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Management comments:
Q2 2021 was another very strong quarter for DPDHL
Group. As in the last years, the Group’s networks have
continued to serve the structural growth in e-commerce
in terms of domestic and international delivery as well as
e-fulfillment. Just as well, the broad logistics capabilities
of DPDHL provide key infrastructure for global GDP
recovery and related resurgence in global trade.
This balanced B2B and B2C exposure drove 25% organic
revenue growth in Q2 2021. EBIT more than doubled
yoy, driven by continuous efficiency gains based on
digitalization, ongoing yield focus as well as high
network utilization across all divisions.
Based on the Q2 development and unchanged
assumptions for B2C growth normalization and B2B
recovery, guidance for 2021 and 2023 has been
upgraded with our Q2 pre-release in July (see p. 22 for
details).
This outstanding performance is based on the relentless
engagement and motivation of DPDHL employees
around the world. As exceptional reward for these
exceptional efforts, the DPDHL board has decided to
again allocate a one-time covid bonus of €300 per fulltime employee. The related total costs of around
€200m, which will be booked in Q3 2021 (pay-out: Q4
2021), are already factored into the new 2021 guidance.
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Management comments:
The ongoing recovery in global GDP has, as expected,
continued to drive further growth in B2B volumes
across the full DHL logistics spectrum.
In DHL Express, TDI volume growth in B2B of >25% is
now actually stronger than the yoy growth in B2C. As for
all divisions, yoy comparisons are of course influenced
by base effects as first lockdown measures had
significantly reduced B2B activities but accelerated B2C
growth in Q2 2020.
Both Air Freight (AFR) volumes and Ocean Freight (OFR)
volumes saw strong yoy growth. OFR volumes are back
on Q2 2019 levels, while AFR volumes are even 13%
above Q2 2019.
Furthermore, DHL Supply Chain is showing a stronger
rebound than the COVID-19 contraction last year, with
organic growth of +23% yoy vs. a 13% decline in Q2
2020.
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Management comments:
Volume development in Parcel Germany so far confirms
our expectation that B2C activity levels have reached a
new, higher plateau as the lockdown measures have led
to a structural increase in e-commerce penetration.
Volumes were still up significantly in Q2 2021 with
+13% yoy growth. At the same time, the growth rate
started, as expected, to normalize and was less
pronounced than in Q1 2021 as the base effects from
2020 now include the beginning of the e-commerce
acceleration in Q2 2020 while the lockdown measures
have been further reduced in Germany in the course of
Q2 2021.
Thus, in Germany, volume development so far continues
to support our expectation that the e-commerce
acceleration will eventually, to a large extent, stick as a
structural effect.
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Management comments:
Business development in the major markets of DHL
eCommerce Solutions’ portfolio so far confirms the
same trend on B2C development as Parcel Germany
described on the previous page.
Revenue is still up yoy in Q2 across all major markets
despite the fact that the base effects from the
acceleration in 2020 became more significant and
lockdown measures have started to ease.
At the same time, the expected normalization of growth
rates also starts to become visible.
The sequential development shows that the local market
circumstances as well as timing and nature of lockdown
measures will have an influence on the shorter-term
shape of this growth normalization.
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Management comments:
TDI volume development in Express shows the strength
of the international network that can cater for the crossborder needs of B2B and B2C shipments with the same
global infrastructure.
With activity levels staying high in B2C and B2B volumes
continuing to recover, the network is indeed seeing wellbalanced growth across all regions (TDI SpD yoy:
Americas +37%, Europe +24%, Middle East & Africa
+19%, Asia Pacific +10%) and major verticals, which is
then also reflected in a strong utilization and subsequent
margin performance.
As we show on the next page, growth in B2B shipments
is also driving a strong increase in overall weight and
weight per shipment.
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Management comments:
DHL Express TDI volume was up 20% yoy in Q2 2021
with >25% growth in B2B volumes and still double-digit
growth in B2C (see also p. 4+19).
Alongside this accelerated B2B shipment growth,
Express is also seeing an increase in weight/shipment
driven by a series of partly related reasons like B2B vs
B2C mix, heavier or more heavy shipments from existing
customers as well as from new B2B customers. Through
the disciplined yield and network management, this
higher weight is also supporting the overall increase in
revenue/shipment as well as network profitability. For
Q3, we expect slower shipment growth in line with the
assumed B2C development, but weight to continue to
stay strong, hence supporting network profitability.
As part of Strategy 2025, all divisions are actively
fostering digitalization opportunities. The common
denominator of all these initiatives is the use of
technology to improve employee and/or customer
experience and/or operational efficiencies. The concrete
examples of projects in DHL Express illustrate how
digitalization addresses all topics: operations (Vista),
central functions (Taleo) as well as customer-centric
capabilities like customs classification.
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Management comments:
B2B volume recovery, high rates and improved internal
efficiencies have driven record Q2 results for DGFF (see
also p. 4+19).
Given the exceptional circumstances in Q2 2020, the
performance trend in Ocean Freight (OFR) and Air
Freight (AFR) is best explained with the two-year view.
Despite low volumes, GP in AFR was particularly strong
in Q2 2020 and was kept at this high level in Q2 this
year. Vs. Q2 2019, GP in AFR is up 37% driven by both
higher volume and higher GP/t.
In OFR, GP declined with volumes in Q2 2020 while both
recovered strongly in Q2 2021. Vs Q2 2019, GP in OFR is
up 54% driven by significantly higher GP/TEU while
volumes have nearly fully recovered (-3%).
DGFF has made significant steps forward on
digitalization in the recent quarters. The roll-out of the
new Transport Management System, which is the core
of DGF’s internal IT system, was fully accomplished in
Q1 2021, so that OFR and AFR operations are now
running on the new, more efficient platform. On the
front-end side, our digital customer portal myDHLi has
seen strong customer traction in its first year of
operation already and has meanwhile been expanded to
70+ countries.
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Management comments:
Based on the strong recovery of B2B customers and the
continued expansion of e-commerce related activities,
DHL Supply Chain has grown revenue, EBIT as well as
EBIT margin beyond pre-pandemic levels, driving EBIT
to a record second quarter.
As the global leader in the contract logistics market, DSC
is actively supporting the digitalization of customers'
supply chain across all sectors by driving collaborative
robotics and data analytics at core of digital roadmap.
This includes, on the one hand, support of pure ecommerce players as well as of traditional customers in
broadening their e-commerce capabilities. On the other
hand, DSC also offers a full range of digital & automation
capabilities to support customers in digitalizing their
supply chains.
Optimal usage of supply chain data is one major lever
where DSC can offer customers proven tools and
expertise with around 3,000 initiatives currently in
execution, focusing on predictive optimization of
operations like transport volume forecasting or
digitalizing customer supply chains.
In terms of automation of warehousing, with
implementing our Robotics Hub using advanced
analytics we move towards resource orchestration of
our human workforce and robotics, supported by
leveraging Smart Devices that simplify operational
processes, enhanced with productivity apps and
analytics supported workflow and with scaling
collaborative robotics across our operations.
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Management comments:
DHL eCommerce Solutions has seen continued high B2C
activity levels as well as the B2B recovery driving >20%
growth in all three regions. The expected normalization
of B2C growth rates has started, as growth is slowing
down sequentially but overall e-commerce volumes stay
on high levels and actually ahead of the high previous
year levels for the quarter.
High network utilization, coupled with stringent cost
and yield focus, has once again resulted in a strong 8%
margin. In addition to the expansion of the respective
domestic networks, DHL eCommerce Solutions also
offers cost-efficient cross-border delivery solutions as a
deferred complement to DHL Express’ TDI offering
within DPDHL Group.
As such, the DHL Parcel Connect platform offers B2B
and B2C shippers delivery into 28 European countries
with last mile operations executed through our own
country networks or partners. Regardless of the country
of destination and hence the actual last mile provider,
senders and recipients benefit both from an integrated
set of standardized systems and features.
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Management comments:
Volumes in Parcel Germany were up strongly at 13% on
last year’s high base level.
While this implies a slowdown vs Q1 as the expected
normalization is happening, this volume development in
the early phase of lockdown easing seems to confirm
that e-commerce activity levels should stay at a new,
higher plateau post-pandemic.

It is worth noting that mix effects had driven a
significant positive pricing impact in Q2 2020. This is the
reason why Parcel revenue growth is only slightly above
volume growth in Q2 despite our continued yield
management in the Parcel business customer segment.
The rebound in Post volumes from the low base of last
year is mainly driven by the lower-yield segment of
addressed and unaddressed Dialogue Marketing
products, which explains the gap between volume and
revenue growth.
Furthermore, like in the DHL divisions, P&P is investing
heavily in continuously digitalizing its employee and
customer experience and in driving efficiencies. As part
of the long-standing expansion plan, we will
significantly increase our Packstation network from
currently 7,000 to 12,500 automated parcel lockers by
2023. In terms of processes, P&P is constantly
enhancing the digital interaction internally as well as
with our customers, for example through our business
customers portal or API integrations.
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Management comments:
With the launch of the new ESG roadmap as part of our
Group-wide Strategy 2025, DPDHL Group has identified
the key ESG topics and set ambitious but realistic targets
on the steering KPIs along all the core ESG dimensions.
By setting a compulsory 30% weight on ESG targets of
the annual bonus for corporate board members, these
key objectives are also systematically reflected in
management compensation.

In terms of execution and accomplishments in on our
environmental targets:
• We have just announced the first order of fullyelectric Alice eCargo planes from Eviation. With this
engagement, we aim to set up an unparalleled
electric Express network and make a pioneering step
into a sustainable aviation future
• We have reduced the CO2e emissions per Parcel in
Germany by 25% vs. 2015/16 levels, based on the by
far largest electric fleet in Germany
• Even in our asset-light division, DHL Global
Forwarding, Freight, where we do not own the
transportation assets, we take responsibility for our
Scope 3 emissions and support our customers in
saving emissions. Through so-called insetting
mechanisms, we want to offer solutions that redirect
investment back into the transportation sector to
support the development and broader use of more
efficient technologies. As such, DGF is now offering a
“book & claim” mechanism which allows our
customers to claim CO2e savings achieved from the
use of Sustainable Maritime fuel, even if used on third
party assets.
Also on the social side, we are encouraged by the
external recognition certified by trusted partners like the
Top Employers Institute and the Great Place to Work.
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Management comments:
Organic growth in Group revenue of 25% is driven by a
strong performance across all divisions. Continued
strong activity levels in B2C combined with the
resurgence in B2B volumes drove organic revenue
growth of more than 20% in all DHL divisions. Besides
the volume development, this also reflects the
disciplined yield focus in all divisions.
Organic growth of 7% in P&P Germany reflects doubledigit growth in Parcel on the higher Q2 2020 base as
well as a momentary positive growth contribution from
Post revenue as mail volumes, especially Dialogue
Marketing, rebounded from the low levels in the initial
lockdown phase last year.
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Management comments:
As pre-released on July 7th, Group EBIT more than
doubled and exceeded €2bn in the quarter at €2,083m.
Benefitting from both B2B and B2C strengths, DHL
Express added more than €600m of EBIT yoy as high
and well balanced network utilization and ongoing yield
management drove a record 20% EBIT margin.
DGFF also delivered record Q2 results based on a
combination of growing volumes, high rates and
increasing internal efficiencies.
As with revenue, DHL Supply Chain EBIT and EBIT
margin rebounded beyond pre-COVID levels.
DHL eCommerce Solutions again posted strong EBIT
growth at 8% margin as continued high B2C volumes are
managed with strong cost focus and efficient network
utilization.
P&P Germany leveraged 7% organic revenue growth
into a 19% uplift in EBIT while continuing to invest in
building out Parcel capabilities and optimizing network
utilization for the structural Mail to Parcel shift.
The yoy comparison of Group Functions / Consolidation
EBIT is skewed by extraordinary costs related to the
StreetScooter refocus in Q2 2020 vs. a positive effect
related to the Group’s minority stake in Global-e in Q2
2021.
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Management comments:
Based on strong organic revenue growth, DPDHL has
more than doubled Group EBIT in Q2 2021, as all
divisions have expanded EBIT margins yoy.
Financial result was stable yoy, while higher taxes reflect
the higher taxable income as well as the expected uptick
in the tax rate (Q2 2021: 28% in line with 2021
guidance; Q2 2020: 24%).

Eventually, the strong operating performance is hence
fully translated into net income growth, with a 144% yoy
increase in EPS.
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Management comments:
Conversion of EBIT into FCF has been influenced by a
series of expected developments in the quarter:
• The provision line was exceptionally positive in Q2
last year, due to non-recurring factors, mainly related
to the StreetScooter refocusing. The return to a more
normal change in provision therefore implies a
€200m swing in the yoy view
• Working capital has increased in the period, mostly as
a reflection of the ongoing business growth across
our divisions
• Net capex spending was up by €263m yoy, in line
with guidance for gross capex to increase to ~€3.9bn
this year (2020: €3.0bn). As explained previously, this
capex increase reflects the strong growth seen across
our divisions as well as our expectation for further
growth from these higher activity levels going
forward
Overall, despite the expected continued investments to
support the ongoing growth in the business, we have
translated our strong EBIT performance into a further
significant increase in FCF generation (up €314m yoy),
driving H1 2021 FCF above €2bn.
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Management comments:
Q2 2021 volumes have overall developed in-line with
the assumptions, that form the basis of our 2021/23
guidance set.
As such, we have seen a continued recovery across all
our B2B metrics, with growth rates actually accelerating
sequentially. Global economic activity has been firming
up since Q2 2020 levels, which were impacted by the
initial lockdown measures in many regions.
At the same time, growth rates in the B2C operations
have, as expected, come down in the second quarter as
they started to lap the base effects from the ecommerce acceleration seen in 2020. However, while
lockdown measures are now being reduced
progressively across different geographies, absolute
volume levels are still ahead of the high base levels of
Q2 2020 in our three major B2C network activities,
namely DHL Express, DHL eCommerce Solutions and
Parcel Germany.
Hence, while our diversified exposure shows a less
clear-cut differentiation between B2B vs. B2C
segments, yoy growth in all segments was actually on
strong double-digit levels in each segment, with the
strongest growth at +36% in AFR volumes this quarter.
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Management comments:
As seen on the previous page, volume developments in
2021 so far have confirmed the expected basic volume
trends. Therefore, our base assumptions are confirmed.
However, the timing and shape of growth in H2 remain
highly uncertain, especially in B2C, where the expected
normalization is showing different patterns across
individual markets.
Our divisions follow a clear guidance principle to
approach this uncertainty, namely to get prepared for
another strong peak season with a strong focus on
quality. This implies the usual cost build-up for the
second half year as we ramp up capacities towards peak
season. Being aware of the volume uncertainty, we
hence clearly prioritize customer service levels over
short-term profit maximization, as we consciously take
the risk to face localized volume shortfalls or
unbalanced volume in our networks.
Our 2021 guidance is conservative in the sense that it
already considers the possibility that the network
utilization might not be fully optimized at some point in
H2.

At the same time, we are confident that our focus on
customer quality and strong service levels will again be
a key success factor to serve the elevated e-commerce
demand once the short-term uncertainty has cleared.
We are, on that basis, very confident in delivering on our
2023 targets.
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Management comments:
As inflation is currently a very big topic in financial
market discussions, here is a quick overview of how our
existing and well-established contract features and
mechanisms, notably regarding yield management,
allow us to address all elements of cost inflation that we
may face in our major cost blocks.
In our network businesses, our regular price
adjustments through General Price Increases are indeed
the major tool to offset cost increases along the value
chain, incl. transport and staff costs.
Fuel costs are mainly related to our Express fleet where
they are subject to an automatic fuel surcharge. Our
Forwarding, Freight operations have the most direct
exposure to changing freight rates in Air, Ocean and
Road freight market. Based on their asset-light business
model, this rate volatility incl. fuel pricing is an integral
part of their gross profit management.
For DSC, staff costs and – if part of the contract outsourced transportation are two major cost blocks
where cost inflation is already taken into account in the
set-up of the multi-year contracts.
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Management comments:
Our guidance set is confirmed regarding all metrics as
per our guidance increase announced with the Q2 2021
pre-release on July 7th, 2021.
As was mentioned already then, the upgraded 2021
EBIT and FCF guidance includes the one-time covid
bonus, with expected €200m expenses to be booked in
Q3 2021 results and related cash-out planned in Q4
2021.
Base assumptions also remain unchanged as initially
introduced in March 2021 given that volumes continued
to develop accordingly in Q2 2021 (see p. 19).
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Management comments:
As conclusion:
• Q2 2021 results have again shown the full strength
of the diversified DPDHL portfolio, offering market
leading solutions along the full logistics spectrum
• Both general economic recovery and structural ecommerce growth have driven strong balanced
growth
• Stringent execution on our yield, cost and utilization
measures has allowed us to leverage this topline
momentum into further margin and free cash flow
improvement
• At the same time, we continue to invest in order to
enhance our operations. This entails not only more
capacities to cater for expected further growth but
also better capabilities in terms of digital capabilities
as well as lower carbon emissions
In short, our Strategy 2025 has set clear priorities and
targets and is in full execution along all dimensions.

23

