related to
end-customer habits and social developments than by
the construction market;

m finally, a 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 profitable growth in its market
share and sales 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 bolt-on acquisitions of companies that are
frontrunners in their business segment.

2.2.2.1 NUMEROUS
ORGANIC GROWTH

INITIATIVES TO  SUPPORT

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-

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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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:

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

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

B 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;

B the ability of product lines to work together in an
integrated system; and

B 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.
The Group 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, such as:

B 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, and Living Now incorporating
Alexa™ winner at the CES Innovations Awards 2019 in
the Smart Home category;

B Classe 300x and Classe 100x door-entry systems and
the face-recognition connected door-entry system
launched in China;

B the Drivia with Netatmo smart electrical panel unveiled in
CES 2020, which allows an electrical installation’s power
consumption to be managed and controlled remotely
using the Home + Control app, which won two 2020 CES
Innovation Awards in the “Sustainability, Eco-Design &
Smart Energy” and “Tech for a Better World” categories;

B connected emergency lighting systems, sold in particular
in France and Australia, which allow users to see the
status of installed lights at all times and to maintain them
as effectively as possible;

A PROFITABLE GROWTH STRATEGY BASED ON DEVELOPING LEADING POSITIONS

m the My Home residential automation offering, allowing
users to manage lighting, security, heating and
audio/video distribution in residential buildings at the
same time, in a simple and user-friendly way using their
voice;

B eco-meters allowing users to measure and monitor the
main types of power consumption using mobile devices;

B connected smart thermostats, including the Group’s
latest Smarther with Netatmo range;

B numerous control  products including several

communication technologies such as Zigbee.

The Group is continuing the global roll-out of its connected
user interfaces, which are now sold in more than 30
countries, including 28 new countries in 2019. Legrand is
also focusing its efforts on low-end product ranges, enabling
it to meet all the requirements of its markets, for example
launching the Rivia range of user interfaces in Vietnam and
the RX3 C-Curve modular circuit-breaker in India in 2019.

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 power consumption, and a range of solar cell
equipment protection devices (for more information, readers
are invited to refer to section 2.1.1.2.3 “Increasing energy
efficiency” and section 4.4.1.2 of this universal registration
document).

This continuous innovation 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 the responsibility of the
Operations Department, which decides globally on allocating
projects to the various teams around the world and is
assisted in its task by the Strategy and Development
Department. Legrand’s approach to innovation is therefore
promoted and coordinated by dedicated teams that also
define broad technological guidelines and ensure that they
are applied consistently within the Group (see section 2.3.2
of this universal registration document). 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. In 2019, more than
2,600 employees in more than 20 countries were employed
in research and development, and more than a quarter of
them in new economies.

More specifically, the number of R&D staff members
dedicated to software rose by a factor of almost five between
2010 and 2019. As a result, those staff members accounted
for more than 15% of the Group’s R&D teams at end-2019.

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

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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and thus dedicating more resources to businesses driven by
megatrends like digital systems and connected solutions. 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. 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 around 3,500 active patents in some 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.

The Group’s patents cover more than 1,400 different
systems and technologies. The average life of patents in the
Group’s portfolio is more than 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:

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

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

B 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.

1 Near Field Communication.

2 Companies that complement the Group’s existing business activities.

2.2.2.2 GROWTH BY ACQUISITION IN A MARKET
OFFERING A LARGE NUMBER OF EXTERNAL GROWTH
OPPORTUNITIES

In the long term, Legrand plans to continue 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 market3

The Group’s accessible market, which Legrand values at
more than €110 billion compared with around €60 billion in
2009, 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 around 6% of its
global accessible market in 2019, Legrand is a benchmark
in its industry. 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 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 installations 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 high level of fragmentation offers solid
prospects for acquisitions over the long term, with almost
3,000 small and medium-sized companies operating in the
market.

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 of companies with 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 docking the acquired company into 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

3 For more information about market data and Legrand's competitive position, readers are invited to refer to the note on page 4 of this universal

registration document.

4 Companies that complement the Group’s existing business activities.
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acquired and docked 173 companies into its scope of
consolidation since 1954. In 2018 and 2019, Legrand carried
out 10 acquisitions, enabling it to strengthen its positions in
France (Netatmo and Debflex), the United States (Universal
Electric Corporation, Kenall and Connectrac), China
(Shenzhen Clever Electronic and Jobo Smartech), Germany
(Modulan), New Zealand (Trical) and the United Arab
Emirates (Gemnet) (see section 2.1.1.2.1 of this universal
registration document).

2.2.2.2.3 Financial discipline

The pace of acquisitions takes into account various factors
including 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:

A PROFITABLE GROWTH STRATEGY BASED ON DEVELOPING LEADING POSITIONS

increase its local market share; and/or
broaden its range of products; and/or

boost its presence in high-potential markets; and

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,

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

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

2.2.3 - A business model creating long-term value

2.2.3.1 A MODEL 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 commoditization, and by
highly fragmented business flows from hundreds of
thousands of clients. Electrical installers, product specifiers
and end-users pay considerable attention to products’
technical features. 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 long-term research and
development investments averaging 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.

While some industries are seeing secular deflation, with
prices of their products steadily eroded, Legrand’s market is
displaying a different overall trend. In particular, end-user
price sensitivity 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 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,
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overall inflation experienced 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 25 years.

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

The Group’s ambition is to continue strengthening its
commercial positions: in 2019, around two thirds of sales
were generated from products in which it ranked first or
second in its market. 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 Department 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 (i.e. operating income 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
universal registration document) to constantly improve its
competitiveness. Thus, by applying best practices at its
production facilities and within operational and back-office
functions (product marketing, innovation, R&D, purchasing,
manufacturing and supply chain), as well as the concepts of
product platforms and technology platforms (see section
2.2.2.1.1 of this universal registration document), Legrand
continually optimizes its cost base and capital employed.
Some of these gains are reinvested, particularly in research
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A PROFITABLE GROWTH STRATEGY BASED ON DEVELOPING LEADING POSITIONS

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 help finance 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 universal
registration document).

The Group’s adjusted operating margin amounted to 16% on
average between 2003 and 2009, and nearly 20% on
average between 2010 and 2019.

2.2.3.2 A STRONG BALANCE SHEET STRUCTURE
BUILT 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 has thus equaled more than 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 to fund
growth or refinancing transactions. For instance, between
2017 and 2019 the Group launched four successful bond
issues for a total amount of €2.2 billion, including €1.0 billion
to finance the acquisition of Milestone AV Technologies. In
early 2020, the Group announced that it had signed a new
agreement to amend and extend its €900 million multi-
currency credit facility by 5.5 years; it is now due to expire in
December 2026 and features improved terms, including a
margin that is now adjusted each year on the basis of the
CSR roadmap achievement rate, confirming the Group’s
commitment in this area. In June 2019, Standard and Poor’s
confirmed its A- credit rating on Legrand.

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 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 significant acquisitions.

2.2.3.3 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:

B composite key performance indicators;

B strong processes organized around permanent
management dialog between country managers and the
Group;

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

2.2.3.3.1 Composite 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 marketing
programs, and steps to strengthen the Group’s presence in
new distribution channels. Secondly, economic income (after
or before income tax depending on countries), defined as
adjusted operating income less the cost of capital employed.
Finally, CSR performance, measured by the achievement
rate of priorities set out in the roadmap.

2.2.3.3.2 Solid  processes organized around a
permanent management dialog between country
managers and the Group

Legrand monitors its performance very closely using the
following tools:

B once a year, the Group signs a Financial Performance
Contract with each country manager and his/her team for
the coming year. Annual budgets for each Group entity
are produced, including a basic scenario for sales and
economic margin (economic profit as a percentage of
sales), a scenario involving less favorable market
conditions including detailed adjustment plans, and a
scenario involving more favorable market conditions.
The country manager and his/her team are fully
accountable for fulfilling the contract and therefore for
realizing the appropriate scenario given the operating
environment;

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

B comprehensive monthly reports are used to provide a
detailed analysis of the consolidated Group’s
performance and that of each country, to confirm that
their performance is in line with the latest approved
scenario.

2.2.3.3.3 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 almost 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
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value. The Group has also set up long-term performance-
linked profit-sharing plans that benefited more than 2,300
people in 2019, to drive value creation over the long term
and increase the management team’s loyalty to the Group
(see sections 4.4.3.3, 7.2 and 7.3 of this universal
registration document).

The Group’s key managers have a performance share plan
(see section 6.2 of this universal 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 3.66% of the Company’s
share capital as at December 31, 2019.

2.2.3.4 MEDIUM-TERM MODEL

The depth of Legrand’s offering, the ongoing and controlled
investment to ensure profitable and sustainable growth, and
the rapid development of an accessible market worth more
than €110 billion driven by a number of macrotrends, mean
that Legrand has a sustainable growth outlook.

AN ORGANIZATION SERVING BOTH THE GROUP’S STRATEGY AND ITS CUSTOMERS

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 in 2019:

B 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%;

B 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.

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. The Group’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 logistics)
and general administration (Back Office).

B 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

2.3.1 - Front Office

raise commercial profitability, and to optimize the working
capital requirements for each country.

B 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, Information Systems 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, connected solutions, new
digital technologies, energy efficiency and assisted living.

2.3.1.1 THE FRONT
RESPONSIBILITIES

OFFICE’S ROLE AND

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:

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

B 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 genuine entrepreneurs.

1 Without major acquisition and taking into account the implementation of IFRS 16 standard.
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AN ORGANIZATION SERVING BOTH THE GROUP’S STRATEGY AND ITS CUSTOMERS

2.3.1.2 AN ECONOMIC CHAIN SUITED TO FLOW
BUSINESS

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).

B Legrand’'s distributors deal with electrical and digital
devices and equipment. These can be generalist
distributors — which make up the main distribution
channel for Legrand products because they offer 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 2019. Legrand’s relations with its distributors are
generally governed by terms and conditions of sale
specific to each local market.

B 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.

B 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.

B 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.

2.3.1.3 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 in 2019 (see section 4.6.2.2 of this
universal 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.
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2.3.1.3.1 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:

W priority inventories. In France, many distributors have
agreed to maintain permanent inventories of certain
Legrand priority products. In return, Legrand ensures not
only that 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;

B inventory management. In the United States, Wiremold
and Pass & Seymour, 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;

B 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;

B 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 CO2 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 2019, sales to
Sonepar and Rexel accounted for more than 17% of the
Group’s consolidated sales, although this percentage varied
from country to country. Legrand believes that no other
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single distributor accounted for more than 5% of the Group’s
global revenue in 2019. Legrand’s other main clients include
Graybar, CED, Adeo, Anixter, Best Buy, Wesco, Amazon,
Comoli Ferrari, Wurth, 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.

2.3.1.3.2 Stimulating demand among  electrical
installers, product specifiers and end-users
(“pull”)

Regarding its “pull” strategy, 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 help clients with their digital
communication, as well as ensuring reliable and rapid
availability of its products.

The Group 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 electrical industry players.
Around 1 million customers have received training since
2014. 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 2019, the
Innoval centers received 8,500 visits from customers, while
nearly 5,000 trainees attended courses. In addition, Legrand
offers local training programs in many countries, including
the United States, France, ltaly, India, China, Brazil, the
United Kingdom, Russia and Morocco.

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

The Group 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); and entire electrical
installations can be designed quickly using illiPro, intended
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for the residential and tertiary markets, which allows users to
select products room by room.

Legrand 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 products. Legrand also offers online
configurators in France and the United States in particular.
The Group continuously enhances its digital marketing
content for its distributor customers, specifiers and end-
users (rich content) — with information about approximately
80,000 products 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 apps for tablets and smart phones
(including for instance the e-catalogue for iPhone, the Home
+ Control app for the Group’s connected offerings such as
Céliane with Netatmo connected user interfaces, and apps
related to My Home residential systems solutions), which
make it easier to find information concerning products,
configure and cost an electrical installation and co-ordinate
numerous functions remotely.

Legrand promotes its products via marketing initiatives that
are particularly 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.legrandgroup.com and websites in
local languages in most countries where the Group operates.
In 2019, the Group’s websites generated more than 124
million-page views, while Legrand’s YouTube® videos were
viewed over 60 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 esthetically and functionally innovative solutions.
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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 resources to
the business.

In 2014, Legrand set up an Operations Department that
brings together its entire operational Back Office (product
marketing, innovation, R&D, purchasing, manufacturing and
supply chain) under a single roof, with three priorities:

B boosting innovation in the Group’s strategic business
areas;

B monitoring productivity more closely; and

B improving supply chain and purchasing efficiency by
bringing them closer to operations.

2.3.2.1 INDUSTRIAL ORGANIZATION AND PRODUCT
DEVELOPMENT

To take into account the close relationship between
manufacturing and the technology wused, Legrand’'s
manufacturing and product development activities are
organized by application domain, which pool specific
industrial process and product manufacturing expertise and
are aligned with the local structure of the Group’s markets.

The Operations Department is in charge of the Group’s
industrial organization and product development, and its
aims include:

B handling product marketing and develop new products;

B defining and implementing industrial plans, in line with
commercial development;

B ensuring the best customer service rate and optimal
product quality;

B improving cost prices on an ongoing basis; and

B controlling capital employed and in particular capital
expenditure and inventories.

Legrand also has the ongoing goal of improving the Group’s
industrial performance and reducing capital employed by:

B 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 of this
universal registration document). 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 also being developed in other product categories such

1 Uninterruptible Power Supplies.
2 POC: Proof of Concept.

3 AGV: Automated Guided Vehicle.
4 Cobot: collaborative robot.
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as digital infrastructure, emergency lighting, UPS?!
systems and cable management systems. Using
technology platforms makes it possible to pool

investments in engineering and to enhance product
quality by sharing experience. More than 65% of the
Group’s sales were covered by platforms in 2019;

B streamlining and optimizing industrial sites;

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

B systematically applying a recently overhauled “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

B deploying industry best practices in almost all production
units through the “Legrand Way” program, aimed at
overall operational excellence (productivity, capital
employed, quality, customer service, etc.). The
program’s deployment rate across industrial sites rose by
2 points between 2018 and 2019.

At the same time, the Group is making targeted investments
to digitize its manufacturing processes, with the eventual aim
of allocating up to 10% of its new products and
manufacturing investments to Industry 4.0 production
projects, with 40 PoCs? being tested in 2019 and 70 already
operational at the Group level. Through these initiatives,
based on three pillars (Connected Factory, Data Analytics
and Automated Tasks), Legrand is:

B 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

B 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 and locating its production in
markets that offer long-term development opportunities,
such as China, India, Russia and Turkey.
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Working closely with the Strategy and Development
Department, the Group’s Operations Department is leading
initiatives to:

B promote and coordinate the innovation process within the
Group;

B define major technology roadmaps and ensure the
consistency of the technologies used within the Group;

B help ensure that all the Group’s offerings are compatible
and organized into consistent systems.

2.3.2.2 PURCHASING

For more than fifteen years now, Legrand has been
implementing a centralized purchasing policy to optimize its
procurement, reduce input costs and roll out common
methods across the Group, particularly regarding the
management of supplier risks and responsible purchasing.

The Group’s purchasing organization coordinates a network
of internal and external stakeholders to help create value for
the Group. It features:

B a structure adapted to its suppliers’ organizational
structure, which enables Legrand to negotiate with them
on an equal footing (locally or by geographical area),
thereby generating economies of scale, and also to
ensure that they comply with the Group’s CSR
commitments;

B a purchasing management approach, overseen by
teams of users, buyers and experts, that aims to optimize
the value of the Group’s purchases by factoring costs,
gradually extended to life cycle costs, into its
procurement selection criteria; and

B involving buyers in the early stages of all projects — new
product development, logistics arrangements, capital
expenditure, services etc. — in order to make both
financial and extra-financial savings, for example through
reduced energy consumption, and to target future
suppliers and partners, particularly in terms of innovation.

Through this organization, purchasing is optimized and
secured, and creates sustainable value for the Group.

2.3.2.3 LOGISTICS AND SUPPLY CHAIN

Legrand’s objective in terms of supply chain is to deliver
products within the timeframes demanded by clients while

2.4 - OTHER INFORMATION

optimizing transport and warehousing costs and inventory
levels.

To that end, procurement, production and distribution cycles
are studied from the new product design phase, to opt 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,
enable 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:

B distribution sites are connected to a 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;

B industrial facilities use planning tools based on the
Manufacturing Resource Planning concept. S&OP
(Sales & Operations Planning) compares demand with
capacity in order to define production plans, allowing
client requirements and procurement targets to be met;

B operational best practice among the functions
contributing to supply-chain performance is recorded and
shared through the “Legrand Way” repository. For
example, “pull” (just-in-time) restocking systems are
being rolled out across the value chain, covering
procurement and outsourcing, manufacturing and inter-
site flows.

At the same time, Legrand is continuing to digitize its supply
chain, through:

B end-to-end collaboration solutions that allow greater
communication about all flows and faster and more
accurate responses to customer requests;

B 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 close to 15% on
average between 1990 and 2014 to a over 13% on average
between 2015 and 2019, and to guarantee a high-quality
service for its distributors in terms of availability and
flexibility, speed and adaptability.

2.4.1 - Suppliers and raw materials

Legrand does not depend on any single supplier for the
purchase of the 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.
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In 2019, the main raw materials used to manufacture
Legrand products were as follows.

B plastics: Legrand uses lots of different plastics of varying
grades and colors in the design of its products; these are
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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;

B 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
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B packaging materials.

Legrand also buys a large number of finished and semi-
finished electro-mechanical and electronic components that
are incorporated into its products.

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

and 2019 financial years:

(% of consolidated sales) 2019 2018

Raw materials 8.9% 9.3%
Components 23.6% 23.6%
Total 32.5% 32.9%

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. At the closing date of annual accounts, and to the
best of the Company’s knowledge, there are no significant
non-provisioned charges relating to the Group’s sites.

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 universal registration
document for more information on business trends by
geographic region over the past two years, and to section
4.6.2.2 of this universal registration document for a
breakdown of the Group’s average headcount by geographic
region and by category (Front Office and Back Office). Since
1 January 2019, in line with the new front office organization,
the Group has organized its financial reporting into three
regions® (Europe including France, Italy and countries
previously covered by the Rest of Europe region, North and
Central America, and Rest of the World) as opposed to five
regions previously. Sales by destination and weighted

average headcounts in those regions in 2019 were as
follows:

m for Europe, €2,639.3 million and more than 14,700
people;

m for North and Central America, €2,559.2 million and
almost 7,200 people; and

B for the Rest of the World, €1,423.8 million and almost
17,100 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 best practice.

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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2.4.4 - Competitors

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

B 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;

B 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, racks for
datacenters and UPS systems); and

multi-specialist companies such as Hager in Germany
and France, Gewiss and Vimar in Italy, 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.
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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
environment is based on the following:

risk management

B 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;

B exemplary behavior, an essential means of

disseminating values within the Company;

B the clear objectives set out by the Company and
communicated to its employees (see section 2.2);

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

B 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 fifteen Group countries, including the largest
contributors in terms of business (United States, France,
Italy, India, China, Brazil, Russia, Spain, United Kingdom,
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 30 staff members were dedicated to internal controls
at the end of 2019.

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:

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

B the Company’s governance bodies, particularly the Audit

Committee, whose tasks
effectiveness of the system;

include monitoring the

B the Risk Committee, in connection with managing the

Group’s risk-mapping exercises;

B the Group’'s various departments, some of which

coordinate the internal control and risk management
approach within the various operational committees;

B 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;

B 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.

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.

3.2 - INTERNAL CONTROL SYSTEM

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:

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

B 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
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reporting data more reliable. More generally, its objectives
are to:

B ensure compliance with laws and regulations;

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

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

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

LEGRAND H 49




INTERNAL CONTROL AND RISK MANAGEMENT
RISK MANAGEMENT SYSTEM

B support both organic and external growth;

B contribute to the optimization of procedures and
operations.

3.2.2 - Procedures, controls and

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.

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.

The 2019 self-assessment campaign showed that the
Group’s entities achieved an overall compliance rate of 91%
in respect of the internal control system’s minimum
requirements, as opposed to 89% in 2018. 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 2019, specific actions were carried out to
continue strengthening rules for managing IT access and
Group Internal Control procedures in areas such as bank
account management, reviews of balance-sheet items and
efforts to prevent fraud.

The IT system used to support the internal control process
includes a module 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.

3.3 - 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’s strategic objectives, to keep them at
an acceptable level.

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

Risk management is considered as a business management
leverage tool, and has the following objectives:
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B ensure the safety of the Group’s employees;
B preserve the value, assets and reputation of the Group;

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

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

B 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.
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3.3.2 - Risk management procedure

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.

The risk universe is regularly compared with available
benchmarks.

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.

3.4 - INTERNAL AUDIT SYSTEM

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:

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

B 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;

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

B specific and cross-functional audits aimed at covering
major or emerging risks.
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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.
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3.5 - PROCEDURES FOR PREPARING AND
PROCESSING ACCOUNTING AND FINANCIAL

INFORMATION

3.5.1 - Objectives

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

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

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

3.5.2 - Main contributors

B safeguard the Group’s assets;

B detect and prevent fraud and accounting irregularities

wherever possible;

B ensure the reliability of internal financial and accounting

information, and of information disclosed to the markets.

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

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

B 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;

B the Statutory Auditors who, through their external audit

work, express an independent opinion on the published
consolidated financial statements.

3.5.3 - 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.

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.

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
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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.

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.
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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.

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

INTERNAL CONTROL AND RISK MANAGEMENT
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agreement with the Group Treasury Department, which
ensures consistency in the Group’s relationships with banks.

INFORMATION 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.

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.

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

As of the date this document was registered, the risks
described below are those identified by the Group as
possibly having a material adverse 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.

All the identified risk factors, supplemented through
monitoring of emerging new risks, are analyzed on a regular
basis as part of the risk management process outlined in
section 3.3 of this document.

All risks are assessed according to the probability of their
occurrence and their potential impact (based on a scale with
four levels, i.e. minor, moderate, material and major). They
are then prioritized based on an assessment of how
effectively they are controlled, again based on a scale with
four levels (“Priority 1", “Priority 2", “Keep on watch” and
“Business as usual”).

As a result, the approach involves measuring net risks. Risk
factors are analyzed by taking into account potential risks in
Legrand’s business model and risk mitigation arrangements.
The approach differs from that used in relation to Corporate
Social Responsibility (CSR), which refers to gross risks. As
a result, most CSR risks are not covered in this risk factors
chapter.

The table below summarizes the key net risk factors,
organized into four categories: strategic risks, operational
risks, reputational risks and financial risks.
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Details are only provided in relation to “Priority 1" and
“Priority 2" risk factors, which could have a major or material
impact. In each of the four categories, the table below ranks
the risk factors in decreasing order of priority and impact.

Health risks — coronavirus pandemic (Covid-19)

The Group is fully engaged in addressing the deterioration
in the global public health and economic situation as a
result of Covid-19’s rapid spread in many countries.

The Group is regularly and pro-actively coordinating the
efforts of all of its subsidiaries and sites in all countries in
which it operates, in order to pursue its priorities in dealing
with the crisis.

The Group’s main priority is to protect the health and
safety of its staff members, including by rigorously
applying the recommendations of the authorities at the
local level and the World Health Organization. The Group
is taking steps to provide the best possible service to its
customers, whose activities are essential for the economy
to run smoothly. It is also actively working to protect its
profitability and cash flow.

At the date of this universal registration document, and
given the subdued and uncertain context, the Group has
suspended its 2020 targets (see section 5.12).

The main risk factors associated with the Covid-19
pandemic (“Availability of raw materials and components”
and “Employment practices”) are described in this
document.
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Risk factors Potential risks in Legrand’s Impact /
(net risks) business model Main risk mitigation arrangements Priority Ref.
Strategic risks 3.6.1
m Being disconnected from users’ new
expectations m Chief Digital Officer and digital acceleration
Technological disruption = Failing to deal with changes in the program Material /
b - 4 : g o 3.6.1.1
and digital transformation economic chain m Eliot program Priority 2
m Missing out on a technological m Strategic partnerships

development

m Increasing product value-added through
innovation and marketing efforts. .
. h . Material /
m Monthly analysis of the price effect in each Priority 2 3.6.1.2
country (on sales and operating margin) Y
m Pricing teams in regions

Risks related to pricing = Being unable to adjust selling prices
power based on changes in costs

m Dedicated acquisitions team

= Being unable to carry out transactions m Rigorous due diligence and selection

m Failing to integrate acquired

Risks related to external d ; process Material /
companies, technologies or products o 3.6.1.3
growth - . " m Contractual clauses Priority 2
m Failing to manage acquired entities . .
effectively m A proven integration process based on
multidisciplinary expertise
Operational risks 3.6.2

m Security masterplan

m Specific governance

m Centralized infrastructure management Material /

m 24/7 monitoring of critical applications Priority 1 3.6.2.1
m Single hotline covering the whole world Y

m Audit of systems in place

m Increased exposure caused by the
large number of sites around the world
m Increased exposure caused by the
development of connected products

m Failure of IT systems

Cybersecurity, continuity
and performance of
information systems

m Talent management process

w Departure of key staff members m Incentives and retention mechanisms for key

Talent, skills and well- m Being unable to recruit, integrate, .
) - ) . employees Material /
being at work train, motivate, promote or retain new ; S 3.6.2.2
m Onboarding of new employees Priority 2
management talent o LT E .
. . . m Quantitative and qualitative indicators via
m Employee dissatisfaction . .
dedicated reporting
L m “Creation of the Product Offering” process
m Late arrival in the market o o ) .
. . . h . m Monitoring and validation meetings with .
Failure in launching a m Industrial failure Material /
. . General Management - 3.6.2.3
new product m Commercial failure . . ; ) Priority 2
m Analysis of project risk and sharing of
indicators
m Development of a system for managing
m Shortages of certain materials and shortages at both corporate and local levels
Availability of raw components used in making the (identification of suppliers at risk, thousands of Material /
materials and Group’s products letters sent as part of efforts to manage the - 3.6.24
. . . ; o Priority 2
components m Disruption to the supply chain Covid-19 crisis)
because of the Covid-19 crisis m Excess inventory or substitution plan
m Early booking of transportation capacity
Reputational risks 3.6.3
m Increased exposure because of the  m Data Privacy Officer and network of Data
increase in personal data volumes Privacy Representatives
Protection of personal '(Ir;ternet' of Things and deployme'n_t of m Appllcanon of the Privacy by Design principle Material /
data in ormatlon_ systems) —Issues arising  for Ellot_produqts _ _ Priority 2 3.6.3.1
from the Eliot project m Security audits and intrusion tests
m Financial penalties for failing to meet m Systematic Privacy Impact Assessment for
regulatory obligations connected products
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m Criticality of brands and leadership
positions in the Group’s business model

m Dedicated team in charge of monitoring

Brand and reputational  m Increased exposure to fake news or social media Material / 3.6.3.2
damage negative messages because of new Detection and reaction procedures Priority 2
technologies and growing interaction " P
via social media
= Quality policy
m ISO 9001 certification for production sites
m Potential risks related to the use of - Prod_u_ct supervision process
. . = Qualification of products by certified .
Product quality and electricity laboratories Material / 36.3.3
safety m Failing to comply with standards Cust dissatisfacti t Priority 2 o
Counterfeiting risk m Customer dissatisfaction managemen
" process
m Satisfaction survey
m Product recall management procedure
m Increased complexity arising from
Legrand’s international presence and
very large number of sites .
. m Head of Occupational Health & Safety (OHS)
m Breaches of the pr|nc[ples of health and network of correspondents
and safety at work, particularly in the ’ ) ; . 3.6.3.4
; - m Prevention policy based on international
context of the Covid-19 crisis standards and government recommendations Issues
Employment practices m Reduced avallab|l_|ty of staff members relating to Covid-19 M:_;\te_rlal / no.6 and
and reduced operational capacity , . Priority 2 no.7 on
- o m Legrand’s Charter on Human Rights
because of the Covid-19 crisis Maoping of risks reaarding human rights at the CSR
m Serious environment damage \7vork ppINg 9 9 9 roadmap
m Failure to respect the human rights R ibl hasi h
and fundamental freedoms of = Responsible purchasing approac
employees of the Group and/or
subcontractors
Financial risks None 3.6.4

3.6.1 - Strategic risks

3.6.1.1 DISRUPTIVE TECHNOLOGY AND DIGITAL
TRANSFORMATION

Risk factors

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

may:

B be unable to enter new high growth markets;

B 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);

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

B be unable to take advantage of big data processing.
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Main ways of addressing risks

To

address these new challenges, the following initiatives

are in place:

a digital acceleration program, led by the Chief Digital
Officer and monitored directly 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.

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).
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B 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.

3.6.1.2 RISKS RELATED TO PRICING POWER
Risk factors

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.

Main ways of addressing risks

The Group 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 universal
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.

3.6.1.3 EXTERNAL GROWTH

Risk factors

The Group’s growth strategy, in line with the guidance given
by the Strategy and Social Responsibility Committee and the

3.6.2 - Operational risks

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. All these risks could have a material
adverse effect on the Group’s businesses, results and
financial position.

Main ways of addressing risks

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 universal registration document).

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.

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.

3.6.2.1 CYBERSECURITY, CONTINUITY AND
PERFORMANCE OF INFORMATION SYSTEMS

Risk factors

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
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infrastructure maintenance, poor IT project management,
malicious acts) or from outside (viruses, cybercrime, etc.).

Main ways of addressing risks

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

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:

B a detailed analysis of IT risks;

B an IT systems security policy, based on applicable
standards and best practice (ISO 27002,
recommendations of the French National Cybersecurity
Agency, etc.);
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B making security an integral part in IT projects through a
specific methodology;

B an employee cybersecurity awareness program;

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

B alegal, regulatory and standards monitoring system;

B 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.

3.6.2.2 MANAGING TALENT, SKILLS AND WELL-
BEING AT WORK

Risk factors

Key staff members are defined as those that have expertise,
extensive experience or an important managerial role. 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, weaker relationships with distributor
customers and the possibility of Legrand’s competitors
obtaining sensitive information.

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.

Main ways of addressing risks

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.
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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.

Internal communication 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:

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

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

3.6.2.3 FAILURE IN LAUNCHING A NEW PRODUCT
Risk factor

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.

Main ways of addressing risks

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

B 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;

B 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;

B Best practice in marketing and R&D is collated within the
Legrand Way.

3.6.2.4 AVAILABILITY OF RAW MATERIALS AND
COMPONENTS

Risk factor

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.

Main ways of addressing risks

A specific procedure has been adopted 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.
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For example, action plans involve identifying suppliers at
risk, adopting an excess inventory or substitution strategy, or
working on estimated supply times and forecasts.

This procedure has been activated to help address the
Covid-19 crisis

3.6.3 - Reputational and compliance risks

3.6.3.1 PROTECTION OF PERSONAL DATA
Risk factors

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.

Main ways of addressing risks

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 the Privacy by Design principle, based on
the 1SO 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 all its 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.

3.6.3.2 BRAND AND REPUTATIONAL DAMAGE
Risk factors

New technologies and growing communication via social
media are increasing the risks to the Legrand Group’s image.
They are leading to a much 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.)
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Main ways of addressing risks

For risk-prevention purposes, a charter regarding
individuals’ use of social media has been drawn up for the
Group’s staff members.

Monitoring, detection and response systems are also in
place.

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

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

B Response procedures are in place for addressing
identified risks.

3.6.3.3 PRODUCT QUALITY AND SAFETY

See section 4.2.1.1 “Protect the health and safety of users”.

3.6.3.4 EMPLOYMENT PRACTICES
Risk factors

With commercial and industrial sites in nearly 90 countries,
around 39,000 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.

Main ways of addressing risks

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 2019-2021 CSR roadmap (see sections 4.3.1
and 4.3.2 respectively).

The Group’s response as regards the duty of care plan is
described in section 4.5 “Duty of care”.

Detailed information on the systems and governance in
place can also be found in these sections.
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INTERNAL CONTROL AND RISK MANAGEMENT
INSURANCE POLICIES AND RISK COVERAGE

None of the financial risks monitored by the Group are
presented in the 2019 risk factors because they have been
assigned a “Keep on watch” or “Business as usual” priority
due to the risk mitigation methods used by the Group.

However, two risks could have a material impact and are
therefore mentioned specifically.

The risk of failing to achieve the expected financial
performance is addressed in section 2.2.3.3.

The risk relating to the reliability of accounts and internal
control weaknesses is covered in sections 3.2 and 3.4.

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 is continuing its practice of maintaining global
insurance programs where practicable, increasing coverage
where necessary, reducing insurance costs through (i)
prevention and risk protection methods and (i) self-
insurance.

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, 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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THE GROUP’'S CSR STRATEGY

4.1 - THE GROUP'S CSR STRATEGY

In addition to reading this Chapter 4, please refer to the
latest information, data and examples at:

4.1.1 - Longstanding commitment

https://legrandgroup.com/en/our-responsibility/csr-home

Legrand CSR initiatives through the years
1996: first ISO14001 certifications.

2004: creation of a Sustainable Development function,
publication of a Global Charter of Prevention and an Ethics
Charter.

2006: signature of the Global Compact.

2007: launch of the first CSR Roadmap, partnership with
Electriciens Sans Frontieres.

2009: publication of the Charter of Fundamental Principles.

2011: launch of the second CSR Roadmap, calculation of
the first Group-wide carbon footprint.

2012: Responsible Supplier Relationships accreditation
obtained.

2013: creation of the Elle@Legrand women'’s network.

2014: launch of the third CSR Roadmap, creation of the
Legrand Foundation, membership of the Global Compact
Advanced Group.

2015: voluntary CSR performance audit by an independent
third party.

2016: membership of the Energy Productivity Global
Alliance.

2017: launch of the Serenity On global employee welfare
program.

2018: validation of climate targets by the Science Based
Targets initiative, publication of the Charter of Human
Rights.

2019: renewed Group commitment regarding climate
change through the French Climate Business Pledge,
publication of the fourth CSR Roadmap, publication of the
Diversity and Inclusion policy.

4.1.2 - Integration with the business model

As a global group that takes responsibility within its
ecosystem, Legrand is fully committed to addressing major
workforce-related and environmental issues and is always
ready to listen to its stakeholders.

The Group’s CSR strategy is fully integrated with its
business model (presented in section 1 of the integrated
report included in this universal registration document) and
supports its sustainable, profitable growth model.

4.1.3 - Multi-year CSR Roadmaps

Legrand’'s CSR strategy fosters all the various types of
capital used in its business model, i.e. human, intellectual,
social, environmental and industrial.

The holistic approach consists of identifying the social,
workforce-related and environmental risks specific to the
Group’s business model, and responding to them
appropriately by adopting policies and targets.

All Group entities and subsidiaries are involved in
deploying the CSR strategy, and are committed to
implementing it worldwide.

Since 2007, Legrand has defined and coordinated its CSR
strategy through multi-year roadmaps, built around the key
priorities of this strategy and their performance indicators.

The three preceding roadmaps covered the periods 2007-
2010, 2011-2013 and 2014-2018.

Legrand’s CSR strategy and its fourth roadmap for 2019-
2021 are based on the following guiding principles:

B the achievements of previous roadmaps, to maintain
Legrand’s longstanding commitments;

B new subjects emerging from developments in the

Group’s businesses and the economic, workforce-
related, social and environmental context in which they
operate;

B dialogue with internal and external stakeholders and

the risk management system, to define materiality
issues and priority risks;

B compliance with regulatory and legislative

requirements and standards concerning CSR (“hard
law” and “soft law”).
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4.1.4 - Compliance with standards and reference texts

4.1.4.1 INTERNATIONAL STANDARDS

Legrand is committed to complying with the following
external reference texts:

B the Universal Declaration of Human Rights;

B the Declaration of the International Labour
Organization (ILO); the Global Reporting Initiative
(GRI) and 1SO 26000 guidelines (see cross-reference
tables in sections 4.6.5 and 4.6.9 respectively);

B the Ten Principles of the United Nations Global
Compact (see cross-reference table in section 4.6.6);

B the United Nations Sustainable Development Goals
(2030) (see cross reference table in section 4.6.8).

FOCUS: Global Compact Advanced Group

The Legrand Group signed up to the United Nations Global
Compact in 2006. Since then it has made constant efforts
to ensure progress in following the 10 principles in areas
relating to human rights, labor, environment and anti-
corruption.

Those consistent efforts and commitment to the Global
Compact led to Legrand’s inclusion in the Global Compact
Advanced Group launched in 2014. This Group is
composed of companies who display the highest
standards of CSR reporting.

The United Nations Global Compact has around 14,000
members, including 10,500 companies (small and
medium-sized enterprises and large corporations). Around
8% of the world's companies carry out CoP
(Communication on Progress) according to the GC
Advanced level.

The Group also strives to comply with the following
regulatory obligations regarding ESG (environmental,
social and governance) risks:

B French Act no. 2016-1691 of December 9, 2016 on the
fight against corruption (the “Sapin II” act);

B French Act no. 2017-399 of March 27, 2017 on the duty
of care of parent companies and ordering companies;

B French Act no. 2018-493 of June 20, 2018 on personal
data protection;

B obligations relating to the publication of extra-financial
information set out in articles R. 225-105-2, A. 225-1
and following of the French Commercial Code, as
amended by French Act no. 2018-898 of
October 23, 2018 (transposing European directive
2014/95/EV);

W statutory provisions provided for by article L. 225-102-
4 of the French Commercial Code (duty of care plan).

One of the Group’s Statutory Auditors, Deloitte & Associés,
issues an opinion about whether the Declaration of Extra-

Financial Performance meets the relevant requirements
and is accurate.

4.1.4.2 INTERNAL CHARTERS AND POLICIES

Legrand has also developed its own standards and
guidelines through the years. All employees are expected
to observe the following:

B the Charter of Fundamental Principles, which lays
down rules on how to behave and conduct business,
incorporating the principles of combating corruption
and respecting human rights. The text has been
translated into 10 languages and is also accompanied
by a practical guide;

W the Fair Competition Charter, which defines rules on
complying with competition law;

B the Guide to Good Business Practice, whose central
focus is 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,;

B 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;

B the Charter of Human Rights, which details the rules
that the Group requires its own businesses and
suppliers to adopt and follow;

B the Environment Policy, which sets out the
requirements and fundamental aspects of the Group’s
environmental strategy;

B the Quality Policy, which sets out Legrand’s guiding
principles regarding the quality of its products;

B the Purchasing Policy, which establishes the
principles of sustainable, balanced and mutually
beneficial supplier relations;

B the Diversity and Inclusion Policy, which contains
guidelines covering the following five areas: gender
diversity, inclusivity towards people with disabilities,
intergenerational collaboration, social and cultural
diversity and inclusion of LGBT+ people.

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.
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They can be viewed in the resources center
https://www.legrandgroup.com/en/our-responsibility/csr-
resource-center

THE GROUP’'S CSR STRATEGY

4.1.5 - Dialogue with stakeholders and involvement with CSR

networks

Dialogue with stakeholders

Legrand’s CSR strategy is based on:

B its historic involvement with participants in the electrical
sector;

B its culture of employee-management dialogue;
B its interaction with local communities;

B its willingness to listen to stakeholders’ expectations so
that it can respond accordingly.

Legrand identifies eight priority stakeholder groups:

W its customers and users of its products and solutions,
whether they are distributors, specifiers, installers or
end-users;

B its employees and trade unions;

B its suppliers and subcontractors;

B the scientific community, industry and the educational
sector;

B the financial and extra-financial community (including
investors, banks and rating agencies);

B shareholders;
B civil society;

B 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
https://www.legrandgroup.com/en/mapping-group-
stakeholders

Involvement with CSR networks

Legrand is involved in studies, surveys and round-tables,
both within and outside the industry, which represent
important sources of information and opportunities to
share best practice.

The Group is also a member of the CSR and circular
economy committees set up within professional bodies
(GIMELEC, FIEEC, etc.), the Club des Directeurs du
Développement Durable (C3D), the Institut du Capitalisme
Responsable and French Global Compact Advanced Club.

Locally, Legrand’s teams take part in studies, working
groups and committees regarding CSR topics in their
countries.

4.1.6 - CSR organization and governance

CSR organization

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: the Group’s Legal, Human Resources and
Purchasing departments, along with Health and Safety,
Environment and Quality experts. These functional
departments coordinate networks of around 300
representatives within the Group’s subsidiaries who work
directly on the different areas comprising the CSR
strategy.
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CSR governance bodies
CSR steering committee

=  This committee consists of all nine members of the
Executive Committee.

= |t meets two or three times per year.

= [tdirects and validates the CSR strategy and monitors
how initiatives are implemented.

Strategy and social responsibility committee

=  This committee consists of six directors, of whom four
are independent.

= |t meets once per year.

= |t checks that the Group’s strategy and CSR approach
are consistent,

and reports on its work to the Board of Directors.
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Since 2016, CSR criteria have been factored into
compensation system.

Bonuses

B 10% of the variable compensation of the top
management (Chief Executive Officer, Executive
Committee members and Country General Managers)
is linked to CSR performance.

Long term incentive (LTI) plans

B One quarter of the LTI criteria for all Executive
Committee members are linked to CSR performance.

B For other key positions, one third of the LTI criteria
are linked to CSR performance.

4.1.8 - Main extra-financial risks and opportunities

The main risks and opportunities 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:

B the risk map, which is presented by the Group Risk
Manager to the Risk Committee;

B the materiality analysis, which is presented by the Vice-
President of CSR to the CSR Steering Committee.

The Group’s Social Responsibility Department brings
these two approaches together to identify the main issues,
risks and opportunities relating to the Legrand’s business
model.

The related summary is set out below.

It works with other departments to establish policies for
addressing them.

Risk map

The risk map identifies and ranks the priority risks that
have a major or material impact on the Group either
directly (strategic, operational or financial risks) or
indirectly (reputational or compliance risks). Analyses of
these risks and issues are updated every two to three
years and reviewed annually to ensure their relevance.

The Group’s risk mapping approach and results are
presented in Chapter 3 of the universal registration
document.

Materiality matrix

This identifies the priority issues for which stakeholders
have high expectations and which have a major influence
on Legrand’s business.

Methodology

Key issues have been selected in view of the CSR
approaches of various institutions (including the UN
Sustainable Development Goals, OECD and Global
Compact), applicable standards (including 1SO 26000),
and the existing practices of companies in Legrand’s
business ecosystem (suppliers, distributors, real estate
developers). This effort to determine material issues for
people and the environment led to identification of 33
issues that were the subject of consultation.

A questionnaire was made available for all internal and
external stakeholders in 9 languages. Nearly 3,700
responses were received from 70 countries, with a
representative distribution across all stakeholders.

The complete details of the survey are available on its
website at https://www.legrandgroup.com/en/our-
responsibility/csr-strateqy/stakeholders-and-materiality
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Summary of the main extra-financial risks and issues

THE GROUP'S CSR STRATEGY  .......

Summarizing the two approaches, the priority risks and issues in terms of the business model are assessed as follows:

- Materiality: high, medium or low — this refers to gross materiality before the implementation of policies, procedures

or controls aiming to limit impacts for stakeholders.

- Risk impact: major, significant or moderate — this refers to the gross impact, assessed before the implementation of

policies, procedures or controls aiming to reduce risk for the Group.

Risks related to the Business Ecosystem Materiality Impact Reference

Risks related to consumer health and safety, in connection high significant CSR priority no. 1: Protect

with the quality of products, particularly electrical safety the health and safety of users

products.

Risk of not meeting customer expectations, particularly in high significant CSR priority no. 2: Stimulate

terms of innovation in products and services innovation through
partnerships

Risk of irresponsible sourcing practices medium significant CSR priorities no. 3 and no.
4: Ensure responsible
purchasing

Risk of corruption or non-compliance with business ethics in high significant CSR priorities no. 5 and no.

the conduct of operations, particularly in connection with 6: Act ethically

Legrand’s presence in countries with a high corruption index

score.

Risk of tax evasion, in connection with the Group’s not assessed moderate Section 4.2.3.4 -

international presence.

Responsible taxation
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Risk of non-compliance with data protection and privacy high significant Section 3.6.3.1 in the “risk

rules, in connection with the sale of connected objects. management” chapter.

Efforts to combat counterfeiting, in connection with low significant Section 4.2.1.5

sustained growth in new economies.

Respect for property rights, in connection with our major medium significant Section 4.2.1.6

investments in intellectual capital.

Workforce-related risks Materiality Impact Reference

Risk of non-compliance with human rights and fundamental high significant CSR priority no. 7: comply

rights at work, in connection with the Group’s manufacturing with the Group’s commitment

operations around the world. to human rights

Risks related to health, safety and quality of life at work, in high significant CSR priority no. 9: deploy

connection with Legrand employees around the world. best practice regarding
health and safety at work

Risks related to respect for diversity, in connection with medium moderate CSR  priority no. 12:

Legrand employees around the world. encourage diversity at work

Risks related to the development of skills, in connection with medium significant CSR priority no. 11: develop

Legrand employees the skills and talents of all
staff members

Risks related to attracting and retaining talented people, in  not assessed significant CSR  priority no. 10:

connection with Legrand employees around the world. strengthen the commitment
of Group employees

Workforce-related risks within the supply chain. high moderate CSR priorities no. 3 and no.
4: Ensure responsible
purchasing

Risks related to ensuring welfare benefits for Legrand medium moderate CSR  priority no. 10:

employees around the world. strengthen the commitment
of Group employees

Management-employee dialogue, in connection with low moderate Section 4.3.1.3 Ensure union

Legrand employees around the world representation and
management-employee
dialogue

Environmental risks Materiality Impact References

Risks related to pollution caused by the Group’s operations medium moderate Priority 18: reduce volatile

or those of its suppliers, in connection with its manufacturing organic compound (VOC)

and tertiary sites around the world. emissions

Risks related to the impact of Legrand activities and medium moderate Priority 13: reduce the

products on global warming, in connection with its activities Group’s carbon footprint

around the world and the products and services it sells. o .

P Priority 14: avoid CO:2
emissions  through our
energy efficiency offering

Risks related to the preservation of natural resources and medium moderate Priority 15: integrate circular

biodiversity, in connection with the Group’s activities around
the world and the products and services it sells.

economy principles

Priority 16: Provide
environmental information on
Legrand products
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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.

THE GROUP’'S CSR STRATEGY

The risk of non-compliance with data protection and
privacy rules, in connection with the sale of connected
objects, which is an extra-financial risk but is also regarded
by the Group as an operational risk, is covered in chapter 3
“Internal control and risk management”.

4.1.9 - CSR Roadmap: 18 priorities for 2019-2021

In 2019, Legrand published its fourth CSR Roadmap,
which sets out its CSR priorities for the period 2019-2021.

It reflects the Group’s desire to support efforts to develop
buildings in a way that represents progress for staff
members, society and the planet. This aim is shown in the
way the roadmap is structured, in its duration and in the
priority issues selected:

B to make the Group more agile and responsive in this
domain, the 2019-2021 roadmap covers a three-year
period;
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B it covers three key areas: the Business Ecosystem,

People and the Environment;

B it comprises 10 key challenges and 18 priorities,

achievement of which will be measured annually using
22 indicators;

B It actively contributes to the Group’s achievement of

the Sustainable Development Goals (SDGs) defined
by the United Nations in 2015.
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Along with the challenges set out in the 2019-2021 CSR
Roadmap, to provide a set direction for its longer-term
approach, Legrand has adopted three targets to be
achieved by 2030:

Increasing the share of sustainable income:
Legrand intends to pursue its sustainable growth
model. This involves factoring eco-design into its
products and adopting circular economy principles. It
also means selling solutions that enable customers to
improve their responsible consumption, especially
through improved energy efficiency.

By 2030, Legrand wants 80% of its revenue to come
from these sustainable activities.

This commitment contributes to the achievement of
three Sustainable Development Goals: SDG7
(Affordable and clean energy), SDG11 (Sustainable
cities and communities) and SDG12 (Responsible
consumption and production).

Giving women a more prominent role in the Group
Legrand 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 to give women more prominent roles in its
activities.

It has set a target of achieving gender parity in the
workforce, and having at least a third of Group key
roles occupied by women by 2030.

This commitment contributes to the achievement of
SDG 5 (Gender equality).

Continuing the reduction of 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. It has moved from an energy performance
target to a CO2 emissions reduction target.

The Group has thus made a commitment to reduce its
greenhouse gas emissions directly arising from its
energy consumption (scopes 1 and 2) by 30% by
2030 compared with 2016 and by 75% by 2050.

This commitment contributes to the achievement of
SDG13 (Climate action).

4.1.11 - Recognized CSR performance

To promote transparency and openness, particularly for
investors and shareholders, Legrand regularly responds to
ESG assessments and rating processes.

The Group’s extra-financial achievements are recognized,
in France and abroad, in particular by its inclusion in
certain ESG indices compiled by independent agencies.

In 2019, Legrand achieved the following ratings:

CDP Climate Change: A-list
DJSI: score of 80
MSCI: ESG rating AA

Ecovadis: Gold status
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ISS Oekom Corporate Rating: Prime Status

B Sustainalytics: low risk

The Group is a constituent of the following indices:

FTSE4Good

ESI Excellence Europe and Excellence Global

B Vigeo Eiris: Eurozone 120, Europe 120

For ease of access to information, a special section of the
website for CSR analysts is available at

https://www.legrandgroup.com/en/our-responsibility/csr-

performance
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4.1.12 - Integration of newly acquired entities

The Group’s acquisitions are included within business-line
systems (procedures and reporting processes) at the
earliest opportunity. This process is completed within a
period of maximum 24 months from the date of acquisition.

Year 1

Year of
acquisition

Integration of new firms within the Group CSR
performance structure starts from the third year, with the
various indicators being integrated up to the sixth year.

HR indicators

Compliance
program

v

Integration process
24 months max

Quality
indicators

Partnerships

Sustainable
purchasing

Health and
safety

Charity strategy

Energy
efficiency

Product
Environmental
Profiles

Environmental
performance

Eco-design
(level 1)

ISO 14001

Eco-design
(levels 2 and 3)

4.1.13 - Performance measurement

CSR performance is measured through 22 indicators.
These indicators are deployed and monitored at two levels:

Local level

A CSR scorecard is produced annually for each scope
(subsidiary, region, entity, functional department), which
allows performance to be tracked over time.

Each priority is ranked on four levels (“Insufficient”, “Under
deployment”, “Effective”, “Excellent”).

By the end of 2019, more than 70 scorecards had been
produced, representing all Group activities:
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B 58% of the 55 countries and entities assessed were
ranked “Effective” (score between 3 and 3.5 on a scale
of 1 to 4, where 4 is the best score);

B 42% were ranked “Under deployment” (score between
2 and 3).

Consolidated Group level

Overall CSR performance is based on the consolidated
results of all Group entities. It is presented below.

An independent third-party organization issues an opinion
about whether the Declaration of Extra-Financial
Performance meets the relevant requirements and is
accurate (see opinion in section 4.7).
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4.1.14 - 2019 extra-financial performance
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In 2019, the overall achievement rate for CSR targets is 113%.

OVERALL ACHIEVEMENT RATE 113%
2019 2020 2021 Reference
BUSINESS ECOSYSTEM
PROVIDE SUSTAINABLE SOLUTIONS
1 - Protect the health and safety of users 08%
’ 4.2.1.1
2 - Stimulate innovation through partnerships 150%
4.2.1.2
ENSURE SUSTAINABLE PROCUREMENT
3 - Raise awareness and provide training about responsible purchasing
3A - Provide training about responsible purchasing 126% pos
3B - Implement a “life cycle cost” approach in
purchasing processes 113%
4221
4 - Measure the progress of suppliers identified as risk
in terms of CSR 135% 4.2.2.2
ACT ETHICALLY
5 - Continue to train staff members in business ethics
138%
4.2.3.1
6 - Monitor the application of the compliance program 97% 4232
% achievement 123%
2019 2020 2021 Reference
PEOPLE
RESPECT HUMAN RIGHTS AND COMMUNITIES
7 - Comply with the Group’s commitment to human
rights 100%
43.1.1
8 - Contribute to communities o
111% 4312
PROMOTE HEALTH, SAFETY AND WELL-BEING AT WORK
9 - Deploy best practice regarding health and safety at work 4.32.1.
9A - Reduce the frequency of accidents (with or without
lost time) 228%
43.2.1.1
9B - Roll out the Legrand Way program 145% 4.3.2.1.2.
10 - Strengthen the commitment of Group employees 4.3.2.2
10A - Roll out the Serenity On program o
110% 43221
10B - Measure and improve commitment 100% 4.3.2.2.2
DEVELOP SKILLS
11 - Develop the talents and skills of staff members 4.3.3
11A - Provide training 100% 4331
11B - Carry out annual performance appraisals 103% 4332
PROMOTE EQUAL OPPORTUNITIES AND DIVERSITY
12 - Encourage diversity at work 0
46% 4.3.4
% achievement 108%
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2019 2020 2021 Reference
ENVIRONMENT
LIMIT GREENHOUSE GAS EMISSIONS
13 - Reduce the Group’s carbon footprint (scope 1 & 2
direct emissions) 103%
4.4.1.1
14 - Avoid CO, emissions through the Group’s energy
efficiency offering 113%
4.4.1.2
INNOVATE FOR A CIRCULAR ECONOMY
15 - Integrate circular economy principles into the
development of new products 109%
4.4.2.1
16 - Provide environmental information on products 94%
4.4.2.2
17 - Recover waste 100% 4423
COMBAT POLLUTION
18 - Reduce emissions of volatile organic compounds
127%
4.4.3
% achievement 108%

4.2 - INTERACT ETHICALLY WITHIN THE BUSINESS

ECOSYSTEM

As a major player in electrical and digital building
infrastructure, Legrand produces and sells a range of more
than 300,000 product lines in almost 90 countries.

All along its value chain, the Group is determined to set an
example by offering sustainable solutions to its customers,
ensuring sustainable purchasing and complying strictly
with ethical rules in its relations with all business partners.

4.2.1 - Provide sustainable solutions

According to a United Nations report, the world’s
population is expected to exceed 10 billion by 2100.
Population growth is likely to put increasing stress on
limited resources, which could have an adverse impact on
human health, safety and the environment.

Sustainable products are those that have an improved
environmental, social and economic impact.

Legrand is determined to develop solutions that are
sustainable and socially meaningful, and is committed to

ensuring user well-being and safety by striving for product

quality and actively combating counterfeiting. Legrand is
also stimulating innovation within its industry by developing
partnerships with various types of entity (suppliers,
startups, the scientific and academic community and civil
society).

In addition, the Group seeks to respect and make the most

of the intellectual capital within industry by defending its
intellectual property and respecting that
participants.

Finally, Legrand intends to continue training people

of other

involved in the electrical and digital industry, and also to

listen to and ensure the satisfaction of its customers.
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of Legrand products is
the circular economy in

The environmental impact
discussed in relation to
section 4.3.2.

4.2.1.1 PRIORITY NO. 1: PROTECT THE HEALTH
AND SAFETY OF USERS

In the event of safety defects, products may affect the
buyer, the installer as well as direct and indirect users.
Despite thorough testing, there is still a risk that faulty
products could reach the market. These errors and defects
could cause personal injury and/or damage to property.
Such accidents could result in warranty and product
liability claims, loss of revenue, costs associated with
product recalls or harm to the Group’s reputation for safety
and quality.

It is the Group’s mission to make and supply products that
are safe to use and meet the highest standards, and to
ensure well-being of its users. Legrand is also committed
to providing customers with the information they need to
use its products safely and to maintain them.

2019 UNIVERSAL REGISTRATION DOCUMENT



CORPORATE SOCIAL RESPONSIBILITY AND DECLARATION OF EXTRA FINANCIAL PERFORMANCE

Legrand, though its numerous well-known brands, is
globally renowned for its high-quality products. As a result,
this approach is also very important in terms of upholding
the Group’s brand image.

Legrand’s quality policy

The Group’s quality policy, managed by the Group’s
Operations Department, is deployed in each country. The
policy sets out the Group’s commitments in terms of
meeting regulatory requirements. It also defines the
organizational structure, as well as the ways in which
processes are controlled, measured and monitored.
Streamlined management systems (which are ISO-
certified) help to reduce and prevent risks.

The Group’s quality policy can be viewed online at
https://www.legrandgroup.com/en/our-responsibility/csr-
resource-center

The Group’s quality policy is essentially implemented
through:

ISO 9001 certification by independent bodies, based on
quality management systems in place at each of the
Group’s sites. At the end of 2019, 81% of sites were
certified;

B product accreditation by certified laboratories,
carried out before products are brought to market;

B 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);

B additional tests, called “surveillance plans”, to
ensure that basic product performance remains
consistent with initial quality and certification standards
throughout the manufacturing and marketing phases.
After products have been introduced into the market,
independent, random checks are carried out on
products either internally or by an external provider.
This monitoring plan includes a list of products to be
assessed, procedures for testing and analyzing them,
and progress reporting;

B the customer dissatisfaction management process
ranks instances of dissatisfaction according to various
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.

B the product risk management procedure is
applicable to all the Group’s finished products. It
includes rules for the fast-track internal response to
potentially critical situations.

In the most sensitive cases, product withdrawal or recall
actions may be launched.

For trade products, the same qualification and quality
control processes are implemented by the Group’s
operational quality function, with support from the
Purchasing Department.

2019 UNIVERSAL REGISTRATION DOCUMENT =

INTERACT ETHICALLY WITHIN THE BUSINESS ECOSYSTEM

Various performance indicators are closely monitored at
the country and operational department levels:

Bm the number of recorded customer complaints
associated with a low, medium or high risk;

B the internal and external cost arising due to defects in
manufactured products.

Any divergence from these indicators is systematically
analyzed and gives rise to action plans.

2019 target and achievements

Legrand aims to ensure that 100% of its revenue is
covered by the product risk management procedure
defined by the Group’s Quality Department, applicable to
all brands and markets.

For new acquisitions, this procedure must be deployed at
the latest in the year following the year of the acquisition,
i.e. within a period of up to 24 months from the date of
acquisition. As a result, the percentage below does not
include 2018 and 2019 acquisitions.

In 2019, 97.5% of revenue was covered by the product risk
management procedure, up from 92% in 2018. This
represents eight Group entities that partially apply the
Group procedure.

Priority no. 1 2019 2020 2021

% of revenue

Results 97.5% -% -%
covered by the
product risk Targets 100.0% 100.0% 100.0%
management %
procedure

achievement  97.5%

4.2.1.2 PRIORITY NO. 2: STIMULATE INNOVATION
THROUGH PARTNERSHIPS

The risk of not meeting customer expectations, particularly
in terms of innovation in our products and services, is
described in section 3.6.1.1 “Technological disruption and
digital transformation”. Innovation eventually enhances
business value by:

B leading to better products that are suited to new, more
sustainable uses;

B allowing the company to stand out in its market;

B increasing productivity and reducing costs.

The determined pursuit of innovation is central to
Legrand’s business strategy.

The Group firmly believes that stimulating innovation
requires partnerships to accelerate the pace of
development and help achieve progress across the entire
electrical and digital industry.

To achieve that, Legrand works closely with the industrial,
scientific and academic communities.
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Focus: IHub: an internal platform for managing
partnerships

To help achieve this objective, the Group has developed,
in partnership with a French startup, a collaborative
platform to share all information about partnerships set up
by the various countries, operations and the Strategy and
Development Department:

- identification of potential partners around the world;
- creation of innovation communities by theme;

- improved management of partnerships;

- experience-sharing.

4.2.1.2.1 Partnerships in business clusters

Legrand is a member of business clusters, designed to
bring together, in a given region, local businesses,
startups, training organizations, research laboratories and
universities to develop synergies and cooperation through
innovative projects. In France, it is a member of:

B ALPHA RLH, created in 2017 in the Nouvelle Aquitaine
region in France, which is a high-tech cluster
specializing in the fields of photonics and microwaves;

B the Science and Electrical Energy Systems (S2E2)
cluster specializing in electrical energy in the Centre-
Val de Loire and Nouvelle-Aquitaine regions. It runs
initiatives on topics such as energy efficiency, smart
grids, sustainable building and energy storage.

4.2.1.2.2 Partnerships to develop new products and
services

Legrand cooperates with startups, SMEs and international
players to develop innovative solutions and bring them to
market, particularly in the fields of:

B interoperability between ecosystems;
B artificial intelligence;

B technological alliances.

Partnerships to increase interoperability, in order to
play a central role within the connected building
ecosystem

Connected and interoperable solutions are being
developed to deliver sustainable benefits to both individual
and business users through strategic partnerships:

B As part of the Works with Legrand program, launched
at CES in Las Vegas in 2018. The program enables
third parties to connect to the Group’s solutions in order
to offer new services and functions.

B With Amazon: development of a voice-controlled home
management system (switches, sockets, thermostats
etc.). This innovation won an award in the smart home
category at CES in Las Vegas in 2019.

B With Samsung, development of comprehensive
connected solutions for hotel rooms.

B With an American semiconductor manufacturer: the
“Advanced Sensors” solution for commercial buildings

74 W LEGRAND ]

CORPORATE SOCIAL RESPONSIBILITY AND DECLARATION OF EXTRA FINANCIAL PERFORMANCE

(presence detectors, occupancy sensors, air quality
sensors). This solution was presented at CES in 2019.

B With a global player in connectivity: creation of an
ecosystem to allow data to be exchanged via the cloud
between the Group’s various brands in the US.

B With a Chinese company specializing in connected
objects: development of Home System solutions for the
Chinese market.

Legrand Artificial Intelligence

Artificial intelligence now has practical applications in
buildings. Legrand is integrating the functions of prediction,
action, dialogue and visualization into its solutions.

Legrand has anticipated this trend with program of
partnerships with players specializing in Al, for example:

B a virtual assistant to provide remote technical support
to users;

B augmented reality solutions to assist professional
installers with complex systems.

Technological alliances

Legrand is a member of numerous technological alliances
in the fields of communication and interoperability, such
as:

B Open Connectivity Foundation, to increase

interoperability between systems using IP;

B Zigbee Alliance and Thread Group, for wireless sensor
networks;

B KNX, for building automation;

B Wireless Power Consortium, for wireless recharging of
mobile equipment;

B ZHAGA, for lighting solutions;

B Open Charge Alliance, for recharging electric vehicles.
Partnerships with startups

Legrand is a signatory of the “Open Innovation Alliance”,
aimed at fostering innovation between large corporations
and startups.

In recent years, the Group has extended its startup
partnerships and carried out POCs (proofs of concept),
some of which have led to innovative solutions being
brought to market.

In France, for example, the Group is involved in the French
Tech program, particularly as regards energy, health and
smart buildings networks.

The Group’s numerous discussions and collaborations
with startups in various countries include:
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B a partnership to provide comprehensive energy
management solutions for commercial buildings,
combining Legrand’s energy measurement products
with management software platforms;

B a partnership to develop highly efficient power
supplies, based on new semiconductor technologies;

B a partnership to offer easy-to-use recharging solutions
for mobile products.

4.2.1.2.3 Partnerships with research laboratories and
universities

B Legrand has had a partnership with CEA-Tech since
2017. The aim of this collaboration is to develop
autonomous power supply solutions.

B Cooperation is taking place with various universities
including laboratories at the University of Ulianovsk in
Russia and the University of Nevada in the United
States.

B In the UK, a partnership with Aston University started
in 2019, aiming to develop the services of tomorrow.

In countries in which the Group has a strong presence,
subsidiaries are working with engineering schools and
universities to develop the skills of future electrical industry
professionals. This includes support for the creation of
specialist courses, joint research projects and teaching
support from Group experts.

2019 targets and achievements

During the previous 2014-2018 CSR Roadmap, the Group
sealed 45 significant partnerships in five years.

The Group is now aiming to form at least 10 partnerships
every year, making a total of at least 30 by 2021.

To meet that challenge, the Group has selected 10 priority
countries that must initiate at least one partnership
annually. Other countries are encouraged to make
proactive efforts.

In 2019, the Group formed 15 partnerships that it regards
as significant. Most of them are mentioned above.

Priority no. 2 2019 2020 2021
Number of Results 15 B _
partnerships  Targets 10 10 10

formed during

the year %
achievement 150%

4.2.1.3 SUPPORT THE DEVELOPMENT OF SKILLS
ACROSS ALL PARTICIPANTS IN THE ELECTRICAL
INDUSTRY

Because the work done in the electrical and digital
industries is becoming increasingly high-tech, technical
support is often required in relation to today’s high value-
added systems. Legrand is committed to training all
industry participants to help them develop their skills and
adopt best practice in terms of installation. These
participants want to have access to training anywhere, at
any time and in a wide range of formats.

To meet that requirement, Legrand has set up training
centers around the world.
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Those centers are a way for distributors, specifiers and
electrical installers to keep their skills up to date,
consolidate their knowledge and develop their commercial
offerings. In particular, they offer:

B hundreds of training courses that give practical
experience;

B online and virtual classrooms, which reproduce actual
on-site installation conditions (e.g. home automation,
wiring of electrical cabinets and fiber-optic cabling;
installation of security lighting systems);

H ftraining on current regulations and technical standards;

B tailor-made courses for professionals at each stage of
their projects.

By way of illustration, in 2019 more than 8,532 customers
and more than 4,955 apprentices attended training
courses at Innoval centers in France.

For more information on the Group’s training strategy, see
section 2.3.1.3. More information on training can be found
on the website at https://www.legrand.fr/pro/formations.

Focus: the Recognition of Prior Learning program in
India, aimed at increasing skills levels among
electrical installers

This development program, developed by Legrand India,
helps electrical installers with few qualifications to become
self-sufficient technicians. The program is delivered
through a partnership between Legrand India and the
Power Sector Skills Council. The Group also provides
those taking part with new tools, so that they can work as
effectively as possible.

The program enables them to move from being
subcontractors to independent contractors and to build a
better future for them and their families, while ensuring a
higher level of safety and quality in electrical installations.

Between 2,000 and 2,500 electricians, male and female,
receive training every year in India under this program.

For more information, a video about the program can be
viewed online at https://legrandgroup.com/fr/notre-
responsabilite/people/respecter-les-droits-humains-et-les-
communautes

4.2.1.4 COMBAT COUNTERFEITING

The Group’s international presence and particularly its
operations in certain new economies mean that it faces a
greater risk of its products being counterfeited.

Given the potential risks associated with the use of
electricity, counterfeiting endangers the safety of users.

The Group is therefore involved in an ongoing industry
campaign to prevent counterfeiting.

Coordinated by the Group’s Intellectual Property
Department, which is part of the Group’s Legal
Department, efforts to combat counterfeiting and to protect
consumers take place on two levels:

B through internal anti-counterfeiting mechanisms (see

Copytracer, below), and particularly by the SBUS’
intellectual property representatives;
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B through active 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 Francgaise du
Batiment), IGNES (Industries du Génie Numérique
Energétique et Sécuritaire) and BEAMA (British
Electrical and Allied Manufacturers’ Association) — to
raise awareness among all stakeholders, including
installers and distributors.

Since 2006, millions of counterfeit electrical devices and
dozens of production molds have been seized and
destroyed.

Those seizures result from action taken directly by
Legrand teams or have resulted from Legrand’s
involvement in initiatives carried out jointly by members of
the electrical industry and customs authorities.

Similarly, efforts to combat counterfeiting online have
made it possible to detect and take action against people
selling such products on the various e-commerce
platforms. As a result of legal action, many sites and
thousands of links have been shut down.
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4.2.1.6 ENSURE CUSTOMER SATISFACTION AND
FEEDBACK

Focus: Rolling out the “Best of Us” customer
experience enhancement program

Satisfying customers, both professionals and consumers,
is a long-standing cornerstone of Legrand’s strategy. To
become and remain a privileged business partner for its
customers, the Group’s brands and technical solutions
need to provide them with rich and unique experiences
throughout the business relationship — from initial product
advice through to after-sales support.

Legrand therefore has a multi-year program aiming at
enhancing the customer experience, called Best of Us.

The purpose of this program is to bring together a set of
initiatives designed to enhance the overall experience of
customers in terms of satisfaction, service quality, the
relevance of tools provided, responsiveness and the way
Legrand interacts with them in general.

The first aim is to support Group entities worldwide in
setting up a structured process around the customer
experience.

Focus: 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.

4.2.1.5 RESPECT AND ENSURE RESPECT FOR
INTELLECTUAL PROPERTY

The Group’s future success depends in part on
developing and protecting its intellectual property rights
(around 3,500 patents and 70 brands).

In spite of the precautions taken, it is also possible that
Legrand may infringe the rights of third parties.

To minimize this risk, Legrand pays particular attention to
managing its intellectual property, and relies on a
dedicated team. This team, as well as tackling
counterfeiting, is in charge of monitoring patents, designs,
trademarks and domain names.

It draws on input from intellectual property representatives
in France and in key foreign subsidiaries.

Finally, Legrand also uses external consulting firms to
assist it in drafting patents and dealing with certain matters
in order to protect its rights.

The Group defines objectives and monitors a number of
quantitative targets, aiming to assess and improve
customer satisfaction.

Service rate

The availability of Group products is key to customer
satisfaction. As a result, Legrand monitors the service rate
of its various subsidiaries to measure the Group’s ability to
fill customer orders in the desired quantities and
timeframes. This service rate is calculated by the Group
Supply Chain Department. It is also analyzed by type of
customer.

Overall, the 2019 service rate was 91%, close to the target.
CRM tools

The Group has introduced a standard system for
enhanced customer relationship management (CRM).

In 2019, 96.5% of the Group’s revenue was covered by a
CRM tool such as Salesforce.

Monitoring dissatisfaction

Country-based Customer Service Departments have local
responsibility for ensuring the satisfaction of their
customers. They pass on comments or requests for
improvement to the teams in charge of developing the
product range, to assist the product improvement process.

Instances of dissatisfaction are recorded in a dedicated
software package (SOLUTIO or similar), which provides a
direct connection between each subsidiary’s after-sales
service department and the Group’s quality departments.

Satisfaction surveys

Satisfaction surveys are carried out at various levels:

B Multi-criteria surveys are carried out regularly at the
country level to measure aspects such as brand
perception, quality, price and service among customer
panels or focus groups. Entities are encouraged to
carry out these surveys annually, which is the case for
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the majority of subsidiaries that have implemented
them, and a Europe-wide survey is currently underway.

B Every year, the Group’s key distributors evaluate its
performance and services (marketing, technical
support, supply chain, distribution policy, cooperation).
The Strategy and Development Department analyzes
these results and shares them with all countries.
Meetings are held every two years with distributors to
develop, monitor and discuss business relationships.
Regular meetings are also held with product specifiers
to discuss their expectations.

INTERACT ETHICALLY WITHIN THE BUSINESS ECOSYSTEM

Involving the end user

The value and functional properties of the Group’s
products are essential for customer satisfaction. Users are
involved in the Group’s innovation processes through
shared creativity workshops, for example based on the
UCD (User Centered Design) method.

Based on ISO 13407, this method involves a design
approach focusing on the user and how the product is
used.

The method is one of the tools included in the Legrand
Way Offer Creation.

4.2.2 - Ensuring responsible purchasing

The supply chain is assessed on a multi-regional basis.
Legrand has production and/or purchasing units located in
countries where environmental and workforce-related
standards are less strict than in OECD countries.

For purchased products — both raw materials and
processed products — extraction or production may cause
environmental damage or pollution, may not ensure
acceptable working conditions for employees, or more
broadly may not respect the human rights and fundamental
freedoms of workers and local communities.

Legrand is aware of its responsibility to ensure that its
suppliers comply with environmental and workforce-
related standards and to help them make improvements
where necessary. In addition, Legrand wants its suppliers
to show greater social commitment in their choices, and
has decided to:

B give responsible purchasing training to Group
employees involved in the procurement process;

B gradually adopt a purchasing approach that takes into
account the life cycle cost of the relevant purchases;

B identify risks and improve the situation for suppliers
that present risks in terms of CSR.

The Group also remains vigilant regarding its purchases of
conflict minerals, its management of hazardous
substances and its use of resources that are being
depleted.

The Legrand group’s purchases

The Group’s had around 35,000 suppliers at the end of
2019.

The main items it purchases are mechanical, electrical and
electronic components, trade products, metals, plastics
and transportation.

Purchases equal around 50% of the Group’s revenue.
Suppliers are mainly located in the United States, France,
Italy and China.
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The Group Purchasing Department has a matrix-based
organization and reports to the Operations Department,
with teams that manage:

B corporate purchases: strategic purchases for which
the Group has adopted a global approach. At the end
of 2019, the Group was working with 450 Group
suppliers, covering around 20% of its total purchases;

B local purchases, which meet the specific
requirements of a site or operational department.

The Purchasing Quality Management System (QMS)

Formally, the Group manages its responsible purchasing
strategy with its suppliers via a Purchasing Quality
Management System (QMS) that is ISO 9001-certified for
the France and Corporate scope, and specifically through:

B Purchasing Specifications: a contractual document
containing Legrand’s requirements for its suppliers,
particularly in relation to environmental and workforce-
related matters. The Ten Principles of the Global
Compact form a part of the document;

B a Contract or General Terms and Conditions of
Purchase, which provide for a supplier mediation
process in the event of a dispute. In 2019, the General
Terms and Conditions of Purchase were updated to
factor in Legrand’s new CSR-related expectations and
personal data protection;

B a supplier selection procedure, the scope of which
depends on the issue, the risk, the purchasing group
and type of supplier, regardless of location.

Each of these stages of supplier engagement (approval,
contract formation, visits and audits, and risk and incident
management) thus incorporates the Group’s responsible
purchasing rules.
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Focus: Legrand in Italy has achieved an advanced
level of maturity with respect to the I1SO 20400
standard

In 2018, Legrand’s purchasing operations in Italy adopted
a process of assessing their maturity with respect to 1ISO
20400 responsible purchasing guidelines, with the support
of Bureau Veritas. The plans of action implemented in
2019 following the analysis in 2018 allowed the Italian
team to achieve an advanced level of maturity in terms of
responsible purchasing in an audit by Bureau Veritas in
December 2019.

The responsible purchasing approach
Principles

For several years, Legrand has had a responsible
purchasing strategy, which is applied strictly at all levels of
the organization and in its relationships with stakeholders.

This responsible purchasing strategy is based on the
principle that the Group’s ethical, environmental and social
rules also apply to its suppliers and subcontractors.

Because Legrand is a signatory of the Global Compact, the
Group’s suppliers are also encouraged to comply with the
Global Compact's principles. As a result, 60% of
purchases from the Group’s panel are from suppliers that
embrace these principles.

Focus: Legrand in France recognized for its supplier
relations and responsible purchasing

In 2009, Legrand — through the CNA (French National
Purchasing Council) — helped draft the “Responsible
Supplier Relationships” Charter and was one of its first
signatories. In 2012, Legrand was one of the first four
companies in France to receive this certification, which
was renewed in 2015 and again in 2019 after audits by
Afnor, an approved organization.

2019-2021 CSR Roadmap commitments were taken into
account in this latest “supplier relations and responsible
purchasing” assessment, which is now based on the ISO
20400 standard.

Organization

Within the Group Purchasing Department, the head of
sustainable purchasing ensures that these rules are
followed and implemented via a network of responsible
purchasing correspondents in countries that have a
purchasing department (around 30).

Reporting

Group reporting regarding purchasing is carried out by the
person responsible  for overseeing  purchasing
performance. Since 2019, responsible purchasing
performance indicators have been included in Group’s
purchasing reports.

Responsible purchasing indicators are monitored on a
quarterly basis by the Purchasing Department and
presented to the Operations Department and General
Management.
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4.2.2.1 PRIORITY NO. 3: RAISE AWARENESS AND
PROVIDE TRAINING ABOUT RESPONSIBLE
PURCHASING

Legrand is aiming to build a culture of responsible
purchasing as a way for its teams and suppliers to add
value.

B Through training, all individuals involved in the
procurement process, particularly purchasers and
internal stakeholders who are in touch with suppliers in
any way must understand the principles behind the
effort to create a sustainable purchasing culture and
how to play their part.

B By promoting a Life Cycle Cost (LCC) approach,
which will help to select suppliers by taking into account
the impact of purchases on the environment and
society in general. This means progressively
considering all costs associated with goods and
services throughout their lifetime (acquisition, use, end
of life, cost/benefit of risks and opportunities,
environmental/social cost of externalities).

These objectives (training and LCC) must be fully achieved
in 30 countries by 2021. Those 30 countries or territories
represent 98% of the Group’s purchases.

The implementation timetable by country (or territory) is as
follows:

= 2019: Australia, Brazil, United States, France, the
International Purchasing Office in Hong Kong,
India, Italy, New Zealand.

= 2020: Saudi Arabia, Chile, China, Colombia,
Hungary, Malaysia, Mexico, Netherlands, Poland,
United Kingdom, Russia, Thailand, Turkey.

= 2021: Germany, Austria, Egypt, Spain, Indonesia,
South Korea, Portugal, Singapore, Taiwan.

4.2.2.1.1 Priority 3A: Provide training about
responsible purchasing

To ensure that training about responsible purchasing is
deployed widely within the Group, a dedicated e-learning
module was adopted in 2019.

The main staff members involved in the purchasing
process are now required to take this responsible
purchasing module. At the same time, specific training
sessions may be organized at the local level.

2019 target and achievements

The aim is to train at least 1,000 staff members between
2019 and 2021 using the e-learning module. i.e. 400 in
2019, 300 in 2020 and 300 in 2021.

Additional training programs may be organized, for
example in Italy, where the Group’s entity has adopted an
ISO 20400 approach. As part of that initiative, a four-hour
classroom-based training session was delivered by
Bureau Veritas in spring 2019.
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Overall, 503 staff members in a dozen countries have
received training:

B 384 have taken the e-learning module, mainly in
France, India, the United States, Brazil, Australia, New
Zealand Russia;

H 119 ltalian staff members have taken the 1ISO 20400
training program.

Priority 3A 2019 2020 2021
Number of staff o e 503 ) B
members

receiving Targets 400 300 300
responsible

purchasing %

training achievement 126%

4.2.2.1.2 Priority 3B: Implementation of a “Life Cycle
Cost” approach in purchasing processes

Legrand also selects its suppliers on the basis of how its
purchases affect the environment and society in general.

To that end, the Group has set up a Life Cycle Cost (LCC)
matrix: this is used to compare supplier offerings by
factoring in CSR criteria, which account for 17.5% of a
supplier’'s overall score.

Three CSR issues are assessed: the supplier’s control
over CSR risks, its ability to reduce CO2 emissions and its
CSR commitments.

2019: targets and achievements

The LCC-based assessment must be completed in 30
countries by 2021, according to the following timetable:

= 8 countries in 2019
= 21 countries in 2020
= 30 countries in 2021

In 2019, the eight territories initially targeted (Australia,
Brazil, France, Hong Kong, India, Italy, New Zealand the
United States) along with Taiwan started the process.

A country hits its target when it produces the required
number of LCC matrices according to the Group’s
methodology.

Overall, 59 LCC matrices were produced in 2019. The
main contributing countries were France and the United
States, which produced 25 and 15 matrices respectively.

Priority 3B 2019 2020 2021

Number of 9 . .
countries that

have Targets 8 21 30
implemented a

purchasing

approach

factoring in Life %

Cycle Cost achievement 113%

Results
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4.2.2.2 PRIORITY NO. 4: MEASURE THE PROGRESS
OF SUPPLIERS THAT PRESENT RISKS IN TERMS OF
CSR

Mapping suppliers that present risks

Since 2014, Legrand has adopted an approach involving
extensive assessment of and support for suppliers
regarding CSR matters.

Between 2014 and 2018, the risk-based approach focused
on suppliers using chemicals (for example, surface
treatment subcontractors and battery manufacturers) and
ones based in countries exposed to CSR risks (particularly
workforce-related risks) economically dependent on
Legrand. Overall, this concerned 200 suppliers.

In 2018, a new risk map was produced with the help of
Ecovadis, which specializes in assessing CSR practices in
supply chains. This enabled Legrand to identify certain
categories of purchases that present risks “in theory”,
based on the following criteria:

B the purchasing category’'s CSR risk, taking into
account environmental, workforce-related, ethical and
supply-chain risks (70% of the total CSR risk);

B purchasing risk, taking into account factors including
the volume of purchases and the brand’s exposure
(30% of the total CSR risk).

21 categories of purchases to be addressed as a priority
have been identified for the 2019-2021 period, along with
the five identified during the previous CSR Roadmap
period (2014-2018).

By prioritizing those 21 categories by purchasing amount,
Legrand identified a new group of around 500 suppliers to
be assessed during the 2019-2021 period.

Monitoring and supporting higher-risk suppliers in terms of
CSR risks

The suppliers identified using the risk mapping process are
referred to as “higher-risk suppliers” and are systematically
managed within the following risk management system:

B A documentary audit resulting in a CSR scorecard,
taking the form of a detailed questionnaire covering
four key areas:

= respect for human rights and fundamental
freedoms (including respect for the eight
fundamental conventions of the ILO);

= the health and safety of staff members;
= management of environmental matters;

= the supplier's responsible purchasing approach
(including the identification of its own suppliers that
present CSR risks).

Evidence is required to illustrate the responses and a
points-based system is used to assess the supplier's CSR
level, formalized through a CSR scorecard.
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The maximum score is 100 points:
= score over 55: supplier compliant;
= score between 35 and 55: supplier presenting risks;
= score below 35: supplier critical.

For suppliers identified as “presenting risks” and “critical”,
an improvement plan must be put in place.

B A on-site audit: this is organized following the
documentary audit, usually by a two-person team
consisting of a purchaser and a QSE (Quality, Safety,
Environment) expert.

In 2019, 72 CSR audits were performed at suppliers’ sites,
mainly in Colombia, China, Brazil, Italy and India.

B A formal action plan: this is drawn up and sent to
suppliers found to be deviating from Legrand’'s
standards.

B Centralized monitoring: progress with action plans
and critical situations are shared periodically between
the Group’s country purchasing managers and the
head of sustainable purchasing.

From 2019 onwards, as part of the program to digitalize
the purchasing function and roll out the “Supplier Value
Management” platform (see Focus), the monitoring
process is gradually being centralized within the tool.

B Reporting: a quarterly review is carried out by the
Purchasing Management Committee and the CSR
Purchasing Steering Committee, and data are also
shared twice-yearly with the Group Risk Committee.

Where a supplier has not sought to make any
improvements, it may be phased out of the supplier
portfolio.

Focus: Digitalization of purchasing and monitoring of
suppliers’ CSR performance

In 2019, the Supplier Value Management (SVM) platform
was rolled out within Group purchasing to oversee supplier
performance, monitor expenditure and manage contracts.

The system of CSR scorecards and the corresponding
action plans is integrated into this platform, to ensure that
responsible purchasing is deployed in a consistent and
sustainable way within the Group. Suppliers fill in the CSR
questionnaire online, as well providing the relevant
evidence, ensuring the accuracy of their answers.

In 2019, the platform was used mainly by the France, Italy
and Corporate purchasing teams, and training sessions
were organized in the United States, India, China, Brazil,
the Netherlands, Hungary and Egypt.

2019 target and achievements

Until 2019, the aim was to work with higher-risk suppliers
to help them make progress, particularly by defining
improvement plans with them. At the same time, the Group
devised its approach to overseeing higher-risk suppliers in
terms of CSR between 2014 and 2018.

For 2019-2021, the objective is more ambitious, and the
new indicator aims to measure progress achieved by
suppliers and the positive impact of agreed action plans.
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The target is for 100% of suppliers presenting risks in CSR
terms to have shown an improvement in their situation by
2021. They are deemed to have shown an improvement
when their CSR scorecard has improved following the
action plan.

Around 500 CSR scorecards should be produced between
2019 and 2021, with the aim of improving the situation of
suppliers found to present risks.

Measurement indicators

In 2019, the aim was to complete at least 200 CSR
scorecards.

From 2020 onwards, the aim is to measure the
improvement in the situation of suppliers presenting risks
according to the following schedule:

= 2020: improvement achieved by 50% of suppliers
presenting risks

= 2021: improvement achieved by 100% of suppliers
presenting risks

Results:
269 CSR scorecards were completed:

= 177 suppliers were found to be compliant in CSR
terms (66%);

= 82 were found to present risks in CSR terms (30%)
and action plans are being prepared;

= 10 were found to be critical in CSR terms (4%) and
action plans are being prepared.

Priority no. 4 2019 2020 2021
2019: number of Results 269 - -
scorecards Targets 200 509%* 10096+
completed

%

achievement 135%
* 2020: % of suppliers presenting risks showing an
improvement
** 2021: % of suppliers presenting risks showing an
improvement

4.2.2.3 BE VIGILANT REGARDING MINERALS FROM
CONFLICT ZONES

In a number of countries around the world but especially in
the Democratic Republic of Congo and neighboring
countries, the extraction and trade of certain minerals
funds armed groups, conflicts and crimes against the
population. The main minerals concerned, known as
“conflict minerals”, are cassiterite (tin ore), coltan (tantalum
ore), wolframite (tungsten ore) and gold. They are also
known collectively as 3TG for “Tin, Tantalum, Tungsten,
Gold".

Given the nature of its business, Legrand is never in a
position where it has to purchase minerals directly.
However, as a responsible company, Legrand supports
OECD initiatives by following the guidance contained in the
“OECD Due Diligence Guidance for Responsible Supply
Chains of Minerals from Conflict-Affected and High-Risk
Areas” and is developing a strategy to identify and assess
the risks associated with its supply chain.
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This position was confirmed in November 2015 with the
publication of Legrand’s Conflict Minerals Policy.

The risk assessment identified 25 categories of purchases
— mainly purchases of electronic components, metals and
contacts — potentially exposed to the risk of minerals
originating from conflict zones, since they contain one or
more of the 3TG minerals.

Despite the volume of information to be processed,
Legrand has undertaken to obtain information from its
most exposed suppliers to ensure that the metals used
originate from sources that are free from conflict minerals.
All relevant Group suppliers have been consulted.

As part of implementing the SVM platform, the potentially
exposed suppliers are being identified and invited to send
undertakings not to source materials from conflict zones
(conflict minerals policy or completed CFSI CMRT
template).

By the end of 2019, 22 suppliers had sent this information
via the platform, and investigations had confirmed that they
used conflict-free sources.

At the same time, a campaign to raise awareness of
Legrand’s conflict minerals policy was carried out among
the purchasing managers of Legrand entities around the
world, and the Group works hard to answer its customers’
queries on this matter.

Legrand North and Central America subsidiary (LNCA) is
also committed to meeting the requirements arising under
section 1502 of the Dodd-Frank Act, which seeks to
prevent the use of minerals that directly or indirectly
finance armed groups in the Democratic Republic of

4.2.3 - Act ethically
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Congo or in neighboring countries. As a consequence,
LNCA requires the suppliers concerned to pledge to be, or
become, “conflict-free” and to use only guaranteed conflict-
free foundries wherever possible. LNCA requires each
supplier to issue comprehensive statements based on the
EICC-GeSI format by highlighting the commitment of the
supplier concerned to become “conflict-free” and to learn
about the country of origin of the tin, tantalum, tungsten
and gold that it purchases.

For more information on responsible purchasing within the
Group, visit https://www.legrandgroup.com/en/our-
responsibility/business-ecosystem/ensuring-sustainable-

procurement

4.2.2.4 MANAGE THE PRESENCE OF HAZARDOUS
SUBSTANCES

A panel of experts from the central materials laboratory
works with designers and buyers to identify the types of
materials and items purchased with a high probability of
containing regulated substances, particularly those
governed by RoHS and REACH. The aim is to prioritize the
constructive consultation of the suppliers concerned. The
corresponding compliance documents are managed in the
SVM purchasing platform.

As regards REACH, specific monitoring is carried out
regarding the “SVHC (substances of very high concern)
candidate list for authorization”, so that substitution
programs can be adopted if necessary with the suppliers
concerned.

Risk of corruption and failure to respect business
ethics

In most of the markets where it sells its products, Legrand
is subject to local and international regulations in the areas
of competition law, embargoes, export control and efforts
to combat money laundering and terrorist financing. A
dispute involving Legrand with regard to these regulations
could have a material impact on the Group’s business,
reputation, results and financial position.

Because of its international exposure and its project-based
activities (as opposed to sales flow activities), the Group
faces a risk of non-compliance with these laws and
regulations.

Group General Management’s commitment

One of the basic tenets of Legrand’s social responsibility
is to abide by ethical principles.

As a result, General Management is closely involved in
ensuring compliance with business ethics. Accordingly, it
plays an active role in enforcing the Group’s Compliance
Program and works to ensure that it is properly applied
through dedicated governance efforts.

General Management has also affirmed its strong
commitment to business ethics by adhering to the main
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universal principles and the international reference
documents, including: the guiding principles of the OECD
on combating bribery of foreign public officials in
international business transactions, along with the guiding
principles of the OECD for multinational companies; the
United Nations Convention against Corruption; European
competition directives, all national competition and anti-
corruption legislation and the Universal Declaration of
Human Rights and additional compacts.

General Management’s commitment also covers all Group
employees.
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Focus: every country director has signed a letter of
commitment pledging support for the Compliance
Program.

Since June 2015, the commitment of General
Management has cascaded down to the Group’s various
departments and countries through the signature of a letter
pledging compliance with rules on business ethics. The
letter is relayed by countries and functional departments at
the highest level of their organization. Reflecting the two
priorities of the CSR Roadmap, the letter confirms the
signatories’ commitment to training local staff and
effectively implementing the rules and procedures of the
Group’s compliance program. They reaffirm their deep
commitment to deploying the program’s initiatives at the
local level, thus ensuring that the right messages are
conveyed within the organization.

Organization of business ethics within the Group

Business ethics is the responsibility of the Group Legal and
Compliance Department. Legrand’s Legal Department has
a network of country Compliance Officers tasked with
ensuring that the compliance program is fully in place.

The Group’s business ethics approach closely involves
General Management and the Group’s various
departments, which thus contribute to strengthening the
established rules and to developing awareness, training
and monitoring activities.

The Group Compliance Committee reports annually on its
work to the Group Risk Committee, which in turn reports to
the Audit Committee and the Board of Directors. The
Group’s Compliance Officer works directly with these
Committees.

Risk is managed by the Group Audit and Internal Control
Department. Monitoring procedures and policies
associated with compliance are also fully integrated within
the Group’s internal control program. Compliance risks are
thus assessed according to an occurrence/impact matrix.

Business ethics guidelines and charters

Legrand’'s commitments and rules regarding business
ethics are enshrined in its guidelines and charters.

B the Guide to Good Business Practices illustrates
how Legrand views and conducts business; it sets out
the values shared by the Group’s employees. It
therefore reflects General Management’'s commitment
to unreservedly and unequivocally involving the
Legrand Group in the prevention and detection of
corruption and fraud. Its aim is to foster a culture of
compliance. The Guide defines and illustrates
situations and behaviors that could constitute
corruption or fraud and that must be prohibited.
Behaviors that are contrary to the commitments and
principles of the Guide may lead to penalties, as
defined by the Group’s internal procedures, or any
other local measure.

B in terms of trade relations, Legrand’s Competition
Charter sets out the best practices to adopt and
explains how to abide by competition rules.

B these documents supplement the Group’s Charter of
Fundamental Principles; these are annexed to its
rules of procedure and enforceable against Group
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employees, which must comply with the rules they
contain. The Charter of Fundamental Principles is
supplemented by a system of sanctions if the rules are
breached.

All Group guides and charters apply to all Group
employees and are adopted wherever it operates,
including outside France, without prejudicing the
application of stricter laws where relevant. All employees
must adhere to these rules, particularly if they are in
contact with customers, suppliers or business partners. All
these documents can be found at

https://www.legrandgroup.com/fr/notre-
responsabilite/business-ecosystem/agir-de-facon-ethique

Group Compliance Program

The Compliance Program, set up in 2012, is based on the
regulatory and legislative framework, best practice rules
defined by Legrand, and an analysis of the risks relating to
business ethics for the Group. The program was
strengthened in 2017 following the principles of France’s
Sapin Il act, which is applicable to all countries.

The program is based on four topics:
B compliance with competition rules;
B efforts to combat bribery and influence peddling;

B prevention of conflicts of interest and management of
fraud risks;

B compliance with international embargoes and
sanctions and the prevention of money laundering and
terrorist financing.

The Compliance Program has five phases:

Phase 1. Strong commitment from the Group’s
General Management

This is supported by local Departments which sign a letter
pledging to comply with the rules on business ethics. The
program translates into local action plans based on the
priorities set and a specific communication plan. Country
Compliance Officers are responsible for overseeing the
program and report to the Country Compliance
Committees on the achievement of targets.

Phase 2. Analysis of the Group’s compliance risks

Compliance risk mapping provides insights into the factors
that could affect the Group’s business and performance,
and enables it to guard against the legal, human, economic
and financial consequences that could result from a lack of
vigilance. Its aim is to ensure that the Group’s compliance
program is effective and appropriate. Legrand has
identified compliance risks within the four pillars of the
program, namely competition, anti-corruption, fraud, and
embargoes and money laundering. The compliance risk
map is evaluated regularly and updated on the basis of
changes in the business or in the regulatory or economic
environment.

Phase 3. Clear control policies and mechanisms

These are designed to meet the Legrand’s requirements
and are applied locally. They are supplemented by
practical guides tailored to local contexts and intended to
define the Group’s rules and tools.
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Phase 4. Training and communication

The program is promoted via a communication plan. The
Group’s messages and tools are translated into local
languages and circulated among employees. The Group
provides training through e-learning platforms and
classroom-based sessions for the employees concerned.

Phase 5. Supervision and audit
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