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Synopsis

* Legrand - The World’s Low Voltage Specialist

= Growth Model

= Financial Performance



Legrand - The World’s Low
Voltage Specialist



Key Figures

Highly profitable and diversified exposure to

end markets and geographies

€ million, US GAAP 9M 05
NEIRSEIES 2,358
Operating Income before goodwill, purchase

accounting and restructuring 397
as % of sales 16.8%
Operating Income 297
as % of sales 12.6%
Headcount 26,000

9MO05 net sales geographical breakdown

USA Canada

RoOE
19%

Commercial
43%

19%

—

RoW
14%

"

Italy
20%

France
28%

Net sales end-market breakdown

Industrial
14%

4‘

Residential
43%




Ll legrand’

World Specialist in Products and Systems
for Electrical Installations and Data Networks
In Residential, Commercial and Industrial Buildings

A customer oriented business

Controlling
installations
and connection

Cable

management

Energy Voice-Data-Image
distribution Distribution (\VDI)




Business organization

Separate commercial and industrial responsibilities for clear commitment

» 5 industrial divisions responsible for

» Developing new products

» Defining and implementing industrial plans
» Increasing industrial profitability

» Reducing capital employed

= More than 60 countries responsible for

» Gaining market share
» Increasing commercial profitability
» Reducing working capital requirements

Group

5industrial §
divisions

More than
60 countries



A strong business model

* Robust organic growth

Targeted acquisition-driven growth

High profitability

= Strong cash generation




Growth Model



Growth model

Provides

Opportunities for Acquisitions

«Complementary
products/new technologies

*Market share
*Growth markets

Strengthens

Large Addressable Market
«€49 Bn addressable market
*Regular market growth

eIncreased share of added-value
products

Enhances
Market
Penetration

First-Class Market Positioning

Premium product and technology
ranges

*Leading market-shares
sInternational presence

Kl legrand’

High R&D level
Salesforce expansion

Sustainable Regular Growth
*Product innovation
*Value-added services
*Growth markets

*Higher market share

Entering product/
market ahead of
organic developgle




First-Class Market Positioning

Product leadership worldwide

Leadership positions for key products
in building infrastructure

»18% market share in wiring
devices

=15% market share in cable
management
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First-Class Market Positioning

Geographical leadership

#1 market positions for at least one product category
In over 20 countries

=Sound bases

=A balanced global
presence

11




: L ®
First-Class Market Positioning n Iegﬂnd

Installation and connection solutions

Controlling
installations
and connection

Cable

management

Energy Voice-Data-Image
distribution Distribution (VDI)
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First-Class Market Positioning

Unique positioning

= The key interface between
networks and applications

= Over 100 product ranges
the only company covering
all main standards

= 200 different functions
ever more combinations in systems: intelligent
homes, association with cable management
and VDI equipment, etc.




First-Class Market Positioning

Serving all market segments

L1legrand’

Decorative

Standard

Economy

3 §H 3
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First-Class Market Positioning

Adding more value in buildings

Example of three residential functions

Lighting
control

v

o e T (o 1 - <O

Access
control

Security
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First-Class Market Positioning

Convergence of functions

on the wiring device platform
Example : In One By Legrand
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First-Class Market Positioning

Cable management

Controlling
installations
and connection

Cable

management

Energy Voice-Data-Image
distribution distribution (VDI)
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First-Class Market Positioning

Systems at the heart of

building infrastructure
A full offering for electricity and VDI flows

Cable trays
Mini trunking

Column

Trunking

Mini column

Floor box

Under-floor cabling




First-Class Market Positioning

Voice-Data-Image distribution

Controlling
installations
and connection

Cable

management

Energy Voice-Data-Image
distribution distribution (VDI)
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First-Class Market Positioning

Providing Voice-Data-Image access

Example: structured cabling for commercial buildings

CABLE (copper /
fiber optic)

RJ jack
| ‘
VDI patch panel >>>

Wi-fi outlet

VDI patch cabinet
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First-Class Market Positioning

Brands underpinning strategy

= Spanning all market segments
residential / commercial
general distribution / specialized distribution

= Technological leadership with a complete offering

= Multi-brand strategy

Dlegand’ bhcino - onmomcs




First-Class Market Positioning

Vigorous growth platform

= Covering all market segments

|“ PP el B MR L
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= VDI sales up 60%
since the acquisition of Ortronics in 1998

Welcome to On-Q Home

i We'rs changang the way peaple live i thew
homes I:rnl:.-q:]:h Innmatm home netwesking
eolubipng, Ex | ienge the convenignce and
Eadl 4 :: ﬂ e rom isegratiag and

naging rulrruurr" COMR i

= Technological innovation
examples: wi-fi outlet, automated
patch panels

Aleons.,

T

e L e e e ]

* OnQ a sound base for growth
with 500,000 systems already installed in

OonQ, the US speC|aI|st for VDI applications at home,
the US joined Legrand in 2005
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First-Class Market Positioning

Energy distribution

Controlling
installations
and connection

Cable
management

Energy
distribution

Voice-Data-Image
distribution (VDI)
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First-Class Market Positioning

Comprehensive and
compatible systems

Dedicated services: software, on-site assistance, etc.

Air circuit breakers

Enclosures and consumer units

Moulded case circuit breakers

Residual current circuit breakers w/o overload protection

Modular circuit breakers and other functionalities

Cabling system
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First-Class Market Positioning

A challenger

moving up the field

= Market recognition for

growing strength

Solutions up to 4 000 Amps
Challenging market

leaders in France, Italy, Greece,
Russia and other countries

= New products
example: Lexic auto-connecting
modular circuit breakers "




Large Addressable Market

Organic growth opportunities

Accessible market valued at €49 billion®

Regular and sustainable market growth
Innovation drives growth

Smart electrical
solutions and services
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Sustainable Regular Growth
Enhanced sales structures

Strategic emphasis on developing “front office”

» Sales and marketing teams regularly reinforced Headcount
Increased on average by + 4% per year between 2001 and September 2005

4100 + 16.0%

3900 + 15.0%

3700 + 14.0%

3500 + 13.0%

3300 - 12.0%
2001 2002 2003 2004 9M 05

arketing Headco Sales, & Mar et| % fto[ al h a count

= InterAational Key atcount unit$&tup
International customers
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Sustainable Regular Growth n I egﬂndv
More than 20 new subsidiaries or offices opened

since 2001

Focusing on higher growth and emerging markets




Sustainable Regular Growth

Growth In value-added services

¥

o
-
b o
R
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PR(

LOGISTICS TRAINING CALL CENTERS

SOFTWARE

SHOW ROOMS
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Sustainable Regular Growth n I egﬂnd*

Product innovation: a strategic priority

Key facts and figures

= About 5% of sales and over 40% of capital
expenditures dedicated to new products

= Nearly 5,000 utility patents

= 1,600 staff members in Group R&D teams

= Target : 50% of sales from products less than 5
years old
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Sustainable Regular Growth n I eg,ﬂndw

Increased investments in R&D

5% of sales
+14% between September 2004 and September 2005

160
140 -
120 -
100

U +14%
ol /
40 -

20 -

2001 2002 2003 2004 OM04 9MO05

R&D @ (€ millions) R&D @M as % of sales
31
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Sustainable Regular Growth

Offer renewal

Example: power systems offering

2004

2003

2002

1998

1996

2005

XL3 enclosures and distribution

DMX air circuit breakers

XL Pro 2 software

DPX moulded case circuit breakers

Lexic modular circuit breakers

Auto-connecting modular circuit breakers
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Sustainable Regular Growth

Offer renewal

Example: wiring device offering

Five new ranges launched in 2005

1999

2002
2003
2005

2005

2003
2005

2003
2005

2004
2004

2003
2005

Galea
Creo
Tenara
Structura
Valena
Suno
Cariva

Synergy

Sagane collections
Auto connecting Mosaic

Vela
Axolute

Miro
Vela

Selix
Mosaic Evolution
Mylinc
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Opportunities for Acquisitions

Acquisitions: an historical growth driver
Market share

Complementary product

Growth market

Over 100 acquisitions
Y

NORTH AMERICA EUROPE

Financial discipline 2005 OnQ 2005 $Zucchini and
p 2000 Wiremold ICM Group

1998 Ortronics
2004 Van Geel
1996 The Watt Stopper 2000 Quintela
' 1984 Pass & Seymour INd T

A proven track record 1998 CEB

1997 URA

1996 FAEL ASIA PACIFIC
LATIN AMERICA 1095 RT Gamma LI 4
2000 Lorenzetti 1992 Baco 1997 URA
1996 Luminex and Tenby 1996 MDS
1977 Pial 1989 Bticino

Half of growth




Opportunities for Acquisitions n E i' , v

Recent acquisitions

Market Share Complementary Product Growth Market

Van Geel ICM Group
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Opportunities for Acquisitions n E i' , -

A fragmented market creates opportunities

Small and medium-size businesses hold over 50% of the market and represent growth
opportunities
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Multi business company Specialist
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Opportunities for Acquisitions n E i' , -

Acquisition as growth platform : India

Acquisition of MDS in 1996, a successful integration

Sales index (rupees)

3600 -
3100 -
2600 -~
2100 -~
1600 -+
1100 -~
600 -

100 I I I I I I I I I |
1995 1996 1997 1998 1999 2000 2001 2002 2003 2004
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Financial Performance



Ll legrand

Strong organic sales growth in all
geographical areas

Group €2,358m at end September 2005

+ 6.7% over previous year
+ 17% over 2 years (vs September 2003)

France’€646m

at end Sept. 2005
over 2 years Rest of Elrope €456m

" +47%atend Sept. 2005
+20% over R years

Yy %

ltaly €462m

t end Sept. 2005
/€ e

Rest of thew\World €386m

+9.0% at end Sept. 2005
+22% over 2 years




High sustainable margins

(in € million, US GAAP) 2003 2004 OM 04 9M 05
Net sales 2762 YASPAS 2203 2358
growth at constant scope of consolidation and exchange rates + 8.8% +6.7%
Operating income before goodwill, purchase accounting and 398 479 380 397
restructuring @

as % of sales 14.4% 16.4% 17.3% 16.8%
Purchase accounting (259) (125) (93) (77)
Restructuring (32) (23) (10) (23)
Operating income 107 331 277 297

as % of sales 3.9% 11.3% 12.5% 12.6%
Net Income (160) 16 48 72

(1) Figures restated for amortization of goodwill, purchase accounting entries (with no cash impact) due to the revaluation of inventories and to amortization of
revalued tangible and intangible assets for the acquisition and restructuring charges
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Ll legrand’

Debt reduced by 32% less than three years after the

LBO thanks to strong cash generation

At constant exchange rates and excluding the impact of recent acquisitions, net financial
debt as of September 2005 was €1,670million

3,000
2,701
2,600 —
2,247
2,200 —
1,851
1,834
1,800
1,400 —
1,000 -
2002 2003 2004 9M 05
Net debt (Emillions, US GAAP) Net debt/ EBITDA (covenants)
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Ll legrand’

Conclusion: a strong business model

* Robust organic growth

Targeted acquisition-driven growth

High profitability

= Strong cash generation
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Ll legrand’

Legrand



Forward looking statements:

This document contains forward-looking statements within the meaning of the “safe harbor” provision of the Private Securities
Litigation Reform Act of 1995. These statements are based on management's current expectations or beliefs and are subject
to a number of factors and uncertainties that could cause actual results to differ materially from those described in the forward-
looking statements. Actual results may differ from those set forth in the forward-looking statements as a result of various factors
(including, but not limited to, future global economic conditions, market conditions affecting the building sector, foreign
exchange rates, intense competition in the markets where we operate, potential environmental liability and capital costs of
compliance with applicable laws, regulations and standards in the markets where we operate, diverse political, legal, economic
and other conditions affecting the markets where we operate, our ability to successfully integrate business acquisitions and our
ability to service our debt requirements). Many of these factors are beyond our control.

Investors are urged to read the annual report of Legrand Holding filed with the US Securities and Exchange Commission on
Form 20-F on April 29, 2005,, and other relevant documents filed by Legrand Holding with the US Securities and Exchange
Commission because they contain important information. Investors are able to view these documents, as well as other
documents filed by Legrand Holding with the US Securities and Exchange Commission, free of charge at the US Securities and
Exchange Commission’s website, www.sec.gov. Legrand Holding disclaims any obligation to publicly update or revise any
forward-looking information.
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