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Agenda

Deutsche Post DHL

H1 2009

MAIL

DHL

Outlook

ASuccessfully navigating through the crisis
ALong-term strategy defined
AResilience in view of significant volume decrease

ATaking necessary cost measures and initiating
transformation of core business
AEnabling MAIL for digital future

AExpress restructuring highly successful
AForwarding and Supply Chain business
attracting new business

ANo recovery but also no further deterioration
expected for H2 2009
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Deutsche Post DHL
We are successfully navigating through the crisis

CLEAR FOCUS ON PROFITABILITY

‘ TIGHT CASH MANAGEMENT

INVESTMENT IN FUTURE GROWTH
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Deutsche Post DHL

A \

ROADMAPTOVALUE Clear focus on profitability

IndEx 7 Saving Targets and Achievements

Business Unit Savings Target Status

(in G m)
A Express 460 E ____________
A Mail 180 E
A Global Forwarding, 160 E
B
A Supply Chain 130 E
A Comporate Center - o B
A DP DHL Total 1,000 0 552 m*

We are confident to achieve our overall saving target in Q2 2010 already

*0139m in 2008, U 413 m in H1 2009
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Deutsche Post DHL

ROADMAPTOVALUE Tight cash management

Reduced Working Capital

Net Working Capital (U m)

800 -
300 \/\
-200 - A
700 -

Jan Feb Mar Apr May Jun

2008
2009

Reduced Investments

Capex (U bn) [ 2008
1.7 [ 2009
1.2
0.8
. 0.5
YTD Full Year

1) Target for 2009
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Deutsche Post DHL

Investment in future growth

Launch of AeroLogic operations

Investment in network infrastructure,
particularly in Asia

New business wins of ~ U 2bn
across the Group
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DHL Express TDIvolumes per day excl. US (% yoy)

-9.8%

-10.6%
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Air freight forwarding volumes (%yoy)

6.6% 5.3%

27.6% -24.4%
- . (]
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Ocean freight forwarding volumes (% yoy)

16.0%

-13.6%

0108 0208 0308 0408 0109 0209

Air Freight Market in Q2 -20%
Source: IATA (April/May report)

* TDI = Time Definite International

Ocean Freight Market in Q2 -13%




H1 2009: Deutsche Post DHL
Group financial results

in um H1 2008 H1 2009 Change in %
Reported Revenue 26,653 22,575 -15.3
Reported EBIT 905 136 -85.0
Underlying EBIT 952 569 -40.2
Consolidated net profit* 614 1,010 +64.5
EPS group 0.51 0.84 +64.7
Operating Cash Flow** 623 -229 n.m.

*  After minorities
** From continuing operations
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H1 2009:

Deutsche Post DHL

Revenues
in l:lm Ql 08 Ql 09 Change in % Q2 08 Q2 09 Changein %

GROUP 13,209 11,505 -12.9 13,444 11,070 -17.7

| ] | | ] || |
MAIL 3,649 3,486 -4.5 3,440 3,209 -6.7

| [ [ ] [ []
EXPRESS 3,367 2,495 -25.9 3,513 2,507 -28.6

[ [ [ [

FORWARDING, FREIGHT 3,250 2,660 -18.2 3,517 2,570  -26.9

I [ ] [ ] [] [] I
SUPPLY CHAIN 3,347 3,145 -6.0 3,355 3,061 -8.8
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H1 2009:
Underlying EBIT

Deutsche Post DHL

DHL divisions show strong EBIT contribution

o Q108 Q1 09 || changein% Q2 08 Q2 09 || changein%
N um
GROUP 539 312 421 413 257 (297)* -37.8
MAIL 546 407 -25.5 275 171 (186)* -37.8
[ [ I I [ [ I
EXPRESS 8 -120 n.m. 66 65 -1.5
[ 1 [ | [T [ 1 I
FORWARDING, FREIGHT 78 50 -35.9 103 79 -23.3
SUPPLY CHAIN 34 42 +23.5 64 16 (41  -75.0

*Excluding Arcandor effect
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Deutsche Post DHL

Q2 2009: Underlying EBIT -38%

Underlying EBIT development (Q2/2009 vs. Q2/2008)

in Um
0-156 m
| -38%
413
366 47
I |
-22 -15*
257
| | | 23
25 L] m :
-104 20
-48
109
-148
Reported Non- Underlying FX Mail Express Global Supply Corp. In-organic Underlying  Non- Reported
recurring Forwarding, Chain Center/ recurring
Freight Other
Q2/2008 Organic Q2/2009

* Arcandor effects
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Q2 20009:
Operating cash flow by division

Deutsche Post DHL

Strong cash flow burdened by cost of change

in Um
482
238 -177 27 -103
154 | |
-93
46
Mail Express* Global Supply Corp. Consoli- Group Group
Forwarding, Chain Center/ dation~  Q2/2009*** Q2/2008
Freight Other
* Includes u345m CoC related cash out
*o* Al ncome taxes paidfi shown only on group | evel

*** Group Cash Flow excluding CoC related cash out
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H1 2009: Strong cash discipline

Deutsche Post DHL

in Um

Operating cash flow?

O Conversion rate?

1.441
1,298

726
w2 oy
repay-

Net debt/ net cash

1,158 3

141 ment EU
fine
i CONE.
| e——
-275
Q1 Q2 Q3 Q4 Q1 Q2
2008 2009
1 After changes in Net Working Capital
2 Operating cash / EBIT
3 Adjusted for mandatory exchangeable bond and cash collateral

-2,412

FY 2008

Q2 2009
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Strategy 2015: Deutsche Post DHL
We laid the basis for long-term success

Focus on two strong pillars

ARe mai mDie@ sfi f ¢r Deutschlan&
ABecomiThegodi stics Company f t he

Unlocking Commitment to a common guiding principle
our Potential >>> A Respect &

STRATEGY 2015 .
A Results

Delivering on a clear customer promise

A Simplifying services &
A Sustainable solutions
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Strategy 2015:

Group-wide implementation is ongoing

Deutsche Post DHL

Governance

Strategic Performance Dialog

Future of MAIL

[eutsche Past DHL

[
Corporate Center 1 Corp. Fts. |
MAIL EXP-RESS||  GFIF sc ess ||

ExCom

ExCom DHL

CC&GBS

______ ey _I

Planning processes

> 5 )

Review processes

mg
765
3sn

{o = Scorecard
A oy
} .ma }
620" . '927___ Zd

Strategy & Finance

Performance

Sector Management

(T O
A ¢ b
s

AL

Group
CEO MAIL HR V5 CEO
T T
1 1
1
1
1
N
HR
HR MAIL Standards Guidel Sorporal
Germany

Strategic Talent Management

Incentive Scheme

N &

MAIL

DHL
EXPRESS

.
Employees

—

- ) Supply Chain

S

DHL

Old and new incentive curve

~

GBS

v

EAC Performance

Increased opportunity to earn a higher
bonus (up to 200%)
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Agenda

Deutsche Post DHL

H1 2009

MAIL

DHL

Outlook

ASuccessfully navigating through the crisis
ALong-term strategy defined
AResilience in view of serious volume decrease

ATaking necessary cost measures and initiating
transformation of core business
AEnabling MAIL for digital future

AExpress restructuring highly successful
AForwarding and Supply Chain business
attracting new business

ANo recovery but also no further deterioration
expected for H2 2009
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. . Deutsche Post DHL
MAIL - Financial results Q2 2009

am Q2/2008 Q2/2009 &
Revenue 3,440 3,209 -T1%
EBIT

A Reported 275 150 -45%
A Underlying 275 171 -38%
A Operating cash flow 460 238 -48%
A Capex 56 70 +25%

A Revenue decline mainly attributable to electronic
substitution, revival of competition and the economic
downturn

A Decline in underlying EBIT due to market decline - especially
in dialogue marketing - and significant wage increases
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MAIL - Significantly lower volumes across all mail products Sl

(except Parcel)

Mail divisional overview

(m units)
Mail Communication Dialogue Marketing
-126 m (-6.4%)
3.291
291 5775 2812 2.766 5 47
2122 1960 1936 2167 2100 ;834 '
Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q2
2008 2009 2008 2009
Global Mail Parcel
0,
290 m (-4.9%) +1 m (+0.6%)
1773 1848 1746 1934 1615 1758 190 | [175| |182| 1226 1186 | [176
Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q2
2008 2009 2008 2009
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Deutsche Post DHL
MAIL - Only limited options to secure high performance

EBIT development

~ EUR 2 billion
EBIT Revenues
under A Mail volumes decreasing irreversibly
pressure due to e-substitution
v A Prices continue to be regulated
Costs
A Inflation-driven increase in factor costs
A Higher labor costs due to collective
Past Future agreement
Historically, MAIL has MAI LOS earnings are
always made a solid fall significantly despite clear
contribution to EBIT of operating excellence and a
Deutsche Post DHL growing parcel business
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MAIL - As forecasted, we are hit hard by electronic substitution, ~ DevtschePost DAL

revival of competition, and economic downturn

Capital Markets Day 2009 Outlook Results YTD (Revenues)

A Dialogue Marketing (DM) most affected A DM is down by -5.9%, but clearly out-performing

. . : . _ other media e.g. TV, Print

I Electronic substitutes are making gains

¢ Iagyaine . : A DM is a very effective channel in times of tight
| vertising markets come under marketing budgets

pressure/marketing budgets are frozen

A Impact on Mail Communication (MC) A MC is down by -4.3% which is in line with GDP

I . development of -6.4%*
I Digital substitution is accelerated by

economic crisis

I When GDP falls by 1 point, business mail
volumes drop by 0.8 point

A Potential impact on parcel revenues i A Parcel revenues in Germany up despite mail
if mail-order companies begin to suffer severely order crisis (e.g. Arcandor), thanks to increase in
from the crisis online trade

* WMM data; Real GDP development Q1/0Q2 2009 vs. Q1/Q2 2008
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MAIL - 0 180 million cost reductions compensate partly Deutsche Post DHL

for inevitable drop in EBIT Existing cost reduction

instruments cannot alone
EBIT reported, EUR millions compensate for structural
problems

Cost management
Volume A staff productivity
decrease* A Material costs

A Consulting costs
821 A DPAG's structural
challenges require
effective counter-

measures i regard-
less of the crisis

Personnel factor
costs
(wage increases)

125

249

A Immediate actions
374 183 partly offset the
impact of personnel
factor costs increase
and volume decrease

H1 2008 H1 2009

* E-substitution, competition, economic downturn, bad debt Arcandor and working day effect
** Structural effects from Postbank divestiture and GBS allocation, including other effects (10 4 m)
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Deutsche Post DHL

MAIL - 0 300 million savings will be achieved in 2009

We already saved € and have more signitf
EUR 180 millionin 1sthal f & in the pipeline for 2"d half of 2009

Marketing Sorting

A Cutting communication costs by 25% A Start rollout of new sorting equipment for

A Reducing development costs (e.g., IT, products) standard/compact/large letter formats

A Shutting down mail sorting centers on selected

I
General management working days (e.g., Mondays)

A Reducing consulting costs by 30% :
Transportation

Deli :
elivery A Optimizing line haul for Mail & Parcel

A Impl ing "pack . t
mplementing “packed bag” concep A Discontinuing night airmail network

ing " ions" roll
A Completing "compact regions" rollout £ el elesel s

A Increasing productivity via various

individual measures Sales
IT A Introducing sales performance and efficiency
program
A Freezing budgets on noncontracted costs T

A Renegotiating of outsourcing contracts )
J J J A Cutting IT development costs

Total 2009 EBIT effect:
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MAIL - Long-term transformation of core business
necessary to shape and secure our future

Deutsche Post DHL

Reconfiguring the value A Review structural network costs

chain i New network design for mail sorting centers

I Further outsourcing of different functions

A Improve productivity
e.g. working time, wages, flexibility

Downsizing IT A Cutting maintenance costs
e.g. consolidation, offshoring

A Improving infrastructure efficiency

& sales setup/customer allocation

A Introducing new incentive schemes for senior
sales management team

A Improve product/service portfolio

Top management communication program started
in order to get employee buy-in for necessary changes

Improving marketing A Restructuring account management and sales channel
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MAIL - Expansion of products and services Deutsche Post DHL
in order to profit from digitization

The market environment is € so MAIL is expanding its
changing é& with digital technologies

E-substitution

(e.g. electronic billing, bank Value-Added
statements) New Services, e.g.,
services electronic document
= archive

Customers demand secure,
binding digital communication

(public sector*, insurance, banking Reliable online-

etc.) Current - and offline mail
' services = | communication,
7 e.g., hybrid mail
Competitors are preparing offers Physical Digital
(e.g. PIN-Group, Swiss Post, market market
De-Mail)
*The AB¢rgerportalgesetzi [Citizen Portal Act] wi |1 not

As the Letter on the Internet does not target the Burgerportalgesetz, its market launch is not affected
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MAIL - Today Parcel Germany is already profiting from LA CEREAL

Its position as the leading service provider in e-commerce

Easy, anytime, anywhere & also online

K
PACKSTATION.| 35

N DEUTSCHES INSTITUT
FUR SERVICE-QUALITAT

1.PLATZ

Bester
Paketversand

A Clear positioning as best parcel service* A Improving value to end customers
in Germany . . ~ . .
i Website AMein Paket . de
A Systematic expansion of 24/7 access, delivering to PACKSTATION
i Increase from 1,500 to 2,400 PACKSTATIONSs I PACKSTATION ordering tool Bestellhelfer

by end of 2009 so that 90% of the population A Improving value to senders
can reach a Packstation within 10 minutes by
car

T 1,000 Parcel boxes

i Shipping software for seamless
integration in e-commerce software

I Integrated fulfillment solutions

Parcel Germany is defying the current (mail-order) crisis (+1%
YTD) thanks to forceful e-commerce strategy

* DHL was best in test for private customer shipments in an overall assessment conducted by the DISQ
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