REGISTRATION

DOCUMENT
r 7

010

S 1

L1legrand


http://www.legrand.com/EN/
http://www.legrand.com/EN/

Page Page

4
-'] | INTEGRATED REPORT 3 -'Iﬂ CORPORATE GOVERNANCE 149
. 6.1 - Administration and management
-'y‘ of the company 150
GROUP OVERVIEW 15 6.2 - Compensation and benefits of Directors 175
2.1- Legrand and its business 16 '
2.2 - A profitable growth strategy based - y
on leadership development 22 ‘ SHARE OWNERSHIP 191
2.3 - Astructure serving the Group's strategy 7.1 - Breakdown of share capital 192
and customers 28 7.2 - Stock option plans 194
2.4 - Other information 33 7.3 - Performance shares 196

7.4 - Regulated agreements and commitments 198

-'F] RISK FACTORS 37

.‘
3.1- Strategic risk 39 -'I“ CONSOLIDATED FINANCIAL INFORMATION
3.2- Operational risk 42 CONCERNING THE GROUP’S ASSETS,
3.3 - Reputational and compliance risk 45 LIABILITIES, FINANCIAL POSITION
3.4- Financial risk 48 AND RESULTS 201
3.5 Insurance policies 50 8.1- Consolidated financial statements
3.6 - Report by the Chairman of the Board in accordance with IFRS for the years
o.f Directors on corpora_te governance, ended December 31, 2015
risk management and internal controls 51 and December 31, 2014 202
3.7 - Statutory Auditors’ report prepared 8.2 - Statutory Auditors’ report
in accordance with Article L. 225-235 on the Consolidated Financial
of the French Commercial Code 58 Statements, in accordance with IFRS
for the year ended December 31, 2015 250
-'E 8.3- Statutory Auditors’ fees 251
. CORPORATE SOCIAL RESPONSIBILITY (CSR) 59 8.4- Dividend policy 252
4.1- The Group's CSR strategy 60 8.5- Legal proceedings and arbitration 252
4.2 - Offering users sustainable solutions 67 8.6- Material changes in the Company’s
4.3 - Acting ethically towards society 79 flnancllal or trading position 253
4.4 - Committing to our employees 90 8.7 - Material agreements 253
4.5- Limiting our environmental impact 102 8.8- Investments 253

4.6 - OQverview of indicators and additional

information 111 D
4.7- Statutory Auditors’ report 125 -.;‘ ADDITIONAL INFORMATION 255
9.1 - Information about the Company 256
-'F 9.2 - Share capital 259
. MANAGEMENT REPORT 9.3- Memorandum and Articles of Association 266
ON THE CONSOLIDATED FINANCIAL 9.4 - Responsibility for the Registration
STATEMENTS FOR THE FINANCIAL YEAR Document and Statutory Auditors 269
ENDED DECEMBER 31, 2015 129
5.1- Preliminary disclaimer 130 - I cROSS-REFERENCE TABLES 273
5.2- 2015 highlights 130
5.3- Operatigg ir?come 131 Cross-reference table - annual financial report
5.4- Year-on-year comparison: 2015 and 2014 135 - (Article 222-3 of the General Regulations of the

French Financial Markets Authority (Autorité

5.5- Cash flows and borrowing 140 des marchés financiers) 274
5.6 - Capital expenditure . 141 Cross-reference table - European Commission
5.7 - Off balance sheet commitments 142 Regulation (EC) 809/2004 of April 29, 2004 274
5.8 - Contractual obligations 142
5.9 - Variations in exchange rates 142 -A‘
5.10 - Quantitative and qualitative disclosures = | APPENDIX 279

relating to financial risks 143 A dix 1 280
5.11 - Summary of critical accounting policies 144 ppenaix

Appendix 2 297

5.12 - New IFRS pronouncements 144 A dix 3 313
5.13 - Trends and prospects 144 Append!x 4 314
5.14 - Table of consolidated financial results over ppendix

the last five years 145

5.15 - Selected financial information 145



REGISTRATION
DOCUMENT

il

www.legrand.com

AIXIF

This is a non binding free translation into English of the Registration Document filed with the French Financial Markets Authority
(Autorité des Marchés Financiers) on March 30, 2016 and modified thereafter pursuant to Article 212-13 of its General Regulations.
The French version of the Registration Document can be used in support of a financial transaction if it is supplemented by an
information memorandum duly approved by the French Financial Markets Authority. This Document was prepared by the issuer.
The signatories assume responsibility for this document.


http://www.legrand.com/EN/
http://www.amf-france.org/en_US/?langSwitch=true

= < CONTENTS >

NOTE

References to the “Group” and “Legrand” are to the Company (as
defined in section 9.4.1 of the present Regulation 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 Shareholders’
General Meeting dated February 14, 2006, and not to its other
subsidiaries.

The Company’'s consolidated financial statements presented
in this Registration Document for the financial years ending
December 31, 2015 and December 31, 2014 have been prepared
in accordance with International Financial Reporting Standards
(“IFRS”), as adopted by the European Union. The Company
prepares and presents its consolidated financial statements in
accordance with IFRS as required by French law. IFRS may differ
in certain significant respects from French GAAP. The separate
financial statements are presented in accordance with French
GAAP.

This Registration Document contains information about Legrand'’s
markets and its competitive position therein, including market
size and market share. As far as Legrand is aware, no exhaustive
report exists with regard to the industry or the market for
electrical and digital building infrastructures. As such, Legrand
obtains data on its markets through its subsidiaries which
compile information on their relevant markets on an annual
basis. This information is derived from formal and informal
contacts with industry professionals of the electricity sector
(notably professional associations) and from building statistics
and macroeconomic data. Legrand estimates 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 market share information contained in
this Registration Document provides fair and adequate estimates
of the size of its markets and fairly reflects its competitive position
within these markets. However, internal surveys, estimates,
market research and publicly available information, while
believed by Legrand to be reliable, have not been independently
verified and Legrand cannot guarantee that a third party using
different methods to assemble, analyze or compute market data
would obtain the same results. In addition, Legrand’s competitors
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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 Registration Document contains forward-looking statements.
These forward-looking statements include all matters that are
not historical facts. They are mentioned in various sections of this
Registration Document and contain data relating to Legrand's
intentions, estimates and targets, concerning in particular its
market, strategy, growth, results, financial position and cash
position.

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

The forward-looking statements referred to in this Registration
Document are only made as of the date of this Registration
Document. The Group will update this information as necessary in
its financial communications. Legrand operates in a competitive
environment subject to rapid change. It therefore may 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, it being noted that such
forward-looking statements do not constitute a guarantee of
actual results.
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Editorial/Message from the Chairman

Legrand’s history is closely linked to the technological and social changes
experienced by the building industry over the past several decades.

Over the past years, each one of us has seen the formidable acceleration
of these changes, which have made recent societal and technological
megatrends — environmental protection, the extension of the life expectancy,
rapid increase in the flow of data and more generally the digitalization — major
levers for the transformation of man’s relationship with his environment.

These developments are also changing users’ relationship with our products.
We are therefore convinced that new technologies, especially digital ones,
significantly increase the value-in-use of our products for users. This is why we
have decided to speed up our investments in this area: innovation, acquisitions,
signing of strategic partnerships, and many technological alliances.

This positioning of Legrand, responsive to the major global developments,
makes not only legitimate, but natural the Group's social responsibility approach,
initiated many years ago within our teams across the world.

Given that our development can only be sustainable if it respects all of our
stakeholders, | am convinced that the full ability of our operations to create
value results from a combination of financial and non financial performance.

The purpose of this first integrated report is thus to present our strategy, our
governance and our performance, as well as the environment in which we
operate, with a view to creating value in the short, medium and long term.

Also, this first integrated report is part of a proactive approach that draws on
the International Integrated Reporting Council (IIRC).

Our wish is that this document, as a complement to our other publications,
provides information on our Group’s capacity to fully seize opportunities in its
business in a sustainable, responsible and profitable manner.

Gilles Schnepp,
Chairman and Chief Executive Officer

4 m REGISTRATION DOCUMENT 2015 - LEGRAND
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1. A self-financed business model creating value over the long term

Legrand is the global specialist in electrical and digital building
infrastructure. Its comprehensive range, suitable for the
commercial, industrial, and residential segments of the low
voltage market, makes Legrand a benchmark for distributors,
electrical installers, product specifiers and end-users worldwide.
In 2015, Legrand reported €4.8 billion in sales, of which more
than two-thirds was with products that rank number 1 or number
2 on their respective markets.

Close to its markets and focused on its entire economic chain,
Legrand has more than 36,000 employees as well as commercial
and industrial operations in nearly 90 countries.

Sales € million

2015 4,810

201 4,250
Adjusted* operating profit € million

2015 930

2011 857

* Operating profit adjusted for amortization of revaluation of intangible
assets at the time of acquisitions and for expense/profit relating to
acquisitions, and, where applicable, for impairment of goodwiill.

SOCIAL
MEGATRENDS

Exchange of data
Energy saving
Security
Aging
Eco-design

2015 net sales by geographical region

23%
USA/CANADA

REST
OF THE WORLD

17%
REST

OF EUROPE
19%
FRANCE
10%
ITALY

The Group's organizational structure is based on two distinct roles:
m firstly, sales and operational marketing (Front Office); and

m secondly, activities related to strategy, industrial operations
(innovation, R&D, manufacturing, purchasing, logistics) as well
as general administration (Back Office).

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.

Legrand’s Back Office is generally organized on a worldwide
basis, in particular with respect to its industrial operations which
are built around seven Strategic Business Units (SBUs) aligned
with the Group’s local market structure.

The Group benefits from solid, long-term growth levers.
Geographically, around 80% of its sales are generated outside
France, with the United States being the Group's highest-selling
country.

With regard to Legrand’s business, social megatrends (aging
population, increasing willingness to reduce energy consumption,
the development of new economies, etc.) and technological
megatrends (in particular digital with the Internet of Things), offer
the Group long-term growth prospects.

TECHNOLOGICAL
MEGATRENDS

The Internet of Things
Fiber optics
© Wireless connectivity (WiFi, etc.)
' & Apps
Measurement
Sensors
Big data

CONSEQUENCES FOR LEGRAND

M Opportunity to boost value-in-use of products

M Enrichment of building infrastructures

REGISTRATION DOCUMENT 2015 - LEGRAND H 5
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At the heart of these developments — in particular those linked
to the emergence of the Internet of Things - lies the electrical
and digital infrastructure of buildings, an area in which Legrand
specializes. More generally, Legrand is convinced that new
technologies — especially digital — significantly increase the
value-in-use of electrical and digital building infrastructure
products for users. The Group has therefore decided to step up
its investments in this area — innovation, with the launch the Eliot

E
(m
— I u
eliot

PROGRAM BY LEGRAND

[o]

=

Legrand’s business model relies on two growth engines to strengthen

Innovation

Over

3,700

active patents in 2015

4£.6%

of 2015 sales

The second growth engine is external growth, with targeted and
self-financed acquisitions of companies that are front-runners
in their markets or have proven technological expertise, and are
highly complementary to the Group’s business activities.

The other feature of Legrand’s business model is that it is
self-financed. As initiatives linked to new technologies expand,
Legrand is at the same time actively pursuing its initiatives
targeting productivity and optimal use of capital employed,
thanks to the new industrial organization implemented in 2014. In
total, benefits generated by this industrial transformation enable
financing of the new technology-linked initiatives underway.
This is reflected in the Group's ratios for R&D, industrial capital
expenditure and working capital requirement, which are all
under control. The Group has also set the ambition of generating
normalized free cash flow of between 12% and 13% of Group
sales.

6 W REGISTRATION DOCUMENT 2015 - LEGRAND
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program; acquisitions with, in particular, the purchase of Raritan
and QMotion; signature of strategic partnerships; participation
in many technological alliances; and investment in a round of
financing for Netatmo. It is within this framework that Legrand
set itself ambitious targets, such as achieving double-digit
average total annual growth in sales for connected products by
2020; at year-end 2015, the Group’s achievements were ahead
of schedule.

Eliot is a program launched in 2015 by Legrand to speed up
deployment of the Internet of Things in its offering. A result of
the group’s innovation strategy, Eliot aims to develop connected
and interoperable solutions that deliver lasting benefits to
private individual users and professionals.

http://www.legrand.com/EN/eliot-program-our-vision_13240.html

its leadership positions worldwide year after year.

Innovation, particularly technological innovation, as described
above, which aims at fueling organic growth with the regular
launch of new offerings — including Eliot connected products
that enhance value-in-use — and numerous marketing and sales
initiatives.

Among its new technology-linked initiatives, Legrand is also
initiating collaborative agreements and strategic partnerships
with leading players, including Samsung, La Poste and Nest.

External growth

Nearly

150

companies acquired
since 1954

53

acquisitions announced
since 2004

Thanks to the soundness of its business model and ongoing
efforts to improve that model, and in keeping with the Group's
four values (customer focus, innovation, ethical behavior and
resource optimization), Legrand intends to continue to strengthen
its sustainable, profitable and highly cash-generative growth
profile in order to self-finance its development and thus create
value for all of its stakeholders, while continuing to offer products
that help to protect the environment.

The Group is listed on Euronext Paris, and is included, in indices
including the CAC 40, FTSE4Good, MSCI World, Corporate Oekom
Rating, DJSI, Vigeo Euronext Eurozone 120, Vigeo Europe 120,
and Ethibel Sustainability Index Excellence at the time this
Registration Document was filed.
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2. A CSR strategy (Corporate Social Responsibility) that drives the Group’s

long-term growth

CSRis an integral part of Legrand’s development strategy. Its aim
isthe sustainable use of electricity and access to new technologies
for everyone, driving improvements for all stakeholders involved
in Legrand’s activities.

In2013,Legrand defined a matrixofitsissuesinthe environmental,
social and societal areas (“materiality matrix”). The matrix was
established based on ISO 26000 recommendations (determining
priority action areas) and helped identify the 10 priority issues
facing Legrand and its stakeholders and which the Group must
address as a priority as part of its CSR strategy. These issues
notably place users and their needs at the center of Legrand’s
concerns.

Legrand’'s CSR strategy is formalized in multi-year roadmaps.
In 2014, Legrand published its third road map, covering the
2014-2018 period.

The roadmap outlines the 21 priorities the Group has set for itself
up to 2018. The 21 priorities are broken down into four focus
areas: user, society, employees and the environment.

EMPLOYEES ENVIRONMENT

SOCIETY

The deployment and management of the roadmap are handled
jointly by the CSR Department with the heads of the SBUs and
subsidiaries, and by the functional and service departments
(Human Resources, Purchasing, Health and Safety, Environment,
etc.) with local representatives concerned. Tracking annual
indicators for these 21 priorities makes it possible to measure
the Group’s CSR performance. For each priority, the group
undertakes to publish on an annual basis the progress status
based on the indicator(s) identified. The average achievement
rate for the entire roadmap, measured against targets at the end
of 2015, is 120% (see chart hereafter).

2015 objectives achievement rates

SOCIETY

EMPLOYEES

ENVIRONMENT

0% 50% 100% 150% 200%

Based on the 5-year trajectory defined, all focus areas are
progressing at the target pace (see chart below).

2014-2018 roadmap progress achievement
(as at the end of 2015)

SOCIETY

EMPLOYEES

ENVIRONMENT

0% 20% 40% 60% 80% 100%

m Users: Legrand places the user of its products and its needs at
the center of its attention and concerns. It focuses on innovation
toprovide the user with sustainable solutions and drive progress
within the electrical industry. In 2015, the Group continued
its development in the area of assisted living, and marketing
of its energy-efficient solutions resulted in the avoidance
of 578,000 tons of CO, emissions in 2 years. It continued its
policy of providing information of its products’ environmental
impact, with 56% of its sales being made of products with PEP
(Product Environmental Profiles). 795,000 counterfeit products
were confiscated and destroyed. 12 new partnerships and
collaborative research projects were embarked on. More than
260,000 clients have been trained since 2014 and 92% of the
Group's sales are covered by CRM tools.

REGISTRATION DOCUMENT 2015 - LEGRAND ® 7
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Society: Social responsibility applies to all the partners with
which the Legrand Group interacts. This interaction takes place
in accordance with ethical principles, particularly in terms
of business practices and purchasing policy. In 2015, nearly
700 more people were provided training on business ethics
and the deployment of the compliance program continued in
more than 50 countries. 230 suppliers exposed to CSR risks
have been detected, 73 action plans have been started in
8 countries covering 32% of exposed suppliers. As a socially
responsible organization, the Group is also committed to
helping as many people as possible gain sustainable access
to electricity. In 2015, joint action with Electriciens Sans
Frontiéres led to 310,000 people (source: the NGO Electriciens
Sans Frontiéres) benefiting directly or indirectly from access
to power. The Legrand Foundation has supported 16 projects
since its creation.

Employees: Legrand pays special attention to the working
conditions of its employees and to its social responsibilities
across the world, in particular respect for Human Rights.
The Group is also committed to safeguarding the health and
safety of all. Legrand also strives to develop the skills of each
individual and to foster diversity. In 2015, 87% of the Group’s
workforce deemed to be exposed to potential Human Rights
violations was assessed. The occupational health and safety
plan and the health and safety monitoring and improvement
process covered 90% of the Group’'s workforce, and the
workplace accident frequency rate dropped by approximately
18%. 82% of employees attended one or more training courses
and 88% of managers had an individual assessment interview.

REGISTRATION DOCUMENT 2015 - LEGRAND
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m Environment: Legrand has long been committed to
safeguarding the environment. This responsibility applies not
only to the Group’s sites but also the design of its products.
The challenge is to innovate in order to limit the environmental
impact of Legrand’'s operations. This includes promoting
the development of a circular economy. At the end of 2015,
92% of industrial and logistics sites consolidated within the
Group for more than five years were ISO 14001-certified. The
Group's average energy intensity dropped by more than 7%
between 2013 and 2015 (at current scope). 87% of waste was
recovered and 84% of the Group’s sales are compliant with the
requirements of the RoHS regulations (sales including Group
products outside the scope of the RoHS).

The Group also intends to gradually take into account the price
per ton of carbon dioxide in its operational thinking, in particular
in its investment decision processes.

The progress and evaluation of the 21 priorities of the roadmap
are assessed using indicators deployed at two levels: local (at
each Group entity) and consolidated (Group-wide). In 2015, the
variable compensation of the Chairman and CEO and of most of
the members of the Executive Committee is index-linked — about
10% - to overall CSR performance, in line with the priorities of
the roadmap. From 2016, the Board of Directors also plans to
index to overall CSR performance, which is linked to the roadmap
priorities, a third of the performance criteria attached to the
performance shares allocated over three years to the Chairman
and CEO, to members of the Executive Committee and to key
managers.

Lastly, it is worth noting that the entire approach described
above is reviewed annually on a voluntary basis by one of the
two Statutory Auditors in order to check the soundness and
report findings as transparently as possible to all the Group's
stakeholders.
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3. Risk management for performance

Risk management is key to the management of the Group's
operations and contributes to the achievement of targets.

It involves managing internal and external environments linked
to the Group's businesses in accordance with an acceptable risk
limit. Risks are by definition dynamic and can change depending
on the Group's context or operations.

Risk management is therefore a permanent exercise under the
responsibility of all Group managers. A dedicated governance
framework has been put in place, with a risk committee chaired by
Management, and operational risk committees in some functions.
The Audit committee is charged with assessing the organization
and effectiveness of the mechanism.

The approach is based on identifying and ranking risks, then
defining and managing risk mitigation mechanisms. The

probability or impact of the occurrence of risks can be reduced
either actively through prevention or risk treatment or passively
in case of a natural or structural drop in the risk associated with
the Group’s operations.

The risk control mechanisms put in place notably include
organizational components (a manager appointed for each risk,
dedicated teams for certain topics), training, outsourcing or
risk coverage solutions (sub-contracting, insurance), specific
governance (committees or dedicated bodies, reporting,
indicators) and processes for managing risks in daily operations
as well as regular monitoring (audits).

Internal control and risk management procedures are outlined in
Chapter 3 of the 2015 Registration Document.

AUDIT COMMITTEE

Group risk Committee

Internal control framework

Risk mapping

Group internal auditors

Local internal controllers

Group compliance
Committee

External auditors

Entity self-assessement

Operational
risk management

RISK MANAGEMENT INTERNAL CONTROL AUDIT

mm RISKS MAPPED FOR BETTER MONITORING

Major risks identified through mapping are those that are likely
to significantly impact strategy, operations, financial position or
reputation and are structured around four topics.

Risk factors are diverse and can be external (competition,
technological developments, market turmoil, natural disaster) or
internal (equipment or human failure, fraud, bad decisions, non-
compliance with regulations and so on).

All risks identified via the Group’s risk mapping have a “risk
owner” and are the subject of specific mitigating actions, the
progress of which is reviewed at the Group risk committee
meeting among others.

A summary table with the main risks and the related management
policies is provided at the beginning of chapter 3 of the 2015
Group's Registration Document.

REGISTRATION DOCUMENT 2015 - LEGRAND ®W 9
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4, Governance at the center of efforts to strike a balance between

different challenges

Share ownership

41%

MANAGEMENT
AND STAFF

FREE FLOAT

The Company refers to the principles of corporate governance
for listed companies set out in the Afep-Medef Code of Corporate
Governance, which can be consulted on Medef's website at:
www.medef.com

BOARD OF DIRECTORS: INDEPENDENCE, DIVERSE AND
VARIED SKILLS

The Board of Directors determines the directions of the Group’s
operations and ensures their implementation. Subject to the
powers expressly attributed to General Meetings of Shareholders
and to the limitation of the corporate object, it concerns itself with
all matters relating to the proper operation of the Company and
settles related issues by its decisions. The Board's strategy and
decisions are made within the context of the Group’s sustainable
development policy.

As at the date of this 2015 Registration Document, the Board was
composed of ten members including the Chairman and Chief
Executive Officer, the Honorary Chairman and the Lead Director.

Varied and complementary profiles are thus present with strategic,
financial and specific skills such as financial communication,
CSR, talent management and marketing.

Function at Legrand Principal function Gender Nationality

Chairman and Chief Executive Officer  Chairman and CEO, Legrand ~ Male French

Honorary Chairman gq‘r'r‘)‘panies Direc't‘p'r ) Male French

Director Companies Director ~ Male French

Independent Director | Companies Director _Female French

Lead Director EMEA Co-Managing Director,

Independent Director Spencer Stuart _Female Spanish
Managing Director,

Independent Director | Bruxelles Lambe'rj't“Group _Male Belgian
Chairman and Chief Executive Officer,

Independent Director . SEBGroup ~ Male French
Chairman and Chief Executive Officer

Independent Director and founder of the TCL Corporation ~ Male Chinese
Chief Marketing Officer of Printemps Group

Independent Director and member of its Executive Committee _Female Italian

Eliane Rouyer-Chevalier Independent Director Companies Director Female French

(1) From May 27, 2016 and subject to approval by shareholders at the General Meeting of that date, Ms. Isabelle Boccon-Gibod will replace Mr. Lamarche (please refer

to page 319 of the Registration Document for more information).

Subject to the approval of the appointment of Ms. Isabelle
Boccon-Gibod by the General Meeting to be held on May 27, 2016,
the Board of Directors has:

m 5 women or 50% of directors;
m 7 independent directors or 70% of directors;

m 4 different nationalities.

10 ®m REGISTRATION DOCUMENT 2015 - LEGRAND

In 2015, the Board met 6 times. Over the past 5 years, Directors’
attendance rate at Board meetings was 85%.

At least once a year, an item on the agenda is devoted to reviewing
the operations of the Board of Directors. This is relayed in the
Company’s annual report so that shareholders can be informed
each year of the assessment carried out and, if applicable,
any steps taken as a result. The Lead Director supervises the
assessment of the Board's operation
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B 4 SPECIALIZED COMMITTEES: BODIES FOR FURTHER EXAMINING THE BOARD’S WORK

In order to facilitate the work of the Board of Directors and the
preparation of deliberations, the Board can form specialized
Committees that examine topics within their respective
areas of competence and submit opinions, proposals and
recommendations to the Board of Directors.

Nominating and Governance

Audit Committee Committee

INTEGRATED REPORT

There are four permanent specialized committees (the [] 1
Nominating and Compensation Committee having been split into
two Committees in 2015 to ensure good governance):

m the Audit Committee;
m the Nominating and Governance Committee;
m the Compensation Committee; and

m the Strategy and Social Responsibility Committee.

Strategy and Social Responsibility

Compensation Committee

Committee

= 3 members. = 3 members.

m Allindependent members.

m 66% of independent members.

= 3 members.

m 100% of independent members.

m 4 members.
m 50% of independent members.

m 5 meetings during the year.
m 100% attendance.

= 3 meetings during the year.
m 100% attendance (until March 18, 2015, these two Committees
formed a single Committee).

m 3 meetings during the year.
m 83% attendance.

Main tasks: Main tasks:
m Review and monitor the internal m Make proposals regarding the
control mechanism;

m Review risk mapping; Committees;

m Carry out a prior examination m Periodically assess the proper

of the statutory and consolidated operation of the Board;
financial statements; m Monitor changes in corporate
m Ensure the examination governance and their
of financial statements enforcement by the Company;
by auditors. m Establish a succession plan
for executives.

composition of the Board and its

Main tasks:

m Make proposals regarding
the compensation components
of executives and directors;

m Ensure that the Company
fulfills its obligations
regarding the transparency
of compensation.

Main tasks:

m Examine major projects
concerning the Group’s
development and strategic
positioning;

m Assess the balance between
the Group's strategy
and CSR principles;

m Review the main findings
of the independent
third-party body.

mm THE EXECUTIVE COMMITTEE: A MULTI-DISCIPLINARY AND EXPERIENCED TEAM

The Executive Committee is made up of a select ten-member
team with diverse and complementary expertise. All members of
the Committee understand the core business of the Group and its
development stakes. This Committee gathers together countries

General Management but also operational departments support
of these countries. Several nationalities are present in this body
(French, American and ltalian) and they reflect the story and
business division of Legrand.

As of the date of filing of the 2015 Registration Document, the Executive Committee is made up of as following:

Name Duties

Date of joining the Group

Mr Gilles Schnepp Chairman and Chief Executive Officer 1989
Ms Karine Alquier-Caro ) Executive VP Purchasing 2001
Ms Bénédicte Bahier ) Executive VP Legal Affairs 2007
Mr Antoine Burel Chief Financial Officer 1993
Mr Benoit Coquart Executive VP France 1997
Mr Xavier Couturie Executive VP Human Resources S 1988
Mr Paolo Perino Chairman of Biticino and Executive VP Strategy and Development 1989
Mr John Selldorff President and Chief Executive Officer of Legrand North & Central America 2002
Mr Patrice Soudan Deputy Chief Executive Officer, Executive VP Group Operations 1990
Mr Frédéric Xerri Executive VP Export 1993
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5. Solid 2015 achievements in line with targets

Legrand’s 2015 financial performance is fully in line with Group
targets: organic growth in sales was +0.5% (target specified in
November 2015: “-1% to +1%") and adjusted operating margin
before acquisitions (at 2014 scope of consolidation) was 19.4%
(target specified in November 2015: “at least 19%").

With varied market conditions from one geographical region to
another, Legrand once again demonstrated its capacity to create
value. Thus total sales, adjusted operating profit, net income
excluding minorities and free cash flow all increased, rising by
close to +7%, +6%, +4% and +10%, respectively.

(in millions of euros except %) 2015 2014 2013
Net sales 4,809.9 4,499.1 4,460.4
Totalsalesgrowth +6.9% o +09% 0.1%)
Sales growth at constant scope of consolidation and exchange rates +0.5% _+05% +0.5%
EBITDA™ 1,056.4 1,013.0 1,017.8
Maintainable EBITDA® 10844 10347 1,047.1
Adjusted operating profit® 930.4 880.4 882.3
As apercentage ofsales 193% 19.6%

""""""""" 9584 9021
Net income® 552.0 533.3
As apercentage ofsaes 11.5% C11.9%
Free cash flow® 666.0 607.4 563.2
As apercentage ofsales 138% o 135% 12.6%
Normalized free cash flow'® 617.2 607.5 588.8
As apercentage ofsales 12.8% o 135% 13.2%
Net financial debt at December 317 802.7 855.6 967.7

(1),(2), (3), (4), (5), (6) et (7): Please refer to chapter 5.15 of the 2015 registration document for a full list of definitions.

Em 2015 CONSOLIDATED SALES

Total sales for 2015 stood at €4,809.9 million, up +6.9% from
2014, thanks in particular to the favorable +4.7% impact of the
exchange-rate effect. Changes in the scope of consolidation
added +1.5%, as announced.

At constant scope of consolidation and exchange rates, the change
in sales came to +0.5%, in line with 2015 target and reflecting a
change in sales of +1.4% in mature countries and -1.0% in new
economies.

Changes in sales at constant scope of consolidation and exchange
rates are analyzed below by geographical region:

m France: the organic change in sales was -2.5% in 2015, in line
with the underlying market trend. Renovation activity remained
resilient and new construction continued to retreat. Against
this backdrop, the Group nonetheless recorded good relative
performances in user interface products (formerly wiring
devices). More particularly, in the fourth quarter of 2015, sales
benefited from strong demand from distributors, which was
more marked than in the fourth quarter of 2014.
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m ltaly: sales were up +0.8% from 2014 at constant scope of
consolidation and exchange rates. This trend reflects the
gradual stabilization of activity in Italy observed since the
end of 2014. Against this backdrop, Legrand registered good
performances in digital infrastructure, cable management and
modular UPS (UPS: Uninterruptible Power Supply).

m Rest of Europe: sales rose +2.0% from 2014 at constant
scope of consolidation and exchange rates, thanks to healthy
growth recorded in several mature countries including Spain,
the United Kingdom and Germany, as well as in many new
economies, among them Turkey, Poland, Romania, Hungary and
the Czech Republic. Sales in Russia declined due to unfavorable
economic conditions.

m United States/Canada: sales were up +5.0% at constant
scope of consolidation and exchange rates in 2015, fueled in
particular by commercial successes and inventory build-up by
distributors following the launch announcement of a new GFCI
(Ground Fault Circuit Interrupter). Sales in the region continue
to benefit from a construction market that is doing well, with
residential activity remaining favorable and the commercial
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segment continuing to grow. Legrand recorded good showings
in 2015 in highly energy-efficient lighting control (thanks in
particular to deployment of new energy codes for buildings,
including Title 24 in California) and in user interface products.
As announced, the United States became the group’s #1 country
by sales in 2015.

mm ADJUSTED OPERATING PROFIT AND MARGIN:

Adjusted operating profit stood at €930.4 million for full-year
2015, rising +5.7% from 2014. This reflected value creation
generated by the Group that was driven in particular by a strong
+38% rise in adjusted operating profit in the United States/
Canada region (total sales in the region grew by +31%).

Adjusted operating margin before acquisitions (at 2014 scope of
consolidation) came to 19.4% of sales, in line with the 2015 target
confirmed and specified in November 2015 as “at least 19.0%".

When compared with the 2014 performance (19.6%), the -0.2 point
change in adjusted operating margin before acquisitions (at 2014
scope of consolidation) can be explained as follows:

6. Outlook™

INTEGRATED REPORT

m Rest of the world: sales declined -1.2% at constant scope of
consolidation and exchange rates in 2015. Sales rose in Asia
excluding China, with healthy growth in India, Malaysia and
Thailand. The same was true in Latin America excluding Brazil,
notably in Mexico, Peru and Colombia. Those positive changes
in sales did not offset declining activity in some other countries
such as China and Brazil, both affected by unfavorable
economic conditions.

= +0.2 point from inventory build-up of manufactured goods;

= -0.2 point corresponding to a mix effect, primarily due to
strong growth in the United States/Canada region—driven
mainly by a very marked positive exchange-rate effect—
where profitability remains slightly below the group average,
although improving steadily; and

= -0.2 point linked to other factors including expenses linked
to the implementation of productivity and restructuring
initiatives.

Taking acquisitions into account, the Group’s adjusted operating
margin came to 19.3% of sales for full-year 2015.

In an uncertain global context, Legrand is benefiting from its
favorable positioning thanks to its limited presence both in the
new economies most affected by economic slowdown and in the
oil and gas industry. Moreover, the construction market may have
bottomed out in some mature countries in Europe; it should also
remain upbeat in some other countries such as the United States.
Yet for 2016, macroeconomic projections have recently become
more cautious and some new economies may continue to be
affected by unfavorable economic conditions.

Against this backdrop, Legrand is targeting a 2016 organic change
in sales of between -2% and +2%. The Group has also set a target
for adjusted operating margin before acquisitions (at 2015 scope
of consolidation) of between 18.5% and 19.5% of sales in 2016.

Legrand will also pursue
acquisitions.

its strategy of value-creating

(1) 2016 targets announced on February 11, 2016 when releasing 2015 full-year results.
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2.1 - LEGRAND AND ITS BUSINESS

2.1.1 - Overview

A SELF-FINANCED BUSINESS MODEL
CREATING VALUE OVER THE LONG-TERM

- 2.1.1.1

Legrand is the global specialist in electrical and digital building
infrastructure. Its comprehensive range, suitable for the
commercial, industrial, and residential segments of the low-
voltage market, makes Legrand a benchmark for distributors,
electrical installers, product specifiers and end-users worldwide.
In 2015 Legrand generated sales of over €4.8 billion, of which
more than two-thirds was with products that rank number 1 or
number 2 on their respective markets.

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 over
36,000 employees and commercial and industrial operations in
nearly 90 countries.

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

m firstly, sales and operational marketing (Front Office);

m secondly, activities linked to strategy, industrial operations
(innovation, R&D, manufacturing, purchasing and logistics), and
general administration (Back Office).

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. Legrand’'s Back Office is generally organized on
a worldwide basis, particularly with regard to its industrial
operations, which are built around seven Strategic Business Units
(SBUs) aligned with the Group'’s local market structure.

The Group benefits from solid, long-term growth levers.
Geographically, around 80% of its sales are generated outside
France, with the United States being the Group’s highest-selling
country. Apart from new business segments'”, social megatrends
— such as aging populations, increasing willingness to reduce
energy consumption and the development of new economies -
and technological megatrends - particularly digital, with the
Internet of Things - offer long-term growth prospects for the
Group. At the heart of these developments — in particular those
linked to the emergence of the Internet of Things - lies the

(1) Energy efficiency, home systems, digital infrastructure and assisted living.
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electrical and digital infrastructure of buildings, an area in which
Legrand specializes.

More generally, Legrand is convinced that new technologies -
especially digital — significantly increase the value-in-use of
electrical and digital building infrastructure products for users.
The Group has therefore decided to step up its investments in this
area - innovation, with the launch the Eliot program; acquisitions
with, in particular, the purchase of Raritan and QMotion; signature
of strategic partnerships; participation in many technological
alliances; and investment in a round of financing for Netatmo. It
is within this framework that Legrand set itself ambitious targets,
such as achieving double-digit average total annual growth in
sales for connected products by 2020; at year-end 2015, the
Group’s achievements were ahead of schedule.

Legrand’s business model relies on two growth engines to
strengthen its leadership positions worldwide year after year.
First, innovation — particularly technological innovation — aims at
fueling organic growth with the regular launch of new offerings
- including connected products (Legrand’s Eliot program) that
enhance value-in-use - and numerous marketing and sales
initiatives.

The second growth engine is external growth, with targeted and
self-financed acquisitions of companies that are front-runners
in their markets or have proven technological expertise and are
highly complementary to the Group's business activities.

The other feature of Legrand's business model is that it is
self-financed. As initiatives linked to new technologies expand,
Legrand is at the same time actively pursuing its initiatives
targeting productivity and optimal use of capital employed,
thanks to the new industrial organization implemented in 2014. In
total, benefits generated by this industrial transformation enable
financing of the new technology-linked initiatives underway.
This is reflected in the Group’s ratios for R&D, industrial capital
expenditure and working capital requirement, which are all
under control. The Group has also set the ambition of generating
normalized free cash flow of between 12% and 13% of Group
sales.

Thanks to the soundness of its business model and ongoing
efforts to improve that model, and in keeping with the Group's
four values (customer focus, innovation, ethical behavior and
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resource optimization), Legrand intends to continue to strengthen
its sustainable, profitable and highly cash-generative growth
profile in order to self-finance its development and thus create
value for all of its stakeholders, while continuing to offer products
that help to protect the environment.

The Group is listed on Euronext Paris and is included, in particular,
in the CAC 40, FTSE4Good, MSCI World, Corporate Oekom Rating
DJSI, Vigeo Euronext Eurozone 120 and Europe 120 indices, as
well as the Ethibel Sustainability Index Excellence, at the time this
Registration Document was filed.

mm 2.1.1.2 NUMEROUS GROWTH OPPORTUNITIES

Driven by social megatrends (such as environmental protection,
the sharp rise in data traffic, aging populations and the
development of new economies) and technological megatrends
(such as the emerging Internet of Things, Big Data, wireless
and fiber-optic technology), the market for electrical and digital
building infrastructure is changing, offering enriched features
and scope for long-term growth. The Group’s development
geographically, and in terms of products and distribution
channels, is at the heart of the global challenges raised by these
megatrends.

2.1.1.2.1 International development

Reinforcement of the Group’s presence in the USA/Canada
region

Over the last 10 years, as a result of ongoing innovation efforts
complemented by 10 acquisitions, the Group has almost doubled
its sales in this region to stand at over €1.1 billion in 2015,
thereby strengthening its leadership positions (particularly
in cable management, highly energy-efficient lighting control,
audio/video enclosures, pre-terminated solutions for audio-
video networks and voice-data-image and structured cabling
for residential buildings). In 2015 the United States became the
Group’s number 1 country by sales.

Balanced presence in the new economies

The new economies (Latin America, Central America, Eastern
Europe, Turkey, Asia excluding South Korea, Oceania excluding
Australia, Africa and the Middle East) offer long-term growth
potential. Considering that around 20% of the world’s population
does not yet have access to electricity, and that a middle class
boom is expected in many countries (for instance, according to
the United Nations, Asia will have 3 billion middle class citizens by
2030, five times more than in Europe), driving demand especially
for high value-added products, Legrand believes that in the long
term, its market offers attractive growth potential as electricity
generation and distribution infrastructures are developed.

GROUP OVERVIEW
Legrand and its business

The Group sells its products in more than 120 new economies
and has a commercial and/or industrial presence in over half
of them. This expansion is evenly spread, with new economies
representing around 36% of the Group’s sales at December 31,
2015 (compared with 38% in 2014) and the most significant
country being India, which accounts for 6% of total Group sales.

2.1.1.2.2 New technologies

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

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

m launch of the Eliot program, aimed at speeding up deployment
of the Internet of Things in the Group’s offering. As part of this
program, Legrand set ambitious targets that include achieving
double-digit average annual growth in sales for connected
products by 2020 and doubling the number of its connected
product families from 20 in 2014 to 40 in 2020. At year-end
2015, results were ahead of schedule in the development plan,
with nearly +34% total growth in sales of connected products
and a total of 23 families of connected products;

m an increasing share of R&D investments assigned to new
technologies, demonstrated, for example, by the rise of more
than 50% in the resources allocated to software and firmware
development between 2010 and 2015. More generally, close to
39% of R&D staff are dedicated to electronics, softwares and
digital offerings;

m signature of collaborative agreements and strategic
partnerships with players including Nest (to use the Nest
Weave communications protocol in Legrand's connected
offering); La Poste (with a view to making Legrand’s connected
products compatible with the Digital Hub provided by La Poste);
and Samsung (to develop offerings that improve hotel room
management and comfort). Legrand thus intends to develop
connected and interoperable solutions, bringing lasting
benefits to individual users and professionals alike;

m investment in a round of financing for Netatmo, strengthening
Legrand’s ties to the Internet of Things’ ecosystem in buildings,
and to related leading trends;

m participation in many technology alliances including Allseen
Alliance, ZigBee Alliance, BACnet International and Confluens;
and

m participation in the Las Vegas Consumer Electronics Show
(CES) in January 2016 for the second year running. Legrand
was present at three booths (Allseen Alliance, ZigBee Alliance

02
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and La Poste), testifying to the scope of its know-how in
interoperability with innovative, connected solutions that
deliver lasting benefits to users.

Legrand also decided to focus a significant share of its external
growth on raising its profile in the most promising technological
areas. As such, in the past three years it has acquired:

m Aegide (leading supplier of VDI cabinets for datacenters in the
Netherlands and a front-running European contender in this
market) and Raritan (North American frontrunner in intelligent
PDUs!" and KVM®? switches), in datacenter segment;

m Neat (Spanish market leader and a major European player in
assisted living) and Tynetec (frontrunner in assisted living in
the United Kingdom), in assisted living;

m Nuvo (specialist in multi-room audio systems in the U.S.) and
QMotion (U.S. specialist in natural light control for residential
buildings), in home systems;

m IME, leading Italian contender and European specialist in
measuring electrical installation parameters, in the highly
promising energy efficiency segment.

2.1.1.2.3 New business segments

Boosted by technological progress and the emergence of new
requirements, particularly linked to the development of new
technologies (see section 2.1.1.2.2 of this Registration Document
for more details), digital infrastructure, home systems, energy
efficiency and assisted living are continuing to grow. Over the
past 10 years, the share of new business segments in the Group’s
sales has almost tripled to represent more than 30% of Legrand'’s
total sales.

Digital infrastructure and home systems

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

(1) PDU: Power Distribution Unit.
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In residential buildings, the electrical installation must not only
power and protect appliances individually — increasing the needs
in terms of the building’s electrical infrastructure — but also allow
interactive management of all internal functions within the home,
such as monitoring energy consumption, comfort, security, and
audio and video distribution.

Likewise, in commercial buildings, IT and telephone networks,
along with 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 like IP for easier management and
maintenance.

In addition, thanks to its flexibility, ease of installation and highly
ventilated structure, which enables better cable cooling, wire-
mesh cable management is widely used in datacenters. The
Group offers a full range of cable management solutions via its
Cablofil brand, which can be installed in all commercial buildings
(datacenters, retail outlets) and industrial facilities throughout
the world.

Legrand offers its customers solutions that are simple to use
and install, allowing smart management of the building through
its digital infrastructure. In recent years, the Group has made
its mark with numerous innovations, including for example the
My Home system and LCS? VDI solutions, offering simplified
installation and guaranteeing optimal network performance,
and the Digital Lighting Management range for optimized lighting
management through a digital network.

Energy efficiency

Buildings currently account for around 40% of total worldwide
energy consumption®,

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

Legrand is responding to this demand by offering a series of
products and solutions that can be integrated into systems for the
measurement of energy consumption and energy quality, lighting
management, shutter control, home automation, standby mode
control, water-heater and heating management, the improvement
and control of electricity quality (source inversion, reactive

(2) A KVM switch enables users to control multiple computers from a single Keyboard, Video and Mouse console.

(3) Source: International Energy Agency.
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energy compensation, highly energy-efficient transformation,
surge protection, and uninterrupted power supply), as well as
electric-vehicle charging.

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

Assisted living

The aging of the population (according to the UN, the number of
people in the world who are over 80 is expected to more than
triple by 2050, from its 2015 level) poses a major challenge, in
terms of economic as well as societal 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 three frontrunners in this field:

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

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

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

Legrand has thus become number two in Europe for assisted
living and is ranked first or second in the major European markets,
particularly France, the United-Kingdom, Spain and Germany.

See section 4.2.1.1 of this Registration Document for further
details on the assisted living business.

2.1.1.2.4 Development of new distribution channels
by the electrical sector

Due to changes in technology and ways of life, new opportunities
are emerging in activities such as Voice-Data-Image (VDI), audio/
video (A/V) and IT. Legrand is building healthy positions in these
new activities, while benefiting from the development of these
distribution channels within the electrical sector.

The development of Group sales in these specialized channels
represents significant growth opportunities for the Group and the
electrical sector as a whole, which have access to new markets
such as network integrators, panel builders and specialists in
audio/video applications and maintenance.

As far as e-commerce is concerned, it is a formidable showcase
for the Group’s know-how, enabling end-users or project owners
(architects and engineering offices) to gain a complete picture
of the wide variety of Legrand’s offerings, both in terms of

GROUP OVERVIEW
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functionalities and finishes. Legrand believes that the bulk of
its product sales made through e-commerce will be recorded
by generalist distributors, which remain the Group’s main
distribution channel.

mm 2.1.1.3 PRODUCTS

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

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

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

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

Legrand’s products, nearly 230,000 catalog items, are subject
to quality and safety controls and regulations. They are mostly
regulated by national standards, and even international standards
for some of them.

Since Legrand’'s business is essentially local, ie. country-
specific, its financial reporting and performance management
are organized into five geographical areas. However, to continue
improving its competitiveness, Legrand has a global industrial
back-office organization. Since 2014, this has been built around
seven Strategic Business Units (SBUs) (see section 2.3.2 for more
details), aligned with the Group's local market structure:

m user interface;

m energy distribution;

m building systems;

m cable management;

m digital infrastructure;

m UPS (Uninterruptible Power Supply); and
m installation components.

These product categories are sold in most of Legrand’s major
geographical markets, each country having its own technical
specifications and norms. In addition, the technical features and
design of Legrand’s products may vary, depending on whether
they are intended for commercial, residential or industrial
buildings.
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2.1.1.3.1 User interface (ex. Wiring devices SBU)

User interface' covers all the solutions designed to create a day-
to-day link between the user and the electrical installation of a
building.

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

Thanks to new technologies and in particular the Internet of
Things, user interface, mainly wall mounted, is changing, getting
more flexible and mobile and adapting to changes in ways of life
and needs of users. It is designed according to increasingly varied
aesthetics and ergonomics, thus covering the economy, standard
and premium market segments.

User interface ranges can include up to 200 functions (switches
and sockets with various designs and features, as well as other
user interfaces such as motion sensors, temperature control,
sound systems, etc.), increasingly include electronics, and will
become more and more connected.

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

2.1.1.3.2 Energy distribution

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

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

2.1.1.3.3 Building systems
Building products and systems include:

m solutions for monitoring the electrical installation in residential,
commercial and industrial buildings. These solutions cover in
particular lighting management and more generally energy
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management, with automated or remote-controlled products
that allow end-users to control electricity and data flows;

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

m dedicated assisted-living systems.

2.1.1.3.4 Cable management

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

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

2.1.1.3.5 Digital infrastructure

Legrand offers a complete range of systems for the distribution
of digital data, including pre-wired solutions for IT, telephone
and video networks, such as copper or fiber-optic patch panels,
RJ45 sockets, and copper and fiber-optic cables, enabling and
facilitating the organization of networks in residential and
commercial buildings and in datacenters.

Legrand considers itself to be one of the five main manufacturers
of VDI applications (excluding cables, active products and Wi-Fi).
It has been very successful in this area, particularly with its
new LCS? range, designed for simple and quick set-up of VDI
connections while ensuring optimum network performance.

2.1.1.3.6 UPS

The UPS (Uninterruptible Power Supply) segment is a
complementary activity for the Group’'s energy distribution and
energy efficiency offering, notably for buildings with intensive
digital infrastructure, such as offices, hospitals and datacenters,
in which a continuous high-quality power supply is essential. The
Group's offering includes modular UPS as well as conventional
UPS.

(1) This is a broader meaning than the concept of wiring devices previously used, which essentially covered switches and sockets.
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2.1.1.3.7 Installation components

Installation components include power connectors (multi-pin
connectors, mobile sockets and site distribution cabinets),
tubes and ducts, mobile products (plugs, multi-outlet units and

2.1.2 - History
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extensions and cable reels) and installation products (cable ties,
lampholders, junction boxes or flush-mounting boxes).

The main stages in Legrand’s development are:

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

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

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

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

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

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

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

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

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

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

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

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

m 2001: Schneider Electric launches a full friendly tender offer
for Legrand; the European Commission opposes the planned

merger in October 2001. As Legrand had planned prior to the
merger 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 Registration
Document);

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

m 2003: delisting;

m 2005: Legrand becomes the leader in the Chinese wiring device
market with the acquisition of the market leader TCL; the
Group's total sales exceed €3 billion;

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

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

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

m 2011: Legrand returns to the CAC 40 Index;

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

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

m 2014: publication of the new sustainable development roadmap
for 2014-2018; all industrial back-office functions under the
single management of the Operations department, and creation
of an Innovation and Systems department;

m 2015: launch of the Eliot program, aimed at speeding up the
deployment of the Internet of Things in Legrand’s offering.
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2.2 - APROFITABLE GROWTH STRATEGY BASED ON LEADERSHIP

DEVELOPMENT

In the medium term, excluding the effects of economic cycles,
Legrand’s strategy consists in accelerating its profitable and
sustainable growth in line with the Group’s four values (customer
focus, innovation, ethical behavior and resource optimization). The
Group is thus looking to expand its businesses internationally into
new business segments, new technologies and new distribution
channels developed by the electrical sector. Legrand relies

on two growth engines to strengthen its leadership positions
worldwide year after year: innovation to fuel its organic growth,
and a strategy of targeted acquisitions of leading players in its
accessible market. Thanks to the soundness of its business model
and to ongoing efforts to improve it, Legrand intends to continue
self-financing its expansion and strengthening its profitable
growth profile, thereby creating value for all of its stakeholders.

2.2.1 - Legrand, a market leader with a unique positioning

Em 2.2.1.1 AGLOBAL PLAYER, SPECIALIZING
IN ELECTRICAL AND DIGITAL BUILDING

INFRASTRUCTURE

Legrand is the specialist for the development, manufacturing and
marketing of a comprehensive range of products and systems
for electrical and digital building infrastructures. This approach,
deployed worldwide and underpinned by the Group's presence
in nearly 90 countries through subsidiaries, branches and
representative offices, has enabled the Group 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 who
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, and software), technical
and commercial support, and training. (See section 2.3.1.3 of this
Registration Document for further details).

Em 22.1.2 AMARKETLEADERWITH FRONTRUNNER
MARKET SHARE

Legrand believes that it is the world leader in the interface for
control and connection segment and the cable management
segment.

On a more global basis, Legrand also holds number 1 or
number 2 positions for one or several product families in many
key countries, such as:
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m user interface in Brazil, Chile, China, the United States, France,
Hungary, Italy, Mexico, Peru and Russia;

m cable management in Saudi Arabia, the United States, France,
Italy, Malaysia and Mexico;

m emergency lighting products in Australia, France and Peru;

m digital infrastructures in the United States, Columbia and the
Netherlands;

m UPS, particularly in Brazil and Turkey;

m modular protection in Brazil, Chile, Colombia, France, India and
Poland.

Total sales generated by Legrand with products that are number 1
or number 2 in their respective markets accounted for over two-
thirds of Group sales in 2015, as in 2014. The Group believes
that this first-rate competitive positioning makes it the standard-
setter for distributors, electrical installers, product specifiers and
end-users, and boosts demand for its products.

Em 22.1.3 APORTFOLIO OF RENOWNED 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
drivers of demand, have trusted the Group’s brands, products and
systems for many years, given their safety, reliability and ease of
installation and use.
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Moreover, Legrand believes that its offering, which features
nearly 230,000 different products organized into more than
80 product categories, is one of the most comprehensive on the
market.

Legrand markets its products:

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

m under an extensive portfolio of approximately 50 brands, either
specialist, such as Cablofil or Zucchini, or very well-known local
brands.

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

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

m in ltaly, Bticino, Legrand, Zucchini, Cablofil and IME;

min the Rest of Europe, Legrand, Bticino, Cablofil, Zucchini,
Kontaktor, Electrak, Estap, Inform, Neat, Tynetec and Minkels;

m in the United States and Canada, Legrand, C2G, Middle Atlantic
Products, Raritan, Vantage and Wattstopper;

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

Legrand’s brand and trademark portfolio is protected in most of
the markets where the Group operates. The protection granted to
Legrand’s brands is based on their registration or use. Legrand’s
brands are registered with domestic, European and international
agencies for variable periods, usually individual ten-year periods,
subject to the laws making ongoing protection conditional on
continual use of the brands.

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

GROUP OVERVIEW
A profitable growth strategy based on leadership development

B 22.1.4 ABALANCED MARKET POSITIONING

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

m the market covers the new-build and renovation sectors, the
latter sector being less sensitive to economic cycles than
the new-build sector, as it requires lower investments and
benefits from a recurring flow of activity arising from regular
maintenance and modernization needs. Legrand estimates
that approximately 48% of its sales were generated by the
renovation market in 2015, while the new-build market
accounted for around 52% of its sales in the same year;

m the market breaks down into three sectors, depending on the
categories of buildings and end-users: the commercial sector
where Legrand estimates that it generated 50% of its 2015
sales, which is itself composed of many vertical segments in
which business trends can differ and that includes buildings
like hotels, offices and retail outlets, and also public buildings
like schools or hospitals; the residential sector (43% of its 2015
sales); and the industrial sector (7% of its 2015 sales), each of
which has its own growth momentum;

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

m in addition, certain businesses, such as new business segments
(digital infrastructure, energy efficiency, home systems and
assisted living), are driven more by technological, social and
societal developments than by the construction market;

m finally, a highly diversified geographical presence limits the
Group’s dependence on the specific economic performance
of one or several 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.

(1) According to an Ipsos poll conducted in 2013 in France, Legrand is by far the leading wiring device brand, with a spontaneous awareness rate of 34%.
(2) According to an ASTAREA poll conducted in 2013 in Italy, Bticino is by far the leading wiring device brand, with a spontaneous awareness rate of 34%.
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2.2.2 - A development driven by two growth engines

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

mm 2221 NUMEROUS INITIATIVES TO SUPPORT

ORGANIC GROWTH

Legrand’s strategy for growth and for increasing market share
is based on various initiatives, particularly innovation, with
the launch of new products that enhance value-in-use and
commercial initiatives such as opening new showrooms and
concept stores.

2.2.2.1.1 Innovation at the core of a proactive,
targeted research and development policy

Each year, Legrand dedicates 4 to 5% on average of its sales to
research and development.

Legrand develops its products by concentrating primarily on the
following features:

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

m enhanced product features, mainly through the use of new
technologies (communication, data capture and processing,
remote control, etc.);

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

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

m new designs.

Know-how that is recognized for its innovation

Legrand has a long, recognized track record in terms of
innovation and the development of new products that create
value for its economic chain. Legrand adds higher value-added
products to its ranges on a regular basis, for example by using
materials such as leather, wood and steel, together with new
high-technology solutions. Examples of these solutions include:
the universal media socket; a circuit breaker with an automatic
reset function; My Home, its home automation range, which

simultaneously manages lighting, security, heating and audio and
video in residential buildings in a simple, ergonomic way; the eco-
meter for measuring and monitoring the main sources of energy
consumption on mobile devices; and controls incorporating
communication technologies such as Zigbee. Legrand is also
continuing to develop its connected product offering and launched
new products with connected functions, as part of the Eliot
initiative, such as the Valena Life user interface range in Europe
and, on international markets, Driver Manager, a gateway that
ensures interoperability between the My Home range of home
systems and systems made by other manufacturers.

Legrand is also focusing its efforts on low-end product ranges,
enabling it to meet all the requirements of its markets.

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

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

Effective management of research
and development activities

Research and development is under the responsibility of the
seven Strategic Business Units (SBUs), which decide on a global
scale on the allocation of projects to the various teams spread
around the world. They are assisted in their task by the Innovation
and Systems department, whose role is to promote and
coordinate the innovation approach within the Group, to define
the technology roadmap, and to ensure consistency between the
technologies used by the different SBUs (see section 2.3.2 of this
Registration Document for further details). A significant portion
of Legrand’'s research and development work is carried out in
France, Italy, the United States and China, as well as in other
countries closer to markets. As at December 31, 2015, more
than 2,100 employees in around 18 countries were employed in
research and development, 30% of them in new economies.

More generally, close to 39% of R&D staff are dedicated to
electronics, softwares and digital offerings in 2015.

This global organizational structure enables the Group to optimize
its research and development by designing products that share

(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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the same platform. It enables a rationalization of the number
of components and a reduction in manufacturing costs, as well
as the pooling of development costs and thus the dedication of
more resources to high-growth businesses like digital systems.
In addition, Legrand anticipates the international roll-out of its
products as soon as it designs them. The Group has implemented
some fifty “technological bricks” covering the main electronic
functions within the Group offering. For a given electronic
function, such as presence detection or NFC" communication,
a technological brick gathers all engineering information,
associated firmware and software, as well as protocols for
testing and qualifying and processes for manufacturing. A
technological brick is made available to the whole Group and
can thus be used by several development teams. At the Group
scale, this standardization approach makes it possible to pool
investments in engineering and to enhance product quality by
sharing experience.

A substantial patent portfolio

Legrand holds over 3,700 active patents in over 70 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 to the
assessment of its business development prospects.

The Group's patents cover close to 1,600 different systems and
technologies. The average life of the Group’s patent portfolio is
around nine years, which also corresponds to the average life of
the patents held by Legrand’s competitors.

2.2.2.1.2 Innovative commercial initiatives

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

m a variety of training courses for electrical installers to broaden
their know-how and knowledge of Legrand products and
systems;

m installation design and costing software for professionals;

m innovative marketing and sales tools that complement the
numerous showrooms which 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, or
the “Experience Center” in West Hartford in the United States.
Legrand is continuing to break new ground in terms of the
services it offers its customers, opening “project stores” in
Francein 2014 and 2015. This all-new concept gives cust