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Aligning our existing
sustainability programs with
the Sustainable Development
Goals is the obvious next

step, and a transformational
commitment to the next phase
of our sustainability journey.

Bracken Darrell
President and Chief Executive Officer

JJ

We started our mission to
transform Logitech six years

ago. We aimed to build a design
company. That design company
would unleash the power of

our engineering and all our
people, enabling innovation and
growth across existing and new
categories. We said, early on, that
this was a long-term undertaking,
with an exciting road ahead.

That was Fiscal Year 2013. Looking
back on Fiscal Year 2019, | see we
have indeed transformed: we're
now a design company, growing
strongly and innovating across
multiple categories and brands.

Our approach to sustainability
has evolved during that same
period. Recognizing the scale

of environmental challenges
facing our planet today, we
have doubled-down on efforts
to reduce our Environmental
Footprint on the planet and
increase our Social Handprint and
positive contribution to society.
We deliver success by applying a
“design thinking” approach.

Introduction Products and
the environment

As a company, we strive to
continuously improve and
advance every aspect of our
sustainability performance. This
year's Sustainability Report
provides an overview of progress
and key milestones across all of
our programs. These programs
have helped us create value

for all our stakeholders - not
just customers, shareholders,
employees and suppliers - but
also the communities we touch
and wider society.

In the face of ever-growing
environmental and societal
challenges - from climate
change to global inequality

and injustice - we recognize the
need to collaborate with others
to develop new paradigms of
thinking and unleash the full
force of our collective experience
and capacity for innovation.
Aligning our existing sustainability
programs with the Sustainable
Development Goals (SDGs)

is the obvious next step, and

a transformational part in

the next phase of our
sustainability journey.

People About
and society this report

We act - and will forever act -
like a small, hungry company,
innovating, experimenting and
transforming. We also recognize
the value the SDGs offer - as

a blueprint for Logitech'’s
participation and contribution to
the global efforts - to co-create a
more sustainable world.

| see a lot of opportunities ahead
of us. As stark as the change is
from the company we were six
years ago, | am energized by how
different we can be six years from
now. Thirty-seven years after its
founding, Logitech’s adventure
has only just begun.

e Dunlll

Bracken Darrell
President and Chief
Executive Officer
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SUSTAINABILITY

FY19 Highlights

GIVING BACK

37

Give back events
with 600+ volunteers
in 15 cities and

10 countries

EMPLOYEE DEVELOPMENT

o 1,660+

employees participated
in development
programs worldwide

Introduction Products and People About
the environment and society this report
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e Direct suppliers engaged

71%

reduction by
weight since

CY10

e Conflict-free tantalum

e Conflict-free tungsten

ECODESIGN AND INNOVATION

Four examples:

R500 VS R400 GPRO VS G903

A B - A

Tmm o
% -17% thin wal -19%
molding GPRO less plastic

E RESPONSIBLE PACKAGING:

JJ‘ 2 hew resins developed Launch of our first
¢ v newresins develope FSC product with FSC-

—:\9 a((( e 2 products launched wfscorg

e ousozs certified packaging

weight reduction PCB area reduction

POST-CONSUMER
RECYCLED (PCR) PLASTIC:

The mark of
responsible forestry
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COMPANY STRUCTURE

Logitech is a world leader in designing, manufacturing
and marketing products that help connect people to
digital and cloud experiences.

Almost 40 years ago, Logitech
created products to improve
experiences around the personal
computer (PC) platform. Today
we are a multi-brand, multi-
category company. We design
products that enable better
experiences consuming, sharing
and creating any digital content,
including music, gaming, video
and computing, whether it is on
a computer, mobile device or in
the cloud.

Logitech was founded in
Switzerland in 1981. Our registered
office and holding company
(Logitech International S.A)) is

in Apples, Switzerland. Logitech
Inc. is our principal, wholly-owned
subsidiary in the United States.

Our global footprint extends
across North and South America,
EMEA (Europe, Middle East and
Africa) and Asia Pacific. We
employ more than 7,000 people,
including more than 3,200 at

our production facility. Our
network of offices includes 20
Principal Offices (i.e. offices with
more than 20 occupants) and a
number of smaller (sales-focused)
offices worldwide.

Shares of Logitech International
S.A. are listed on the SIX Swiss
Exchange (trading symbol: LOGN)
and on the Nasdaq Global Select
Market (trading symbol: LOGI).

As of 31 March 2019, our total
capitalization was $1,050 million
USD, funded 100% by equity, with
zero debt. Total net sales for FY19
were $2.79 billion.

From our humble beginnings
as a Swiss hardware company,
we now create products across
the following five large market
opportunities.

Music

Our Music category includes two
sub-cetrgories:

e Mobile Speakers; and
o Audio & Wearables.

The Mobile Speakers sub-
category includes portable
wireless Bluetooth® and Wi-Fi
speakers that are waterproof
and provide bold, immersive
sound in every direction.

The Audio & Wearables
category comprises:

e PC speakers and headsets;
e in-ear headphones;

e premium wireless
audio wearables;

e wireless audio wearables for
sports and active lifestyles; and

e a range of audio tools for
recording or broadcasting
applications, from YouTube and
podcast production to music
and gaming.

Gaming

Our Gaming category comprises
PC and console products
designed to enhance gamer
experiences, including virtual and
augmented reality. We design
and engineer industry-leading
keyboards, mice, headsets,
mousepads, controllers and
simulation products such as
steering wheels and flight sticks.

1981

LOGITECH FOUNDED
IN SWITZERLAND

000+

EMPLOYEES
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Video Collaboration

Our Video Collaboration category
includes Conferencecams that
combine enterprise-quality audio,
high definition (HD), 1080p video
and affordability, to enable video
conferencing by businesses of
any size.

Smart Home

This category includes advanced
home entertainment controllers
and home cameras that enable
home monitoring via mobile
devices. It also includes new
products dedicated to controlling
emerging categories of
connected smart home devices
such as lighting, thermostats and
door locks.

Creativity and Productivity

With ever-increasing connectivity
and consistent growth in time
spent by people on computing
platforms, we continue to
innovate and grow market share
for pointing devices, keyboards/
combos, tablets and other
accessories and webcams.

We sell our products to a

broad network of domestic

and international customers,
including direct sales to retailers
and etailers, and indirect sales
via a network for third-party
distributors. Our worldwide
channel network includes
consumer electronics distributors,

ULTIMATE
EARS

retailers, mass merchandisers,
electronics stores, computer
and telecommunications stores,
value-added resellers and
online merchants.

The Logitech family currently
comprises six master brands:
Logitech, Logitech G, ASTRO
Gaming, Ultimate Ears, Jaybird,
and Blue Microphones.

Aquisitions

On August 21, 2018, we

acquired all equity interests

in Blue Microphones Holding
Corporation (Blue Microphones)
for a total consideration of
$134.8 million in cash, which
included a working capital
adjustment and repayment

of debt on behalf of Blue
Microphones. Blue Microphones
is a leading audio manufacturer
that designs and produces
microphones, headphones,
recording tools, and accessories
for audio professionals, musicians
and consumers. The Blue
Microphones acquisition
supplements and enhances our
existing product portfolio.

The scope of this Sustainability
Report does not include data
and performance associated
with this acquisition, because
the Logitech-Blue integration
process was ongoing within the
reporting period.

Production Facility

Our high-volume production
facility was established in Suzhou,
China in 1994. On-site activities
primarily comprise final assembly
and testing. Components

are manufactured to our
specification by suppliers in Asia,
the United States and Europe.

We use Joint Design
Manufacturers and Contract
Manufacturers to supplement
internal capacity and to reduce
volatility in production volumes.
Our local and international
teams maintain oversight of all
in-house and supplier production
activities, manufacturing know-
how, quality process controls,
social and environmental
responsibilities and Intellectual
Property protection.

This hybrid model of in-house
manufacturing and third-
party manufacturers enables
us to effectively respond to
rapidly changing demand,
leverage economies of scale,
maintain strong quality process
controls, reduce volatility in
production levels, and optimize
time to market.

An overview of our
company is shown in the
following infographic.
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LOGITECH IN FIGURES

FY19

Camas, USA @

® Park City, USA
San Francisco, USA

Newark, USA
Irvine, USA @

Mexico City, Mexico @

LOCATIONS

® HQ

® Principal Office

@ Sillicon Valley Campus (SVC)
® Manufacturing

27 %

FEMALE BOARD
OF DIRECTORS

7,000+

EMPLOYEES

Cork, Ireland @ ® @® Nijmegen, Netherlands
Windsor, UK ® Munich, Germany
® Lausanne, Switzerland

@® Sao Paolo, Brazil

65% 35%

MALE FEMALE

LERQ00
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Seoul, South Korea ® @ Tokyo, Japan

Suzhou, China @) Shanghai, China

Shenzhen, China
Hong Kong Kowloon, Chino% @Hsinchu, Taiwan
O]

Chennai, India

Singapore ®

>$160m

SPEND ON R&D

$2.79 BILLION
NET SALES (FY19)
(%) BY PRODUCT CATEGORY

19%

POINTING DEVICES

19%

KEYBOARDS & COMBOS

®
@

@ %
O

@

o

o

o

AUDIO & WEARABLES

9%

VIDEO COLLABORATION

8%

MOBILE SPEAKERS

5%

TABLETS & OTHER

4%

PC WEBCAMS

2%

SMART HOME

e 1%

OTHER

49

DESIGN AWARDS
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OUR VALUES
AND CULTURE

We make more than just products. We design experiences

that help people create, achieve and enjoy more. We take
immense pride in our products and brands because they create
great experiences for our customers. Creating experiences our
customers love is not only a job for engineers, designers and sales-
people; everyone at Logitech has a role to play.

As a company, we're fully
conscious of the connections
we can make between people,
products, commmunities and
the environment. We want to
enhance that connectivity and
help people create, achieve and
enjoy more.

How we Work

As a company, we're small and
flexible enough for every person
to take the initiative and make
things happen. But we're big
enough in our portfolio, and
reach, for those actions to have
a global impact. That's a pretty
sweet spot to be in and we'll
always try to keep it that way.

Our people are beautifully
diverse. This gives us the unique
perspectives and experiences
needed to innovate, understand
different markets and pull
together across the globe to
make things happen locally and
build a competitive advantage.

In short, we are the sweet spot for

people passionate about product, \ r
making a mark and having fun.

We believe we are at our best

when we are:

e open and ourselves;

e humble and hungry;

o when we collaborate &
challenge; and

e decide and do.

14 Logitech Sustainability Report FY19
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Open and Ourselves Hungry and Humble Collaborate and
A key part of being We know that humility Challenge
open is making sure and self-confidence are  We achieve more when
everyone feels that they not mutually exclusive; in -~ we work together. It's
can speak up freely. fact, humility is essential ~ that simple. It's always
Being ourselves makes  to success in the long nice when someone
life a lot less stressful. run. So we stay humble,  agrees but we constantly
We're not interested and we don't get too ‘ Seek' challenger; to
. . o comfortable. Successis  our ideas. Working
in office politics, just i ) . . )

never final. Passion will collaboratively with

in doing what'’s right
ethically and acting
with integrity.

take us along way but  colleagues, customers
staying hungry gives us a and partners surfaces

We're a place where competitive edge. possibilities that one
anyone and everyone person alone might
not see.

can be approached
to share ideas with,
problem-solve, or
simply for a chat.

\\

Decide and Do

We are small and flexible
enough for every person
to take initiative and
make things happen. But
we're big enough in our
portfolio, and reach, for
those actions to have a
global impact. We value
people who make high-
quality decisions, seek

to align and move us
into action. We all enjoy
philosophizing, but if
something can be done
now, we focus on getting
it done.

Logitech Sustainability Report FY19 15
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SUSTAINABILITY
AT LOGITECH

As a company, we always strive to do the right thing,
behave ethically and act with integrity; we live and breathe
our values. That same philosophy underpins our approach to
sustainability management.

We look to be “open and
ourselves” with transparent
reporting and disclosures of
performance, and “humble
and hungry” when planning,
reviewing and reporting all
aspects of our sustainability
strategy and performance.

Our global Sustainability team
facilitates, guides and informs
sustainability management
and performance across

the company, working with
various functions, to identify
legal requirements - and then
look beyond those minimum
standards, to consider what we,
as a company, want to achieve
for society, commmunity and
the environment.

J
<«
\y

Our framework for sustainability
management is the RBA

Code of Conduct (“the Code”).
As a small company playing in

a global market, we recognize
the value of collaboration.

We joined the Responsible
Business Alliance (RBA, formally
known as the Electronics Industry
Citizenship Coalition, EICC) in
2007 to collaborate with industry
peers and competitors alike to
develop and implement tools
and programs that would directly
address the challenges that
people, communities and the
environment face around our
industry. Collaboration across our
sector is needed, to effectively
drive systematic change in
sustainability management,

catalyze improved supply chains,
and support our transition to
a more sustainable world.

Our commitment to the

Code drives our business and
sustainability strategy, informs
decision-making, and is reflected
in our internal policy framework,
standards, audit processes and
contractual agreements with
suppliers. It provides a framework
for Social and Environmental
Responsibility (SER), and helps us
apply the precautionary principle,
look beyond our legal obligations,
deliver our commmitment

to continually improve our
performance, and ensure we live

and breathe our company values.

Responsible Business Alliance

\
>
4

Advancing Sustainability Globally

18 Logitech Sustainability Report FY19
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N

2004

FOUNDED

140+

MEMBERS WORLDWIDE

RBA
CODE OF

CONDUCT

The RBA Code of Conduct:
Our Framework for Sustainability
Management

e The Electronics Industry
Citizenship Coalition (EICC)
was founded in 2004 as an
industry-led, non-profit coalition
of responsible electronics
companies committed to
supporting the rights and
wellbeing of workers and
communities worldwide
affected by the global
electronics supply chain.

e |n 2017, the EICC became
the Responsible Business
Alliance (RBA).

® RBA's vision is a global
electronics industry that creates
sustainable value for workers,
the environment and business.
Membership now exceeds
140 companies worldwide.

The RBA Code of Conduct

("the Code") is a global

code of conduct setting out
good practice expectations

with respect to Social and
Environmental Responsibility
(SER). All aspects of sustainability

management are covered in
the Code.

* RBA members adopt and are
held accountable to the RBA

@

Health and
safety

Code of Conduct and utilize
a range of RBA training and
assessment tools to support
continuous improvement of
sustainability performance,
within their own operations
and supply chains.

RBA focuses on priority issues
for its members, including
emerging issues that are not
well understood.

This forward-thinking approach
helps develop best practice.
Responding to immediate

and critical issues helps build
partnerships, develop industry
understanding, and foster a
root-cause and solutions-
oriented approach.

In addition to setting standards,
holding members to account,
and providing training and
assessment tools, RBA also
regularly engages in dialogue
and collaborations with workers,
governments, civil society,
investors and academia to
gather the necessary range of
perspectives and expertise to
support and drive RBA members
towards achieving RBA's

mission of a responsible global
electronics supply chain.

Logitech Sustainability Report FY19 19



Sustainability At Logitech

continued

We are often asked what
we mean by Sustainability
at Logitech. We understand
that sustainability can
mean different things to
different people. We explain
ourt approach in the
following terms.

We have footprint activities
and programs which seek
to reduce our environmental
impact on the planet:

* Energy and greenhouse gases
» Responsible manufacturing
* Responsible products:
materials
products
packaging
* End-of-life recycling
* Sustainability Reporting

For these programs we
measure our impact in terms
of carbon, toxicity and
circularity improvements.

Energy &

Greenhouse

Gases Responsible
Products

e Materials
e Products
e Packaging

Sustainability
Reporting

Responsible
Manufacturing

End-of-life
Recycling

20 Logitech Sustainability Report FY19
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We also have handprint
activities and programs which
seek to enhance our positive
impact on people and society:

* Human rights and labor

e Governance, ethics
and transparency

e Conflict minerals

e Supplier development

* Employee development
e Diversity and inclusion

e Safety, health and wellbeing

pup ANsIaAI]

=
o
c
)
o
3

e Giving back

Some of our management
programs are cross-cutting,
creating value in terms of

both reduced environmental
footprint and enhanced positive

Supplier
Development

handprint on people and society Human
e.g. our Supplier Development Safety, Rights
program and Sustainability Health and and Labor
Reporting program. But our use Wellbeing

of the handprint and footprint
concept has helped us simplify
communication of our approach
and performance. We like it.

We hope you do too.

Governance,
Ethics and
Transparency

Logitech Sustainability Report FY19 21



STAKEHOLDER ENGAGEMENT

We understand the importance of stakeholder engagement.
Transparent engagement with stakeholders helps us build
and maintain long-lasting relationships with the people who
care about our activities and business success.

We are aware of continued
stakeholder demand for
the technology sector to

be transparent and disclose
pertinent information.

Transparency and engagement
in all aspects of business align
with our company culture of
being open to new ideas and
collaborative by nature. We look
to foster an environment where
we receive and provide candid
and constructive feedback

and share insight, to help us
continually improve.

We subscribe to the Global
Reporting Initiative (GRI)
definition of a Stakeholder Group,
and identify stakeholders as
entities or individuals that can be
reasonably expected to:

* be significantly affected by our
activities, products and services;
or

e take actions that affect our
ability to successfully implement
strategy and achieve objectives.

As part of our most recent
Materiality Assessment process,
and in accordance with the GRI
Principle of Stakeholder Inclusion,
we have identified six broad
stakeholder groups with views
and perspectives relevant to

our activities:

e Shareholders/Investors

e Special interest groups

¢ Regulatory authorities

* Employees

e Consumers and the public
e Business Partners

Informal engagement with each
of the identified key stakeholder
groups occurs throughout the
year. Our engagement approach
for each Stakeholder Group is
outlined in the following table,
along with a summary of the
key “Topics of Discussion,” which
are typically raised by each
Stakeholder Group.

Our engagement activities to
date indicate no significant

concerns with respect to our
sustainability approach and
performance. Broadly speaking,
stakeholders tend to focus more
on our product performance and
economic performance. Queries
in relation to sustainability
performance tend to relate to
requests for evidence of product
compliance and queries or
surveys by investor advisory firms.

Our sustainability performance

is broadly aligned with peer
companies in our sector, including
other RBA members of similar size
and scale. This report provides

an overview of our current
approach and performance in
relation to material aspects of our
sustainability management and
performance. We would be happy
to provide additional information
upon request.

22 Logitech Sustainability Report FY19
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STAKEHOLDER GROUP

Shareholders /
Investors

Engagements are managed by our Investor Relations team
and include our Annual General Meeting, routine conferences
and briefings and direct engagements. Annual financial
statements, investor reports and other pertinent information is
shared via the Investor Page of our website.

A number of investor advisor groups monitor and report our
sustainability performance to potential investors and engage
with us when undertaking periodic sustainability assessments.

ENGAGEMENT ACTIVITIES TOPICS OF DISCUSSION

e Financial performance

e £SG (Environment, Social,
Governance) performance

e Energy and greenhouse gases
e Sustainability reporting

® Supply chain management

Special interest
groups

This includes industry bodies and Non-Governmental
Organizations (NGOs) with particular interest in sustainability
performance. We are members of the Responsible Business
Alliance (RBA). RBA identifies Special Interest Groups of
relevance to our sector and helps guide an engagement
process, whicch is governed by Chatham House Rules.

As part of the External Factors Review and Materiality
Assessment underpinning this Sustainability Report, the public
views and interests of a number of Special Interest Groups
(including RBA, GeSl, BSR, the Human Rights Watch, the World
Resources Institute, the Carbon Disclosure Project and others)
were reviewed and taken into consideration.

e Sustainability performance at
our production facility

 Supply chain management
e Energy and greenhouse gases

e Worker safety, health and
wellbeing

e Human rights and labor

Regulatory As a global company, we comply with international and e Hazardous substances
authorities national laws. Our global Sustainability team includes legal (RoHS, REACH)
surveillance specialists, who monitor developing legislation and : . .
e Compliance with environmental
standards across the globe, relevant to current and planned rmits
activities. P
. . e . ® | egal compliance reportin
We report relevant information to authorities, including 9 Pl porting
financial reports and performance reports, and we proactively e Conflict minerals
respond to any requests for information. Key regulatory ) )
o . . S e End-of-lif h
authorities with oversight of our activities include the I i, SRR
Ministry of Environmental Protection (for our manufacturing reporting
facility) and the Securities and Exchange Commission (for
performance reporting).
Employees As a global company with a small company attitude, we e Employee benefit and

endeavour to create an open-door environment, where
employees feel they can interact at every level without
hierarchy or bureaucracy. Employees speak to their line
manager or local leader, in the first instance. Senior Leaders
carry out annual roadshow events where they visit sites in each
region to discuss the company's priorities and hear employees’
views, any relevant concerns, and any actions that could be
implemented to enhance employee experiences.

At our manufacturing facilities, we carry out periodic worker
interviews to collate and understand employee views. In
addition to the above, we have suggestion boxes and an
anonymous whistle-blowing mechanism, which employees can
use, to submit comments , confidentially.

compensation offerings

e Employee development
opportunities

Logitech Sustainability Report FY19 23



Stakeholder Engagement

continued

STAKEHOLDER GROUP ENGAGEMENT ACTIVITIES TOPICS OF DISCUSSION

Consumers and
the public

Engagement with consumers is facilitated by our Customer Care
team, social media channels, website and online community. We
regularly communicate information to the public via press releases,
blogs, media events and direct outreach. We receive feedback
directly from consumers and also via our network of business
partners, including retailers and distributors.

® Product performance
® Product features
e Use of packaging

e Extended product life
and recycling

e Warranties

® Giving back

Business Partners

Our sourcing network and customer supply chain is world-class.
We audit our major suppliers a minimum of once a year and those
engagements go far beyond auditing. We adopt a partnership
moidel, which engages suppliers in collective brainstorming, to
co-develop solutions. Sustainability performance requirements are
communicated as part of contract negotiations and included in
contractual arrangements with suppliers.

Our Sales Team collaborates with distributors, retailers and other
business partners, to understand customer needs and ensure
products are brought to market in a manner that reflects our
sustainability expectations and good practice requirements.

e Fthical code of conduct

e Responsible marketing
and product labelling

¢ Responsible
manufacturing

e Consumer awareness
and information

e Hazardous substances
(RoHS, REACH)

¢ Product energy
efficiency

e End-of-life recycling

24 Logitech Sustainability Report FY19
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MATERIALITY ASSESSMENT

As a company, we look to focus on the issues that really matter.
We review our Materiality Assessment periodically to make

sure we continue to focus on the issues of most interest to our
stakeholders and relevance to our business success.

ESTABLISH THE CONTEXT

MATERIALITY ASSESSMENT PROCESS

z
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MANAGE

Our Materiality Assessment
process reflects GRI Guidelines
and ISO 31000 (i.e. the
international good practice
standard for risk and opportunity
identification, analysis and
management). The overall
process is shown in the figure
above and the key steps can be
summarized as follows.

Establish the context

To establish the context of the
Materiality Assessment, we

carry out an External Factors
Review of publicly available

data sources, to understand
stakeholder perceptions and
societal views of the technology
sector. This helps us take into
account emerging and evolving
sustainability trends and material

stakeholder concerns as reported
by the public, media, thought
leaders, stakeholders, risk alert
services and business partners.
We identify existing and emerging
megatrends relevant to our
sustainability performance and
these megatrends establish the
context for this report.
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Materiality Assessment
continued

Identify

To identify issues of concern,
we review existing, sector-
specific materiality frameworks,
which have been compiled

by independent third-parties,
following multi-stakeholder
interview and engagement
exercises. Examples include
those compiled by the
Sustainability Accounting
Standards Board (SASB), the
Global eSustainability Initiative
(Gesl), and the Global Reporting
Initiative (GRI). In addition, we
review the Sustainability Report
of peer companies, to identify
emerging trends, stakeholder
expectations and material issues
for our sector.

Analyze

As an outcome of this process,
we typically identify a wide range
of sustainability issues warrants
further consideration. The key
issues are clustered into groups
(“Sustainability Aspects”) and the
nomenclature of each group is
simplified, to ensure the meaning
can be broadly understood and
resonates with our stakeholders.
Each aspect is then analyzed
and scored to identify those of
material interest.

When analyzing and defining
materiality, we considered

two key dimensions, as advised
by GRI:

e Dimension X: aspects of
greatest importance to our
business success; and.

e Dimension Y: aspects of
greatest importance to
stakeholders and society.

When assessing Dimension X
(Importance to Business
Success), we consider our:

e capacity to create and
enhance user experience;

e alignment with our values,
goals and strategy;

e potential to create financial
value, value in terms of
compliance assurance,
innovation, market
differentiation and
brand equity.

When assessing Dimension Y
(Importance to Stakeholders
and Society), we consider the
views and perspectives of each
of our six Stakeholder Groups.
We consider comments and
views submitted to Logitech
directly, and also the interests
many stakeholders have in our
sector as a whole. In addition,

we look to recognize the intrinsic

value of some sustainability
aspects to society as a whole.

Evaluate

The resulting scores are
evaluated to determine
aspects of High, Medium

and Low importance to our
business success and interest to
stakeholders, to make an overall
determination of materiality.

Report

The result of this Materiality
Assessment process is reported

in the following figures. The first
figure shows the Sustainability
Aspects that matter most for our
business and stakeholders. The
second figure shows the value
chain boundary for each aspect.
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VALUE CHAIN BOUNDARIES FOR MATERIAL ASPECTS

VALUE CHAIN
Supply Chain  Logitech Sales & Product Use Product
Manufacturing  Distribution End-Of-Life
Governance,
ethics and transparency v v
Safety, health and wellbeing 7 7
Human rights and labor v v
Diversity and inclusion 4 4
Supplier development 7
2
e
g Employee development v
<
:tl End-of-life recycling v
o
E Energy and greenhouse gases v v v v v
2
‘
Sustainability reporting
Responsible products v v v v

Responsible manufacturing
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We want to make sustainability
pervasive across all our activities
and a reflection of our culture. We
are reimagining how we source,
manufacture, distribute and
recycle, to positively improve the
carbon, toxicity, circularity and
social impact of our operations.

Prakash Arunkundrum

Head of Global Operations , ,

Introduction Products and
the environment

People About
and society this report

Climate change caused by
human activity is one of the
biggest challenges of our
generation. As a leading
consumer brand, we are
committed to find solutions to
address this global challenge.
Through the leading work by the
Science Based Targets Initiative
(SBTI) and our work on Footprint
& Handprint, we believe that
climate change needs to be
addressed systematically, with
programs that support the
United Nations Sustainable
Development Goal 13 (SDG13)
on Climate Action. The scale of
action required is no longer about
the individual but how we can
collectively make a difference.

We have established a
mechanism of utilising Carbon,
Toxicity and Circularity as our key
performance indicators (KPls)

to calculate and address all
aspects of our operations. We
know that we need to deliver
transformational changes,

which can be catalysed by
implementation of the 17
Sustainable Development Goals
(SDGs). Here at Logitech, we are
taking action on all aspects of our
operations and you will find many
examples of the work we are
doing, throughout this report.

This year, and for the first time,
the carbon footprint of our
production facility has been
reduced to net zero carbon
emissions, through the purchase

of renewable electricity and
carbon offsets. As part of

our commitment to climate
action, we will maintain this
CarbonNeutral® status year-
on-year, going forward. We will
continue to purchase 100% of
our electricity from renewable
energy sources, and support the
development of clean energy
in China.

Our manufacturing facility is
just the beginning. We are also
taking steps to enhance our
existing programs and develop
new programs, reflecting our
commitment to other SDGs.
For example, in addition to our
focus on Carbon reduction in
manufacturing and products,
we have adopted an Ecodesign
approach to accelerate Toxicity
reduction activities, find new
ways to give a second life

to materials and increase
Circularity. These efforts
support our commitment to
SDG12 (Responsible Production
& Consumption), SDG3 (Good
Health and Well-being), SDG13
(Climate Action) and other SDGs.

We want to make sustainability

a pervasive part of how we work
and a critical part of everyone’s
work. As a company, we are small
and flexible enough for every
person to take initiative and make
things happen. But we're big
enough in our portfolio and reach,
for those actions to have a global
impact. We became a member of

the Responsible Business Alliance
(RBA) early on and actively
collaborate on code of conduct
expectations to address social
and environmental conditions
throughout our operations. We
will continue to leverage our
long-term relationships with
core suppliers and joint design
manufacturers, to make this a
pervasive part of supply chain
sourcing and manufacturing.
We will continue the work we
are doing, to map our Corporate
Carbon Footprint and tackle
the areas where we have the
greatest potential to create
value and lead the way.

| look forward to working in
partnership with others to build

a vision of a better future for all -
a future with abundant clean
energy and a stable economy,
fuelled by innovative thinking and
new technology that benefits
society as a whole.

Prakash Arunkundrum
Head of Global Operations

Logitech 