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Diluted Earnings Per Common Share -
Continuing Operations
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Cash/Cash Equivalents,
Short- and Long-Term Investments
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cher Financial Data

Fiscal Year 2005 20 2011

Years Ended

Cash provided from operating activities
Total assets

Total stockholders’ equity

Total shares repurchased

Total cash utilized for stock repurchases
Shares used in diluted per share calculation
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Plantronics Letter from

Jear Fellow Stockholders,

vear 2013 was a stellar year for Plantronics. We saw major gains in our keym ar
ed us wen for the coming vear.

Fisca

important market opportunities. Our product innovation has atso po

During the year, net revenues grew by 7% to $762 million, and earnings per share grew by 3% to 52
Communications ("UC") continues to be our key growth driver. Revenue from our UC product por H(/lm i
from the previous fiscal year to $131 million and represented 24% of our Office and Contact C “C
from 18% in fiscal year 2012; generating growth in an otherwise challenging economic environment,

s ever of the continu

UC remains our most significant opportunity. We remain as confid
growth based on our industry leading UC products. Our UC ;7.’“'»;1‘m3r3 cont
yreakthroughs in contextual intelligence. We believe that UC market mom
department surveys, a large number of enterprises initiated ud option and ¢
maore intend to do so in the coming years.

We beli " opportunity. in March 2013, Fro

ositioned for the comi
] Pzam roni i
llabeoration dﬂd Cust r’wermf'e markets.

our lea 1y Innovation Award for our acce

Our growth opportunities look attractive for the majarity of our product lines, including Bluetooth
and computer headsets, and devices for the hearing mpaired, and we believe we will benefit when ¢

Our goals for fiscal year 2014 are-to:

. E)phver Profitable Growth by delivering compelling communication experiences that help customers improve
jcie d ease of use across the enterprise,

« Extend our Brand to be relevant to a broader addressable market.

= Expand our Consumer Reach to become the indispensible interface users turn to for connacted experiences
throughout their day.
» Scale for Growth by improving operational effectiveness and the flexibility of the value chain

« Qptimize the Culture to promote innovation, productivity and employee well-being.

We believe achievement of these goals will permit us to continue to increase long-term stockholder value and ¢
flow generation.

Lastly, | would like to address my health and my tem puwa vedical lea
treatmentto address a treatable form of cancer. During my leave | am staying inv »! vedifot
~

()é’?’x@"\m%e PamStrayer, our SVP & CFO, is Pla 'momr Acting Chief Executive Off
y implerment.on our strategy and run day-to-day operations.

alf of everyone at Plantronics, fwant to thank you for your continued support,

Sincerely,

K L }\/ M}A«N
Ken Kannappan
President and Chief Executive Officer

{On Temporary Medical Leave of Absence)
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ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
For the fiscal year ended March 30, 2013
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O TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF
1934
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Commission file number: 1-12696
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Exchange Act of 1934 during the preceding 12 months (or for such shorter period that the registrant was required to file such reports),
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Indicate by check mark whether the registrant has submitted electronically and posted on its corporate Website, if any, every Interactive
Data File required to be submitted and posted pursuant to Rule 405 of Regulation S-T during the preceding 12 months (or for such
shorter period that the registrant was required to submit and post such files). Yes No [J

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K is not contained herein, and will
not be contained, to the best of registrant's knowledge, in definitive proxy or information statements incorporated by reference in
Part 111 of this Form 10-K or any amendment to this Form 10-K. [

Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer, or a smaller
reporting company. See the definitions of “large accelerated filer,” “accelerated filer,” and “smaller reporting company” in Rule
12b-2 of the Exchange Act. (Check one).

Large Accelerated Filer Accelerated Filer J

Non-accelerated Filer (I (Do not check if a smaller reporting company) Smaller Reporting Company [

Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Act). Yes O No
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second fiscal quarter as reported by the New York Stock Exchange, was approximately $1,492,167,700. In calculating such aggregate
market value, shares of common stock owned of record or beneficially by officers, directors, and persons known to the Registrant
to own more than five percent of the Registrant's voting securities as of September 29, 2012 (other than such persons of whom the
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PART 1

This Form 10-K is filed with respect to our fiscal year 2013. Each of our fiscal years ends on the Saturday closest to the last day
of March. Fiscal year 2013 ended on March 30, 2013, fiscal year 2012 ended on March 31, 2012, and fiscal year 2011 ended on
April 2, 2011. Fiscal years 2013, 2012, and 2011 each consisted of 52 weeks. For purposes of consistent presentation, we have
indicated in this report that each fiscal year ended "March 31" of the given year, even though the actual fiscal year end may have
been on a different date.

CERTAIN FORWARD-LOOKING INFORMATION

This Form 10-K contains forward-looking statements within the meaning of Section 27A of the Securities Act of 1933, as amended
(the “Securities Act”), and Section 2 1E of the Securities Exchange Act of 1934, as amended (the “Exchange Act”). These statements
may generally be identified by the use of such words as "expect," "anticipate,” "believe," "intend,” "potential,” or "will," or
variations of such words and similar expressions are based on current expectations and entail various risks and uncertainties. Our
actual results could differ materially from those anticipated in such forward-looking statements as a result of a number of factors,
including, but not limited to, the factors discussed in the subsection entitled "Risk Factors" in Item 1A of this Form 10-K. This
Form 10-K should be read in conjunction with these risk factors. We undertake no obligation to update or revise publicly any

forward-looking statements, whether as a result of new information, future events, or otherwise.

ITEM 1. BUSINESS
COMPANY BACKGROUND

Plantronics, Inc. (“Plantronics,” “Company,” “we,” “our,” or “us”) is a leading global designer, manufacturer, and marketer of
lightweight communications headsets, telephone headset systems, and accessories for the business and consumer markets under
the Plantronics brand. In addition, we manufacture and market specialty products under our Clarity® brand, such as telephones
for the hearing impaired, and other related products for people with special communication needs. We operate our business as
one segment.

Our headsets are communications tools providing a hands-free connection to communication or entertainment devices, while also
allowing freedom of movement for our users. We use a variety of technologies to develop high quality products that meet the
needs of our customers, whether for communications or personal entertainment. Our headsets are widely used for applications
such as Unified Communications (“UC™), in contact centers, in the office and in the home, with mobile phones and Internet
telephony, for gaming, and for other specialty applications. Our major product categories include Office and Contact Center
(“OCC”), which includes corded and cordless communication headsets, audio processors, and telephone systems; Mobile, which
includes Bluetooth® and corded products for mobile phone applications; Gaming and Computer Audio, which includes personal
computer ("PC") and gaming headsets; and Clarity, which includes specialty products marketed for hearing impaired
individuals. Our products are sold under the Plantronics and Clarity brands.

We ship our products to approximately 60 countries through a network of distributors, retailers, wireless carriers, original equipment
manufacturers (“OEMs”), and telephony service providers. We have well-developed distribution channels in North America,
Europe, and in some parts of the Asia Pacific region, particularly in China, Australia, Japan, and New Zealand, where use of our
products is widespread. Our distribution channels in other geographic regions are less mature, and while we primarily serve the
contact center markets in those regions, we continue to expand into the office, mobile, gaming and computer audio, and specialty
telephone markets in those regions and other international locations. Revenues from our retail channel are typically seasonal,
with the December quarter (our third fiscal quarter) typically being the strongest.

Plantronics was founded and incorporated in 1961 and initially became a public company in 1977. Plantronics is incorporated in
the State of Delaware and is listed on the New York Stock Exchange ("NYSE") under the ticker symbol "PLT".

Our principal executive offices are located at 345 Encinal Street, Santa Cruz, California, 95060. Our telephone number is (831)
426-5858. Our Company website is www.plantronics.com.

In the Investor Relations section of our website, we provide access free of charge, directly or through a link on our website, as
soon as reasonably practicable after they are electronically filed with or furnished to the Securities and Exchange Commission,
to the following filings: our Annual Reports on Form 10-K, Quarterly Reports on Form 10-Q, Current Reports on Form 8-K, and
all amendments to those reports filed or furnished pursuant to Section 13 (a) or 15(d) of the Securities Exchange Act of 1934. In
addition, documents regarding our corporate governance and the charters of the standing committees of our Board of Directors
are also accessible in the Investor Relations section of our website.
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MARKET INFORMATION
General Industry Background

Plantronics operates predominantly in the electronics industry and focuses on the design, manufacture, and distribution of headsets
for business and consumer applications, and other specialty products for the hearing impaired. We develop enhanced
communication products for offices and contact centers, mobile and cordless phones, and computers and gaming consoles. We
offer our products under two brands — Plantronics and Clarity.

The proliferation of communications devices and the corresponding ubiquity of voice communications across many venues of
people's daily lives make communications headsets a key driver of efficiency, ergonomic comfort, and safety for ourusers. Growing
awareness of driver safety and impending or existing hands-free legislation mandating hands-free devices for telephonic
communications while driving has led to increased headset adoption for mobile phone users. The increased adoption of new and
existing technologies, such as UC, Bluetooth, Voice over Internet Protocol (" VoIP"), Digital Signal Processing ("DSP"), and Digital
Enhanced Cordless Telecommunications (“DECTT™”), each of which is described below, has contributed to increased demand for
our headsets and audio solutions:

»  UC s the integration of voice, data, and video-based communications systems enhanced with software applications and
IP networks. It may include the integration of devices and media associated with a variety of business workflows and
applications, including e-mail, instant messaging, presence, audio, video conferencing, and unified messaging. UC seeks
to provide seamless connectivity and user experience for enterprise workers regardless of their location and environment,
improving overall business efficiency and providing more effective collaboration among an increasingly distributed
workforce.

*  Bluetooth wireless technology is a short-range communications technology intended to replace the cables connecting
portable and/or fixed devices while maintaining high levels of security. The key features of Bluetooth technology are
ubiquitousness, low power, and low cost. The Bluetooth specification defines a uniform structure for a wide range of
devices to connect and communicate with each other. Bluetooth technology has achieved global acceptance such that
any Bluetooth enabled device, almost anywhere in the world, can connect to other Bluetooth enabled devices in proximity.

*  JolP is a technology that allows a person to communicate using a broadband Internet connection instead of a regular (or
analog) telephone line. VoIP converts the voice signal into a digital signal that travels over the Internet or other packet-
switched networks and then converts it back at the other end so that the caller can speak to anyone with another VoIP
connection or a regular (or analog) phone line.

« DSPisatechnology that delivers acoustic protection and optimal sound quality through noise reduction, echo cancellation,
and other algorithms to improve both transmit and receive quality.

e DECT is a wireless communications technology that optimizes audio quality, lowers interference with other wireless
devices, and is digitally encrypted for heightened call security.

The demand for headsets has generally grown over time for both business and consumer applications. The trend towards wireless
products has been a significant factor in each of these markets but may be less so in the future, as we believe the pace of change
from wired to wireless will likely decrease as the market continues to mature. Our business is sensitive to economic cycles, and
we experienced a decrease in demand in fiscal year 2010 due to the global economic recession. In the second half of our fiscal
year 2010, we began to experience a recovery in revenues, which has continued over the last three fiscal years; however, there
can be no assurance that revenues will not decline in the future.



Solutions

UC solutions continue to represent our primary focus area. Our portfolio of solutions, which combines hardware with ground-
breaking sensor technology and software functionality, provides the ability to reach people using the mode of communication that
is most effective, on the device that is most convenient, and with control over when and how they can be reached. For example,
the advanced sensor technology in our UC solutions can detect a user's presence, including proximity to the user's PC and whether
the headset is being worn, and can share this information with others to make them aware of the user's presence and availability.
Using this same technology, our solutions can automatically pause audio applications during an incoming call, change the default
audio selection to the user's headset, and then answer the call; all of this is achieved without manual intervention. Finally, our
solutions allow users to transition calls seamlessly between PCs, smartphones, tablets, and desk phones, without interruption in
the conversation or loss in audio quality. We believe UC systems will become more commonly adopted by enterprises to reduce
costs and improve collaboration, and we believe our solutions will be an important part of the UC environment through the offering
of contextual intelligence.

As a commitment to our investment in UC solutions, we announced in the first quarter of fiscal year 2013 the Plantronics Developer
Connection ("PDC"), which includes programming interfaces, technical resources, and discussion forums. The PDC serves as a
community for software developers to connect with our technical staff and each other, and includes an emulator that allows context-
rich applications to be rapidly developed even without a physical headset. We believe the PDC will continue to help developers
to add contextual intelligence to existing applications. PDC partners have already developed applications that use incoming caller
id and contextual information derived from sensors, and have combined contextual information with analytics.

Our products enhance communications by providing the following benefits:

»  Sensor technology that allows calls to be answered automatically when the user attaches the headset, switches the audio
from the headset to the mobile phone when the user removes the headset and, with some softphone applications, updates
the user's presence

»  Smarter working capability through seamless communications and high quality audio across a mobile device, desk phone,
and PC, thereby allowing users to communicate more flexibly from a wide array of physical locations and be more

productive when away from a traditional office environment

* A convenient means for connecting between various applications and voice networks, whether between land line and
mobile phones, or between PC-based communications and other networks

«  Bettersound quality that provides clearer conversations on both ends of a call through a variety of features and technologies,
including noise-canceling microphones, Digital Signal Processing (“DSP”), and more

*  Wireless freedom allowing people to take and make calls as they move freely without cords or cables around their office
or home, or easily from public to private space when privacy is required

+  Multi-tasking benefits that allow people to use computers and mobile devices, including smartphones or other devices,
while talking hands free

+  UC integration of telephony, mobile technologies, cloud-based communications, and PC applications, and providing
greater privacy than traditional speakerphones;

»  Compliance with hands-free legislation and enhanced roadway safety by allowing users to have both hands free to drive
while talking on a mobile phone

»  Voice command and control that allow people to take advantage of voice dialing and/or other voice-based features to
make communications and the human/electronic interface more natural and convenient

»  Ergonomic relief from repetitive stress injuries and discomfort associated with placing a telephone handset between the
shoulder and neck

»  Greater comfort and convenience on longer-duration telephone calls



Markets and Product Categories

Our products are designed to meet the needs of specific markets and applications, such as offices (ranging from enterprise to home
offices), contact centers, mobile devices (such as mobile phones and smartphones), computer and gaming, residential, and other
specialty applications. These markets and applications are increasingly overlapping as work styles and lifestyles change, and
people use devices for multiple applications such as communication, music, and video entertainment. We serve these markets
through our product categories listed below.

Office and Contact Center ("OCC")

The office market comprises our largest revenue stream and we believe it also represents our largest revenue and profit growth
opportunity. We offer a broad range of communications headsets, including high-end, ergonomically designed headsets, audio
processors, and telephone systems. Our end-users consist of enterprise employees and small office, home office, and remote
workers. Growth in this market comes from the following three main factors:

» Increasing deployment of UC solutions
*  Employee turnover
«  Growing awareness of the benefits of using headsets, including the benefits of wireless solutions

The contact center market is our most mature market, and we expect this market to grow slowly over the long-term. We expect
that contact centers will also adopt UC to help improve productivity and reduce costs. We develop audio endpoints tailored
specifically to UC, and as UC adoption continues to increase, we will continue to lead in new product performance by creating
solutions that combine hardware and software for an improved customer experience.

Mobile

We believe the Mobile headset market will continue to grow as individuals use the technology for both communications and
entertainment. The use of headsets with mobile phones has grown worldwide. Mobile represents a high volume market and is
our second largest revenue stream. Use of headsets with mobile phones has grown due to factors such as continued Bluetooth
technology adoption and hands-free legislation regarding the use of mobile phones while driving. In addition to the use of
mono headsets typically used with mobile phones, the use of stereo Bluetooth technology has increased as well as individuals
want to remain wireless without compromising on stereo sound quality. Our mono and stereo Bluetooth mobile headsets merge
technological innovations with style, because we believe that style has become as important as functionality and technology in
shaping consumers' purchasing decisions in the wearable technology space. While growth in the mobile headset market has
slowed and continues to mature, we believe future growth will be driven primarily by demand for stereo Bluetooth technology.

Gaming and Computer Audio

Gaming and computer audio headsets, whether used for interactive on-line or console gaming, or switching between music and
phone calls for multi-functional devices, represent an emerging market opportunity for us. We believe that a number of fundamental
factors are likely to increase our customers' needs for PC-compatible headsets in the future, including the convergence of telephony
and entertainment, Internet multimedia applications such as streaming audio and video, increasing use of softphones, gaming, and
video conferencing. As devices providing these users' needs converge, our headsets need to be compatible with PCs, mobile
phones, MP3 players, and various combinations of these. We believe our product development roadmaps address the convergence
brought about by these needs and we are currently increasing our investment in this area to enable future growth.

Specialty Products

Our specialty products sold under the Clarity brand consist of products such as speakerphones, amplified captioned phones,
amplified corded phones, personal listeners, and alarm clocks and are designed to address the unique needs of various consumer
groups, one of which is the increasing number of people worldwide suffering from hearing loss. We offer a comprehensive range
of communications products that serves customers with mild, moderate, and severe hearing loss, as well as the deaf community.



FOREIGN OPERATIONS

In fiscal years 2013, 2012 and 2011, net revenues outside the U.S. accounted for approximately 43%, 43%, and 41%, respectively,
of our total net revenues. Revenues derived from foreign sales are generally subject to additional risks, such as fluctuations in
exchange rates, increased tariffs, the imposition of other trade barriers, and potential currency restrictions. In fiscal year 2013,
we continued to engage in hedging activities to limit our transaction and economic exposures, and to mitigate our exchange rate
risks. We manage our economic exposure by hedging a portion of our anticipated Euro and Great Britain Pound denominated
sales and our Mexican Peso denominated expenditures, which together constitute the most significant portion of our currency
exposure. In addition, we manage our balance sheet exposure by hedging Euro, Great Britain Pound, and Australian Dollar
denominated cash, accounts receivable, and accounts payable balances. Excess foreign currencies not required for local operations
are converted into U.S. Dollars. While our existing hedges cover a certain amount of exposure for fiscal year 2014, any long-
term weakening of the Euro and Great Britain Pound relative to the U.S. Dollar may have a material adverse impact on our financial
results. See further discussion on our business risks associated with foreign operations under the risk titled, "We are exposed to
Sluctuations in foreign currency exchange rates, which may adversely affect our revenues, gross profit, and profitability” within
Item 1A Risk Factors in this Form 10-K.

Further information regarding our foreign operations, as required by Item 101(d) of Regulation S-K, can be found in Note 18,
Geographic Information, of our Notes to Consolidated Financial Statements in this Form 10-K.

COMPETITION

The market for our products is very competitive and some of our competitors have greater financial resources than us, as well as
production, marketing, engineering and other capabilities to develop, manufacture, market, and sell their products.

One of our primary competitors is GN Netcom, a subsidiary of GN Store Nord A/S., a Danish telecommunications conglomerate
that competes with us in the office, contact center, and mobile markets and, on a limited scale, in the gaming and computer audio
market. In addition, Motorola, Samsung, LG, and Bose are significant competitors in the consumer mono Bluefooth headset
market. Sennheiser Communications and Logitech are competitors in the computer, office, and contact center markets, while
Beats and LG are competitors in the Bluetooth Stereo headset market. In addition, Turtle Beach, Skullcandy, and Razer are
competitors in the gaming market.

We believe the principal factors to be successful and competitive in each of the markets we serve are as follows:

*  Ourunderstanding of emerging trends and new communication technologies, such as UC, and our ability to react quickly
to the opportunities they provide

*  Alliances and integration/compatibility with major UC vendors

¢ Ourability to bring products to market that deliver on performance, product design, style, comfort, features, sound quality,
simplicity, price, and reliability

*  Maintenance of our brand name recognition and reputation

*  Superior customer service, support, and warranty terms

*  Effective and efficient distribution channels that allow us to market and sell our solutions

* Increasing global reach

We believe that our products and our strategy enable us to compete based on these factors.
RESEARCH AND DEVELOPMENT

We believe the future success of our business depends upon our ability to enhance our existing products, develop compelling new
and cost-effective products, have our products qualified by our technology partners and customers, successfully introduce these
products to existing and new markets on a timely basis, and to commence and sustain volume production to meet customer demands.

During fiscal year 2013, we developed and introduced innovative products that enabled us to better address changing customer
demands and emerging market trends. Our goal is to bring the right products to market at the right time and have best-in-class
development processes.



Our core research and development focus in fiscal year 2014 will continue to be on UC, which will require incremental investments
in firmware and software engineering to enhance the broad compatibility of our products with the enterprise systems into which
they will be deployed and to develop value-added software applications for business users. The products we are developing require
significant technological knowledge and might be protected by intellectual property rights. Separately or together, this technological
knowledge and our intellectual property gives us a competitive advantage over competitors. We are continually striving to improve
the efficiency of our development processes through, among other things, strategic architecting, common platforms, and increased
use of software and test tools.

The success of new product introductions is dependent on a number of factors, including appropriate new product selection, timely
completion and introduction to the market, cost-effective manufacturing, quality, acceptance of new technologies, and general
market acceptance. See further discussion regarding our business risks associated with our manufacturers under the risk titled,
"Our business will be materially adversely affected if we are unable to develop, manufacture, and market new products in response
to changing customer requirements and new technologies” within Item 1A Risk Factors in this Form 10-K.

During fiscal years 2013,2012 and 2011, we incurred approximately $80.4 million, $69.7 million, and $63.2 million, respectively,
in research, development and engineering expenses. Historically, we have conducted most of our research, development and
engineering with an in-house staff and the limited use of contractors. Key locations for our research, development and engineering
staff are our facilities in the U.S., Mexico, China, and the United Kingdom.

SALES AND DISTRIBUTION

We maintain a worldwide sales force to provide ongoing customer support and service globally. To support our customers' needs,
we have a well-established, multi-level distribution network in North America, Europe, China, Australia, Japan, and New Zealand,
where use of our products is widespread. Our distribution channels in other regions are less mature, and while we primarily serve
the contact center markets in those regions, we are expanding into the office, mobile, gaming and computer audio, and specialty
telephone markets in those locations.

Our commercial distributors include technology and electronics distributors that operate globally, headset specialists, and national
and regional wholesalers. The wholesalers typically offer a wide variety of products from multiple vendors to both resellers and
end users. Our commercial distribution channel generally maintains inventory of our products. Our distribution of specialty
products includes specialized distributors, retail, government programs, audiologists, and other health care professionals.

Our retail channel consists of both traditional and online consumer electronics retailers, consumer products retailers and office
supply distributors, wireless carriers, catalog and mail order companies, and mass merchants. In some countries we use
commissioned manufacturers' representatives to assist in selling through the retail channel. Our headsets are sold through retailers
to corporate customers, small businesses, and to individuals who use them for a variety of personal and professional
purposes. Revenues from this channel are seasonal, with our third fiscal quarter typically being the strongest quarter dueto holiday
seasonality.

We have a diverse group of customers located throughout the world. Our principal channel partners are distributors, retailers,
carriers, and OEMs. Our commercial distributors and retailers represent our first and second largest sales channels in terms of
net revenues, respectively. No customer accounted for more than 10% of our consolidated net revenues in fiscal years 2013, 2012
or 2011.

Our single and two tier distributors, resellers, system integrators, e-commerce partners, telephony, and computer equipment
providers all resell our commercial headsets and end point products. Wireless carriers, retailers, and e-commerce partners also
sell our consumer headsets as Plantronics-branded products and in some cases, in their private label packaging. Carriers purchase
headset products from us for use by their own agents and in some cases, also offer headsets to their customers.

Computer OEMs include both manufacturers of computer hardware (including PCs and specialized components and accessories
for PCs) and software. Most computer OEMs look for manufacturers such as Plantronics to supply headsets that can be used with
their products. We supply certain headsets to computer OEM:s, particularly for use in UC systems.

We also make direct sales as a General Services Administration (“GSA”™) contractor to certain government agencies in the U.S.
These sales did not comprise a significant portion of our net revenues in fiscal years 2013, 2012 or 2011.

In addition, certain distributors are authorized resellers under a GSA schedule price list and sell our products to government
customers pursuant to that agreement.



We have also established strong UC partnerships with leading providers of UC software solutions, and these partnerships enhance
the sales and distribution of our products to large enterprises deploying UC solutions. In some cases, these partners also resell
our solutions to customers as part of a broader communications solution.

Our products may also be purchased directly from our website at www.plantronics.com.

We continue to evaluate our logistics processes and implement new strategies to further reduce our transportation costs and improve
lead-times to customers. Currently, we have distribution centers in the following locations:

Tijuana, Mexico, which provides logistics services for products destined for customers in the U.S., Canada, Asia Pacific,
and Latin America regions

»  Prague, Czech Republic, which provides logistics services for products shipped to customers in our Europe and Africa
regions

»  Suzhou, China, which provides logistics services for products shipped to customers in Mainland China

*  Melbourne, Australia, which provides logistics services for products shipped to the retail channel in Australia and New
Zealand

= Sao Paulo, Brazil, which provides logistics services for products shipped to customers in Brazil

= Tokyo, Japan, which provides logistics services for products shipped to customers in Japan

With respect to the above locations, we use third party warehouses in the Czech Republic, Australia, Brazil, and Japan. We operate
all other warehouse facilities.

BACKLOG

Our backlog of unfilled orders was $36.0 million and $26.8 million at March 31, 2013 and March 31, 2012, respectively. We
include all purchase orders scheduled for future delivery in backlog. We have a “book and ship” business model whereby we
fulfill the majority of orders within 48 hours of receipt of the order and as such, our net revenues in any fiscal year depend primarily
on orders booked and shipped in that year. In addition, our backlog is occasionally subject to cancellation or rescheduling by the
customer on short notice with little or no penalty. Therefore, there is a lack of meaningful correlation between backlog at the end
of a fiscal year and the following fiscal year's net revenues. Similarly, there is a lack of meaningful correlation between year-
over-year changes in backlog as compared with year-over-year changes in net revenues. As a result, we believe that backlog
information is not material to an understanding of our overall business.

MANUFACTURING AND SOURCES OF MATERIALS

Manufacturing operations consist primarily of assembly and testing, both of which are performed in our manufacturing facility
in Tijuana, Mexico. We outsource the manufacturing of our Bluetooth products to third party manufacturers in China. We also
outsource the manufacturing of a limited number of our other products to third parties, typically in China and other countries in
Asia. See further discussion on our business risks associated with our manufacturers under the risk titled, “We depend on original
design manufacturers and contract manufacturers who may not have adequate capacity to fulfill our needs or may not meet our
quality and delivery objectives, which could have an adverse effect on our business” within Item 1A Risk Factors in this Annual
Report on Form 10-K.

We purchase the components for our products primarily from suppliers in Asia, Mexico, the U.S., and Europe, including proprietary
semi-custom integrated circuits, amplifier boards, and other electrical components. The majority of the components and sub-
assemblies used in our manufacturing operations are obtained, or are reasonably available, from dual-source suppliers, although
we do have a number of sole-source suppliers.

We procure materials to meet forecasted customer requirements. Special products and certain large orders are quoted for delivery
after receipt of orders at specific lead times. We maintain minimum levels of finished goods based on market demand, in addition
to inventories of raw materials, work in process, sub-assemblies, and components. In addition, a substantial portion of the raw
materials, components, and sub-assemblies used in our products are provided by our suppliers on a consignment basis. Refer to
"Off Balance Sheet Arrangements" in this Annual Report on Form 10-K for additional details regarding consigned inventories.
We write-down inventory items determined to be either excess or obsolete to their net realizable value.



ENVIRONMENTAL MATTERS

We are required to comply and are currently in compliance with the European Union ("EU") and other Directives on the Restrictions
ofthe use of Certain Hazardous Substances in Electrical and Electronic Equipment (“RoHS”) and on Waste Electrical and Electronic
Equipment ("WEEE") requirements. Additionally, we believe we are compliant with the RoHS initiatives in China and Korea.

We are subject to various federal, state, local, and foreign environmental laws and regulations, including those governing the use,
discharge, and disposal of hazardous substances in the ordinary course of our manufacturing process. We believe that our current
manufacturing and other operations comply in all material respects with applicable environmental laws and regulations; however,
it is possible that future environmental legislation may be enacted or current environmental legislation may be interpreted to create
an environmental liability with respect to our facilities, operations, or products. See further discussion on our business risks
associated with environmental legislation under the risk titled, "We are subject to environmental laws and regulations that expose
us to a number of risks and could result in significant liabilities and costs" within Item 1A Risk Factors of this Form 10-K.

INTELLECTUAL PROPERTY

We maintain a program of seeking patent protection for our technologies when we believe it is commercially appropriate. As of
March 31, 2013, we had approximately 600 worldwide patents in force, expiring between calendar years 2013 and 2038.

We intend to continue seeking patents on our inventions when commercially appropriate. Our success will depend in part on our
ability to obtain patents and preserve other intellectual property rights covering the design and operation of our products. See
further discussion on our business risks associated with our intellectual property under the risk titled, "Our intellectual property
rights could be infringed on by others, and we may infringe on the intellectual property rights of others resulting in claims or
lawsuits. Even if we prevail, claims and lawsuits are costly and time consuming to pursue or defend and may divert management's
time from our business” within Item 1A Risk Factors of this Form 10-K.

We own trademark registrations in the U.S. and a number of other countries with respect to the Plantronics and Clarity trademarks,
as well as the names of many of our products and product features. We currently have pending U.S. and foreign trademark
applications in connection with certain new products and product features. We also attempt to protect our trade secrets and other
proprietary information through comprehensive security measures, including agreements with customers and suppliers, and
proprietary information agreements with employees and consultants. We may seek copyright protection where we believe it is
applicable. We own a number of domain name registrations and intend to seek more as appropriate. There can be no assurance
that our existing or future copyright registrations, trademarks, trade secrets, or domain names will be of sufficient scope or strength
or provide meaningful protection or any commercial advantage to us.



EMPLOYEES

On March 31, 2013, we employed approximately 3,400 people worldwide, including approximately 2,300 employees at our
manufacturing facility in Tijuana, Mexico. To our knowledge, no employees are currently covered by collective bargaining
agreements.

EXECUTIVE OFFICERS OF THE REGISTRANT

Set forth in the table below is certain information regarding the executive team of Plantronics:

NAME AGE POSITION
Ken Kannappa 53 President and Chief Executive Officer (presently on leave of absence)
Senior Vice President and Chief Financial Officer and Acting Interim Chief

Pamela Strayer * 44 Executive Officer

. Senior Vice President of Bngmeenng md Develapmen / ami Chief
Joesm* . 48  Technology Officer . .
Alejandro Bustamante 57 Senior Vice President, Worldwxde Operatlons
Don Houston * : 59 Senior Vice President, Sales '
Susan Lovegren 52 Senior Vice President, Human Resources
Ban'yMargmn Lean el Chief Su’ategy Oﬁ’mer o
Marilyh Mersereau o 59 Senior Vice Premdent Marketing and Chlef Marketlng Ofﬁcer
Renee Niemi* 48 Senior Vice President, C@mmnmcaﬁon Solutions -
Carsten Trads 58 Pres1dent Clarity Division
Philip Vanhoutte * 57 Managing Director, Europe and Africa

*  Executive is also considered an Executive Officer as defined under Regulation S-K Item 401(b).

Mr. Kannappan joined Plantronics in 1995 as Vice President of Sales and was promoted to various positions prior to being named
President and Chief Operating Officer in March 1998. In January 1999, he was promoted to Chief Executive Officer and has been
a member of our Board of Directors since that date. Mr. Kannappan currently serves as Chairman of the Board of Directors at
Mattson Technology, Inc., a supplier of advanced process equipment for the semiconductor industry. Mr. Kannappan has a Bachelor
of Arts degree in Economics from Yale University and a Master of Business Administration from Stanford University.

On April 14, 2013, Mr. Kannappan commenced a temporary medical leave of absence to address a treatable form of cancer. Mr.
Kannappan is expected to be on leave for approximately four months and during this time, he will stay involved in directing the
Company to the extent practical and will remain a member of the Board of Directors. The Company's Senior Vice President &
Chief Financial Officer, Pamela Strayer, will serve as the acting Interim Chief Executive Officer during Mr. Kannappan's absence.

Ms. Strayer joined Plantronics in July 2012 as Senior Vice President and Chief Financial Officer and is responsible for all aspects
of the Company's financial management, in addition to managing the information technology, legal, and investor relations
organizations. Prior to joining Plantronics, from 2005 to 2012, Ms. Strayer held senior financial management roles at Autodesk,
Inc., a world leading software design and services company. Most recently, Ms. Strayer served as Autodesk's Vice President of
Finance, Corporate Controller, and Principal Accounting Officer, where she was responsible for establishing a long-term strategy
for the corporate controller organization and managing a global team responsible for SEC reporting and compliance, the financial
close process, revenue accounting, credit and collections, mergers and acquisitions finance, and payroll. Prior to Autodesk, from
2000 until the company was acquired in 2005, Ms. Strayer held senior finance positions at Epiphany, Inc., a company that developed
customer relationship management software. Earlier in her career, Ms. Strayer worked for Informix Software, Inc., a developer
of database software for computers, and in audit services at KPMG, LLP. Ms. Strayer holds a bachelor's degree in Business
Administration from The Ohio State University and is a California licensed Certified Public Accountant.



Mr. Burton joined Plantronics in 2011 as Senior Vice President of Engineering and Development and Chief Technology Officer.
Prior to joining Plantronics, Mr. Burton held various executive management, engineering leadership, strategy, and architecture-
level positions. From October 2010 to May 2011, Mr. Burton was employed by Polycom, Inc., a global provider of unified
communications solutions for telepresence, video and voice, most recently as Executive Vice President, Chief Strategy and
Technology Officer and, for a period of time, as General Manager, Service Provider concurrently with his technology leadership
role. From 2001 to 2010, Mr. Burton was employed by Cisco Systems, Inc., a global provider of networking equipment, and
served in various roles with increasing responsibility including Vice President and Chief Technology Officer for Unified
Communications and Vice President, Saa$ Platform Engineering, Collaboration Software Group. He holds a Bachelor of Science
degree in Computer Information Systems from Excelsior College (formerly Regents College) and attended the Stanford Executive
Program.

Mr. Bustamante joined Plantronics in July 1994 as President of Plantronics Mexico. In June 2012, Mr. Bustamante was promoted
to Senior Vice President of Worldwide Operations and is responsible for leading Plantronics' operations and supply chain across
both commercial and retail sectors. Prior to joining Plantronics, from 1991 to 1994, Mr. Bustamante held several key executive
positions in operations management at Matrix Aeronautica, a joint venture between Mexico and Hong Kong, to repair and overhaul
commercial aircraft. From 1986 to 1991, Mr. Bustamante served as Executive Vice President of Offshore Factories, a shelter
operation that provided support for foreign companies to set up manufacturing operations in Mexico. Mr. Bustamante holds a
Bachelor of Science degree from La Salle University in Mexico City and a Master of Business Administration from Pepperdine
University.

Mr. Houston joined Plantronics in 1996 as Vice President of Sales and was promoted to Senior Vice President of Sales in 1998.
From 1995 through 1996, Mr. Houston served as Vice President of Worldwide Sales for Proxima Corporation, a designer, developer,
manufacturer, and marketer of multi-media projection products. From 1985 to 1995, Mr. Houston held various management
positions at Calcomp, Inc., a company engaged in the business of manufacturing computer peripherals for the CAD and graphic
market. Prior to 1985, Mr. Houston held various sales and marketing management positions with IBM Corporation. Mr. Houston
graduated from the University of Arizona with a Bachelor of Science degree in Business/Marketing.

Ms. Lovegren joined Plantronics in 2013 as Senior Vice President of Human Resources. Prior to joining Plantronics, from 2006
to 2013, Ms. Lovegren was employed by Juniper Networks, a global provider of networking equipment and software. At Juniper
Networks, from 2008 to 2013, Ms. Lovegren served as Corporate Vice President, Business Aligned Human Resources, Predictive
Analytics and Global Access HR Organization, and from 2006 to 2008, she served as Senior Director, Human Resources. Prior
to her employment at Juniper Networks, Ms. Lovegren served in various roles in human resources management at Agilent
Technologies and Hewlett-Packard. Ms. Lovegrenhasa Bachelor of Arts degree in Communications from San Jose State University
and a Master of Science degree in Human Resources Management from Golden Gate University.

Mr. Margerum joined Plantronics in 1994 as Vice President of Marketing and was promoted in 1996 to President and General
Manager of the Computer and Mobile Systems Group. In 1997, he left Plantronics to become President and CEO of Euphonix,
Inc., a public company in the high-end audio equipment space. In 2000, he re-joined Plantronics and in 2004, became Vice
President of Strategy and Business Development, and was named Chief Strategy Officer in 2008. Prior to joining Plantronics,
from 1989 to 1994, Mr. Margerum was CEO of MITEM Corporation, a middleware software company serving the healthcare
industry. From 1980 to 1989, he held a variety of marketing and sales positions, including Vice President of Marketing for GRiD
Systems Corporation, a laptop computer manufacturer. Mr. Margerum also serves on the Board of Directors of MITEM
Corporation. Mr. Margerum holds a Bachelor of Science in Engineering from Princeton University and a Master of Business
Administration from Stanford University.

Ms. Mersereau joined Plantronics in April 2012 as Senior Vice President, Marketing and Chief Marketing Officer. Prior to joining
Plantronics, from November 2011 to February 2012, Ms. Mersereau served as Chief Marketing Officer and Senior Vice President
of C3 Energy Network, a provider of energy management software solutions. From 2002 to 2011, at Cisco Systems, Inc., a global
provider of networking equipment, Ms. Mersereau served in various roles of increasing responsibility including Senior Vice
President of Corporate Marketing. Earlier in her career, Ms. Mersereau served in various senior marketing roles at IBM, Coca-
Cola, Wendy's, and Burger King International. Ms. Mersereau holds a Bachelor of Arts degree from the University of Western
Ontario.

Ms. Niemi joined Plantronics in 2005 as Vice President and General Manager, Mobile and Entertainment. In 2009, she was
promoted to Senior Vice President, Communications Solutions. Prior to joining Plantronics, Ms. Niemi held senior positions with
companies such as Visto Corporation, Mobilesys, Inc., Xircom, and NEC Technologies, and was most recently at Danger, Inc. Ms.
Niemi graduated from Santa Clara University with a Bachelor of Science degree in Electrical Engineering. She also earned a
certificate in General Management for High Technology from Stanford University's IEEE Joint Program.
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Mr. Trads joined Clarity (formerly Walker-Ameriphone) in 2003 as President. Prior to joining Plantronics, from 1994 to 1998,
Mr. Trads served as a Senior Vice President at GN Resound. From 1998 to 2003, Mr. Trads served as President of GN Resounds'
North American operation. From 1991 to 1994, Mr. Trads was Vice President of Sales and Marketing for Dancall Radio A/S, a
manufacturer of cell phones and cordless phones. Mr. Trads holds a degree in Business Administration and Management from
the Copenhagen Business School in Denmark.

Mr. Vanhoutte joined Plantronics in 2003 as Managing Director of Europe, Middle East, and Africa (‘EMEA”™). Effective for
fiscal year 2013, Mr. Vanhoutte served as Managing Director of Europe and Africa. Prior to Jjoining Plantronics, from 2001 to
2003, Mr. Vanhoutte served as Corporate Vice President of Marketing at Sony Ericsson Mobile Communications. In 2001, he
served as Vice President of Strategic Market Development at Ericsson's Personal Communications Division. From 1998 until
2000, he served as Senior Vice President of Products, Marketing and Sales at MCI WorldCom's International Division in
London. Mr. Vanhoutte held various management positions at Dell Computer Corporation and Nokia Data, which was merged
into Fujitsu-ICL Systems Inc. Mr. Vanhoutte studied Applied Economics and Engineering at the University of Leuven, Belgium.

Executive officers serve at the discretion of the Board of Directors. There are no family relationships between any of the directors
and executive officers of Plantronics.

ITEM 1A. RISK FACTORS

You should carefully consider the following risk factors in connection with any investment in our stock. Our stock price will
reflect the performance of our business relative to, among other things, our competition, expectations of securities analysts or
investors, and general economic market conditions and industry conditions. Our business, financial condition, and results of
operations could be materially adversely affected if any of the following risks occur. Accordingly, the trading price of our stock
could decline, and investors could lose all or part of their investment.

Adverse or uncertain economic conditions may materially adversely affect us.

Our operations and performance are dependent on worldwide economic conditions. Uncertainty regarding future economic
conditions makes it more challenging for us to forecast operating results, make business decisions, and identify the risks that may
affect our business, sources and uses of cash, financial condition, and results of operations. Global economic concerns, such as
the uncertain and slow pace of economic recovery or growth worldwide and the continued economic downturn in certain regions
of Europe and the Asia Pacific region, have increased uncertainty and unpredictability for our business as consumers and businesses
postpone or forego spending, increasing risk to our future outlook. A global economic downturn, inconsistent or declining business
hiring, a recurrence of recession in the U.S. or a more severe downturn in Europe, whether short-term or prolonged, may result
in reductions in sales of our products, longer sales cycles, slower adoption of new technologies, increased price competition, and
customer and supplier bankruptcies.

Replacement cycles of our Office and Contact Center ("OCC") headset products, in particular, are impacted by lower voluntary
employee turnover as new headset demand is typically created when employees change employers and transition to new job
opportunities. In the current economic environment, post-recession inconsistent domestic and international business hiring has
perpetuated employee reluctance to change jobs and limits the opportunities for unemployed workers to reenter the workforce.
As a consequence, voluntary employee turnover rates remain below historic non-recessionary levels which, therefore, impedes
sales of our OCC headsets.

Financial institutions continue to experience significant market pressure and increasing regulatory scrutiny in connection with a
variety of factors and events, including lenders' exposure to the sovereign debt of countries like Greece, Italy, Spain, Cyprus,
Portugal and failures of financial services institutions and low liquidity levels. As a result of the pressure and regulatory scrutiny,
lenders may be more likely to further consolidate, cease to do business, or be required to meet increased compulsory capitalization
thresholds, any of which could result in further tightening of the credit markets, a low level of liquidity in many financial markets,
and increased volatility in fixed income, credit, currency, and equity markets. There could be a number of negative effects on our
business, including impaired credit availability, increased financial instability and cautionary spending practices of our customers,
suppliers, distributors, and other sales channel sources. Any of these events could harm our business, results of operations, and
financial condition.

11



In August 2011, Congress enacted the Budget Control Act of 2011 (“BCA”), committing the U.S. government to significantly
reduce the federal deficit over ten years. The BCA contains provisions commonly referred to as “sequestration”, which call for
substantial, unspecified automatic spending cuts split between defense and non-defense programs that may continue for a period
often years. InJanuary 2013, Congress enacted the American Taxpayer Relief Act of 2012, which temporarily postponed enactment
of the sequestration provisions for approximately two months. The sequestration cuts went into effect at the beginning of March
2013 and the impact of the spending reductions have only recently begun to spread through the economy. Likewise, various
European governments have implemented or intend to implement austerity measures intended to reduce government spending,
which has, and in the future, will likely reduce demand for our products directly by affected governmental agencies and by our
customers who derive all or a portion of their revenues from these governmental agencies. We cannot currently predict the impact
of governmental spending reductions on us or our customers or whether and to what extent our business and results of operations
may be adversely harmed.

Further, fluctuations in foreign currency exchange rates may impact our revenues and profitability because we report our financial
statements in U.S. Dollars ("USD"), whereas a significant portion of our sales to customers are transacted in other currencies,
particularly the Euro and the Great Britain Pound (“GBP”). We hedge a portion of our Euro and GBP forecasted revenue exposure
for the future, typically over a twelve month period. We can offer no assurance that such strategies will be effective in minimizing
our exposure. Ifthe Euro and GBP fall against the USD, our revenues, gross profit, and profitability in the future could be negatively
affected. See also our risk titled, “We are exposed to fluctuations in foreign currency exchange rates which may adversely affect
our revenues, gross profit, and profitability.”

Our operating results are difficult to predict, and fluctuations may cause volatility in the trading price of our common stock.

Given the nature of the markets in which we compete, our revenues and profitability are difficult to predict for many reasons,
including the following:

«  Ouroperating results are highly dependent on the volume and timing of orders received during the quarter. Customers
generally order on an as-needed basis, and we typically do not obtain firm, long-term purchase commitments from
them, making forecasting difficult. As a result, our revenues in any quarter depend primarily on orders booked and
shipped in that quarter, which fluctuate for many reasons beyond our control, including customers' sales promotions
and campaigns, large customer deployments of Unified Communications ("UC") infrastructure, general economic
conditions, seasonality, customer cancellations and rescheduling, and fluctuating employment opportunities that
increase or reduce employee turnover and, thereby, new headset needs.

«  Our gross margins can vary for a number of reasons, including customer demand, competition, product life cycle,
new product introductions, unit volumes, commodity and supply chain costs, geographic sales mix, foreign currency
exchange rates, and the complexity and functionality of new product innovations. Moreover, there are significant
variances in gross profit percentages between our higher and lower margin products such that small variations in
product mix, which can be difficult to predict, can materially impact gross profit. Additionally, if we are unable to
timely introduce new products within projected costs, product demand is less than anticipated, there are product
pricing, marketing and other initiatives by our competitors to which we need to react or that are initiated by us to
drive sales that lower our margins, then our overall gross margin will decrease. Our gross margins also vary
significantly by sales geography and customer type. When the mix of products sold shifts from higher margin product
lines to lower margin product lines, to lower margin sales geographies, or to lower margin products within product
lines, our overall gross margins and our profitability may be adversely affected and create unanticipated fluctuations
in our operating results, which may cause volatility in the price of our common stock.

+  We incur a large portion of our costs in advance of customer orders because we must plan research and production,
order materials and components, commence manufacturing, incur sales and marketing expenditures, and other
operating commitments prior to obtaining firm commitments from our customers. In the event inventories for one
or more products exceed demand, the risk of inventory write-downs increases. Conversely, in the event we have
inadequate inventory to timely meet the demand for particular products, we may miss significant revenue opportunities
or incur significant expenses such as air freight, costs for expediting shipments, and other negative variances in our
manufacturing processes as we attempt to make up for the shortfall. When a significant portion of our revenue is
derived from new products, forecasting appropriate volumes of production is even more difficult.
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» Increasingly, we are incorporating software features and functionalities into our products, offering firmware and
software fixes, updates and upgrades electronically over the Internet and developing standalone software applications.
Rules and policies regarding revenue recognition in connection with software are determined by regulations
promulgated by national accounting standards bodies and the U.S. Securities and Exchange Commission ("SEC").
As the nature and extent of software integration in our products increases or if sales of standalone software applications
become more material to our revenues, the way we report our revenue related to our products could be significantly
affected by these rules and policies. For example, we could be required to recognize revenue in connection with
headset sales over an extended period of time instead of at the time of sale as we have done traditionally. Moreover,
the software revenue recognition rules are complex and dynamic. If we fail to accurately apply these complex rules
and policies to our business, we may incorrectly report revenues in one or more quarterly or annual periods. If this
were to occur and the error were to be material, we may be required to restate our financial statements, which could
materially, negatively impact our results for the affected periods, cause our stock price to decline, and result in
securities class actions or other similar litigation.

Fluctuations in our operating results, including the failure to meet our expectations or the expectations of financial analysts, may
cause volatility, including material decreases, in the trading price of our common stock.

The success of our business depends heavily on our ability to effectively market our UC products, and our business could be
materially adversely affected if markets do not develop as we expect. '

Our OCC products represent our largest source of revenue. We believe that our greatest long-term opportunity for revenue and
profit growth in the OCC market and overall is in the UC office market, and our foremost strategic objective is to increase headset
adoption. We continue to invest in the development of new products and to enhance existing products to be more appealing in
functionality and design for the UC market. In addition, in 2012 we introduced our developer community, Plantronics Developer
Connection (the "PDC"), to enable third party developers to utilize the functionality of our UC portfolio in their product offerings.
However, it remains unclear if the PDC will successfully generate sufficient third party developer interest in new or unique uses
for our UC products to expand the rate or extent of their adoption. We also target certain vertical segments to increase sales. We
continue to believe that the implementation of UC technologies by large enterprises will be a significant long-term driver of
enterprise UC headset adoption, and, as a result, a key long-term driver of revenue and product growth; however, we can give no
assurance that significant growth in UC will occur or that we will be able to take advantage of any growth that does occur.

Our ability to realize our UC plans and to achieve the financial results projected to arise from UC adoption could be adversely
affected by a number of factors, including the following:

»  As UC becomes more widely adopted, the risk that competitors will offer solutions that will effectively commoditize our
headsets, which, in turn, will reduce the sales prices for our headsets.

«  Our plans are dependent upon the market success of major platform providers and strategic partners such as Microsoft
Corporation, Cisco Systems, Inc., Avaya, Inc., Alcatel-Lucent, and IBM, and we have limited ability to influence such
providers with respect to the functionality of their platforms and product offerings, their rate of deployment, and their
willingness to integrate their platforms and product offerings with our solutions.

+  The development of UC solutions is technically complex and may delay or limit our ability to introduce solutions that
are cost effective, feature-rich, stable, and attractive to our customers on a timely basis.

+  Our development of UC solutions is dependent on our ability to implement and execute new and different processes in
connection with the design, development, and manufacturing of complex electronic systems composed of hardware,
firmware, and software that must work in a2 wide variety of environments and multiple variations, which in some instances
may increase the risk of development delays or errors and require the hiring of new personnel and/or third party contractors
at increased cost.

«  Because UC offerings involve complex integration of hardware and software with UC infrastructure, our sales model
and expertise will need to continue to evolve. If we fail to anticipate or effectively implement changes in our sales model
or channel our selling techniques and efforts at the primary UC decision makers within enterprises, our ability to maintain
and grow our share of the UC market may be adversely impacted.

«  Competition for market share is anticipated to increase, and some competitors may have superior technical and economic
resources.
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+  UC solutions may not be adopted with the breadth and speed in the marketplace that we currently anticipate and sales
cycles for more complex UC deployments may substantially increase over our traditional OCC products.

«  UC may evolve rapidly and unpredictably and our inability to timely and cost-effectively adapt to those changes and
future requirements may impact our profitability in this market and our overall margins.

Because the major providers of UC software utilize complex and proprietary platforms in which our UC products will be integrated,
it is necessary to expand our technical support capabilities. This expansion will result in additional expenses to hire and train the
personnel and develop the infrastructure necessary to adequately serve our UC customers. Our support expenditures may
substantially increase over time as these platforms evolve and as UC becomes more commonly adopted.

If our investments in, and strategic focus on, UC does not generate incremental revenue, our business, financial condition, and
results of operations could be materially adversely affected.

The failure of our suppliers to provide quality components or services in a timely manner could adversely affect our results of
operations.

Our growth and ability to meet customer demand depends in part on our ability to timely obtain sufficient quantities of raw
materials, components, sub-assemblies, and products of acceptable quality from our suppliers. We buy raw materials, components,
and sub-assemblies from a variety of suppliers and assemble them into finished products. In addition, certain of our components
and products are manufactured for us by third party suppliers. The cost, quality, and availability of such goods are essential to
the successful production and sale of our products. Obtaining raw materials, components, sub-assemblies, and finished products
entails various risks, including the following:

» Rapid increases in production levels to meet unanticipated demand for our products could result in higher costs for
components and sub-assemblies, increased expenditures for freight to expedite delivery of required materials, and higher
overtime costs and other expenses, which could reduce our profit margins. Further, if production is increased rapidly,
manufacturing yields may decrease, which may also reduce our margins.

+  We obtain certain raw materials, sub-assemblies, components, and products from certain suppliers, including a majority
of our Bluetooth products from GoerTek, Inc. Alternate sources for these items may not be readily available or atacceptable
prices. Any failure of GoerTek or our other suppliers to remain in business, provide us with the quantity of components
or products that we need or purchase the raw materials, subcomponents and parts of acceptable quality required to produce
and provide the components or products we need could, among other things, delay our ability to meet demand for our
products or require us to incur additional costs to obtain components from other suppliers, if alternative sources are
available at all.

+  Although we generally use standard raw materials, parts, and components for our products, the high development costs
associated with existing and emerging wireless and other technologies may require us to work with a single source of
silicon chips, chip-sets, or other components or materials (“components or materials”) on any particular product. We,
or any of our suppliers, may experience challenges in designing, developing, and manufacturing components or materials
using these new technologies, which could affect our ability to meet market schedules. Our suppliers may decide for
commercial reasons to discontinue components or materials that we have designed into our products or may cease doing
business completely due to adverse economic conditions or otherwise. Due to our dependence on single suppliers for
certain components or materials, if our suppliers cease making the components or materials we use or cannot meet our
demand, we could experience higher prices, a delay in manufacturing of the components or materials, be forced to redesign
or end of life products, make large last-time buys which are held in inventory for extended periods of time or be unable
to meet customer demand. If this occurs, our business, financial condition, and results of operations could be materially
adversely affected.

+  Because of the lead times required to obtain certain raw materials, sub-assemblies, components, and products from certain
suppliers, we may be unable to react quickly to changes in demand, potentially resulting in either (i) excess inventories
of such goods or materials, sub-assemblies, or components, or (ii) product shortages. Lead times are particularly long
for silicon-based components incorporating radio frequency and digital signal processing technologies and such
components make up an increasingly larger portion of our product costs. In particular, many consumer product orders
have shorter lead times than component lead times, making it increasingly necessary to carry more inventory in anticipation
of orders, which may not materialize. Failure to synchronize the timing of purchases of raw materials, sub-assemblies,
components, and products to meet demand could increase our inventories and/or decrease our revenues and could
materially adversely affect our business, financial condition, and results of operations.
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»  Prices for commodities may rise based on demands from within our industry and other industries with which we compete
for raw materials and components. Additionally, if our suppliers experience increased demand or shortages, it could
affect the timeliness of deliveries to us and our customers. Any such shortages or further increases in prices could
materially adversely affect our business, financial condition, and results of operations.

*  As part of the Dodd-Frank Wall Street Reform and Consumer Protection Act, the SEC adopted disclosure requirements
regarding the use of certain minerals, known as conflict minerals, which are mined from the Democratic Republic of
Congo and adjoining countries, as well as procedures regarding a manufacturer's efforts to identify and prevent the
sourcing of such minerals and metals produced from those minerals. The disclosure requirements became effective for
calendar year 2013. The implementation of these requirements could affect the sourcing and availability of metals used
in the manufacture of a limited number of parts contained in our products. For example, the implementation of these
disclosure requirements may decrease the number of suppliers capable of supplying our needs for certain metals, thereby
negatively affecting our ability to obtain products in sufficient quantities or at competitive prices. Our material sourcing
is broad based and multi-tiered, and we may be unable to conclusively verify the origins for all metals used in our products.
We may suffer financial and reputational harm if customers require, and we are unable to deliver, certification that our
products are conflict free. Regardless, we will incur additional costs associated with compliance with these disclosure
requirements, including time-consuming and costly efforts to determine the source of any conflict minerals used in our
products.

If we fail to forecast demand for our products or successfully match production to demand, we may lose business, become
obligated to purchase consigned inventory, or our gross margins could be materially adversely affected.

Our industry is characterized by rapid technological changes, evolving industry standards, frequent new product introductions,
short-term customer commitments and changes in demand. Production levels are forecasted based on anticipated and actual
demand for our products. Actual demand for our products depends on many factors, which makes it difficult to forecast. It is
particularly difficult to make accurate forecasts because of the uncertainties inherent in global and regional economies. Significant
unanticipated fluctuations in product supply or demand could cause operating problems. For example, if forecasted demand does
not develop, we could have excess inventory and capacity. We have experienced differences between actual and forecasted demand
in the past and expect differences to arise in the future.

We will lose opportunities to increase revenues and profits, may incur penalties for late delivery, and may be unable to later sell
the excess inventory if we are unable to timely deliver products to meet the market window of our retail customers. Conversely,
over-forecast of demand could result in higher inventories of finished products, components, and sub-assemblies. For example,
because our retail business has pronounced seasonality, we typically build inventory well in advance of the December quarter to
stock up for the anticipated demand. If we are unable to sell these inventories, we may have to write off some or all of our
inventories of excess products, unusable components, and sub-assemblies.

Moreover, a substantial portion of the raw materials, components, and subassemblies used in our products are provided by our
suppliers on a consignment basis. As such, we do nottake possession of and title to the raw materials, components and subassemblies
until they are consumed in the production process. Prior to consumption in the production process, title and risk of loss to consigned
inventory remains solely with the suppliers. Consigned inventory not consumed in the production process is returnable to our
suppliers in accordance with the terms of our agreements with them. If we purchase all or a material portion of the materials and
components consigned by our suppliers, we could incur unanticipated expenses, including write-downs for excess and obsolete
inventory, which, if material, could negatively affect our business and financial results.

In addition, some of our products utilize long-lead time parts, which are only available from a limited set of vendors. The combined
effects of variability of demand from our customers with long-lead time of single sourced materials has in the past contributed to
inventory write-downs, particularly for our consumer products.

Furthermore, suppliers may choose to discontinue supplying raw materials or manufacturing one or more components or
subassemblies essential to our products, which may be difficult, time-consuming, or costly to replace. In certain instances, we
may choose to purchase large quantities of the raw materials, components, or subassemblies being discontinued as part of a last-
time buy strategy. For example, we have periodically made last-time purchases in excess of our short-term needs, which are
included in inventory and used over a period of several years. We routinely review inventory for usage potential, including
fulfillment of customer warranty obligations and spare part requirements, and we write down to the lower of cost or market value
the excess and obsolete inventory, which may have an adverse effect on our results of operations.
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From time to time. we or our competitors may announce new products, capabilities, or technologies that may replace or shorten
the life cycles of our products or cause customers to defer or stop purchasing our products until new products become available.
Additionally, the announcement of new products may incite customers to increase purchases of successful legacy products as part
of a last-time buy strategy, thereby increasing sales in the short-term while decreasing future sales by delaying adoption of new
products. These inherent risks of transitioning to new products increase the difficulty of accurately forecasting demand for
discontinued products as well as demand and acceptance for new products. Accordingly, we must effectively manage inventory
levels to have an adequate supply of the new product and avoid retention of excess legacy product; however, we must also
concurrently maintain sufficient levels of older product inventory to support continued sales during the transition. Our failure to
effectively manage transitions from old to new products could result in inventory obsolescence, and/or loss of revenue and associated
gross profit, which may further result in one or more material adverse effects on our revenues and profitability.

Any of the foregoing could materially and adversely affect our business, financial condition, and results of operations.

Prices of certain raw materials, components, semiconductors, and sub-assemblies may rise depending upon global market
conditions.

We have experienced volatility in costs from our suppliers, particularly in light of the price fluctuations of oil, gold, copper and
other commodities, semiconductors, and other components and products in the U.S. and around the world. We expect to continue
experiencing volatility, which could negatively affect our profitability or market share. Constraints in the availability of certain
commodities originating from certain countries in and around the Democratic Republic of Congo or reduction of the number of
suppliers that can certify that such commodities are conflict-free under the Dodd-Frank Wall Street Reform and Consumer Protection
Act may exacerbate this volatility. If we are unable to pass cost increases on to our customers or to achieve operating efficiencies
that offset these increases, our business, financial condition, and results of operations may be materially and adversely affected.

We have strong competitors and expect to face additional competition in the future. If we are unable to compete effectively,
our results of operations may be adversely affected.

All of the markets for our products are intensely competitive. We face pressure on our selling prices, sales terms and conditions,
and performance, technical, and feature enhancements from our competitors. Also, aggressive industry pricing practices may
result in downward pressure on margins.

Currently, our single largest competitor is GN Store Nord A/S (“GN”), a Danish telecommunications conglomerate with whom
we experience price competition in the OCC and consumer markets. We are also experiencing competition from consumer
electronics companies that currently manufacture and sell mobile phones or computer peripheral equipment. These competitors
generally are larger, offer broader product lines, bundle or integrate with other products’ communications headset devices and
adapters manufactured by them or others, offer products containing bases that are incompatible with our headset tops, and have
substantially greater financial, marketing, and other resources.

Competitors in audio devices vary by product line. The most competitive product line is headsets for cell phones where we compete
with GN's Jabra brand, Motorola, Samsung, Aliph's Jawbone brand, BlueAnt Wireless, Nokia, Bose, and Sony Ericsson, among
many others. Many of these competitors have substantially greater resources than us, and each of them has established market
positions in this business. In the UC and office and contact center markets, the largest competitors are GN, Sennheiser
Communications, VXI and Logitech. For the entertainment and computer audio market, our primary competitors are Sennheiser
and Logitech. Our product markets are intensely competitive, and market leadership changes frequently as aresult ofnew products,
designs, and pricing. We are facing additional competition from companies, principally located in the Asia Pacific region, which
offer very low cost headset products including products that are modeled on or are direct copies of our products. These new
competitors offer very low cost products, which results in pricing pressure in the market. If market prices are substantially reduced
by new entrants into the headset market, our business, financial condition, or results of operations could be materially adversely
affected.

If we do not distinguish our products, particularly our retail products, through distinctive, technologically advanced features and
design, as well as continue to build and strengthen our brand recognition, our products may become commoditized and our business
could be harmed. If we do not otherwise compete effectively, demand for our products could decline, our revenues and gross
margins could decrease, we could lose market share, and our earnings could decline.

We also compete in the consumer market for the sale of our mobile, entertainment, gaming and computer audio, and Clarity
products. The consumer market is highly competitive, characterized by relatively rapid product obsolescence, and we are at risk
if we do not have the right products available at the right time to meet consumer needs. In addition, some of our competitors have
significant brand recognition, thereby creating barriers to entry or making market share increases difficult and costly. Moreover,
we sometimes experience more price-based competition that can result in significant losses and excess inventory.
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If we are unable to stimulate growth in our business or if our expenditures to stimulate demand do not generate incremental profit,
our business, financial condition, results of operations, and cash flows could suffer. In addition, failure to effectively market our
products to customers could lead to lower and more volatile revenue and earnings, excess inventory, and the inability to recover
associated development costs, any of which could also have a material adverse effect on our business, financial condition, results
of operations, and cash flows.

We depend on original design manufacturers and contract manufacturers who may not have adequate capacity to fulfill our
needs or may not meet our quality and delivery objectives, which could have an adverse effect on our business.

Original design manufacturers and contract manufacturers produce key portions of our product lines, including, for example,
GoerTek, Inc., which manufacturers the majority of our mono Bluetooth products. Our reliance on these original design
manufacturers and contract manufacturers involves significant risks, including reduced control over quality and logistics
management, the potential lack of adequate capacity and timely deliveries, unanticipated or inconveniently timed loss of services,
and reduced flexibility to respond to changes specific to us or our industry. Financial instability of our manufacturers or contractors
resulting from the global recession or otherwise could result in our having to find or transition manufacturing to new suppliers,
which could increase our costs and delay our product deliveries. These manufacturers and contractors may also choose to
discontinue manufacturing our products for a variety of reasons. Consequently, if one or more original design manufacturers or
contract manufacturers is unable or unwilling to meet our demand, delivery, or price requirements, our business and operating
results in all or a portion of our product lines could be severely and materially affected in the event it is difficult, costly, or time-
consuming to identify and ramp-up alternative manufacturers.

Our consumer business is volatile and failure to compete successfully in this business may have an adverse effect on our
Jinancial condition.

Our consumer business, which consists primarily of Bluetooth headsets, entertainment (stereo) and gaming and computer audio
headsets, is highly competitive and presents many significant manufacturing, marketing and operational risks and uncertainties.
The risks include the following:

*  The global market for mono Bluetooth headsets is shrinking, which is at least partially attributable to increasing integration
of Bluetooth systems into automobiles. The market for stereo Bluetooth headsets is growing rapidly, although it is
dominated by lifestyle brands. Our market share has been and is significantly larger in the mono market than in the stereo
market and it remains unclear whether we will be able to sufficiently increase share in the stereo market in order to
continue growing in the overall market for Bluetooth headsets, which may be particularly difficult considering we do not
offer a lifestyle brand.

*  Reductions in the number of suppliers participating in the Bluetooth market, thereby reducing our sourcing options and
potentially increasing our costs at a time when our ability to offset higher costs with corresponding product price increases
is limited.

* Difficulties retaining or obtaining shelf space and maintaining a robust and compelling eCommerce presence for consumer
products in our sales channel, particularly with large "brick and mortar" retailers and Internet "etailers" as the market for
mono Bluetooth headsets continues to contract.

*  The varying pace and scale of global economic recovery creates uncertainty and unpredictability about the demand for
consumer products.

*  Our ability to forecast global trends and thereafter timely meet the market windows for consumer products, particularly
as it relates to our dependence on third parties to supply key components, many of which have longer lead times than
commitments from some of our customers.

* Our ability to maintain insight into, and quickly respond to, sudden changes in laws or regulations before our competitors.

*  Difficulties achieving or maintaining sufficient gross margin and uncertainties in the forecasting of demand for the variety
of Bluetooth headsets, entertainment, gaming and computer audio headsets, and new products generally within this
category for which relevant data is incomplete or unavailable.

*  Competition may increase more than we expect and result in product pricing pressures.

Failure to compete successfully in the consumer business market may have an adverse effect on our business, results of operations,
and financial condition.
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We are exposed to fluctuations in foreign currency exchange rates, which may adversely affect our revenues, gross profit, and
profitability.

Fluctuations in foreign currency exchange rates impact our revenues and profitability because we report our financial statements
in USD, whereas a significant portion of our sales to customers are transacted in other currencies, particularly the Euro and the
GBP. Furthermore, fluctuations in foreign currency rates impact our global pricing strategy, resulting in our lowering or raising
selling prices in one or more currencies in order to avoid disparity with USD prices and to respond to currency-driven competitive
pricing actions. Large or frequent fluctuations in foreign currency rates, coupled with the ease of identifying global price differences
for our products via the Internet, increase the likelihood of unauthorized third party sales in varying countries, thereby undermining
our established sales channels and operations. We also have significant manufacturing operations in Mexico and fluctuations in
the Mexican Peso exchange rate can impact our gross profit and profitability. Additionally, the majority of our suppliers are located
internationally, principally in Asia. Accordingly, volatile or sustained increases or decreases in exchange rates of Asian currencies
may result in increased costs or reductions in the number of suppliers qualified to meet our standards.

Currency exchange rates are volatile, and although we hedge those exposures we deem material, changes in exchange rates may
nonetheless still have a negative impact on our financial results. Among the factors that may affect currency values are trade
balances, the level of short-term interest rates, differences in relative values of similar assets in different currencies, long-term
opportunities for investment and capital appreciation, and political developments.

We hedge a portion of our Euro and GBP forecasted revenue exposures for the future, typically over 12-month periods. Inaddition,
we hedge a portion of our Mexican Peso forecasted cost of revenues and we have foreign currency forward contracts denominated
in Euros, GBP, and Australian Dollars that hedge against a portion of our foreign-currency denominated assets and liabilities. Our
foreign currency hedging contracts reduce, but do not eliminate, the impact of currency exchange rate movements and we do not
execute hedging contracts in all currencies in which we conduct business. We can offer no assurance that such hedging strategies
will be effective. Additionally, even if our hedging techniques are successful in the periods during which the rates are hedged,
our future revenues, gross profit, and profitability may be negatively affected both at current rates and by adverse fluctuations in
currencies against the USD.

Our business will be materially adversely affected if we are unable to develop, manufacture, and market new products in
response to changing customer requirements and new technologies.

The market for our products is characterized by rapidly changing technology, evolving industry standards, short product life cycles,
and frequent new product introductions by us and our competitors and partners, including mobile phone and software application
developers. As a result, we must continually introduce new products and technologies and enhance or adapt existing products to
work with a wider variety of new and existing devices and applications in order to maintain customer satisfaction and remain
competitive.

The technology used in our products is evolving more rapidly now than in the past and we anticipate that this trend will continue.
Historically, new products primarily offered stylistic changes and quality improvements rather than significant new technologies.
Our increasing reliance and focus on the UC market has resulted in a growing portion of our products that integrate complex,
state-of-the-art technology, increasing the risks associated with new product ramp-up, including product performance and defects
in the early stages of production. In addition, our participation in the consumer market requires us to rapidly and frequently adopt
new technology and changing market trends; thus, our consumer products experience shorter lifecycles. We believe this is
particularly true for our newer emerging technology products in the mobile, entertainment, gaming and computer audio, residential,

and certain parts of the office markets. In particular, we anticipate a trend towards more integrated solutions that combine audio,
video, and software functionality, while historically our focus was limited to audio products.

Office phones have begun to incorporate Bluetooth functionality, which has opened the market to consumer Bluetooth headsets
and reduced the demand for our traditional office telephony headsets and adapters as well as impacting potential revenues from
our own wired and wireless headset systems, resulting in lost revenue, lower margins, or both. Moreover, the increasing adoption
of wireless headsets has also resulted in increased development costs associated with the introduction of new wireless standards
and more frequent changes in those standards and capabilities as compared to wired technologies. If sales and margins on our
traditional corded and cordless products decline and we are unable to successfully design, develop, and market alternatives at
historically comparable margins, our revenue and profits may decrease.

In addition, innovative technologies such as UC have moved the platform for certain of our products from our customers' closed
proprietary systems to open platforms such as the PC. In turn, the PC has become more open as a result of technologies such as
cloud computing and trends toward more open source software code development. As a result, the risk that current and potential
competitors could enter our markets and commoditize our products by offering similar products has increased.
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The success of our products depends on several factors, including our ability to:

*  Anticipate technology and market trends

*  Develop innovative new products and enhancements on a timely basis

»  Distinguish our products from those of our competitors

*  Create industrial designs that appeal to our customers and end-users

*  Manufacture and deliver high-quality products in sufficient volumes and acceptable margins

*  Price our products competitively

*  Hire and retain qualified personnel in the highly competitive field of software development for future generations of our
products

*  Provide timely, effective and accurate technical product support to our customers

¢ Leverage new and existing channel partners effectively

If we are unable to develop, manufacture, market, and introduce enhanced or new products in a timely manner in response to
changing market conditions or customer requirements, including changing fashion trends and styles, it will materially adversely
affect our business, financial condition, and results of operations. Furthermore, as we develop new generations of products more
quickly, we expect that the pace of product obsolescence will increase concurrently. The disposition of inventories of excess or
obsolete products may result in reductions to our operating margins and materially adversely affect our earnings and results of
operations.

We have significant foreign manufacturing operations and rely on third party manufacturers located outside the U.S., and a
significant amount of our revenues are generated internationally, which subjects our business to risks of international
operations.

We have a manufacturing facility in Tijuana, Mexico. We also have suppliers and other vendors throughout Asia, including
GoerTek, Inc., located in Weifang, China, which is the manufacturer of the majority of our Bluetooth products. We also generate
a significant amount of our revenues from foreign customers.

Our international operations and sales expose us to various risks including, among others:

*  Fluctuations in foreign currency exchange rates

*  Cultural differences in the conduct of business

*  Greater difficulty in accounts receivable collection and longer collection periods

*  The impact of recessionary, volatile or adverse global economic conditions

*  Reduced protection for intellectual property rights in some countries

*  Unexpected changes in regulatory requirements

*  Tariffs and other trade barriers, particularly in developing nations such as Brazil, India, and others

* Political conditions, health epidemics, civil unrest, or criminal activities within each country

*  The management, operation, and expenses associated with an enterprise spread over various countries

*  The burden and administrative costs of complying with a wide variety of foreign laws and regulations

*  Currency restrictions

*  Compliance with anti-bribery laws, including the United States Foreign Corrupt Practices Act and the United Kingdom's
Bribery Act

The above-listed and other inherent risks of international operations could materially adversely affect our business, financial
condition, and results of operations.
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We sell our products through various distribution channels that can be volatile, and failure to establish and maintain successful
relationships with our channel partners could materially adversely affect our business, financial condition, or results of
operations. In addition, bankruptcies or financial difficulties of our customers may impact our business.

We sell substantially all of our products to end users through distributors, retailers, OEMs, and telephony service providers.
Effectively managing these relationships and avoiding channel conflicts can be difficult and time-consuming. Our existing
relationships with these parties are generally not exclusive and can be terminated by us or them without cause on short notice. In
the future, we may be unable to retain or attract a sufficient number of qualified distributors, retailers, OEMs, and telephony service
providers. These customers also sell or may sell products offered by our competitors. To the extent that our competitors offer
these customers more favorable terms or more compelling products, such customers may decline to carry, de-emphasize, or
discontinue carrying our products. Further, such customers may not recommend or may stop recommending our products. In the
future, our OEMs or potential OEMs may elect to manufacture their own products that are similar to those we currently sell to
them. The inability to establish or maintain successful relationships with distributors, OEMs, retailers, and telephony service
providers or to expand our distribution channels could materially adversely affect our business, financial condition, or results of
operations. We have experienced the bankruptcy of certain customers; f