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REGISTRATION
DOCUMENT

INCLUDING THE ANNUAL
FINANCIAL REPORT

This registration document was filed with the French Market Authorities
(Autorité des marchés financiers) on April 27, 2011, pursuant to
article 212-13 of its General Regulations. It may not be used to support
a financial transaction unless it is supplemented by an information
memorandum approved by the Autorité des marchés financiers. This
document was prepared by the issuer. The signatories assume
responsibility for this document.



. NOTE

References to the “Group” and “Legrand” are to the Company,
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. References to “Legrand SAS” relate specifically
to Legrand SAS, which was wound up without liquidation in
accordance with the decision of the Board of Directors dated
February 8, 2006, and was previously a direct subsidiary of the
Company.

In this registration document, references to "KKR" relate to all
companies owned and controlled by investment funds managed
by Kohlberg Kravis Roberts & Co. L.P.

In this registration document, references to “Wendel” are,
unless otherwise specified, to Wendel and/or one or more of its
subsidiaries.

The Company’s consolidated financial statements presented in
thisregistration document for the years ended December 31,2010,
December 31, 2009 and December 31, 2008 have been prepared
in accordance with International Financial Reporting Standards
(IFRS), as adopted by the European Union. Since the Group has
not applied the carve-out arrangements proposed by the EU
and specified in IAS 39, these consolidated financial statements
were also prepared in accordance with IFRS, as articulated by
the International Accounting Standards Board (IASB). References
therefore to the term “IFRS™ within this registration document
relate to international accounting standards as adopted in
the European Union and as articulated by IASB. 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 onits 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 (notably professional associations), from
the sales data of distributors of electrical products, 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.
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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
may define its markets differently. Because statements 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
statements.

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 document and contain data relating to the Group'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 flow 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 provided 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 projection or
guarantee of actual results.
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RESPONSIBILITY FOR THE REGISTRATION DOCUMENT AND STATUTORY AUDITORS

Person responsible for the registration document

. 1.1 - PERSON RESPONSIBLE FOR THE REGISTRATION DOCUMENT

1.1.1 - Name and position of the person responsible
for the registration document

Gilles Schnepp, Chairman and Chief Executive Officer of Legrand, a French société anonyme whose registered office is located at 128
avenue du Maréchal de Lattre de Tassigny, 87000 Limoges, France, registered at the Limoges trade and companies register under the
number 421 259 615, hereinafter referred to as “the Company”.

1.1.2 - Responsibility statement

“l hereby certify, having taken all reasonable care in this regard, that the information contained in this registration document is, to the best of
my knowledge, accurate and that there are no omissions that could materially affect its reliability.

| further certify that, to the best of my knowledge, the accounts have been drawn up in accordance with applicable accounting standards and
provide a true and fair image of the assets, financial position and results of the Company and of its consolidated businesses, and that the
Management Reports that appear in chapter 7 and appendix 2 provide a true and fair account of developments in the business, the results and
the financial position of the Company and of its consolidated businesses, together with a description of the risks and uncertainties to which
they are exposed.

I have obtained from the Statutory Auditors, upon completion of their work, a letter in which they indicate that they have verified the information
concerning the financial situation and accounts presented in this registration document and that they have read the entire registration document.

The consolidated financial statements for the year ended December 31, 2008 are included for reference in the present document and are the
subject of an auditors’ report that appears on page 188 of the 2008 registration document filed with the Autorité des marchés financiers under
number R.09-025 and which contains an observation.

The consolidated financial statements for the year ended December 31, 2009 are included for reference in the present document and are the
subject of an auditors’ report that appears on page 185 of the 2009 registration document filed with the Autorité des marchés financiers under
number D. 10-0270 and which contains an observation.”

Gilles Schnepp
Chairman and CEO

1.1.3 - Incorporation by reference

This document includes for reference purposes the Company’s consolidated financial statements for the year ended December 31, 2008
and the related statutory auditors’ report, as presented on pages 136-187 and 188-189 of the registration document filed with the Autorité
des marchés financiers on April 22, 2009 under the number R. 09-025, and the Company’s consolidated financial statements for the year
ended December 31, 2009 and the related statutory auditors’ report, as presented on pages 134-184 and 185-186 of the registration
document filed with the Autorité des marchés financiers on April 15, 2010 under the number D. 10-0270.
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RESPONSIBILITY FOR THE REGISTRATION DOCUMENT AND STATUTORY AUDITORS

Statutory Auditors

. 1.2 - STATUTORY AUDITORS

1.2.1 - Principal Statutory Auditors

PricewaterhouseCoopers Audit
Member of the Versailles Regional Body of

Statutory Auditors
(Compagnie régionale
des commissaires aux comptes de Versailles)

Represented by Gérard Morin
Crystal Park
63 rue de Villiers
92208 Neuilly-sur-Seine, France

Appointed deputy statutory auditors at the Ordinary General
Meeting of Shareholders dated June 6, 2003, became
principal statutory auditors following the merger between
Pricewaterhouse and Coopers & Lybrand Audit, and renewed
as principal statutory auditors at the Ordinary General Meeting
of Shareholders dated May 27, 2010 for a term of six financial
years. This appointment expires at the end of the Ordinary
General Meeting of Shareholders convened to vote on the
financial statements for the year ended December 31, 2015.

1.2.2 - Deputy Statutory Auditors

Deloitte & Associés
Member of the Versailles Regional Body of Statutory

Auditors
(Compagnie régionale
des commissaires aux comptes de Versailles)

Represented by Dominique Descours
185 avenue Charles-de-Gaulle
BP 136 92524 Neuilly-sur-Seine Cedex, France

Appointed principal statutory auditors at the Ordinary General
Meeting of Shareholders dated December 21, 2005 for a term
of six financial years. This appointment expires at the end of
the Ordinary General Meeting of Shareholders convened to vote
on the financial statements for the year ended December 31,
2010. The shareholders will be asked to renew the appointment
of Deloitte & Associés for a term of six financial years at the
General Meeting of Shareholders scheduled for May 26, 2011.

Yves Nicolas
Member of the Versailles Regional Body of Statutory

Auditors
(Compagnie régionale
des commissaires aux comptes de Versailles)

Crystal Park
63 rue de Villiers
92208 Neuilly-sur-Seine, France

Appointed deputy statutory auditor at the Ordinary General
Meeting of Shareholders dated March 2, 2004 for a term of
six financial years, renewed as deputy statutory auditors by
the Ordinary General Meeting of Shareholders dated May 27,
2010 for a term of six financial years. This appointment expires
at the end of the Ordinary General Meeting of Shareholders
convened to vote on the financial statements for the year ended
December 31, 2015.

BEAS
Member of the Versailles Regional Body for Statutory

Auditors
(Compagnie régionale
des commissaires aux comptes de Versailles)

7-9 Villa Houssay
92524 Neuilly-sur-Seine Cedex, France

Appointed deputy statutory auditors at the Ordinary General
Meeting of Shareholders dated December 21, 2005 for a term
of six financial years. This appointment expires at the end of
the Ordinary General Meeting of Shareholders convened to vote
on the financial statements for the year ended December 31,
2010. The Shareholders will be asked to renew the appointment
of BEAS for a term of six years at the General Meeting of
Shareholders dated May 26, 2011.
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Financial information

. 1.3 - FINANCIAL INFORMATION

1.3.1- Person responsible for financial information

Antoine Burel
Chief Financial Officer
Address: 82 rue Robespierre, 93170 Bagnolet, France
Telephone: + 33 (0)1 49 7252 00
Fax: + 33 (0)1 43 60 54 92

1.3.2- Documents available to the public

The legal documents pertaining to the Company that must be made available to the shareholders in accordance with the applicable
regulations, and its financial records, may be consulted at the Company’s registered office.

Pursuant to article 222-7 of the general regulations of the Autorité des marchés financiers, the following is a list of the information
published or made public by Legrand over the last twelve months.

List of press releases

The press releases are available on the Company’s web site (www.legrandgroup.com).

May 2010 2010 first-quarter results: Gains in emerging countries — Success of new products — 2010 target for adjusted operating margin
raised to over 18%

Description of share buyback program

Total number of shares and voting rights - April 2010

June 2010 Total number of shares and voting rights - May 2010

July 2010 Legrand acquires Inform in Turkey

Acquisition strategy continues - Offer for India’s Indo Asian Switchgear
Acceleration of Legrand’s expansion in emerging countries

2010 first-half results: Strong growth in emerging markets — Continuing acquisitions — Target for 2010 adjusted operating margin
raised again, to over 19%

Total number of shares and voting rights - June 2010

Six-month report on liquidity contract - June 2010

Total number of shares and voting rights - July 2010

September 2010 Total number of shares and voting rights - August 2010

October 2010 Total number of shares and voting rights - September 2010

November 2010 Results for the first nine months of 2010: Vigorous rise in sales in new economies — Firm growth in new business segments —
Target for 2010 adjusted operating margin raised again, to 20%

Total number of shares and voting rights - October 2010
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Financial information

Date Title

December 2010 Legrand accelerates expansion in energy performance with the acquisition of Meta System Energy in Italy

Total number of shares and voting rights - November 2010

January 2011 Legrand expands in digital infrastructures with acquisition of Electrorack in the United States

Total number of shares and voting rights - December 2010

February 2011  Legrand becomes No. 1 in France for assisted living following acquisition of Intervox Systemes

2010 full-year results: Firm sales growth: + 8.7% - Improvement in adjusted operating margin: up from 16.2% to 20.2% -
Net profit and dividend up by 44% and 26% respectively

Total number of shares and voting rights - January 2011

March 2011 Total number of shares and voting rights - February 2011

Success for Legrand’s second euro bond issue

Total number of shares and voting rights — 14 March 2011

April 2011 Changes in the membership of the Board of Directors

Total number of shares and voting rights - March 2011

List of BALO publications

Date Information

04/21/2010 Notice convening Shareholders’ and Members’ meeting

04/13/2011 Notice convening Shareholders’ and Members” meeting

Documents filed with the clerk of the Commercial Court of Limoges (www.infogreffe.fr)

Date Document

06/29/2010 Minutes of the Board of Directors meeting dated May 5, 2010
e

03/11/2011 Minutes of the Board of Directors meeting dated February 9, 2011
Updated articles

04/21/2011 Minutes of the Board of Directors meeting dated March 30, 2011
Updated articles

1.3.3 - Indicative financial information schedule

The financial information the Company discloses to the public will 2011 first-half results: July 28, 2011.

be available on the Company's web site (www.legrandgroup.com). 2011 nine-month results: November 4. 2011

As an indication only, the Company’s schedule for the publication

i e ) Atits meeting of March 3,2011, the Company’s Board of Directors
of financial information up to December 31, 2011 should be as

) called the Annual Combined Ordinary and Extraordinary General
follows: Meeting on May 26, 2011.
2011 first-quarter results: May 5, 2011.
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SELECTED FINANCIAL INFORMATION

The Group has derived the following selected financial data for
the years ended December 31, 2010, December 31, 2009 and
December 31, 2008 from the consolidated financial statements
included in chapter 11 of this registration document. These

Readers should read this selected financial data together with the
information contained in chapter 7 of this registration document,
the Group’s consolidated financial statements, the related Notes
thereto (included in chapter 11 of this registration document)

and all other financial information included elsewhere in this
registration document.

consolidated financial statements were prepared in accordance
with IFRS and were audited by PricewaterhouseCoopers Audit
and Deloitte & Associés.

(in € millions, except percentages) 2010 2009 2008
Sales 3,890.5 3,577.5 4,202.4
ttal SAles QOWth e BIh (490% oo 8%
sales growth at constant scope of consolidation and exchangerates . EESSSSSE B o (390% 0.1)%
EBITDA @ 949.1 745.0 859.9
Maintainable EBITDA ¥ 980.6 795.7 907.5
Adjusted operating income “ 784.1 578.8 697.9
B8 A P CeNtag Of SalES e e e e 202% N8B 168%
Maintainable adjusted operating income © 815.6 629.5 745.5
Net income © 419.5 291.3 351.5
asapercentage Of sales et esres e N OB 8% o 835
Free cash flow © 645.5 654.5 429.6
asapercentage of sales et OB 183% 1025
Net financial debt at December 31 1,197.5 1,339.8 1,861.8

(1) See section 7.3.2.8 of this registration document for a definition of this term.

(2) EBITDA is equivalent to operating income plus depreciation of tangible assets and amortization of intangible assets and impairment of goodwill. EBITDA is not a
measurement of performance under IFRS and should not be considered as an alternative to (a) operating income or net income (as determined in accordance with
IFRS) as a measure of the Group's operating performance, (b) net cash provided by operating activities, investing activities and financing activities (as determined
in accordance with IFRS) as a measure of the Group’s ability to meet cash needs or (c) any other measures of performance under IFRS. The Group believes that
EBITDA is a measure, commonly reported and widely used by investors and other interested parties, of a company’s operating performance and debt servicing
ability because it assists in comparing performance on a consistent basis without regard to depreciation and amortization, which can vary significantly depending
on accounting methods (particularly when acquisitions are involved) or non-operating factors (such as historical cost). Accordingly, this information has been
included in this registration document to enable a more complete and comprehensive analysis of the Group’s operating performance relative to other companies,
and of the Group's debt servicing ability. Because all companies do not calculate EBITDA identically, the Group’s presentation of EBITDA in this registration
document may not be comparable to the EBITDA communicated by other companies.

(3) Maintainable EBITDA and maintainable adjusted operating income are used to analyze EBITDA and adjusted operating income excluding the impact of restructuring
costs (including capital gains or losses on the sale of assets).

(4)  Adjusted operating income is defined as operating income adjusted for depreciation and amortization related to the acquisition of Legrand France and impairment
of goodwill.

(5)  Net income corresponds to published net income (before non-controlling interests).

(6) Free cash flow is defined as the sum of net cash provided by operating activities and net proceeds from the sale of fixed assets less capital expenditure and
capitalized development costs. Free cash flow is not an indicator of performance as defined by IFRS and should not be considered as an alternative to net cash
provided by operating activities, used in investing activities and in financing activities (as calculated in accordance with IFRS) to assess Legrand’s capacity to
address its cash needs or as any other indicator of performance defined by IFRS. Legrand considers that free cash flow is an often displayed and commonly used
indicator by investors and other interested parties to assess its capacity to service debt, to finance acquisitions and to pay dividends. Therefore, this information
is provided in this registration document for the purpose of allowing a more exhaustive and global analysis of Legrand’s capacity to service its debt, to finance
acquisitions and to pay dividends. As not all companies calculate free cash flow in the same way, the free cash flow shown in this registration document may not be
comparable to the free cash flow communicated by other companies.

(7)  Net financial debt is defined as the sum of short-term borrowings and long-term borrowings less cash and marketable securities.
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SELECTED FINANCIAL INFORMATION

The table below shows a reconciliation of EBITDA and maintainable EBITDA with net income and operating income:

(in € millions) 2010 2009 2008
Net income 419.5 291.3 351.5
INCOME BX EXPENISE. | L LY L OO 5o
Exchange (Qainl/loss e R 134 e 253
FInancialinCome s Tk — L 29.1).
Operating profit 757.6 524.1 642.8
Amortization of intangible assets ... N .- SN 4.
EBITDA 949.1 745.0 859.9
Restructuring Charges ..o R ... Y OO £
Maintainable EBITDA 980.6 795.7 907.5

The table below shows a reconciliation of the Group’s adjusted operating income and maintainable adjusted operating income with
operating income and net income:

(in € millions) 2010 2009 2008
Net income 419.5 291.3 351.5
ICOMEIBX | e 2211 13131434
Exchange (Qainl/loss o N, 134 e 253
FINancialineome e UL 19 29.1)
Operating profit 757.6 524.1 642.8
Purchase accounting adjustments related to the acquisition of Legrand France ' 265 81 ] 55.1
Impairment of goodwill 00 106 00,
Adjusted operating income 784.1 578.8 697.9
RO Ut UI NG OSSOV ] 507 AT
Maintainable adjusted operating income 815.6 629.5 745.5

(1) Amortization in connection with the acquisition of Legrand France relates to amortizable tangible and intangible assets to which part of the price of the acquisition
of Legrand France in 2002 was assigned.

The table below shows a reconciliation of the Group’s free cash flow with net cash provided by operating activities:

(in € millions) 2010 2009 2008
Net cash provided by operating activities 749.4 726.3 577.5
Net proceeds from sales of tangible and intangible assets 89 W88 125
Copitalexpenditure e | 823) . (843) o (1310
Capitalized developmentcosts e B03) B13) (29.4)
Free cash flow 645.5 654.5 429.6
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SELECTED FINANCIAL INFORMATION

The table below shows the changes in Legrand’s net financial debt:

(in € millions) 2010 2009 2008
SO DO OWINgS e 2168 4455 401.3
Long-term borrowings e 180 10678 o 20202
Cash and cash eqUIvalentS e (2323) . (738) (254.4)
L . 0.0 ] 0.0 (305.3)
Net financial debt 1,197.5 1,339.8 1,861,8

The table below shows the changes in Legrand’s share capital:

(in € millions) 2010 2009 2008
SNAECAPIAL e A IDG o 10524 1091.3
RN €AMNINGS e OIS, o 19684 o 13783
TranSIAtiON TESEIVES oo S (827) o (2316) o (249.4)
Equity attributable to equity holders of Legrand 2,730.6 2,389.2 2,180.2
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RISK FACTORS

Industrial and environmental risks

At the date of this registration document, the risks described
below are those identified by the Company that could have an
adverse effect on the Group's situation. Other risks not identified
as of the date of this registration document or the realization of
which is not considered, as of this date, likely to have a material

adverse effect on the Group, its activity, financial condition,
earnings or development, may exist. The occurrence of one or
more of these risks could also have an adverse effect on the
Group’s situation.

. 3.1 - INDUSTRIAL AND ENVIRONMENTAL RISKS

B RISKS OF FAILURE TO COMPLY WITH ENVIRONMENTAL
REGULATIONS

Regulatory authorities could suspend Legrand’s operations if it
fails to comply with relevant regulations, and/or may not renew
the permits or authorizations it requires to operate. They could
also mandate upgrades or changes to its manufacturing facilities
that could result in significant costs to Legrand.

The environmental risk prevention and measurement policy
developed by Legrand includes a component pertaining to
the monitoring of environmental regulations. This regulatory
monitoring is supported by a network of environmental
correspondents appointed at each Group site, who interface with
their functional equivalents in each Industrial Division and at the
Group’s headquarters.

The implementation of this risk prevention policy and the
continuous capital expenditure efforts are part of Legrand's
objective to comply with applicable regulations, particularly
with respect to environmental protection and pollution control
regulations.

B RISKS RELATED TO THE POLLUTION
OF CERTAIN SITES

Legrand’s activities, like those of similar companies, are subject
to extensive and increasingly stringent environmental laws and
regulations regarding a broad spectrum of issues including
air emissions, asbestos, noise, health and safety, the use and
handling of hazardous waste or materials, waste disposal and
the remediation of environmental contamination.

Legrand may be required to pay potentially significant fines
or damages as a result of past, present or future violations of
applicable environmental laws and regulations, even if these
violations occurred prior to the acquisition of companies or lines

14 M 2010 REGISTRATION DOCUMENT - LEGRAND

of business by Legrand. Courts, regulatory authorities or third
parties could also require, or seek to require, Legrand to, on the
one hand, undertake investigations and/or implement remedial
measures regarding either current or historical contamination,
of current or former facilities or offsite disposal facilities. Any
of these actions may harm the Group’s reputation and adversely
affect its operations, financial condition, results of operations and
cash flows.

Legrand has developed an environmental risk prevention and
measurement policy implemented through environmental audits
that are subsequently reviewed and analyzed by its environmental
risk management department. The implementation of this
policy makes it possible to evaluate preventable risks and to
implement the necessary actions to control them. In the context
of ISO 14001 certification, Legrand has defined an environmental
risk identification policy (see chapter 6 of this registration
document). It sets up provisions on its financial statements when
environmental assessments are made or remedial efforts are
probable and the costs can be reasonably estimated.

B RISKS RELATED TO THE SHUTDOWN
OF AN INDUSTRIAL OR LOGISTICS SITE

As a result of the industrial nature of Legrand’s business, events
of natural or other origin sometimes occur (such as fires, natural
disasters, health risks and machine breakdowns) that could
disrupt or interrupt a site’s activity.

However, by actively taking steps to prevent industrial risks
and making ongoing investments in maintenance and the
modernization of production tools, Legrand is able to limit the
likelihood that such a risk will occur. For example, Legrand
conducts joint audits with experts from the Group's insurance
companies to evaluate the level of fire prevention facilities and
takes any actions deemed necessary.
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In addition, all significant Group subsidiaries are part of a
process to define a business continuity plan, aimed at ensuring
the presence or restoration of critical functions in the shortest
possible time-frame following a disruption.

Finally, Legrand has taken out a global insurance policy to
cover direct property damage and operating loss resulting from
accidents (see section 5.2.8 of this registration document).

. 3.2 - RISKS RELATED TO OPERATIONS

B RISKS RELATED TO CHANGES IN ECONOMIC
CONDITIONS AFFECTING THE BUILDING SECTOR

The Group's business could be affected by the impact that changes
in general and local economic conditions have on the building
sector. The sale of Legrand’s products is mainly determined by
the demand for such products from electrical professionals and
building contractors. This in turn is primarily a function of the
level of activity in the renovation and new construction sectors
for residential, commercial and industrial buildings. For example,
the French construction market as a whole shrank 5.6% in 2010
versus 7.6% in 2009 (source: Euroconstruct, December 2010).
Over the same period, Legrand reported an 0.6% increase in sales
in France in 2010 on a comparable structure and exchange rate
basis, versus an 8.3% decline in 2009. To differing degrees, the
level of activity in these sectors is sensitive to changes in general
and local economic conditions. The impact of these changes may
vary in time and significance across the markets and geographic
zones in which Legrand operates. As is customary in its sector,
Legrand does not have a backlog of customer orders, which allows
it to accurately predict future demand for the Group’s products. If
the volume of sales should decline, Legrand’s profitability could
be affected because certain costs are fixed over the short term.

Consequently, generalized or localized economic downturns in
the countries in which Legrand markets its products could have
an adverse effect on its business, financial condition, results or
cash flows.

To anticipate these risks, the Group keeps a close eye on
business trends and on profitability by geographic zone, in close
collaboration with its local managers (see section 5.1.6.2 of this
registration document).

B RISKS RELATED TO COMPETITION

The market for the Group’s products is competitive in terms of
pricing, product and service quality, development and timing of
new product launches.

Dueto their size, some of the Group's local competitors, mentioned
in section 5.1.3 of this registration document, may have superior
financial and marketing resources. The Group’s competitors
may have the capacity and the ability to launch products with
superior characteristics or at lower prices, to integrate products
and systems more effectively than Legrand does, to secure
long-term agreements with some of the Group’s customers or
to acquire companies targeted for acquisition by Legrand. The
Group could lose market share if it is not able to offer a broader
range of products and prices, technologies or quality which are
at least comparable to those offered by its competitors or if it
does not take advantage of new business opportunities arising
from acquisitions. The Group’s net sales and profitability could
consequently be affected. Furthermore, Legrand, in order to
remain competitive, regularly launches new products that, if not
well-received, could negatively affect Legrand’s business in the
countries where these products are launched.

Some smaller local competitors could benefit from better
knowledge of their national markets and long-established
relationships with electrical professionals and, as a result, have a
competitive advantage. In addition, as the market for the Group’s
products evolves towards systems that combine traditional
equipment and computerized systems, increased competition
from new market entrants could lead to a decline in the Group's
sales, a loss of market share or an increase in its sales and
marketing expenses, or research and development costs for the
markets and products in question.

Moreover, in markets where the end-user is particularly sensitive
to price rather than product appeal or features, imports of less
expensive products manufactured in low-cost countries and sold
at lower prices, including counterfeit products, could lead to a
decrease in the Group’s market share, an/or a decrease in the
average selling price of its products in the markets in question.

Legrand is aware of these risks and therefore engages in ongoing
research and development and marketing efforts to increase
the added value of its products, while maintaining a tight rein on
costs and preserving its market share (see sections 5.1.6.1.2 and
5.1.6.2 of this registration document).
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B RISKS RELATED TO ACQUISITIONS

The Group’s growth strategy relies in part on the acquisition
of local manufacturers that provide new technologies, new
product lines, access to new markets and/or synergies with
Legrand’s existing operations. Legrand may not be able to
consummate transactions or obtain financing on satisfactory
terms, successfully integrate acquired businesses, technologies
or products, effectively manage newly acquired operations or
realize anticipated cost savings. The Group may also experience
problems in integrating acquired businesses, including the
possible incompatibility of systems and business cultures and
inconsistencies in procedures (including accounting systems and
controls) and policies, the diversion of management'’s attention
from day-to-day business, the departure of key employees
and the assumption of liabilities, particularly environmental
liabilities. All these risks could have a material adverse impact
on the Group's business, financial condition, results and cash
flows.

To minimize the impact of these risks, a dedicated team closely
works with country managers to identify appropriate targets
and coordinates the acquisition process with the various
departments at headquarters (finance, legal, industrial, logistics,
marketing, etc.) as described in section 5.1.4.6 of this registration
document. The integration of acquired companies is supervised
by a multidisciplinary steering committee with participation by
Management.

When these acquisitions are first consolidated in the financial
statements, they result in recognition of goodwill or trademarks
that can be significant. The value of these intangible assets is
reviewed every year (see note 1 (G) to the 2009 consolidated
Financial Statements in chapter 11 of this registration
document). A significant decline in the income of these
companies could lead to recognition of impairment that could
have a material adverse effect on Legrand’s financial condition
and results. The hypotheses used in impairment test of goodwill
take into account both known and anticipated trends in sales and
results by CGU (Cash Generation Unit) at the time of calculation.
Rates used can vary from one year to another depending on
market conditions (risk premium, interest rates). As explained
in note 3 to the consolidated financial statements in chapter 11
of this registration document, Legrand recorded a €16.6 million
impairment loss related to goodwill for the period ended
December 31, 2009. No impairment loss related to goodwill was
recognized in 2010.

B RISKS RELATED TO DEPENDENCE ON SUPPLIERS

In 2010, purchases from Legrand’s top ten suppliers accounted
for 11.4% of total consumption (raw materials and components),
with no single supplier accounting for as much as 3%.
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Moreover, to ensure a secure source of supplies, Legrand policy
calls for diversifying resources whenever a recognized risk of
dependence is identified. Legrand thus makes the identification
of alternative suppliers an integral part of its supplier risk
analysis.

B RISKS RELATED TO INFORMATION SYSTEMS

Legrand’s international operations and scope require multiple,
linked information systems with growing exchange volume.
Legrand could be the target of viruses or other malicious
intrusion attempts that could hamper the Company’s operations
and the quality of its customer service.

Given these risks, Legrand relies on a team dedicated to
improving the quality and security of the information systems.
During the rollout of new information solutions, particular focus
is placed on the issue of security (and specifically on access).
An information security charter is provided to each employee in
order to foster best practices in using computer applications.

B RISKS RELATED TO THE ABILITY TO RECRUIT
AND RETAIN QUALIFIED PERSONNEL

Legrand’s key personnel have been with the Group for many
years and have extensive knowledge of its business and, more
generally, its sector as a whole. The loss of any one of these key
personnel could constitute a loss of industry and Group know-
how, and could result in Legrand’s competitors potentially being
able to obtain sensitive information. The loss of key personnel
could also adversely affect the Group’s ability to retain its
most important distributors, to continue the development of its
products or to implement its strategy. Legrand'’s future success
thus depends in part on the loyalty of its executive officers
and other key employees and its ability to continue to attract,
motivate and retain highly qualified personnel.

Legrand has therefore implemented mechanisms to motivate
and retain employees (see section 5.1.4.7 of this registration
document) and has also made efforts to develop its human
resources (see section 6.5.1 of this registration document).

B RISKS RELATING TO INTERNAL CONTROL
WEAKNESSES AND/OR FRAUD

Legrand’s international scope entails complex administrative,
financial and operational processes through entities with
internal controls at different levels of development, operating
in different legal environments and using heterogeneous
information systems.
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In this context, Legrand may face significant internal control risks
in connection with erroneous and/or inappropriate transactions
or operations. Legrand may also be the victim of fraud (theft,
embezzlement, etc.).

Legrand has, however, developed a structured, formalized
process for the continuing review of its internal control (see
section 8.4.7 of this registration document). This is based on

. 3.3 - LEGAL RISKS

B RISKS RELATED TO EXISTING OR FUTURE
REGULATIONS AND COMPLIANCE WITH DOMESTIC
AND INTERNATIONAL STANDARDS

Legrand’s products, which are sold in almost 180 countries,
are subject to numerous regulations, including trade, customs
and tax regulations applicable in each of these countries and on
the international level. Changes to any of these regulations and
their applicability to the Legrand’s business could lead to lower
sales or increased operating costs, and result in a decrease in
Legrand’s profitability and income.

In addition, Legrand’s products are subject to quality and safety
controls and regulations arising from national and international
standards, such as European Union directives, and product norms
and standards adopted by international organizations such as the
European Committee for Electrotechnical Standardization and
the International Electrotechnical Commission. A change or more
stringent application of these quality and safety standards could
require the Group to make capital expenditures or implement
other measures to ensure compliance, the costs of which could
have a material adverse effect on the Group’s business, financial
condition, results and cash flows.

The Group cannot give assurance that it has been or will be at
all times in compliance with such standards and regulations, that
it will not incur material costs or liabilities in order to ensure
compliance with such regulations in the future, or that it will be
able to fund any such potential future liabilities.

In order to follow regulatory developments, Legrand has
established a compliance department that is in charge of
managing related risks.

In addition, in the majority of markets where it sells its products,
Legrand is subject to local and international competition
regulations. Any issues regarding these regulations could have

rules and procedures disseminated to all subsidiaries, and
compliance is backed by regular reviews and audits. These
rules and procedures are regularly updated to keep in step
with changes in Legrand’s business processes. The Company’s
fundamental principles also include an ethics component with
requirements impressed upon all staff members.

a material impact on the Group's activities, its financial condition,
results and cash flows.

Given this risk, Legrand has prepared a competition charter to
make each member of staff aware of the general legal principles
regarding competition. The dissemination of this charter was
accompanied by the implementation of training sessions
for nearly 1,500 members of staff throughout the Group's
subsidiaries to reinforce their familiarity with this issue. This
move to heighten awareness of the importance of strict respect
of trade regulations is reinforced regularly under the supervision
of Legrand’s Legal Department.

B RISKS RELATED TO INTELLECTUAL PROPERTY

The Group's future success depends to an extent on the
development and protection of its intellectual property rights,
particularly its Legrand and Bticino brands. Legrand could
also incur significant expenses for monitoring, protecting and
enforcing its rights. If the Group fails to adequately protect or
enforce its intellectual property rights, its competitive position
could suffer, which could have an adverse effect on its business,
financial condition, results and cash flows.

Furthermore, the Group cannot guarantee that its activities will
not infringe on the proprietary rights of third parties. If this were
to happen, Legrand could be subject to claims for damages and
could be prevented from using the contested intellectual property
rights.

To minimize this risk, Legrand pays particular attention to
defending its intellectual property, and relies on a dedicated
team at its corporate office. This team monitors patents and
trademarks, fights counterfeits and takes joint action with other
major market players in professional organizations (such as
Gimelec and ASEC).
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B RISKS RELATED TO THE PRODUCTS SOLD

Despite product testing, Legrand’s products might not operate
properly or might contain errors and present defects, particularly
upon the launch of a new range of products or enhanced
products. Such errors and defects could cause injury to persons
and/or damage to property and equipment. These accidents
have in the past and could in the future result in product liability
claims, loss of revenues, warranty claims, costs associated with
product recalls, litigation, delay in market acceptance or harm
to the Group's reputation for safety and quality. Legrand cannot
guarantee that it will not face material product liability claims or
product recalls in the future, or that it will be able to successfully
dispose of any such claims or effect any such product recalls at
acceptable costs. Moreover, a product liability claim or product
recall, even if successfully concluded at a nominal cost, could
have a material adverse effect on the Group’'s reputation for
safety and quality, and on its business, financial condition,
results and cash flows.

. 3.4 - FINANCIAL RISKS

B CREDIT AND COUNTERPARTY RISKS

Legrand derives a significant portion of its revenues from sales
to its two largest distributor customers - Sonepar and Rexel
(see note 7 to the 2009 Financial Statements in chapter 11 of
this registration document). Legrand’s sales to Sonepar and
Rexel represented approximately 27% and 28% of its net sales
in 2010 and 2009, respectively. In addition, sales to its ten largest
customers (including Sonepar and Rexel) were equal to around
35% of the Group's net sales in 2010 and 2009.

Legrand enters into short-term agreements with its distributors,
which, as a result, have no long-term contractual obligation to
purchase its products. Due to the nature of its relationship with
its distributors, it often has a number of significant receivables
outstanding from its distributors that it might not be able to
recover were either of them to become insolvent or bankrupt.
Furthermore, Legrand cannot guarantee that it will continue to
maintain its relationship with its distributors or that, in the event
that these relationships were suspended or terminated, electrical
professionals and end-users will continue to purchase Legrand’s
products through alternative distributors. The temporary or
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Given these risks, the implementation of a structured customer
service has enabled it to identify product defects and take
appropriate corrective action more quickly. Customer claims are
systematically recorded and evaluated in real time. If necessary,
aninstant alert procedure is set in motion with industry contacts
and the team responsible for product expertise. For example, in
2010, the rate of returns under warranty for products sold by
the Group on French, Italian and American markets, 53% of the
Group's sales, was approximately 0.5%.

B RISKS RELATED TO LITIGATION

Section 11.5 (Legal proceedings and Arbitration) of this
registration document describes main legal proceedings in
which Legrand is involved.

permanent interruption of its relationship with its distributors
could have a material adverse effect on the Group’s business,
financial condition, results and cash flows.

Legrand manages its outstanding receivables carefully (see
section 5.1.5.3 of this registration document). Thus, the situation
of outstanding customer receivables is monitored carefully at
each of Legrand’s product distribution subsidiaries. The Group's
Finance Departments reviews specific indicators monthly using
reporting and analysis tools. These indicators are part of the
elements considered to be key to assessing the commercial
performance of Legrand’'s subsidiaries and the individual
performance of their respective management teams.

H LIQUIDITY RISK

The banking and financial indebtedness of the Group is described
in section 7.5.2 of this registration document as well asin notes 13
and 16tothe Financial Statementsinchapter 11 of thisregistration
document. The Group enjoys an investment grade rating from the
major rating agencies, and could be at a disadvantage compared
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to competitors that do not have the same level of indebtedness
during the same period. Even if in the past the Group has
demonstrated its capacity to generate significant levels of free
cash flow enabling it to finance its growth, its capacity to comply
with the covenants stipulated in certain borrowings (in particular
the 2006 Credit Facility described in section 7.5.2.1 and the bank
loan described in section 7.5.2.2 of this registration document), to
refinance or redeem its borrowings according to the provisions
thereof, will depend on its future operating performance and
could be affected by a number of factors beyond the Company's
control (economic environment, conditions of the debt market,
changes in regulations, etc.). The method used to calculate the
ratio of these contractual obligations is discussed in note 22 (B)
(5) to the Financial Statements in chapter 11 of this registration
document.

Legrand could therefore be forced to devote a significant part
of its cash flow to the payment of the principal and interest on
its debt, which could consequently reduce the funds available
to finance its daily operations, investments, acquisitions or the
payment of dividends.

Liquidity risk management is discussed in note 22 (B)(5) to
the consolidated financial statements in chapter 11 of this
registration document. The maturity schedule of the various
borrowings Is set out in note 13 to the consolidated financial
statements in chapter 11 of this registration document.

In addition, readers should refer to section 19.9 of Appendix 2
(Management Report) relating to agreements entered into by the
Company and which would be altered or lapse in the event of a
change of control of the Company.

B MARKET RISKS

Interest-rate risk

The Group is exposed to risks associated with the effect of
fluctuations in interest rates (see note 22 (B)(1) to the Financial
Statements in chapter 11 of this registration document). The use
of derivative instruments includes the risk that counterparties
will default on their obligations and terminate hedging
agreements. In addition, the Group might be required to post
cash-collateral in a restricted or pledged account equal to the
level of the Group’s commitments in order to cover liabilities
arising from interest rate fluctuations or to pay costs, such as
transaction fees or brokerage commissions, in the event the
hedging arrangements are terminated.

Swap agreements entered into between Legrand and credit
institutions could provide that the swap counterparty may
require Legrand to post collateral into a pledged or restricted
account equal to its net liability determined on a marked-to-

market basis, pursuant to the provisions of the relevant hedging
agreement.

The Group manages this risk by using a combination of fixed
and floating rate debt and through interest rate hedging
arrangements. Details regarding interest rate risk are discussed
in note 22 (A) and 22 (B)(1) to the Financial Statements in
chapter 11 of this registration document.

Exchange rate risk

The Group has certain assets, liabilities, revenues and costs
denominated in currencies other than the euro and the dollar.
These are most notably the Russian ruble, the Brazilian real,
the Chinese RMB, the Australian dollar, UK sterling, the Mexican
peso, the Turkish pound, the Indian rupee and the Polish zloty.
The preparation of the Group's consolidated financial statements,
which are denominated in euros, requires the conversion of
these assets, liabilities, revenues and costs into euros at the
then applicable exchange rates. Consequently, fluctuations in the
exchange rate for the euro versus these other currencies could
affect the amount of these items in the Group’s consolidated
financial statements, even if their value remains unchanged
in their original currency. These translations have in the past
resulted, and could in the future result, in material changes to
the Group's results and cash flows from one period to another.

In addition, to the extent that the Group may incur expenses
that are not denominated in the same currency as that in which
corresponding sales are made, exchange rate fluctuations could
cause the Group's expenses to increase as a percentage of net
sales, affecting its profitability and cash flows. Thus, where
possible and when justified economically, the Group seeks to
balance its revenues and costs by geographic region.

The details regarding the exchange rate risk are discussed in
note 22 (B)(2) to the Financial Statements in chapter 11 of this
registration document.

Raw materials risk

Legrand is exposed to the risk generated by changes in the prices
of raw materials. Legrand may not immediately or in the long
term be able to pass on increases in costs of raw materials and
components to the Group’'s customers through price increases.
Its costs could therefore increase without an equivalent increase
in sales.

The financial instruments used by Legrand to manage its
exposure to raw materials risk are described in note 22 (B)(3)
to the consolidated financial statements in chapter 11 of this
registration document.
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Risks related to pension benefit obligations

In most of the countries where Legrand operates, its subsidiaries
have pension benefit obligations to their employees. These
obligations can be funded through payments to insurance
companies or trustee-administered funds, determined
by periodic actuarial calculations. The Group has defined
contribution as well as defined benefit plans (see note 15 to
the Financial Statements in chapter 11 of this registration
document).

Defined contribution plans are plans where the Group pays
defined contributions to a separate entity. Thus, the Group has
no legal or implied obligation to pay new contributions if the fund
does not have enough assets to pay benefits to all employees
for their years of service in the current period and prior periods.
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Defined benefit plans specify the amount of benefits that
employees will receive upon retirement. The Group thus has a
legal or implied obligation to pay new contributions if the fund
does not have enough assets to pay benefits to all employees for
their years of service over the current period and prior periods.
Stock market gains and losses can lead to fluctuations in the
value of assets invested in securities. In 2010, the actuarial trend
in such assets was a €2.1 million increase.

If the amounts with respect to the Group’s retirement benefits
were to become due and payable and the insurance and annuity
contracts and other investments that the Group has entered
into with respect to these liabilities were not sufficient to cover
such liabilities, Legrand could be required to make significant
payments with respect to such retirement benefits. Any such
payments could have an adverse effect on the Group’s business,
financial condition, results or cash flows.
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INFORMATION ABOUT THE GROUP

History and development

. 4.1 - HISTORY AND DEVELOPMENT

4.1.1 - Company name

The Company’s name is “Legrand”.

4.1.2 - Place of registration and registration number

The Company is registered with the commercial registry of Limoges (Registre du commerce et des sociétés de Limoges) under
number 421,259,615.

4.1.3 - Date and duration of incorporation

The Company was incorporated on December 22, 1998, as stock corporation (société anonyme) by a unanimous decision of
a French stock corporation (société anonyme). The Company the shareholders on November 4, 2002.

was transformed into a simplified joint stock company (société
par actions simplifiée) by an Extraordinary General Meeting on
December 5, 2001. The Company was again transformed into a

The Company'’s life has been extended until February 24, 2105,
unless this term is once again extended or the Company is
dissolved early.

4.1.4 - Registered office

The Company'’s registered office is at 128, avenue du Maréchal de Lattre de Tassigny, 87000 Limoges, France.

The telephone number of the registered office is +33 (0)5 55 06 87 87.

4.1.5- Legal form and applicable law

Legrand is a French stock corporation (société anonyme) with a Board of Directors. The Company is mainly governed by the provisions of
Book Il of the French Commercial Code.
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4.1.6 - Significant events in the development of the business

In 2010, Legrand R&D teams worked on a large number of
projects, contributing to the launch of new product ranges and
the renewal of others. These included:

m Wiring devices ranges including Kaptika in Russia, Nereya in
Brazil, Mellovia in South Korea, K5 and Meidian in China and
the Axolute Eteris and Axolute White high-end series in ltaly,
which were particularly well-received by the market;

m a new range of audio and video door entry phones for the
Chinese market;

. 4.2 - INVESTMENTS

m a solar cell equipment protection device;

m an optimized lighting management system using the digital
network for the United States called Digital Lighting Management;

m a video surveillance offering in Italy.

Legrand will continue to pursue this dynamic of innovation with
strong value creation in 2011.

4.2.1 - Industrial investments and capitalized development costs

Investments and capitalized development costs were
€112.8 millionin 2010 (€115.6 million in 2009 and €160.4 million
in 2008), representing 2.9% of the Group's consolidated revenues
(3.2% in 2009 and 3.8% in 2008). See sections 7.5.1.3 and 7.6 of
this registration document for further details.

Of this amount, 61% was dedicated to new products (59% in 2009
and 41% in 2008).

4.2.2 - Investments in equity interests: the Group’s primary acquisitions

In 2010, Legrand renewed its strategy of targeted growth
through self-financed acquisitions with the acquisition of three
companies, for a total sum of €288.6 million (net of cash acquired,
including purchases of minority interests and investments
in non-consolidated entities), all of them having very strong
positions on fast-growing markets, including new economies
and/or new business segments.

Below are extracts from press releases published about these
acquisitions:

m Inform the leader in UPS (Uninterruptible Power Supply)
and security equipment in Turkey. Based in Istanbul, Inform
generated sales of nearly US$70 million in 2009;

m Indo Asian Switchgear, a major player in the Indian protection
market. Based near New Delhi and employing some 2,000
people at three sites, Indo Asian Switchgear should achieve
sales of more than €35 million in 2010;

m Meta System Energy, an lItalian modular UPS specialist.
Meta System Energy should generate sales of €16 million in
2010.

Legrand made no acquisitions in 2009.

In 2008 (more precisely in the first half of the year), Legrand
made acquisitions totaling €123.6 million (after deducting
the acquired cash), including, in particular, the following four
companies financed from cash flow. All four have very strong
positions in their markets.
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Below are extracts from press releases published about these
acquisitions:

m PW Industries, a US firm specializing in ceiling cable- tray
systems for commercial and industrial applications. PW
Industries generated net sales of $32 million in 2007;

m Estap, number one in VDI cabinets and enclosures in Turkey.
Based in Istanbul with a manufacturing site in Eskisehir, Estap
generated net sales of more than €22 million in 2007;

m HDL, the leader for audio and video door entry phones in
Brazil. HDL generated net sales of approximately €20 million
in 2007 and has two manufacturing sites in Manaus and Itu;

m Electrak, a UK leader for underfloor cable-management
solutions for commercial segments. Electrak generated net
sales of nearly €20 million in 2007.

4.2.3 - Principal investments in progress

In 2011, the Group plans to pursue its strategy of targeted
growth through acquisitions and, as of the publication date of
this registration document, has already carried out the self-
financed acquisition of two companies in new market segments.

Below are extracts from press releases published about these
acquisitions:

m Electrorack, a specialist in VDI cabinets for data centers in the
United States. Based in California, Electrorack should generate
sales of $23 million in 2010;

m Intervox Systemes, a leader in teleassistance systems in
France. Intervox Systémes generated sales of €12 million in
2010.

4.2.4 - Principal future investments and growth through acquisitions policy

The Company intends to pursue its strategy of targeted
acquisitions and investments, particularly in research and
development, in accordance with the strategy described in this

registration document (see in particular section 5.1.5 of this
registration document).

. 4.3 - ORGANIZATIONAL STRUCTURE

The Group is made up of Legrand and the 140 subsidiaries that
were consolidated as of December 31, 2010. The Company is the
parent company of the Legrand Group. Its principal business is
providing general management and financial services to manage
the Group's operations.

Legrand France is the Company’s wholly-owned main operating
subsidiary. Legrand France directly or indirectly controls all of
the Group's subsidiaries.
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The payment of dividends by Legrand’s principal subsidiaries is
decided by their respective Shareholders’ Meetings, and is subject
to local laws and regulations applicable to them. At the date of this
registration document, Legrand had not identified any restrictions
that would significantly limit its access to its subsidiaries’ cash
flows or to the payment of dividends distributed by the same.
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4.3.1 - Organizational structure

Legrand
(France)
0,
100% v
Legrand France
(France)
100%
100% ¢ ¢ ¢ v
Legrand SNC ‘1 00% Legrand Other operating Other operating Electro
(France) = Nederland BV 25% affiliates located affiliates located Andina Ltda
(The Netherlands) in the Rest in the Rest (Chile)
of Europe of the World
0,
Other operating 100% v v 68% y
affiliates < 75% - - f
located | Bticino SPA ¢ - PB Fin Electric BV > InéeLrElzr;es
in France (Italy) ”|_(The Netherlands] (Chile)
100% ¢
Legrand Holding Inc.
(Delaware, United States
Other operatin
affil?ates ° 100% ¢ 100% ¢ 100% | ortronics Inc.
located < Wiremold Company Pass & Seymour Inc [ 3| [annecticut. 32%
in the Rest of (Connecticut, United States) | | (New-York, United States) United States)
Europe and Rest ¢
of the World
Other operating
affiliates located 4
in the United States |
Bticino Chile
> Ltda -
Y 50% 100% (Chile)
Bticino de Mexico |
SAdeCV - o
(Mexico) 50%

2010 REGISTRATION DOCUMENT - LEGRAND Il 25



INFORMATION ABOUT THE GROUP

Organizational structure

4.3.2 - Subsidiaries and shareholdings

The main subsidiaries holding equity investmentsinthe Group are
described below. For a description of related party transactions,
see section 10.3 of this registration document. For a description
of the consolidated Group and the holding relationships, see
the section entitled “General Information” in section 11.1.2 of
this registration document (Notes to the consolidated financial
statements in chapter 11 of this registration document).

H BTICINO CHILE LTDA (CHILE)

Bticino Chile Limitada is a limited liability company under Chilean
law, whose registered office is located at Vicuna Mackenna
#1292, Santiago de Chile. Bticino Chile Ltda's main business is
marketing electrical products and systems. In addition, Bticino
Chile Limitada exploits the Bticino brand in Chile. Created on
June 1, 1968, Bticino Chile Limitada joined the Group on July 1,
1989. Bticino Chile Limitada is wholly owned by Bticino SpA.

= BTICINO DE MEXICO SA DE CV (MEXICO)

Bticino de Mexico SA de CV is a variable capital stock company
under Mexican law, whose registered office is located at
Carretera 57, Qro a S.L.P. Km 22.7, Santa Rosa de Jauregui,
76220 Queretaro. Bticino de Mexico SA de CV's main business is
designing, manufacturing and marketing electrical products and
systems. Created on January 30, 1952, Bticino de Mexico SA de
CV joined the Group on August 15, 1989. Bticino de Mexico SA de
CVis 45% owned by Bticino SpA and 55% owned by Inversiones
GL Limitada.

H BTICINO SPA (ITALY)

Bticino SpA is an ltalian corporation whose registered office
is located at Via Messina 38, 20154 Milano. Bticino SpA's main
business is the design, manufacturing and marketing of electrical
products and systems. Bticino SpA joined the Group on July 1,
1989. Bticino SpA is wholly owned by Legrand Nederland BV.

H ELECTRO ANDINA LTDA (CHILE)

Electro Andina Limitada is a limited liability company under
Chilean law, whose registered office is located at Vicuna
Mackenna #1292 Santiago de Chile. Electro Andina Ltda
business is marketing electrical products and systems. In
addition, Electro Andina Limitada exploits the Legrand brand in
Chile. Electro Andina Limitada was created and joined the Group
on November 5, 1985. Electro Andina Limitada is wholly owned
by Legrand France.
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B INVERSIONES GL LTDA (CHILE)

Inversiones GL Limitada is a limited liability company under
Chilean law, whose registered office is located at Santiago de
Chile. Inversiones GL Limitada’'s main business is holding equity
investments in other companies. Inversiones GL Limitada was
created and joined the Group on December 26, 2001. Inversiones
GL Limitada is 68% owned by Electro Andina Ltda and 32%
owned by Bticino Chile Ltda.

B LEGRAND FRANCE (FRANCE)

Formerly known as Legrand SA, Legrand France is the Group's
main operational subsidiary in France. Legrand France is a
French stock corporation (société anonyme) under French law
which is registered under the number 758 501 001 on the
Limoges company register and has its registered office at 128,
avenue du Maréchal-de-Lattre-de-Tassigny, 87000 Limoges.
Legrand France’'s main business is the design and manufacturing
of products and systems for electrical installations and their
components. Legrand France was created on July 21, 1953.
Legrand Franceis wholly- owned by the Company.Legrand France
holds equity investments in other operational subsidiaries of the
Group located in France, the Rest of Europe and the Rest of the
World. Gilles Schnepp is Chairman of the Board of Directors, CEO
and a Director of Legrand France. Olivier Bazil is Chief Operating
Officer, Vice-Chairman of the Board of Directors and a Director of
Legrand France. Francois Grappotte is Honorary Chairman of the
Board of Directors and a Director of Legrand France.

B LEGRAND HOLDING INC. (UNITED STATES)

Legrand Holding Inc. is a Delaware corporation, whose principal
place of businessis located at 60 Woodlawn Street, West Hartford,
CT 06110. Legrand Holding Inc.'s main business is holding equity
investments in other companies. Legrand Holding Inc. was
created on July 18, 1984 and joined the Group on October 31,
1984. Legrand Holding Inc. is wholly owned by PB Fin Electric BV.

B LEGRAND NEDERLAND BV (THE NETHERLANDS)

Legrand Nederland BV is a simplified joint stock company
(société par actions simplifiée) under Dutch law. Its registered
office is located at Van Salmstraat, 76, Boxtel 5281 RS. Legrand
Nederland BV's main business is manufacturing and marketing
metal cable management systems. Legrand Nederland BV
joined the Group on December 27, 1972 and is wholly owned by
Legrand France.
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B LEGRAND SNC (FRANCE)

Legrand SNC is a general partnership (sociéte en nom collectif)
under French law, registered under number 389 290 586 on the
Limoges company register. Its registered office is located at 128,
avenue du Maréchal-de-Lattre-de-Tassigny, 87000 Limoges.
Legrand SNC's main business is marketing and distributing
products under the Legrand brand. Legrand SNC was created
and joined the Group on December 8, 1992. Legrand SNC is
wholly owned by Legrand France.

H ORTRONICS INC. (UNITED STATES)

Ortronics Inc. is a Connecticut, US corporation whose registered
office is located at 125 Eugene O'Neill Drive, New London, CT
06320. Ortronics Inc.'s main business is designing and marketing
VDI products. Ortronics Inc. joined the Group on January 2,
1998. Ortronics Inc. is wholly-owned by Pass & Seymour Inc. In
addition, Ortronics Inc. holds equity investments in other Group
operating companies in the United States.

B PASS & SEYMOUR INC. (UNITED STATES)

Pass & Seymour Inc. is a New York, US corporation, whose
registered officeis located at 50 Boyd Avenue, Syracuse,NY 13221.
Pass & Seymour’s main business is designing, manufacturing

and marketing electrical systems. Pass & Seymour was created
on July 23, 1984 and joined the Group on October 31, 1984. Pass
& Seymour is wholly owned by Legrand Holding Inc. In addition,
Pass & Seymour holds equity investments in other Group
operating companies in the United States.

B PBFINELECTRIC BV (THE NETHERLANDS)

PB Finelectric BV is a simplified joint stock company (société par
actions simplifiée) under Dutch law. Its registered office is located
at Van Salmstraat, 76, 5281 RS Boxtel. PB Finelectric BV's main
business is making equity investments in other companies. PB
Finelectric BV was created and joined the Group on December 19,
1991. PB Finelectric BV is 75% owned by Bticino SpA and 25%
owned by Legrand France.

B THE WIREMOLD COMPANY (UNITED STATES)

The Wiremold Company is a Connecticut corporation, whose
registered office is at 60, Woodlawn Street, West Hartford,
CT USA 06110. The Wiremold Company’'s main business is
designing, manufacturing and marketing wire cable trays. The
Wiremold Company joined the Group on January 8, 2000. It is
wholly owned by Legrand Holding Inc.
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. 5.1 - LEGRAND’S BUSINESS

5.1.1 - Introduction

® 5.1.1.1 OVERVIEW

The Legrand Group is the global specialist in electrical and digital
building infrastructures. The Group develops, manufactures
and markets a complete range of control and command,
cable management, energy distribution and Voice, Data and
Image (“VDI") products. Legrand markets its products under
internationally recognized general brand names, including
Legrand and Bticino, as well as well-known local and specialist
brands. Legrand has commercial and industrial establishments
in more than 70 countries and sells a wide range of products,
comprising approximately 178,000 catalog items, in nearly
180 countries. In 2010, Legrand had consolidated net sales of
€3,890.5 million and 76% of net sales were generated outside
France. Furthermore, it considerably strengthened its presence
in new economies in recent years, from 16% of total Group sales
in 2000 to nearly 33% in 2010.

The beginning of Legrand’s expansion outside of France to other
European and international markets dates back to the 1960s,
when sales and production subsidiaries were set up and local
competitors acquired. In 1989, Legrand acquired Bticino, a
major ltalian manufacturer of low-voltage electrical fittings with
established market positions in Italy, Mexico, Chile, Venezuela
and Thailand. In 2000, Legrand acquired Wiremold, the United
States specialist in cable management products, with market
presence in Canada, the United Kingdom and Poland, as well as
a number of medium-sized businesses located in Europe, the
United States and Brazil. Finally, since January 2005, Legrand
has made 24 acquisitions in Europe, the United States, China,
India, Brazil, Mexico, Russia, Turkey and Australia.

Since 1954, the Group has acquired 130 companies.

H 5.1.1.2 HISTORY

Founded in 1926, Legrand France, formerly Legrand SA, was
incorporated as a French stock corporation (société anonyme)
in 1953. In 1970, Legrand France carried out an initial public
offering and was listed on the Paris stock exchange, now called
Nyse Euronext Paris.
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Schneider tender offer

In August 2001, Schneider Electric SA (“Schneider”) acquired
approximately 98% of Legrand France's share capital by means
of a tender offer. In October 2001, the European Commission
announced that it would not approve the acquisition by
Schneider on competition grounds, forcing Schneider to divest
its shareholding in Legrand France.

Acquisition of Legrand France

On December 10, 2002, a consortium led by Wendel and KKR
and including other institutional and private investors (including
the founding families of Legrand France, the Verspieren and
Decoster families and the group’s managers) (collectively, the
“Consortium”) acquired approximately 98% of the share capital
of Legrand France from Schneider (the “Acquisition”).

On October 2, 2003, Legrand France was delisted from Euronext
Paris following the completion of a buy-out offer to repurchase
all outstanding shares in accordance with French procedures for
the buy-out of minority shareholders.

Capital increase via public issue

In April 2006, Legrand (formerly Legrand Holding and the parent
company of Legrand France since the Acquisition) listed its
share capital on the Eurolist market of Euronext Paris in an initial
public offering. On this occasion, the Company increased its
capital via a public issue for €862.9 million through the issuance
of 43,689,298 shares. In addition, the Company gave Group
employees the opportunity to participate in Legrand’s initial
public offering on preferred terms through a capital increase
reserved for its employees worth €36.4 million (after taking into
account discount fees of €9.1 million) through the issuance of
2,303,439 shares.

Changes in the capital structure

At the time of the initial public offering in April 2006, 20% of
the Group's capital was held in free float. In November 2006,
Goldman Sachs Capital Partners, Montagu Private Equity and
WestLuxcon Holdings SA (a subsidiary of West LB AG), the
historical shareholders of Legrand, sold a total of approximately
40 million Legrand shares on the market.
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InNovember 2009,March 2010, September 2010 and March 2011,
KKR and Wendel together sold on the market, 30 million,
11.5 million, 23.7 million and 40 million shares, respectively,
representing some 11%, 4%, 9% and 15% of Legrand’s capital,
significantly improving the liquidity of its shares. Please see

note 10 to the consolidated financial statements in chapter 11
of this registration document for updated information on the
Company’s share capital.

As of March 31, 2011, 74% of the Company’s capital was held in
free float.

5.1.2- Legrand’s market and its positioning

Legrand designs, manufactures and markets products and
solutions for electrical and digital infrastructures for buildings.
Its activities do not include energy production and transmission
or the production of lighting sources and electrical cables. Based
on worldwide sales, generated by the Group and its competitors,
of products that are the same as, or interchangeable with, its
products (referred to as Legrand’s “accessible market”), Legrand
estimates the accessible market at around €65 billion. This
market benefits from a recurring flow of activity, is fragmented
and is driven by innovation. The Group is the only global pure
player on the market.

m 5.1.2.1 CAPACITY FOR RESISTANCE
TO ECONOMIC CYCLES

Trends in the market for electrical and digital building
infrastructures are naturally subject to the prevailing economic
conditions. Because of its diversity, this market is resilient to the
effects of economic cycles:

m the market includes the new construction sector and the
renovation sector. The renovation sector is less sensitive
to economic cycles than the new construction sector, as it
requires lower investments and benefits from a recurring
flow of activity arising from regular maintenance and
modernization needs;

m the market is divided into three sectors; commercial,
residential and industrial, each with its own growth dynamic;

m the market is principally characterized by a flow of activity
fueled by numerous orders of relatively small value, unlike
industries that are more dependent on large public or private
projects. The market is therefore mostly widely dispersed and
ongoing and is less sensitive to economic cycles than other
markets, such as the medium- and high-voltage markets or
infrastructure.

m 5.1.2.2 AMARKET CHARACTERIZED
BY HIGH ENTRY COSTS

Legrand believes that access to the market requires new
entrants to make a high initial investment, particularly:

m differences in national electrical standards and local
regulations, standards and aesthetic preferences, which
require new entrants to make a high initial investment;

m the need to offer an extensive range of products and systems
with multiple functionalities; and

m the need to establish privileged relationships with many
market players, such as local electrical distributors, electrical
professionals, specifiers and end-users.

H 5.1.2.3 A MARKET OFFERING LONG-TERM GROWTH
POTENTIAL

Due to profound societal, technological and macroeconomic
changes, the market for electrical and digital building
infrastructures offers attractive long-term growth prospects.
These changes have a favorable impact on the Group's
development in new economies and in new market segments
(digital infrastructures, energy efficiency, residential systems
and wire-mesh cable management).

Strong growth and enhanced exposure
to new economies

New economies account for a steadily growing share of the
world economy, reflecting more vigorous growth than in mature
countries.InBrazil, India, China, Mexico and Russia, the long-term
development of electrical and digital building infrastructures
creates demand for both low-cost and high-value-added
products. Finally, as 20% of the world’s population does not have
access to electricity, Legrand believes that its market offers
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significant long-term growth potential as electricity production
and distribution infrastructures will developp. In 2010, the
Group’s sales in emerging economies increased by 24% and
represented nearly 33% of total Group activity, distributed
evenly among Latin America, Asia, Eastern Europe and Africa/
the Middle East.

Development of new segments of key markets

Bolstered by technological advances and the emergence of
new needs, digital infrastructures, residential systems, energy
efficiency and wire-mesh cable management have been
experiencing very dynamic growth, particularly in mature
markets. In 2010, Legrand’'s sales rose 13% in these new
segments, which represented nearly 20% of the Group's total
sales.

Digital infrastructures and residential systems

Breakthroughs in electronic and digital technologies have led
to sweeping changes in how electrical appliances are used in
daily life. Telephones, televisions, computers, lighting and sound
systems - all these and more have been affected, becoming
more interactive, intuitive, mobile and inter-connected.

In residential buildings, the electrical system must not only
supply electrical equipment, but it must also permit interactive
management of all interior functions of the home, including
monitoring energy consumption, comfort (temperatures and
lighting management), security, and even audio and video
broadcasts.

In commercial buildings, IT and telephony networks increasingly
converge with building management systems (lighting, heating
and security) and use the IP protocol to connect them all, thus
facilitating their management and maintenance.

Legrand offers its customers simple usage solutions based
on a technical plan permitting intelligent management of the
building using its digital infrastructure. In recent years, the
Group has made its mark with numerous innovations, including
the My Home residential system, the LCS? VDI solution offering
simplified implementation and ensuring the optimal performance
of the network, and the Digital Lighting Management device for
optimized lighting managing using a digital network.

Energy efficiency

Buildings account for 40% of total energy consumption in Europe
and the United States.

Legrand is seeing growing demand in all its markets for
products and systems reducing energy consumption and
improving the quality of electricity following the implementation
of new regulations such as France's Grenelle de l'environnement
program and energy code in the United States; growing demand
for environmentally friendly products; and increasing energy
costs.
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Legrand is responding to this demand by proposing solutions
for lighting and heating management, shutter control, home
automation, management of hot-water supply and standby
mode as well as electricity Improvement and quality control
(inverters system, reactive energy compensation, energy efficient
transformation, surge protection, maintenance of a continuous
power supply). For example, the implementation of intelligent
lighting management could reduce related energy consumption
by up to 55%.

Wire-mesh cable management

Because it is modular and easy to install, wire-mesh cable
management has experienced steady growth. Under the Cablofil
brand, the Group has a full line that can be installed in all
commercial (data centers, stores) and industrial buildings.

Medium/long-term growth prospects

Looking to the future, new markets with strong potential,
including assisted living, electric vehicle charging stations and
smart grids offer prospects for the Group’s long-term growth.

Assisted living

The aging of the population (by 2050 the world's population
should reach four times as many people over 80 years of age as
in 2010) poses a critical challenge in terms of economic as well
as societal dependence. Considering this concern and growing
demand by seniors wishing to remain in their homes and
maintain their independence, Legrand is developing customized
solutions including:

m walkways that light up automatically to prevent falls;
m easy-touch switches;
m centralized command centers;

m door entry system with teleloop which improve the hearing of
chimes and intercoms for those who wear hearing aids.

Along with these devices which improve quality of life, the Group
also markets Intervox Systemes’ teleassistance terminals. This
company joined the Group in February 2011, making Legrand the
leader in France's fast-growing assisted living market.

Electric vehicle charging stations

The market for electric vehicle charging stations is expected
to grow quickly over the next few years. In France, the Ministry
of Ecology, Energy and Sustainable Development forecasts
that the number of rechargeable electric vehicles (electric or
rechargeable hybrid) will reach 2 million units in 2020, which
will represent a potential for the installation of around 400,000
public charging stations and more than 4 million private
charging stations between now and 2020. The market should
be bolstered by the implementation of a regulatory framework
(the Grenelle Il law, enacted on July 12, 2010, will make it
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mandatory as of 2012 to install charging stations in residential
and commercial buildings as well as the creation of a “droit a la
prise” - aright to access to a charging station - in favor of owners
and lessees in existing multi family homes) and by government
incentives for the purchase of electric vehicles.

In order to respond to the needs of this high-potential market,
in 2011, Legrand is launching a complete line of electric vehicle
charging stations to satisfy all needs: private charging stations
for residential and commercial buildings and public charging
stations. This line was presented at the last Paris Automobile
Show.

Smart grid

A building’s electric and digital infrastructure is a key element
of smart grids. In fact, the optimization of energy management
for the entire electric network implies efficient consumption
management at buildings and the exchange of data between
buildings and the network. These two functions are handled by
the electric and digital building infrastructure in which Legrand
is a global leader.

H 5.1.24 AFRAGMENTED MARKET

The accessible market remains highly fragmented, as Legrand
estimates that approximately 50% of worldwide net sales are
generated by small- and medium-sized companies, often local,
that typically enjoy only marginal worldwide market share. With
an estimated accessible market share of some 6% in 2010,
Legrand is the market benchmark. Market fragmentation is due
in part to differences between countries’ applicable technical
standards and norms and also to the various customs of the
end-users in each country. Historically, initiatives to harmonize
standards in order to make products usable worldwide have
failed, even within the European Union, primarily due to the
significant investment necessary to replace existing electrical

5.1.3- Competitors

networks for only limited added-value. Consequently, a
significant portion of the market for products and systems for
electrical and digital infrastructures for the building remains
traditionally in the hands of local, small-sized manufacturers,
whose acquisition could represent a growth opportunity for
Legrand.

m 5.1.25 AMARKET CHARACTERIZED BY FAVORABLE
PRICING TRENDS

The market is globally characterized by a relative lack of
commoditization and by very diffuse flow of activity among
hundreds of thousands of electricians. These electrical
professionals, specifiers and end-users pay closer attention
to the technical features of the products than to their price.
Therefore, for example, electrical professionals tend to favor
products that can be used efficiently (quality, reliability, ease
and speed of installation, compatibility with related products,
long- term product availability, commercial and technical
assistance, safety) and that offer features demanded by end-
users (functionality, aesthetics, ease of use). This is one of the
reasons that Legrand invests 4% to 5% of its sales in research
and development each year and provides a steady flow of new
products.

Whereas certain industries are characterized by falling product
prices, Legrand’s accessible market shows a different overall
trend. In particular, end-user sensitivity to product prices is
mitigated by the fact that electrical installations generally
represent a minor portion of the total average cost of a new
construction project (around 6% for a residential project).

Moreover, Legrand has a degree of control over its pricing
supported by its capacity for continuous innovation. Between
1991 and 2010, Legrand’s selling prices increased by an overall
average of 2% per year in its markets.

Legrand has established market positions in France, Italy and
numerous other European countries, as well as in North and
South America and in Asia. Its principal direct competitors
include:

m international players, including:

= divisions of large multinational companies that compete with
Legrand in a number of national markets, although not with

respect to the full range of its products, such as Schneider
Electric, ABB, Siemens, General Electric, Panasonic, Eaton,
Honeywell International Tyco and Johnson Controls,

= specialized companies which mainly offer one or two families
of products, such as Commscope (VDI), Aiphone (door entry
system), Lutron (lighting control), Obo Bettermann (cable
management), Panduit (VDI and cable management); and
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m multispecialist companies operating primarily in one or a
limited number of countries, such as Deltadore in France,
Hager Tehalit in Germany and France, Gewiss and Vimar

5.1.4- Competitive strengths

in Italy, Niko in Belgium, Jung in Germany, Simon in Spain,
Leviton, Thomas & Betts, Hubbell and Cooper Industries in the
United States and Canada.

In addition to the attractive profile of its market, Legrand
considers its principal competitive strengths to be the following:

B 5.1.4.1 AGLOBAL PURE PLAYER IN ELECTRICAL
AND DIGITAL BUILDING INFRASTRUCTURES

In contrast to its large multinational competitors, Legrand
focuses on the development, manufacture and sale of a complete
range of products and systems for electrical and digital building
infrastructures. Legrand'’s specialization, without diversification,
has allowed it to acquire technical and commercial expertise
specific to its business.

This specialization is conducted through a network of
subsidiaries, branches and representative offices in more
than 70 countries that markets the Group’s products in nearly
180 countries worldwide. Legrand’s sales outside of France
were thus 76% of its total sales in 2010. In particular, sales in
emerging economies represented nearly one third of the Group's
total activity in 2010.

By leveraging off its strong local presence, Legrand has
established longstanding commercial relationships with key
local distributors, electrical professionals and specifiers who
share their thorough knowledge of market trends and demands
with Legrand.

W 5.1.4.2 ALEADERWITH FIRST-RATE
MARKET SHARES

Legrand believes thatitis the worldwide leader in wiring devices,
with an estimated market share of nearly 20% in 2010. Legrand
also believes that it is the world leader in cable management
products, with a market share of approximately 14% in 2010.

More generally, Legrand also holds number one or number
two positions in one or more products in several key countries,
including wiring devicesin France, Italy, Russia, Brazil, Mexico and
China; cable management in the United States, France and many
other European countries; emergency lighting products in Spain,
France and Australia; and modular power protection products in
Poland, Brazil and India. Total sales of products enjoying number
one or two positions in their respective markets represented
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nearly two thirds of the Group's sales in 2010. Legrand believes
that its first-rate competitive position makes it the benchmark
for distributors, electrical professionals, specifiers and end-
users and strengthens demand for its products.

m 5.1.43 ABALANCED EXPOSURE RESILIENT
TO ECONOMIC CYCLES

Legrand believes that its exposure to economic cycles is
mitigated by three important factors:

m approximately 52% of the Group’'s net sales in 2010 were
generated by the renovation market, which is less sensitive
to economic cycles than the new construction market which
represented around 48% of net Group sales in 2010;

m Legrand operates on three markets with different dynamics:
the commercial market (48% of net sales in 2010), the
residential market (42% of net sales in 2010) and the industrial
market (10% of net sales in 2010); and

m the diversity of Legrand’s international presence limits
its dependence on the economic performance of one or a
few countries. More generally, Legrand has reinforced its
positions in the Rest of Europe and Rest of the World zones,
which accounted for 47% of its sales in 2010, versus 33% in
2002, where countries such as Brazil, India, China and Russia
represent significant factors.

H 5.1.4.4 RECOGNIZED TECHNOLOGICAL LEADERSHIP

Legrand has a long, proven track record for new product
development, as well as the improvement of the functionality
and reliability of its products. In addition, Legrand regularly
expands its product offering to include higher added-value
products (using in particular raw materials such as leather,
wood and steel) and solutions based on new technologies.
Examples include its universal multimedia socket, the first Wi-Fi
wall outlet integrated into a range of wiring devices, a circuit
breaker with an automatic reset function, its home automation
offerings, MyHome, which simultaneously manages lighting,
security, heating and audio and video broadcast in a simple,
ergonomic manner in residential buildings, the introduction
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of Zigbee technology in a commercial offering, and Ethernet
connectors operating at speeds of up to 10 Gbps. The Group
has also developed a special expertise in energy efficiency
and minimizing the environmental impact of building, notably
through lighting management, consumption measurement and
management, temperature management solutions and a line of
solar cell equipment protection devices.

Legrand has developed significant know-how in the integration
of innovative technologies into its products and solutions. This
expertise presents an opportunity for sales growth as it allows
end-users to constantly benefit from the widest possible choice
in technologies.

H 5.1.45 AQUALITY BRAND PORTFOLIO OFFERING
A COMPLETE RANGE OF PRODUCTS
AND SYSTEMS

With its world-renowned general brands, such as Legrand and
Bticino, as well as an expansive portfolio of 36 well-known local
and pure player brands, Legrand believes that it offers a product
range thatits distributors, electrical professionals, specifiers and
end-users associate with high quality and to which they remain
loyal. In particular, Legrand believes that electrical professionals
and specifiers, who are the principal drivers of demand, have for
many years trusted its brands, products and systems for their
security, reliability and ease of installation and use.

Legrand believes that its catalogs, which feature around 178,000
references organized into some 100 product families, are among
the most complete on the market. Moreover, Legrand believes
that it is the only market player offering wiring devices that both
comply with the majority of international electrical standards
and respond to the needs of electrical professionals and end-
users, particularly given their ready integration into systems.

MW 5.1.4.6 RECOGNIZED GROWTH EXPERIENCE
THROUGH TARGETED, SELF-FINANCED
ACQUISITIONS

In the fragmented market context in which Legrand operates, the
Group has a demonstrated ability to identify and complete self-
financed acquisitions of small- and medium-sized enterprises
that generally are well-known leaders in their local markets
and satisfy Legrand’s criteria of complementary technology,
location, markets or products. In 2010, Legrand pursued
its strategy of targeted growth through acquisition with the
acquisition in emerging economies of Inform, a leader in UPS
(Uninterruptible Power Supply), in Turkey and of Indo Asian
Switchgear, a major player in the Indian protection market. The
Group also strengthened its positions in new market segments
with the acquisition of Meta System Energy, an ltalian pure

player in modular UPS, followed in early-2011 by the acquisition
of Electrorack, a pure player in VDI closets for data centers in the
United States and Intervox, a leader in teleassistance systems
in France.

Self-financed, targeted bolt-on acquisitions are part of the
Group’s development model. Thus, since 1954 Legrand has
acquired 130 companies and integrated them into its scope of
consolidation. Since January 2005, Legrand has acquired 24
companies which each generated annual net sales of between
€10 million and €100 million, representing total acquired sales
of more than €700 million.

More generally, the pace of acquisitions reflects the economic
environment and changes in valuation multiples. In this context,
Legrand maintains a disciplined financial approach based on the
analysis of several criteria. It uses an analytical model to ensure
that every acquisition:

m increases its local market share; and/or

m expands its product offering and portfolio of technologies;
and/or

m enhances its presence on markets with high growth potential;
and

m conforms to its financial criteria (principally that the purchase
price on average represents valuation multiples lower than
or equal to those applied to Legrand and other comparable
companies during the same period in the same sector (in
terms of market position and growth potential); furthermore,
the Group generally only includes short-term synergies that
relate to operating costs in its modeling, except in exceptional,
justified circumstances).

The ongoing mission of Legrand’s teams, which are very
familiar with local market participants, is to identify potential
targets. A dedicated corporate development cell is responsible
for monitoring the entire acquisition process and is specifically
responsible for coordinating work among the Group’s teams
involved in an acquisition.

Legrand’s ability to generate high cash flows of more than 12%
of Group sales over the past nine years has enabled it to fund its
own acquisitions in a virtuous, recurring value-creation process.

H 5.1.47 EXPERIENCED, MOTIVATED MANAGEMENT

The majority of the members of Legrand’s senior management
team have, on average, 20 years of experience in the electrical
and digital building infrastructures industry. In addition, the
Group’s management holds approximately 4% of the Group's
share capital as of December 31,2010 and, as a result, members
of management have a strong incentive to create shareholder
value.
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Their experience and commitment have allowed Legrand to
create and maintain a unique corporate culture that inspires
and rewards talent and initiative. The influence of its senior
management team has enabled Legrand to achieve sustained
growth and a strong financial performance.

5.1.5- Strategy

The Group has also established stock-option and free-share
plans covering more than 1,500 beneficiaries In order to
motivate managers and increase their loyalty to the Group (see
sections 9.2 and 9.3 of this registration document).

Legrand’'s medium-term strategy, excluding the effects of
economic cycles, consists of accelerating its profitable growth,
focusing on new economies and new segments of key markets
through innovation and targeted acquisitions. Given its solid,
optimized economic model, Legrand intends to self-finance
the pursuit of its development and strengthen its strong value-
creating profitable growth profile.

m 5.1.5.1 ACCELERATION OF MEDIUM-TERM GROWTH

In order to pursue and consolidate its growth, Legrand intends
in the long term to:

m increase its presence in emerging economies. Legrand seeks
over the long term to continue to expand its presence in
countries with high growth potential and thereby pursue
international development. Thus, its sales in emerging
economies represented nearly one third of the Group's total
activity in 2010 and could represent half of its sales in five
years;

m develop in new segments in markets with high growth potential.
Legrand channels sales and marketing investments into
market segments offering strong growth potential, particularly
energy efficiency, digital infrastructures, residential systems
and wire-mesh cable management;

m continue to innovate to renew and enhance its product ranges.
In order to fuel demand for its products, Legrand intends to
launch, on a regular basis, enhanced product lines with new
functionalities and significant added value. Legrand thus
reinvests between 4% and 5% of its net sales in research
and development each year. Legrand concentrates its efforts
on technologically advanced products with higher added-
value, such as home automation systems, energy efficiency
devices, VDI products and the development of solutions that
can be integrated into system but also on budget products so
as to satisfy all the needs of its markets. Moreover, Legrand
favors the development of products that share a common
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platform, thereby streamlining component production and
reducing production costs. In addition, Legrand anticipates
the use of its products around the world from the very time of
their development. The new Kaptika and Niloé wiring devices
launched in Russia and France, respectively, will be deployed
quickly in other countries in order to capture the growth of the
economic segment in the various geographic zones;

m pursue growth through targeted, recurring acquisitions, as
market conditions permit. Legrand intends to continue to
pursue targeted bolt-on acquisitions over the long term in
order to pursue growth. Given the fragmented nature of
its market, the Group will continue to focus on small- and
medium-sized enterprises. In addition, the ongoing mission
of Legrand’s teams, which are very familiar with local market
participants, is to identify potential targets. Acquisition targets
are analyzed as described in section 5.1.4.6;

m expand market coverage and improve its commercial efficiency.
Legrand’s relationships with its distributors, electrical
professionals, specifiers and end-users are central to its
strategy. Legrand has more than 70 showrooms and 15 training
centers, including Innoval in Limoges. The latter has welcomed
more than 65,000 visitors, of which some 14,000 have received
training since its creation in 1999. At the same time, Legrand
intends to expand the commercial coverage of its markets
with a particular focus on markets with long-term high growth
potential, such as emerging markets, digital infrastructures,
residential system and energy-efficient products.

m 5.1.5.2 OPTIMIZATION OF COST STRUCTURE
AND PRODUCTIVITY IMPROVEMENTS

To improve its productivity and the flexibility of its cost
structure, Legrand intends to capitalize on its operational
initiatives implemented over the last few years. By relying on
the organization of its production and product development
activities into three industrial divisions, the Group optimizes its
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cost structures, particularly by transferring certain activities
to lower-cost sites or countries which also brings them closer
to the markets where products are sold; outsourcing; and
generating economies of scale. Production staff located in low-
cost countries thus rose from 31% of total production staff in
2002 to around 63% in 2010. The Group continues to streamline
its production facilities by developing product platforms enabling
it to significantly decrease the number of components used and
to increase the equipment usage rate.

m 5.1.5.3 A MODEL BASED ON SUSTAINED SELF-
FINANCE THANKS TO HIGH CASH FLOW

Legrand has structurally enhanced its ability to generate cash
flow over the long term by continuing to grow its net sales,
cutting costs, optimizing its investments and keeping a tight rein
on its working capital requirements.

Through the development of product platforms, the systematic
application of its “make or buy” approach to all investment
projects, the transfer of certain production activities to countries
with low capital costs and a reduction in capital expenditure
needs. Legrand has been able to reduce its ratio of capital
expenditure to net sales from an average of approximately 9%

5.1.6 - Operational structure

between 1990 and 2001 to around 4% between 2002 and 2010.
Legrand believes that, due to the development of its business
model and its improved operational structure, it should be able
to maintain capital expenditure ratios within a normalized range
of between 3% and 4% of consolidated sales.

In addition, after having reduced the ratio of the Group’s working
capital requirement to net sales from an average of 21%
between 1990 and 2001 to an average of close to 12% between
2002 and 2010 and even of less than 10% in 2009 and 2010,
Legrand intends to continue to carefully manage its working
capital requirement.

The Group has historically been able to generate high and
sustained cash flows, which have allowed it to benefit from
significant financial and operational flexibility to totally self-
finance the development of its business through innovation and
acquisitions. Between 2002 and 2010, free cash flow represented
nearly 76% of adjusted operating income, and over 12% of net
sales, versus 39% and close to 6%, respectively, between 1990
and 2001. This reflects the significant improvement in Legrand’s
ability to convert its adjusted operating income into cash and to
generate a high recurring level of free cash flow.

Legrand operates manufacturing and distribution subsidiaries
and offices in more than 70 countries and sells its products in
nearly 180 countries. At the end of 2001, Legrand launched a
number of organizational and operational initiatives aimed
at accelerating growth, improving margins, optimizing
capital employed and increasing its ability to adapt as well
as its responsiveness. As a result, both the organization and
operational side of the Group’s business in divided into two
distinct categories: front office (sales and marketing activities)
and back office (its production, purchasing, logistics and general
administration activities).

m Legrand’s back office is organized on a centralized basis and
comprises the Group’s production, research and development,
purchasing, logistics and general administration departments.
Three industrial divisions are responsible for production and
research and development. They seek to optimize industrial

organization, develop new products through an increase in
research and development efforts, reduce costs and optimize
capital employed on a global level. The heads of each industrial
division, as well as the head of each of the main operational
departments, report directly to Legrand’s senior management.
This operational structure increases the Group's efficiency
and worldwide.

m The front office is organized by country in order to respond
to the specific requirements of each market in terms of
distributors, electrical professionals, specifiers and end-users.
This decentralized organization, run by local mangers, seeks to
develop sales and market shares in accordance with the strategy
laid out by the Strategy and Development department and
approved by senior management, raise commercial profitability
and reduce working capital requirements by country.
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m 5.1.6.1 BACK OFFICE

Legrand’s back office is centralized at the Group level and is
dedicated to developing new products, reducing costs and
optimizing capital employed. Legrand’s back office organizes and
manages production, research and development, purchasing,
logistics and general administration.

5.1.6.1.1

Due to the close relationship between production and the
technology employed, Legrand reorganized its production and
product development activities in 2001 into industrial divisions
pooling expertise specific to the industrial processes involved in
manufacturing its products.

Production

To take account of changes in its markets and long-term growth
opportunities notably in the commercial and industrial fields,
Legrand aligned its industrial organization on the structure of its
markets, with the creation of three divisions:

m the Wiring Devices and Home Systems Division seeks to develop
products combining comfort, security and communications,
while adding a strong aesthetic dimension to the products;

m the Energy Distribution and Industrial Applications Division,
aims to develop a broader portfolio of products and systems
to better respond to the needs of commercial and industrial
customers;

m the Infrastructures and Commercial Systems Division seeks
to develop products for commercial buildings (lighting
management, Voice-Data-Image, safety, energy efficiency and
cable management);

On a stand-alone basis, each industrial division is responsible
for:

m developing new products;

m defining and implementing its industrial plan;
m increasing its industrial profitability; and

m reducing capital employed.

More specifically, the industrial divisions continuously aim
to improve their industrial performance and reduce capital
employed by:

m integrating these criteria from the design phase of products
and notably by developing product platforms;

m optimizing and streamlining industrial sites;

m specializing plants by product line or technology to reach
critical mass. These specialized plants allow Legrand to
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centralize know-how and act as a benchmark for the rest of
the Group with respect to their specific industrial processes;

m systematically applying a “make or buy” approach for all new
projects to determine when capital should be invested in new
production assets as opposed to outsourcing production to
subcontractors; and

m creating Lean Manufacturing workshops on sites in order to
optimize productivity and capital employed.

5.1.6.1.2

R&D is vital for Legrand’'s profitable growth and is the
responsibility of each industrial division. On a recurring basis,
Legrand’s research and development expenses (before purchase
accounting charges relating to the acquisition of Legrand France
and including capitalized development expenses) represent
between 4% and 5% of net sales (see section 5.1.5 of this
registration document).

Research and development

5.1.6.1.3

As part ofits industrial reorganization, Legrand has implemented
a centralized purchasing policy since 2003 to optimize its
purchasing and improve its purchasing profitability. This Group’s
purchasing department has its own director and is characterized
by:

Purchasing

m a purchasing structure that is adapted to the worldwide
organization of its suppliers, which puts it on an equal footing
in terms of negotiations (locally or by geographic zone) thus
generating economies of scale;

m purchasing management led by user/buyer teams which aims
to maximize the value of the Group’s purchasing by making
pricing a criteria for selecting supplies; and

m the involvement of buyers in developing new products with
the aim of making savings from the product-design stage and
targeting future suppliers.

The Group’'s new purchasing organization has optimized

purchasing by:

m consolidating Group purchasing;

m purchasing raw materials and components from countries
where costs are lowest and in particular through international

purchasing intermediaries in Asia, Latin America and Eastern
Europe; and

m continually optimizing raw material and component
specifications.
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5.1.6.1.4

Legrand’s primary logistical concern is ensuring timely product
delivery to its distributors and adapting the volume and nature
of customer shipments to the lowest storage, preparation
and transport costs. Recent initiatives designed to rationalize
inventory management have helped Legrand to decrease its ratio
of inventory value to consolidated net sales from an historical
level of 17% on average between 1990 and 2001 to less than
14% on average between 2002 and 2010.

Logistics and inventory management

In each market where it distributes its products, the Group
maintains logistics systems adapted to local market conditions,
allowing it to take orders and ship products from local inventory
or from a central or regional distribution center. In addition, the
various distribution sites are connected to a central Distribution
Resources Planning (DRP) tool, which records on a nightly basis
the inventories, forecasts and local customer orders in order
to plan supply worldwide, thereby optimizing finished product
inventory levels.

This supply system is also connected to the management
systems of the Group’s production sites so that they are kept
up-to-date with market requirements in almost real time. Each
site has efficient planning tools, such as the Manufacturing
Resource Planning tool and Kanban, to optimize the number
of parts required for manufacturing and the use of production
capacities.

Legrand believes that its logistics organization must allow it
to guarantee high-quality service to its customers, in terms of
availability as well as flexibility, speed and adaptability.

. 5.2 - MAIN ACTIVITIES

m 5.1.6.2 FRONT OFFICE

Legrand’s front office acts as an interface between distributors,
electrical professionals, specifiers and end-users. The front
office in each country is run by a country manager who reports
directly to the Group’s management and is responsible for:

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

m reducing working capital requirements through efficient
management of inventory and accounts receivable.

In each country, the Group’'s subsidiaries are given significant
latitude to manage their local business and personnel. Local
managers are encouraged to conduct local business according
to the approach: “manage the Company as if it were your own
company”.

Sales and local market share growth are pursued in line with the
strategy laid out by the Strategy and Development department
and approved by senior management.

Furthermore, in 2006 the Group set up a pricing cell with pricing
managers in place worldwide. These managers are supported by
local marketing and finance teams who spend part of their time
steering pricing policy. Their role is to ensure that the innovation
that Legrand’s products bring to the market is reflected in prices.
They also adjust sales prices by product family or reference to
reflect trends in raw material prices, component prices, inflation
and market conditions.

5.2.1 - Financial information by geographic zone

The Group’s financial reporting is divided into five geographic
zones. Sales figures in this chapter refer to sales by country of
destination. References to headcount are to average headcount.

Please see sections 7.3.2.9 and 7.3.2.10 of this registration
document for more information on business development by
geographic zone over the past three years.

m 5.2.1.1 FRANCE

Sales generated in France represented 24% of the Group’s 2010
consolidated net sales.

In France, the Group markets its products principally through
its Legrand, Arnould, Cablofil, Ortronics, Planet Watthom, Bticino,
Cofrel, Sarlam, Zucchini, URA and Alpes Technologies brands.
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In France, the Group operates around 15 main sites and
employed 6,676 people in 2010, approximately 14% in the front
office and 86% in the back office and corporate functions (see
sections 5.1.6 and 5.2.7 of this registration document).

m 5212 ITALY

Italy represented 15% of the Group’s 2010 consolidated net
sales.

In ltaly, the Group markets its products principally through its
Bticino, Legrand, Zucchini, Cablofil and Ortronics brands.

In Italy, the Group operates around 10 main sites and employed
3,003 people in 2010, approximately 18% in the front office
and 82% in the back office (see sections 5.1.6 and 5.2.7 of this
registration document).

H 5.2.1.3 REST OF EUROPE

The Rest of Europe zone is made up of Europe including Turkey
but excluding France and Italy. Sales in the Rest of Europe zone
represented 20% of the Group’s 2010 consolidated net sales.

In the Rest of Europe, the Group markets its products principally
through its Legrand, Bticino, Cablofil, Ortronics, Van Geel, Kontaktor,
Baco, Electrak, Estap and Inform brands.

The Group employed 5,777 people in this zone in 2010;
approximately 23% in the front office and 77% in the back office
(see sections 5.1.6 and 5.2.7 of this registration document).

5.2.2 - Products

W 5.2.1.4 THE UNITED STATES AND CANADA

The United States and Canada represented 14% of the Group's
2010 consolidated net sales.

In the United States and Canada, Legrand markets its products
through brands that are coupled with the Legrand brand, such
as Pass & Seymour, Wiremold, WattStopper, Ortronics, Cablofil
and OnQ, and through own brands such as Vantage, PW and
Electrorack.

The Group operates around 10 main sites in the United
States and Canada and employed 2,048 people in 2010, with
approximately 21% in the front office and 79% in the back office
(see sections 5.1.6 and 5.2.7 of this registration document).

m 5.2.1.5 REST OF THE WORLD

The Rest of the World zone is mainly comprised of Latin America,
Asia, Africa and the Middle East. The zone represented 27% of
the Group’s 2010 consolidated net sales.

In the Rest of the World Legrand markets its products principally
through the Legrand, Bticino, Cablofil Lorenzetti, Pial Legrand,
Cemar, HPM, HDL, TCL Legrand, Ortronics, Luminex Legrand,
Shidean, Anam Legrand, and Baco brands.

The Group employed 13,902 people in this zone in 2010;
approximately 20% in the front office and 80% in the back office
(see sections 5.1.6 and 5.2.7 of this registration document).

The Group offers around 178,000 catalog items that can be
divided into four main product and system categories:

m control and command;

m cable management;

m energy distribution; and
m Voice-Data-Image (“VDI").

Each product category is marketed in all of Legrand’'s major
geographic markets. The technical characteristics and design
of Legrand’'s products differ depending on whether they are
installed in commercial, residential or industrial buildings.
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Legrand sells its products under two key worldwide global
brands, Legrand and Bticino, as well as under international
specialist brands such as Ortronics (Voice-Data-Image), Cablofil
(wire-mesh cable management), and several leading local
brands.

Controland command products and systems, cable management,
energy distribution, and Voice-Data-Image represented around
43%, 19%, 24% and 14% respectively of the Group’s net sales
in 2010.
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H 5.2.2.1 CONTROL AND COMMAND

Control and command products and systems are the interface
between end-users and their electrical installation, permitting
them to access comfort, security and communication functions
in the home or workplace, including:

m comfort functions, such as lighting, climate control, sound
diffusion and automated shutter closing. These products
range from basic electrical “on-off” switches and wall sockets,
to thermostats, dimmers, switches activated by infrared
presence detectors, electro-mechanical and electronic timer
switches and other building automated products that enable
end-users to control the flow of electricity and data;

m security functions, such as emergency lighting, intruder
alarms, fire alarms and building access control. In the security
sector, Legrand offers a number of products, including fire
and intruder alarm systems, smoke, water, heat and motion
detectors and emergency lighting equipment for homes,
offices and other commercial properties. Legrand’'s systems
are designed to permit rapid installation by electrical
professionals and maximum flexibility, convenience and
security for the end-user. Legrand also offers a wide range of
communication products such as audio and video door entry
phones and electric chimes for residential use;

m communication functions, such as video, telephone or IT
networks. With respect to communication functions, Legrand
has developed significant know-how in “smart” house systems
known as “home automation”. All household appliances and
electrical functions are connected to a central unit through
these systems, therefore allowing the end-user to regulate
security, comfort and energy consumption locally or remotely.
These systems give Legrand the opportunity not only to sell the
control unit, but also to provide the related cable management
products and wiring devices as part of an integrated package.

Command and control functions are booming under the impact
of new end-user requirements (energy efficiency, digital
convergence, demographic change). Legrand has been designing
control and command products and systems since its creation
and has unique experience which places it at the center of these
changes and sets it apart from its biggest competitors in this field.
In terms of energy efficiency the Group already offers energy
measurement and management solutions for both residential
and commercial buildings. As regards the significant challenge
of dependence, Legrand has specially adapted solutions such as
centralized commands, easy-to-fit plugs, and paths which light
up automatically to prevent falls. From 2011, the Group offers a
full range of electric car charging points in buildings and aims to
become a major player in this emerging market.

The Group believes that it has a leading position in the worldwide
market for the manufacture of control and command products.
Legrand believes that it is the global market leader in wiring
devices (mainly switches and sockets) with an estimated
market share of approximately 20%. The Group is one of the few
manufacturers offering wiring device products adapted to the
principal electrical standards in use around the world.

W 5.2.2.2 CABLE MANAGEMENT

Cable management products include trunking and ducting, mini
columns, cable routing systems, floor boxes, busbars, wire
cable trays and other products that ensure the safe distribution
of electricity and data in buildings. These items are designed
to prevent potentially hazardous contact between electrical
wires and cables and other electrical or mechanical equipment,
or any exposure of such wires and cables that could pose a
danger to end-users. Cable management products include
various products designed specifically for the requirements of
particular industries or businesses, such as the Group's range of
specialized ducting products for use in hospitals.

Legrand believes that it is the world’'s leading manufacturer of
cable management products, with an estimated market share of
the accessible market of approximately 14%.

N 5.2.2.3 ENERGY DISTRIBUTION

Energy distribution products consist of circuit breakers, surge
protection and electrical measuring elements as well as
the distribution panels and mechanisms for connecting this
equipment. These products protect people and goods from the
principal electrical risks (such as electric shocks, overheating,
short-circuits and lightning) and are designed for electrical
installations in residential, commercial and industrial buildings.
They also protect renewable energy sources.

In the circuit breaker market, Legrand has steadily improved its
product ranges and market position by offering circuit breakers
with increased performance both in electrical (technical
performance and electronic regulation) and operational (ease
of use and installation) terms. In accordance with the Group’s
strategy to cover multiple markets using one product platform,
Legrand has extended the compliance of the Lexic and Btdin
ranges with French and ltalian electrical standards to those of
almost all the markets in which the Group operates. In addition, in
accordance with the Group’s strategy to sell higher value-added
products, these product lines have been complemented with
products whose characteristics have constantly been improved,
such as “air circuit breaker” technology, which protects circuits
up to 4,000 amperes.
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Legrand believes that it is one of the main manufacturers of
energy distribution products and that it is among the top five
players in the European and South American energy distribution
product markets.

In addition, the Group is continuing the expansion of its range
of energy distribution and protection products through internal
growth, with a new protection product designed for photovoltaic
installations, and externally, in the UPS field, with the acquisition
of the Turkish market leader, Inform, and the Italian modular
UPS specialist, Meta System Energy.

W 5.2.2.4 VOICE-DATA-IMAGE

In the Voice-Data-Image sector, Legrand offers a broad range of
complete pre-wiring systems for computer, telephone and video
networks, such as a new high transmission rate RJ45 multimedia
socket for data communication applications; fiber optic jacks;
fiber optic and copper patch panels; VDI cabinets, enclosures
and cable management accessories; and copper and fiber optic
VDI cables, all of which facilitate the organization of telephone
and data networks in buildings.

5.2.3- Research and development

Legrand believes it is one of the four main manufacturers of
a certain number of VDI applications (excluding cables, active
products and Wi-Fi) and has been very successful, in particular
with the new LCS? product which, amongst other things, offers
simple implementation and guarantees optimum network
performance.

H 5.2.25 REGULATION AND STANDARDS

Legrand products are subject to quality and safety controls
and regulations. They are governed by both national and
international standards, such as European Union directives,
as well as by product norms and standards adopted by
international organizations, including the European Committee
for Electrotechnical Standardization and the International
Electrotechnical Commission. Changes in standards and norms
are gradual and result in higher standards of quality and
performance.

Legrand has a long track record of developing new products
and upgrading products by adding improved functionalities.
Each year, on average, the Group has spent and invested (before
purchase accounting charges relating to the acquisition of
Legrand France and including capitalized development costs) 4%
to 5% of its net sales on research and development. In 2010, over
38% of the Group’s net sales were generated by products less
than five years old, with net sales of those products representing
approximately 42% of its net sales in the United States, 52% of
its net sales in the Brazil and China and 45% of its net sales in
France.

The following characteristics are a priority for Legrand’s product
development:

m quality, reliability and overall safety;

m simplicity, ease and speed of installation;
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m integration of new technologies into its product offering;

m capacity of its product lines to work together in an integrated
system;

m product functionality; and
m new designs.

Research and development is steered by three industrial
divisions which allocate projects at a global level to the different
teams spread across the world. A significant portion of Legrand’s
research and development is carried out in France, Italy, the
United States and China. At December 31, 2010, research and
development employed 1,859 persons in approximately 15
countries. About 64% of these employees were in France and
Italy, 13% in China, 7% in the United States and the remainder
spread across other countries.



THE GROUP’S BUSINESS

Main activities

5.2.4 - Distribution, customers and marketing

Legrand manufactures products for end-users in commercial,
residential and industrial markets.

m The commercial market, which accounted for approximately
48% of the Group’s consolidated net sales in 2010, consists of
electrical products used in the construction and renovation of
a variety of commercial buildings, such as hotels, offices and
stores, and public buildings, such as schools and hospitals.

m The residential market, which accounted for approximately
42% of the Group’s consolidated net sales in 2010, consists
of electrical products used in the new construction and
renovation of houses and apartments.

m The industrial market, which accounted for approximately
10% of the Group’s consolidated net sales in 2010, consists
of electrical products used in the new construction and
renovation of factories, plants and other industrial sites.

In its business, Legrand distinguishes between “distributors”,
“electrical professionals”, “specifiers” and “end-users”.

m Legrand’s “distributors” are distributors of electrical materials
and equipment. They represented more than 95% of the
Group's consolidated net sales in 2010.

m “Electrical professionals” are professionals and individuals
who buy, install and use Legrand's products. These
professionals include electricians, contractors, panel builders
and industrial and commercial companies with electrical
product or system installation operations.

m “Specifiers” are the architects, decorators and design offices
which Legrand believes fuel demand for its products by
recommending their installation to end-users or by including
them in certain building projects.

m “End-users” are the clients who use Legrand’s products in the
environment in which they are installed or used.

Legrand’s relationships with its distributors are generally
governed by the relevant standard terms and conditions for
sales in each local market.

As described in the chart below, Legrand is part of a distribution
chain in which manufacturers, such as Legrand, mainly sell their
products to electrical distributors, who in turn sell products to
electrical professionals who then install the products in end-
users’ buildings. Specifiers play an active role in this chain by
advising electrical professionals and end-users on product
choice 