


Céliane’s Interscenario combines control
of lighting, heating, and shutters for relaxed comfort.

In 2010, we first achieved a big break-
through in home automation with the
“My Home" system. This carries out a
variety of functions at the same time,
with energy and temperature controls,
comfort devices including lighting
controls, audio and video communication,
sound diffusion, etc., all integrated
through a single network.

OPEN WEB NET AND MY

with our My Home system, thus creating
added value for the final customer.

Thanks to this, we have the bases
for new partnerships enabling
system integrators to develop their
own supervision systems. We are
also able to place control software
for our systems on iPads, iPhones
and all kinds of mobile devices.

STRONG GROWTH EXPECTED
IN THE YEARS AHEAD

QOur focus is on developing com-
prehensive home systems, which we

"A new approach to home life”

by Ernesto Santini, Vice-President Development
and Technologies, Home Systems

Art touch
screens include
My Home
controls.

expect to drive vigorous growth in
the future.




STRATEGY

INNOVATION & DESIGN

Changing lifestyles and practices call for continuing
innovation to anticipate new needs.

MORE DEMANDING CUSTOMERS

> Expectations are growing and demand is on the rise for
smart, personalizable products that match consumer needs,
lifestyles and tastes. This, in turn, has made style, simplicity
and ergonomics critical factors. The rapid success of smart
phones, is a telling illustration of the trend - they accounted
for 30% of mobile phones sold in France in 2010, and this
proportion should rise to 90% or even 95% three or four years
from now.

Source: Institut GFK, January 2011.

CREATING IDEAS AND VALUE
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KEY FIGURES

38%

OF SALES GENERATED
BY NEW PRODUCTS

R&D REPRESENTS BETWEEN

4.5%

OF SALES

1,860

EMPLOYEES DEDICATED TO R&D
T

> Substantial investment in R&D allows Legrand
to move into new, unexplored territory. The company
monitors new trends carefully, then harnesses innovation to
accelerate development, especially in fast-growing business
segments - energy efficiency, digital infrastructures and
residential systems — and carve out positions in the markets
of tomorrow: charging stations for electric vehicles, smart
grid applications and assisted living.

> Taking a broader view, Legrand forges partnerships with
other manufacturers to promote shared solutions with scope
for major breakthroughs. Expanding the EV Plug Alliance,
co-founded in March 2010 with two other companies, is one
illustration of this strategy. The Alliance backs a standardized




INNOVATION & DESIGN

Y INTERVIEW

Design is part and parcel of R&D and
innovation. Product design at Legrand
aims to ensure the overall coherence
and balance of development initiatives,
bearing in mind the imperatives of func-
tion and use as well as form.

Legrand R&D is not a separate entity. It
is embedded within the broader struc-
tures driving new product initiatives.

In terms of processes, work on new pro-
ducts is jointly headed by marketing,
design and product development teams.

MEANING AND VALUE

Legrand is a definite leader in its ability
and commitment to deliver esthetics
and technology.

In doing so, it brings real meaning and
value to all of its products, and for all
types of user. To achieve that and sup-

Legrand has over 4,000 active patents to its name.

“Design is part and parcel
of R&D and innovation”

by Pierre-Yves Panis, Vice-President
Industrial Design & Art Direction

Top-end Arteor wiring devices combine design and technology at their best.

port our forward thinking process,
Legrand’s design team uses innovative
tools such as motion graphics design.
This allows us to contextualize a propo-
sal — to see how a product or concept
would look and work in practice.

TWO EXAMPLES:
AN INTEGRATED
APPROACH

line automation — and that talks to
people all around the planet. To do this
smoothly, it uses pictograms to explain
functions to users.

> Second, the “Green'up” electrical-
vehicle recharging station is a totally
new platform that allows smart auto-
mated recharges, linking the electrical
and digital infrastructures of buildings
up to vehicles with advanced, easy-to-
use technology.




STRATEGY

SUSTAINABLE DEVELOPMENT

With long-term growth a constant focus, Legrand has put

its full weight behind a model based on responsible
development. This addresses three areas: social responsibility,
the environment, and governance that promotes ethics,

transparency and dialog.

A KEY CHALLENGE

Sustainable development is a critical challenge for the world
today.

> Socially responsible business practices moved ahead in the
global arena with the adoption at year-end 2010 of ISO 26000,
an international standard developed by stakeholders in 99
countries. 1ISO 26000 sets out the first social guidelines based
on international consensus.

I
KEY FIGURES

NEARLY

100%

OF 2010 TARGETS ACHIEVED

LEGRAND SHARES INCLUDED IN

/A

MAJOR SRI INDEXES
I T

CONTINUING PROGRESS

At Legrand, sustainable development takes concrete shape
in an approach dedicated to ongoing improvement. This has
the full support of staff and is embodied in a dynamic policy of
innovation to meet the expectations of consumers, staff, sup-
pliers and other stakeholders, while at the same time limiting
environmental impacts and constantly enhancing societal per-
formance.

> In 2010, this carefully structured approach continued in



SUSTAINABLE DEVELOPMENT

INTERVIEW

“Our commitments on corporate
social responsibility”

by Nelly Navarro, Sustainable
Development Manager

T T T

In2010, Legrandidentified three areas
covering eight priorities to define our
commitments on corporate social
responsibility. These priorities are
naturally tailored to the Group's
organization, activities and business.
The same approach is also behind our
new targets for sustainability. Among

79% of engineering and development units
apply eco-design methodology.

S Vg

82% of Legrand sites around the world are ISO 14001 certified.

others, we aim to systematically
develop eco-design processes and
reduce the carbon footprint of all
our activities. In 2010, significant
efforts were made, focusing on these
priorities. To take one important
example: Legrand’'s partnership
with Electriciens sans frontiéres was
reinforced. Over the past year, we
again provided the association with
equipment and funding for development
projects extending access to electricity
in Cambodia, in India and in Vietnam.

PRODUCTS FOR HIGH
ENVIRONMENTAL
PERFORMANCE

We have developed a number of eco-
design ranges. For instance, our
R&D team in lItaly developed a circuit
breaker for the Lexic range that reduces

environmental impact by 20% compared
with the previousrange. Finally,asregards
governance, we are continuing to work
alongside the purchasing and quality
teams to create tools allowing systematic
integration of sustainability criteria into
assessments of suppliers’ performance.

Legrand promotes access to electric power
in partnership with Electricians without Borders.




RESULTS

KEY FIGURES

SALES IN
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SUSTAINABLE DEVELOPMENT INDICATORS

SOCIAL INDICATORS

excluding Inform
and Indo Asian

87
86 Switchgear
85

2008 2009 2010

HEALTH AND SAFETY COMMITTEES (HSC)
% of staff members represented by an HSC
2010 target achieved:
maintain rate at over 85%

88 excluding Inform
86.6 and Indo Asian

Switchgear
| I

2008 2009 2010

RISK ASSESSMENT
% of Group workforce covered
by formal risk assessments
2010 target achieved: rise to over 80%

ENVIRONMENTAL INDICATORS

excluding Inform

84 and Indo Asian
82  Switchgear
81 I

2008 2009 2010

1SO 14001 CERTIFIED SITES
in%
2010 target achieved: maintain rate at over 70%

216
excluding Inform

166 168  andIndo Asian

Switchgear

excluding Inform
and Indo Asian

95
94 Switchgear
93 I

2008 2009 2010
RISK CONTROL

% of Group workforce within the scope
of consolidated risk data
2010 target achieved: rise to over 95%

BREAKDOWN OF WORKFORCE IN 2010 (in %)

Age Women Men

< 26 years 7% 5%

26 - <36 years 12% 17%
36 - < 46 years 10% 20%
46 - < 56 years 9% 13%
> 56 years 3% 4%

excluding Inform
79  and Indo Asian
70 Switchgear
63

2008 2009 2010

% OF R&D UNITS DEPLOYING

AN ECO-DESIGN APPROACH
in%
2010 target achieved: rise to over 60%

luding Inf
8 84 exludng ntorm
82 Switchgear




GOVERNANCE

The executive committee is composed of 8 members

EXECUTIVE COMMITTEE ittt T

e

-

Gilles SCHNEPP Olivier BAZIL Xavier de FROMENT Jean-Paul LEDUC
Chairman and Vice Chairman and Vice President France Vice President
Chief Executive Officer Chief Operating Officer Export Sales
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Paolo PERINO John SELLDORFF Patrice SOUDAN Philippe WEBER
Managing Director President and Chief Operating Deputy Chief Operating Officer, Deputy Chief Operating
and CEO of BTicino Officer, Legrand North America Vice-President Wiring Services Officer, Vice-President
and Home Systems Division Energy Distribution and
Industrial Applications
Division

MEMBERS OF BOARD OF DIRECTORS ittt i i i i i e

GILLES SCHNEPP, Chairman of the Board — OLIVIER BAZIL, Vice Chairman of the Board — MATTIA CAPRIOLI,
Director — THIERRY DE LA TOUR D’ARTAISE, Independent Director ® — JACQUES GARAIALDE,
Director — EDWARD A. GILHULY, Director — FRANCOIS GRAPPOTTE, Director and Honorary Chairman —

GERARD LAMARCHE, Independent Director™ — FREDERIC LEMOINE, Director — ERNEST-ANTOINE SEILLIERE,
Director — PATRICK TANGUY, Director.




