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T
he entrepreneurial spirit of the 
Legris family, which laid the 

foundations for what has become 
Groupe Legris Industries, has always 
been associated with a principled 
approach to business, conducted with 
the proper respect for people and 
according to the rules. Our identity, 
our reputation and our results are 
rooted in that ethic, with exemplary 
conduct — still as vitally necessary as 
ever — proving the most effective way 
to spread good practice. 

The growth of our group has 
accelerated since the end of the 1980s. 
And our businesses and geographical 
scope have changed just as quickly 
as our size as we regularly welcome 
new teams from different parts of 
the world for ever greater diversity of 
national origins, culture and customs. 

Against this backdrop, I took the 
initiative for this Code of Conduct 
as a means to share the spirit and 

values of Legris Industries to the full. 
A reference for all staff members, it 
is intended to offer sure guidance for 
every individual, in every situation. If 
you have any doubt, you should make 
use of the resources made available 
for this (see ‘”Putting the Code to 
Work”, p. 43). They will enable you to 
get the advice you need to ensure that 
your action is in complete accordance 
with the principles of this Code. 

Our ambition to be a benchmark 
business and our mission to 
create value are, I am convinced, 
indissociably tied to the way we 
conduct our business. I am counting 
on each and every one of you, all 
Legris Industries managers and 
staff members, to apply and defend 
these strict standards for action. 
They underpin the trust of our 
shareholders, our customers and 
other stakeholders, and make an 
essential contribution to the quality of 
our performance over the long term. 

FROM THE CHAIRMAN

Pierre-Yves Legris,
Chairman
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INTRODUCTION

G
roupe Legris Industries 
Code of Business Conduct 

is designed to serve a process 
of development in line with our 
business project On Course 
for Value. The goal — building 
a benchmark business — is 
inseparable from our mission of 
creating global value. 
This Code of Business Conduct 
was drawn up by staff members 
from across the group at the 
initiative of Group management. 
It gives formal expression to the 
principles, together with related 
practices, that defi ne the way we 
want to do business. These are 
naturally closely related to the 
values that make up the business 
spirit of our group — Demanding 
Standards, Imagination, Proximity 
and Transparency. 
The principles set out in the Code 
are straightforward. They are the 
basic foundations for the way we 
work with customers, business 
partners, suppliers and other 
stakeholders, and for the way 
staff members deal with each 
other. They include guidelines for 
relationships with competitors, 
as well as rules of integrity that 
must be strictly complied with at 
all times. 
While the Code of Business Conduct 

is naturally intended fi rst and 
foremost for the staff members 
of Groupe Legris Industries, we 
should also take advantage of all 
opportunities to share it with the 
stakeholders we work with, be 
they customers, suppliers, sub-
contractors or other partners. 
The principles defi ned in the Code 
are also important to the continued 
trust and confi dence of our group’s 
family shareholders, who are 
critical to our model for business 
development. By applying these 
principles, we will be upholding 
the values important to them while 
at the same time defending the 
interests of our business in the 
present and for the future. 
Our Code is also fully consistent 
with the fundamental principles of 
the UN Global Compact1, which the 
Groupe Legris Industries joined in 
June 2004. 
The Code is in no way intended 
to take the place of national or 
international law, which we must 
naturally abide by at all times. 
Finally, while the Code has no 
claim to contractual force, we 
all play an active part in the 
performance of our business — 
which means that we must all 
know and apply the principles it 
defi nes.

1 The UN Global Compact calls on businesses to adopt, promote and apply, within their spheres of infl uence, a set 
of ten fundamental principles in the fi elds of human rights, labor rights, the environment, and the fi ght against 
corruption (wwe.globalcompact.org).
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MAKE WIN-WIN A REALITY
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BUILDING SOUND RELATIONSHIPS 
WITH OUR CUSTOMERS

1  HONESTY AND FAIRNESS 

Our customers are the reason we are in business, and we 

want to put our relationships on a lasting basis. 

We are committed to dealing honestly and fairly with 
customers, whatever their size and wherever they are. 

2  SEEKING COMMON INTERESTS 

The development of the Legris Industries Group hinges 

on a product and service offering that allows solutions 

with signifi cant value added for customers. 

Negotiations on deliverables and prices must aim to be 
in the interest of both the customer and the business 
(fi nancial gain, strategic potential, reputation). 

3   SOLUTIONS THAT GENUINELY MATCH 
CUSTOMER NEEDS 

We must help customers identify their requirements 

correctly to be sure that we offer solutions that are 

genuinely attuned to their situation.

We encourage the use of written specifi cations prepared 
or approved by the customer as a basis for defi ning an 
offer. We refer to commercial catalogues for sales of 
standard products, explaining related applications. 
Failing written specifi cations, we undertake to clearly 
present the content of our offers, avoiding any possibility 
of misunderstanding and ensuring the greatest possible 
transparency. 
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4   CONTRACTUAL AND REGULATORY 
COMPLIANCE 

We fulfi ll all contractual obligations to our customers, 

delivering the agreed goods and services to deserve 

their trust. 

We conduct sales negotiations with due regard for the 

law of contract. 

Contracts must clearly defi ne what goods and services are 
to be provided, together with prices, deadlines for delivery 
and payment, after-sales obligations, warranties and 
procedures for the settlement of any disputes. 

5   SAFETY OF PRODUCTS AND SOLUTIONS 
PROVIDED

Safety is an absolute priority in the design of the 

products and solutions we put on the market. 

As a minimum, they comply with legally required safety 
standards. 
The safety features of the machinery sold provide 
adequate protection for our customers’ employees. 
Instructions for use provided with our products describe 
the purposes they are designed for and necessary 
precautions in use. 
If a product defect entailing signifi cant risk is identifi ed, 
the business warns the customers concerned as quickly 
as possible to forestall the danger. 

6  A DVERTISING AND COMMERCIAL 
COMMUNICATIONS 

We ensure complete transparency in communications 

concerning our offerings of products and services. 

We do not admit any form of false advertising. We draw 
attention only to genuine features of our products and 
services, to promote their quality and advantages, and to 
enable our customers to make informed decisions. 
We do not belittle our competitors.
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1   COMPLIANCE WITH LAWS AND REGULATIONS 
GOVERNING OUR RELATIONSHIPS 

Some partnerships (e.g., with distributors and 

integrators) are subject to special regulations protecting 

parties from risks such as abrupt termination of an 

established commercial relationship. In some cases, the 

status of the partner may also entail certain regulatory 

constraints as, for example, where a competitor is 

involved. 

We establish our partnerships: 
 >   in a spirit of long-term cooperation on the basis of 

mutual commitment for mutual benefi t 
 >   with the prior certainty that the envisaged 

relationship will not result, directly or indirectly, 
in actions counter to competition law and other 
regulations. 

2   CLEARLY STATED SELECTION CRITERIA 

In choosing our business partners, especially in 

geographical regions new to us or where we have only 

a limited presence, our selection process must be 

particularly rigorous.

Before entering into a partnership we require: 
 >   prior assurance of the envisaged partner’s 

technical capacities, trustworthiness and solvency 
 >   assurance that the envisaged partner complies 

with all applicable regulations
 >   a clearly stated, common defi nition of respective 

expectations. 

We must also ensure that our choice of partners 
takes into account their capacity to act in keeping with 
the fundamental principles, values and procedures 
underpinning the Legris Industries Group.

EXPANDING OUR BUSINESS
ALONGSIDE OUR PARTNERS*

(*) Partners are understood to include 
>  sales agents, sponsors, consultants, representatives and business providers
> distributors
> industrial partners and integrators
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RELATIONSHIPS WITH SALES AGENTS, 
SPONSORS, CONSULTANTS, REPRESENTATIVES, 
AND BUSINESS PROVIDERS (COLLECTIVELY 
“AGENTS”). 

A)  Identifying agents with business practices consistent with 

our own 

Agents are widely present in international trade. 

They have the advantages of geographical, linguistic 

and cultural proximity with our customers, as well as 

familiarity with local markets and economies. Their 

assistance is invaluable for drawing up sales proposals 

and monitoring the implementation of projects. To 

ensure that our relationships with agents in various 

parts of the world are on a secure contractual footing, 

we need to take certain precautions. Agents must also be 

made aware of the ethical principles applied by Groupe 

Legris Industries and carry out their assignments in 

accordance with those principles. 

Agents are selected on the basis of: 
 1>  expected business benefi ts: 

The decision to work with an agent results from 
an explicitly recognized need that the business is 
not in a position to meet with its own resources. 

 2>  the following criteria:
Reputation (compliance with legal requirements, 
adhesion to international compacts or principles), 
professional standing (competence, ratings/
assessments from agencies and consultancies, 
etc.), and record of independence, in particular 
from public authorities.

 3>  approval by the staff member empowered for this 
purpose (to be specifi ed within each organization). 

The staff member responsible for a relationship with an 
agent supplies the agent concerned with a copy of this 
Code of Conduct.
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1  FAIR AND HONEST SELECTION PROCESS

Contacts and negotiation with suppliers and 

subcontractors, and ensuing decisions, must be based on 

a far and transparent process ensuring their objectivity. 

The needs to be met are defi ned as precisely as 

possible (technical specifi cations, detailed calls for 

proposals, identifi cation of key considerations, outline 

contract, etc.) 

Where signifi cant amounts are involved, proposals from 

several suppliers are to be considered. 

All our procedures are documented and approved by 
relevant staff members, in accordance with this Code 
of Conduct and in strict compliance with the values of 
Groupe Legris Industries. They provide a basis for:
 >  developing operational structures that ensure 

compliance with principles as well as the 
traceability of decision - making process.

 >  applying objective criteria within a transparent 
framework for the assessment and selection of 
suppliers and sub-contractors.

Whenever signifi cant amounts are involved, consultations 
with potential suppliers are fully documented, ensuring 
that the bases for assessments and choices are fully 
traceable. 
Our choices are based on objective criteria, excluding all 
forms of favoritism and guided only by the overall interest 
of the business. 

Groupe Legris Industries does not systematically favor 
offers at the lowest price. Suppliers are selected in 
consideration of their total contribution to the business 
measured on objective criteria defi ned in the course 
of the consultation process. Other factors include the 
reliability of suppliers (bidder’s experience and resources, 
expertise and undertakings in the event of diffi culties) 
and compliance with values and standards (undertakings 
on ethical issues, regulatory compliance, professional 
standards). 

LAYING THE FOUNDATIONS FOR RELATIONSHIPS 
WITH SUPPLIERS AND SUB-CONTRACTORS
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Our commitments must:
 >  be systematically set out in writing, in agreement 

with the supplier or sub-contractor and in 
accordance with the validation procedures of 
Groupe Legris Industries.

 >  be fulfi lled within the proper time, in a spirit of 
mutual obligation.

 >  be applied in good faith in a spirit of cooperation 
with the supplier or cub-contractor. 

5   RESPECT FOR CONFIDENTIALITY AND THE 
INTELLECTUAL PROPERTY AND OTHER 
ASSETS OF SUPPLIERS

Our suppliers and sub-contractors have industrial 

assets that are part of our reason for doing business 

with them. Respect for those assets and their protection 

are essential to their continued competitiveness and 

effective operation. 

We naturally expect the same commitment from 

these suppliers and sub-contractors as regards the 

information to which they may have access concerning 

Groupe Legris Industries. 

In this regard:
 >  in the course of consultations with potential 

suppliers, we give a clear undertaking to respect 
the complete confi dentiality of the information 
received from them and expect a similar 
undertaking on their part.

 >  we do not divulge information on talks to other 
potential suppliers except insofar as this is agreed 
on or necessary to effective competition.
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8   AVOIDING EXCESSIVE DEPENDENCY OF 
SUPPLIERS ON THE GROUP

The dependency of a supplier or sub-contractor is a 

matter of the proportion of their total sales derived 

from business with Groupe Legris Industries. Such 

dependency may weaken their position, leading them to 

accept unfavorable terms to preserve their relationship 

with their main customer. 

It is up to us to:
 >  defi ne acceptable levels of dependency for regular 

suppliers and subcontractors, and for cases where 
the amount of a single contract may make it critical 
for the supplier concerned.

 >  identify alternative solutions when the risk of 
dependency is too high.

 > avoid taking unfair advantage of dependency.
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RESPECT THE RULES
OF THE GAME
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REJECTING ALL FORMS OF CORRUPTION

 P. 23
PREVENTION OF MONEY LAUNDERING

 P. 24
MAKING AND ACCEPTING GIFTS: BASIC PRINCIPLES



We absolutely prohibit any practice intended to 

infl uence customers’ decisions with the offer of special 

advantages, whether directly or through any other 

person involved in negotiations. 

Similarly, in our relationships with our suppliers 

and sub-contractors, we strictly refuse all forms of 

corruption, bribery or other enticements involving 

personal interests not strictly related to the order. 

Measures for the prevention of corruption in commercial 
relationships with our partners, in particular sales agents, 
consultants and representatives, include: 

The requirement placed on all parties before the 
commencement of any business relationship:

 >  to give a clear undertaking not to engage in such 
practices, either directly or indirectly.

 >  to provide a suffi ciently transparent view of its 
relationships with its own customers to allow 
verifi cation of compliance with this undertaking, 
without placing any restrictions on its freedom to 
do business.

Similarly, when we set up a partnership, we assure 
ourselves that:
 >  the level of remuneration for our partners is 

reasonable and in proportion with the services 
rendered.

 >  payment of this remuneration is transparent (clear 
identifi cation of the benefi ciary, who must be the 
party to the contract, etc.).

REJECTING ALL FORMS
OF CORRUPTION
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We refuse to take part in any commercial transaction 

contributing to money laundering. 

Money laundering means facilitating the false 

presentation of the origin of assets or revenues obtained 

from unlawful activities. The perpetrators attempt 

to disguise their unlawful gains through a standard 

commercial transaction with a business that becomes an 

accomplice.

We ask all staff members to be extremely vigilant in the 
situations described below and to bring the matter to the 
attention of their legal department:
 >  orders with abnormally favorable terms of payment.
 >  complex contracts for simple transactions

(involving different companies and countries).
 >  proposals to make payments to another legal 

entity or in a country other than that where the 
transaction takes place.

 >  delivery in a country other than that where 
payment is made.

 >  offers of payment in cash. 

Even if the unlawful activities take place in another 
country, being aware of them is, on its own, enough to risk 
prosecution in France.

PREVENTION
OF MONEY LAUNDERING
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In making and receiving gifts in connection with our 

duties with the Legris Industries Group, we are to abide 

by the principal described below.

 >  The value must be limited. Within the euro area, 
the general limit is 50 euros, although allowance 
should be made for local standards of living. 

 >  Gifts should not be associated with the fi nalization 
of a commercial agreement, but are acceptable on 
special occasions (e.g., sales visits or new year).

 >  Gifts are to be offered and received in conditions 
of complete transparency as regards corporate 
hierarchies. 

 >  Gifts are to be exclusively sent to, and accepted at, 
professional addresses.

 >  Except in special circumstances relating to local 
social practices, we do not provide for invitations to 
spouses, relatives and friends.

 >  Once a gift is accepted, thanks are to be sent in 
writing (on company letterhead).

 >  If you are in any doubt, refer to your direct 
supervisor and/or to your Human Resource 
department. 

The following examples should set alarm bells ringing:
 >  gifts made in unoffi cial circumstances.
 >  an advantage not offered simultaneously to other 

parties at the same level.
 >  gifts sent to a personal address.
 >  a gift or advantage of limited apparent cash value, 

but which may represent a substantial value in 
terms of local purchasing power.

Ask yourself:
Can the gift received be announced in public without 
affecting our Group’s image and reputation?
Can I respond in kind to the invitation extended?

MAKING AND ACCEPTING GIFTS:
BASIC PRINCIPLES 
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1   OFFERING GIFTS AND INVITATIONS: 
PRACTICAL ADVICE

Gifts and invitations of reasonable value may be made 

to customers as part of normal commercial practice, 

assuming no aim of personal enrichment by the 

customer. 

Examples of authorized gifts and invitations:
 >  invitations and meals as part of a working 

relationship,
 >  corporate promotional and marketing objects,
 >  gifts of limited value in keeping with local 

legislation,
 >  invitations to conferences and trade fairs,
 >  invitations to customer sites (technical tours 

and meetings) or industrial facilities operated by 
Groupe Legris Industries,

 >  invitations to sports and cultural events as part 
of sponsorship or communications programs 
organized by the group. 

Examples of unauthorized gifts and invitations:
 >  cash or assimilated (gift certifi cates, etc.) outside 

of strictly monitored marketing operations,
 >  work carried out for the benefi t of an individual in 

parallel with a specifi c mission undertaken as part 
of a commercial undertaking.

All expenditures arising from gifts and invitations must be 
invoiced for the exact amount and be booked in company 
accounts. 
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ACT WITH INTEGRITY



 P. 30
PROTECTING INTELLECTUAL PROPERTY

 P. 32
RESPECTING COMPETITORS



1   IDENTIFICATION OF INTELLECTUAL 
PROPERTY AND PROTECTION

Intellectual property represents an immensely valuable 

resource for Groupe Legris Industries. It comprises 

all information or data — technical, commercial and 

fi nancial — specifi c to our Group that enables us to 

be and remain a competitive supplier of products and 

solutions. In some cases, intellectual property may be 

protected by offi cial IP title (for patents, brands, plans 

and models, etc.) or by literary or artistic copyright (for 

texts, software, etc.). 

Each of us is responsible for managing and protecting 

these assets to ensure our Group’s business 

development.

 

We must: 
 >  take appropriate measures to protect ideas 

and inventions that we consider innovative 
(fi ling patents, brands, drawings and models, 
registration, software, etc.).

 >  verify that information or data relating to 
intellectual property that we wish to use or acquire 
does not infringe the rights of third parties. 

 >  discuss how any industrial property rights are 
to be shared when development projects are 
commissioned from third parties.

 >  use the intellectual property of Groupe Legris 
Industries exclusively in the group’s interest.

 >  respect the intellectual property rights to new 
ideas or inventions developed within the Group in 
compliance with applicable regulations.

 >  respect and guarantee the rights deriving from 
inventions by Group employees in compliance with 
applicable regulations. 

PROTECTING INTELLECTUAL
PROPERTY
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2   RESPECTING CONFIDENTIALITY

Employees of Groupe Legris Industries have access 

to confi dential information that makes up part of the 

Group’s know-how and intellectual property. They 

must not divulge this information, directly or indirectly, 

to third parties and must ensure that it is effectively 

protected. 

Confi dential information includes, in particular:

 >  information on projects, contracts in effect, 

production secrets, processes, know-how, 

unpublished patents, software, etc.

 >  information concerning our products or services 

(including drawings, technical features, cost 

prices, etc.).

 >  information concerning our customers, suppliers, 

sub-contractors and partners. 

Communication outside the Group:
Situations may arise in which we share confi dential 
information with stakeholders (customers, suppliers, 
consultants, etc.) in promoting our corporate values of 
proximity and transparency. In this case, prior to any 
communication, we prepare a written confi dentiality 
agreement that is signed by both parties (after validation 
by our legal department). 
Similarly, we demonstrate strict care regarding the 
safeguard of confi dential information entrusted to us 
by our clients, for example during joint development 
projects or projects undertaken on their behalf. In this 
case, confi dence refl ects customer trust built up over 
time and acknowledgement of our professionalism; it is 
something to be proud of and maintained by preserving 
strict confi dentiality. 
We also undertake to reap no personal benefi t from 
communicating information belonging to the company to 
third parties. 
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1   COMPLIANCE WITH COMPETITION LAW

Strict compliance with applicable competition law is 

essential to the safeguard of Groupe Legris Industries’ 

interests. 

Competition law (both national and international), and EU 
competition law in particular, punishes all forms of illicit 
agreements and concerted practices between competitors 
or players involved at various levels of a production or 
commercial chain. Such arrangements occur when 
parties agree to slice up markets and/or calls for tender, 
agree on pricing, divide customers among themselves, 
exchange confi dential information, etc.

In no case do we discuss with our competitors pricing 
(theirs or ours), discounts, margins, projected price rises, 
customer relations, contracts, quantities sold, patents, 
production processes, general terms of sale or purchase, 
terms of payment or any other confi dential subjects, 
unless such information is in the public domain.

We are careful not to distort the competitive 

environment. 

This means taking care to track our position relative to 
the market as a whole, to determine whether we might 
acquire a dominant position. 
If we hold a dominant position, we do not abuse it through 
predatory or discriminatory pricing, rebates to secure 
customer loyalty, bundled sales, etc. 

Penalties for non-compliance with competition law can be 
very severe. In the European Union, fi nes may total up to 
10% of the offender’s worldwide sales. 

RESPECTING
COMPETITORS

P. 32  CODE OF BUSINESS CONDUCT
GROUPE LEGRIS INDUSTRIES



2   COLLECTING INFORMATION ON OUR 
COMPETITORS — LEGAL CHANNELS ONLY

Industry watch is a responsibility of sales, marketing 

and research teams, and can only be conducted in strict 

compliance with law protecting company operations. 

We refuse all illicit or unfair practices to collect market-
sensitive information concerning our competitors 
(example: pricing, trade secrets, etc.). 
All information on competitors is acquired through 
strictly legal means, excluding stolen or illegal copies 
of documents, fi les and samples; we do not purchase 
information or use intermediaries that might obtain such 
information illegally. 

3   MEMBERSHIP OF PROFESSIONAL 
ASSOCIATIONS

We encourage networking, participation in professional 

associations and working groups, and other types 

of exchange that favor creativity and new ideas 

(Imagination being one of our core values). 

When participating in meetings and events organized by 
the professional associations of which we are members, 
we:
 >  act at all times in the interest of our company and 

in keeping with competitive regulations and our 
values.

 >  forbid any practice that cannot be presented 
publicly to all stakeholders: shareholders, 
employees, competitors, current or potential 
customers and authorities.
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MAKE A LASTING
COMMITMENT



 P. 36
LIVING OUR SOCIAL AND SOCIETAL AIMS

 P. 41
SAFEGUARDING THE ENVIRONMENT



1  DIVERSITY AND EQUAL OPPORTUNITY

Groupe Legris Industries considers the promotion 

of diversity and equal opportunity a fundamental 

responsibility. We are committed to a policy of non-

discrimination aimed both at facilitating access to 

employment for individuals in particular diffi culty, and 

refusing all forms of discrimination in promotion and 

professional life. 

We view all our co-workers and stakeholders with the 
same respect and dignity, regardless of their position in 
the corporate hierarchy, and regardless of their gender, 
age, religion, sexual orientation, marital status, ethnic 
origin, nationality or race, trade union or association 
activities, religious beliefs, physical appearance, family 
name, health or disabilities. 

We believe that diversity favors a willingness to consider 
new ideas and spurs creativity, which generates value for 
the business and its employees. 

This belief is refl ected in the way we approach 
recruitment, promotion, salary increases, training 
courses, etc. 

Respect for the individual, which excludes any form of 
discrimination and includes respect for individuals’ private 
lives, is fundamental to our approach to staff relations. 

2  HEALTH AND SECURITY

Our priority is to ensure working conditions that respect 

the health and safety of everyone, above and beyond 

compliance with local legislation.

Health and safety at the workplace are everybody’s 
business. 

LIVING OUR SOCIAL
AND SOCIETAL AIMS
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Compliance with regulations for health and safety is a 
priority at all of our sites: in production and logistics, at 
sales subsidiaries, and at head offi ces. 

We are committed to being aware of and complying 
with all applicable or discretionary rules and conditions 
for workplace health and safety, before any use of new 
equipment and procedures, or new projects. 
We ensure that our suppliers and sub-contractors also 
make compliance with health and safety rules a priority. 

3   FREEDOM OF ASSOCIATION AND 
COLLECTIVE BARGAINING

In all countries where we do business, we are committed 

to compliance with applicable labor law, and ensuring 

that those we work with do the same. We are also 

committed to promoting the fundamental principles 

and rights at the workplace defi ned by the International 

Labour Organization. 

We recognize that all of our employees have the right 
to organize under applicable national legislation and to 
engage in collective bargaining. Whatever our opinions 
and roles in the company, we all show consideration 
and respect for the bodies charged with collective 
representation. 

When employee representation is absent or inadequate, 
we encourage, as part of our responsibilities, the 
emergence of appropriate structures to allow effective 
collective representation. 

We respect the freedom of expression of bodies 
representing employees both within the company and 
outside, when it is being exercised in their name. 

We ensure that employee representatives experience no 
discrimination, in particular in their career path within the 
company.
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Expenses that we incur in carrying out our job responsibly 
and for which we request reimbursement must be directly 
related to our work and be duly authorized. 

Only authorized individuals may make public statements 
on behalf of Groupe Legris Industries and its subsidiaries. 

We do not divulge inside or outside the company any 

confi dential information, fi nancial or other, that we have 

obtained in the course of our work.

We promote transparency and communicate information 
in a spirit of sharing and sincerity.
Transparency is one of Groupe Legris Industries’ 
core values. It embodies the spirit of sharing and the 
willingness to consider new ideas that is fundamental to 
the way we want to work. But it also has a limit: in some 
cases, sensitive information to which we gain access 
in the course of our work — concerning commercial 
projects that have not been fi nalized, for example, or 
mergers, acquisitions or disposals under consideration 
— must not be divulged or the projects in question might 
be compromised. We must be careful to protect such 
confi dential information in our exchanges with co-workers 
and outside the company. 

Each of us is free to engage in varied activities — 

political, religious and other — outside working hours. 

But this must be done in a way ensuring that these 

activities do not confl ict with, or potentially confl ict with, 

our professional lives. 
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1   AN ACTIVE STRATEGY TO ALLOW FOR 
IMPACTS ON THE ENVIRONMENT, HEALTH 
AND SAFETY IN THE DESIGN OF PRODUCTS 
AND SOLUTIONS 

Looking beyond the necessary compliance with 

environmental regulations, we are committed to a 

process of continuing improvement in our environmental 

performance. 

In particular, we factor energy consumption  into 

the design of the solutions we offer our customers, 

achieving fresh reductions wherever possible. 

This approach enables us to combine environmental 

progress with increasingly effective responses to 

customer needs. 

The need for high standards of environmental 
performance is a constant and growing concern, and an 
issue of which we become more aware each day. As the 
market leader or benchmark operator in our businesses, 
it is up to us to us to guide our customers and help them 
achieve their targets for the reduction of environmental 
impact , in keeping with our dual commitment to business 
success and social progress. 

We actively encourage  cooperation with research 
organizations able to contribute to the development of 
products that respect the environment. 

2   MINIMIZING THE IMPACT OF OUR 
OPERATIONS ON THE ENVIRONMENT 
— PRODUCTION

We aim to ensure that our practices make more and 

more effective allowance for environmental impact. 

Our businesses make an active contribution to the 

reduction of pollution, shaping investment strategy and 

decisions accordingly. 

We are engaged in a process of continuing improvement in 
environmental standards, aiming for levels of achievement 
that go beyond simple regulatory compliance. 

SAFEGUARDING
THE ENVIRONMENT
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As employees of Groupe Legris Industries, we have 

received a copy of the Code designed to guide our action 

and help us fi nd the answers to situations and questions 

that we have to deal with in our work. 

Yet it is not always easy to know exactly where to draw the 
line, which means we should have the refl ex of asking for 
advice if we have any doubts about the ethical standing 
of a decision or recommendation we are considering. 
To meet this need, a person has been appointed to act 
as ethics adviser within each Division. You will never be  
criticized or blamed for approaching him or her.

Where necessary, the ethics adviser may, at his or her 
own initiative or at management's request, contact the 
Group Ethics Committee. This Committee, made up of 
ethics advisers from each Division as well as Managers, 
will then reach a joint decision on the position to be taken. 

The Code of Conduct can be downloaded from the 
Intranet. It is intentionally provisional, leaving room for 
continued enrichment with new examples and the Ethics 
Committee’s responses to the questions put to it.

PUTTING THE CODE
TO WORK
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The Groupe Legris Industries Code of Business 

Conduct was produced by a group of staff 

members, following on an initiative of 

the Management Board. It is intended 

to provide a clear, authoritative 

presentation of the Group’s positions 

on a range of issues relating to the 

conduct of business.

Bénédicte Péronnin and David Nogré, sponsoring the 
project, and David Souillat, project leader for the Code 
of Business Conduct, express their warmest thanks to 
all members of the working group for their invaluable 
assistance in drawing up this guide: Hervé Aubert, 
Charles-Antoine de Barbuat, Patrice Breillot, David 
Charron, Manuel Delgado, Erwan Guillon, Georges 
Hallary, Arnaud Jehenne, Chantal Ledoux, Philippe 
Lefevre, Philippe Letard, Sylvain Moreau, Joseph Mounier, 
Hubert Mulliez, Guillaume Pasquier, Maryvonne Pellier, 
Sylvie Simon, Jean-Michel Strauss, Marc Toffi n, and Jean-
Jacques Wagner.

Special thanks also go to Martine Gilliot and Catherine 
Kergomard for their active support and contributions.
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