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BARGAINING POWER OF SUPPLIERS
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Postal / EMS

Porter’s Five Forces - in the International Express Industry

THREAT OF NEW MARKET ENTRANTS

Only three global players
Quiality brand names
High capital req’s /
asset intensive network

Market places, tech companies
(last mile) and major domestic
players

VS.

2.7 million customers

Top 1,000 customers
account for 30% of
revenue

RIVALRY AMONG COMPETITORS
2016 TDI global market shares
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Rapidly increasing
international E-Commerce
consumer base

Industry habit of annual
general price increase —
«,‘ based on global inflation,

Sd3ANG 40 d3aMOd ONINIVOLVE

ESE TN N\ service quality =
{s; ﬁy N\ and security ——

| N improvements
Freight 3D Printing On-/Nearshoring - -
Forwarders N '
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To stay ahead of the curve, we drive a
customer-centric innovation approach

Innovation Centers in Germany, US & Singapore
as key platforms for customer engagement
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Wide network of committed subject
matter experts and partners
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Trend Research driving customer-centric
innovation approach with customers & divisions

DHL Business Divisions piloting
solutions and take to market
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The Logistics sector is highly attractive

Exponential growth in logistics VC Opportunities only partially exploited
In USD bn
119 | >USS$7 Global logistics costs in 2015,
232 Trillion worth c.10% of global GDP.
—— Exponential growth
7.0
“Logistics: a digital laggard
21717 I on the cusp of a productivity
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Source: Corporate Development; 1) Goldman Sachs equity research: Logistics Digitisation, March 2017
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INDUSTRY LEADERSHIP IN A
DIGITALIZED WORLD
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Strategic questions

How can digitalization

AT help us to drive revenue
’— /By w ancljoquality up and cost
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Globalization y/ S /- e-commerce opportunity?

s What are the right price
& E-commerce g . points? P

How much efficiency/
productivity gains can

Globalization = basis of our E-commerce = emerging italizatignis accelerating be realized?

long standing B2B business B2C business driven by of -_ hifltlogy boosting
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EMERGING TRENDS

1.6

billion
shoppers online in 2018

3.4

trillion USD

estimated global e-
commerce sales by
2019

900

billion USD i IREE

spent on cross-border F[(’;MES THE

purchases by 2020 URE OF
2015

Consumer behaviour
IS changing:

They expect everything ‘on demand’,
any time, any place and to buy anywhere




THE AGE OF IMMEDIACY

Delivery as the deciding factor between
one brand and its competitor.

More than just product and pricing: deliveryand
returns play a huge role in a brand’s success.

Delivery is often the deciding factor betweenone
brand and its competitor.

Should your brand’s delivery options fail to be fast
enough to appeal to the today’s on-the-goconsumer,
do not deliver to a customer’s preferred location, or
are too expensive, you will lose the sale.

Inthe AgeofImmediacy, whereataxi ca

nbeorderedinminutesandmovies strea

medinseconds-consumerswant theirpr
oductyesterday!
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THE AGE OF IMMEDIACY
HOW CONSUMERS’ BUYING
HABITS ARE CHANGING

Online Shoppers demand SPEED & FLEXIBLE
DELIVERY.

= More than just product and pricing: delivery plays a

crucial role in a brand’s success.

"= 68% of millennials would choose aretailer
solely because of its delivery options* (and are
open to shopping cross-border)

30% of shoppers would choose retailers who offer a
premium/next-day service.

FAST, FLEXIBLE & EASY

*Source: Metapack — 2016 state of ecommerce delivery
consumer research report




THE AGE OF IMMEDIAC
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OF CONSUMERS LOOK

OF MILLENNIALS WOULD
FOR THE AVAILABLE

OF BASKET
CHOOSE A RETAILER

ABANDONMENT IS
DELIVERY OPTIONS SOLELY BECAUSE OF CAUSED BY LIMITED
BEFORE REACHING THE ITS DELIVERY OPTIONS. SHIPPING OPTIONS.
CHECK-OUT.

Burying this information in Customers are twice as likely Incrggghr}geﬁlgnr?r\{gtrisnign is
youL foor'[]er,'fAQ page, or late to ref?urchase fron(1j al_retailer uncertainties. Delivery might
in the check-out process is a after a positive delivery ; y

wasted opportunity. experience. just be the area ofwhe re

guestions arise.

Make sure you offer this early in your customer’s online journey.
Offering delivering options will make them come back for more.

SOURCE: ‘How do fashion brands deliver?’ Paaz! SOURCE: Metapack — 2016 state of ecommerce SOURCE: eDelivery, study of 240 of the UK’stop
Delivery Experience Score delivery consumer research e-commerce sites. VisualSoft




SUMMARY
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Cross-border e-commerce is a
lucrative opportunity, regardless
of company size

Customers’ buying habitsare
changing, and fast

DHL supports companies of all
sizes to Power Up Their Potential
through collaborative partnerships

Our global reach, end-to-end
network and e-commerce
experience makes us your
perfect partner




THANK YOU...

IT'S AN EXCITING TIME FOR E-COMMERCE,
EMBRACE IT.




