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CAPITAL MARKETS DAY 2019

Part 2 - focus areas

Part 1 - strategic and financial ambitions

10.30

Opening remarks
Torben Carlsen, CEO

Strategy pillars and financial ambitions
Torben Carlsen, CEO

Pillar A - Grow solutions to select industries
Eddie Green, Head of Logistics Division
Niklas Andersson, Head of Nordic & Continent

Pillar B - Digitise to accelerate growth
Valdemar Warburg,
Group Transformation Officer

Pillar D - Create more value for passengers
Peder Gellert, EVP, Head of Ferry Division

12.30-13.30 Lunch - Sje experience

13.30-14.15

14.15-14.50

14.50-15.00

15.00-15.40

15.40-16.00

16.00

Pillar C - Mediterranean business plan
Selcuk Boztepe, Head of Mediterranean
Fuat Pamukgu, VP Sales, Marketing,
Business Development & Strategy

Ferry new buildings, ferry market and port terminals
Peder Gellert, EVP, Head of Ferry Division

Break

Tech trends, sustainability
Valdemar Warburg, Group Transformation Officer

Wrap-up, final Q&A
Torben Carlsen, CEO

Disembarkation
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Disclaimer

The statements about the future in
this announcement contain risks and
uncertainties.

This entails that actual
developments may diverge
significantly from statements about
the future.



Content

Strong platform to build from
* Our ambitions
* 4 strategy pillars

e The numbers




DFDS’ ferry and
logistics network

e KK 16bn revenue
 DKK 3.6bn EBITDA
« 8,000+ employees

« 25 ferry routes - incl.
9 passenger routes

* 8 port terminals

* 55 logistics locations
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Our customers: Forwarders, industrials and passengers

DFDS' three main customer groups, % of revenue

Passengers
17%

Manufacturers
and retailers
36%

Forwarders
and hauliers
47%



DFDS’ business model builds on 3 core activities

LY oros

Ferry routes

Catchment area A

@® Port terminal A

a0

@® Port terminal B

Catchment area B

Door-door solutions

Pickup point

000 [eTel o]

@® Port terminal A

a0

@ Port terminal B

000 [eTel o]

Delivery point

Contract logistics

@
I




Our high-level assumptions on business environment Y oros

* Modest but positive European growth 2019-2023

* Competitive environment to remain stable

* (Consolidation set to continue

* Digital requirements accelerating



%_

WIN23 - NEW AMBITIONS FOR NEXT FIVE YEARS

* Strong platform to gfow from

* Creat opportunities to leverage our

Deople, skills, assets and!echnologies §
* Financial ambition of an EBITDA of pos e
around DKK 5.5bn in 202% (Qﬁz
* Uncertainty related to flnancﬁlg s @
ambition estimated at around 10% o ©
- [0

| - /¥%/DFDS
»4!" - e ..




strategy - 4 strategic pillars to drive growth next 5 years Yoros

Grow solutions to Digitise services to Develop and Create more value
select industries accelerate growth expand network for passengers



Grow solutions to select industries

s Qutomotive

e Forest & Metals

e Cold Chain

12




Digitise services to accelerate growth

13

e Easy access for customers
* [Innovative solutions
 Cost-efficiency of sales

Digitise and automate
core systems




Develop and expand network

 Mediterranean business
plan fulfillment

*Ferry new building benefits

e Continuous
Improvement projects

e Hcquisitions

14




Create more value for passengers

15

e Develop on board
customer experience

e Business development
Initiatives

 Fleet development




Financial ambition for EBITDA 2019-2023 Y oros

* Three financial drivers: WIN23: EBITDA growth split
 Jrganic growth and initiatives

e Mediterranean business plan

* Acquisitions 55.5%

m Jrganic growth and
initiatives

* 4 pillars contain 10 key initiatives

m Mediterranean
business plan

 Framework for monitoring progress Acquisitions

and financial impact in place

33.5%

16



Investment and cash flow forecast for 2019-2023 Y oros

* Ferry new buildings delivered in Net organic investments, DKK bn
2019-2021 DKK bn

3.0

« ‘Maintenance’ investments expected 25
in 2022-2023, plus possible renewal
on Amsterdam-Newcastle

15
e Hcquisitions not included in forecast 10
0.5
* Significant free cash flow projected o I

2.0

before acquisitions 2019 2020 2021 2022 2023

17



Significant change In financial leverage resets ROIC target

* \WACC reduced by significant
iIncrease in leverage following UNRR
acquisition

* ROIC minimum target reset to 8%
from previously 10%

 EBITDA-ambition of DKK 5.5bn
equals ROIC of 13-14%

* \UACC currently calculated at 5.0%

18
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Capital structure

U1 2018 (IFRS 16)
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* Resilient combination of ferry route
Infrastructure and logistics solutions

» Balanced impact from organic initiatives,
Mediterranean business plan and acquisitions

* High share of initiatives contingent on own
ability to perform

« 10% uncertainty related to primarily macro
elements

19
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GROW SUPPLY
CHAIN SOLUTIONS y—=
IN SELECTED e
INDUSTRIES  AFES%S !

Win23, Pillar A
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Content Y oros ]

Background and introduction

Strategic rationale
e \I/here are we today?

 ..and where are we going?




3 industries selected to grow Solutions in

23

s Qutomotive
e Forest & Metals

* Cold Chain

* Enhance offering of
bundled Solutions




DKK 3.6bn revenue: Automotive, Forest & Metals and Cold Chain ﬂnrns]

235% of DFDS Group’s revenue in

2018 was related to the 3 selected Revenue 2018: Automotive, F&M and Cold Chain,

. . . . DKK b

industries with an EBITDA-margin "

range of 6-10% Cold chain Automotive
1.3 Auto - Ferry :5

Cold Chain -
Logistics

Auto -
Logistics

Logistics

Forest & Metals

0.8

24



DFDS will provide a range of Solutions to suit individual customer L oros
requirements

i = elir Ta elir L= ellr AN
=== T T ) L+ .- ZE =i

A-to-B
ranspor
o Factory & Cross- JIT delivery . Distribution o
Shipping & -

Factory & Cross- JIT delivery - Distributi e
transport wzfeﬂ?use Door-to-port docking & customs Trucking 'scg'ntuer'on Last mile delivery
Shipping & transport ] N
& warehousing Factory & Door-to-port Cros.s- JIT delivery Trucking Distribution Last mile detivery
(contract logistics) Warehouse docking & customs Center

25




DFDS plays in parts of the Supply chain - many growth

avenues possible in many directions

2PL

3PL

4PL

26

Factory or
warehouse

e

Door-to-port

Land transport

Warehousing (road / rail)

Cross-docking
consolidation

| ]

o H
| ]

ExiR

Inland & sea
Terminals

Shipping

Sea
Transport

JIT delivery
& Customs

0

Sea & inland
Terminals

Road/rail Distribution Last mile
transport center delivery

(s, =

©

o h

Land transport

(road / rail) Warehousing Last mile delivery

Freight forwarding (Full Load, Part Load, Special Cargo, Rail, Road, Customs, Value Added)

Contract Logistics
(Warehousing and transportation,
\Value Added)

Contract Logistics
(Warehousing and transportation, Value Added)

Supply Chain Management: planning, coordination and execution of all supply chain activities (and 3PLs)

Core business ‘ RAdjacent business




STRATEGIC
RATIONALE -
WHY SUPPLY
CHAIN

SOLUTIONS?

18 June 2019



Supply Chain Services - attractive growth opportunity

Dol

« Simple door to door transport operates at low margins and is highll_-j COITIDEtiti\IE
+ Logistics Solutions provide higher margins

- Customer demand for ‘Bundled Solutions’ is growing

* 40% of DFDS revenue is from industrial customers

- Overall, an attractive rowth opportunity for DFDS to further leverage the
competitive advantage of combining Ferries, Terminals & Logistics.

28



Research confirms Customers want more ‘Solutions’ gmsq

Manager & customer interviews (;—o Supply chain & customer trends

Confirm benefits of owning more of the value ¢|)
chain Shippers increasingly
Contract Logistics and SCM are valuable Shippers value reliability
expansions

\ 4 Internal success stories ‘?\ Competitor observations

als in UK OO
o,

the value chain
Tech companies move into logistics
in Netherlands

> > >

DFDS will own more of the value chain by broadening and bundling the
Solutions offered

29



Customer relationships are stronger

Direct client contact

If DFDS expand offerings,
direct client contact will be
increased

Increased margin by
cutting the middle man

30

Cross-sell services

If offerings are expanded,
complementary services
can be offered to clients

Increased revenue from
existing customers

Stickier relationships

Providing more complex
Solutions for customers
turn relations into long
term partnerships

Higher retention

Attract new customers

DFDS can offer a more
complete 'catalogue’ to
customers outsourcing their
logistics

Generate revenue
from new customers



Why does DFDS have the “right to win”?

O

31

We focus on particular segments where we
hold a

\We have developed of trends,
terminology, regulations in the customers’
own markets

\We have demonstrated the ability to provide
and become an

of clients’ business

We have built
based on trust and capability

The larger customer will....

} Rely on DFDS to meet their

} Have large

Expect to all their
logistics challenges



WHERE ARE WE
TODAY?




Success stories: Regional-specific strongholds, driven by local Solutions
and expertise

Dol

Forest and
metals

Cold chain &
b, 4

t

\ / Automo

33



DFDS already active across entire automotive supply chain: know-how Y oros
platform for further growth

—
()
Parts and Manufacturin e .
.- & Distribution After-market
components supply consolidation network
® ®
« Door-door transport of parts with control tower » Transport of parts and  Parts of supply chainincl. + Delivery of components
. . ] o ) semi-finished goods 020, barge / containers and parts for repair/checks
B[=Hag[sldfslp® ¢ Cross-docking activities offered in Sweden L .
* Incl. just-in-sequence and < Finished cars * Incl. door-door, cross-
transport between plants docking, trailer checks

o
HEIES ,

SCANIA
4PL set-up in parts Transport from Transport integrated in Distribution to dealership Consolidation of
distribution center consolidation to plant manufacturing lines with partners components in UK for

delivery to factories



..AND WHERE
ARE WE GOING?



HApproach: Strengthen penetration in current regional strongholds and ﬂE
expand capabilities to other core regions

Forest and
metals Current strongholds are very

A

| \ / Flutomotiv!

Cold chain

36

regional specific

* Cold chain in UK

* Automotive in SE

* Forest & metals in SE / Baltics

Step 1: Expand customer base in
current strongholds through end-
to-end solution selling

Step 2: Expand existing capabilities
in other core regions, e.g.

o Cold chain to Nordics / Continental
o Automotive to UK / Continental
o Forest & metals to UK



Organizational changes to support and execute new Go-To-Market strategy ﬂnms]

DFDS Group

Head of Logistics Head of Ferry

Head of Nordic S Head of UK & Head of North ] Head of Channel
Ireland Sea

Head of ~ Head of Head of Baltic Head of
Continent ) Automotive Sea Mediterranean
Head of Cold Head of Forest & § R Head of
Chain Metals B i Passenger

The industry BU’s will be supported by
strategy teams consisting of 2-10 FTE’s

37



New Go-To-Market strategy will be ready end 2019 for execution... ﬂnms]

Go-live 2023
o (4= o o 05 —— 4 E
a Confirm industry e Develop Go-To-Market e Execute
segments and heads strategies Go-To-Market
* Segmentation of * Form Go-To-Market  Continuously develop
industries (GTM) strategy project organization to deliver
* Appointment of heads of teams GTM plan
ey industries * Develop GTM strategy » Execute GTM for each
. . per industry industry
* Align remaining
organization structure * |Identify organizational * Adjust strategies to
structure needed to new developments and

execute GTM successes

38



In summary: Strategy in place, execution set to start

Dol

The strategy

Target industrial customers
with end-to-end supply chain Solutions

Focus on 3 industry groups:

* Automotive
*  (Cold chain
*  Forest & Metals

Create detailed, industry-specific
Solutions for each industry

Build Solutions offerings around existing
assets

How we do it

Acquire several focused and specialised niche players to
expand scale and competences in selected industries

Invest organically in specialised industry capabilities to
strengthen ‘right-to-win’, e.g.:

« Specialised supply chain experts per industry

*  Equipment and facilities

* IT Systems

Focus commercial operating model, e.g.:
* Unified customer-oriented approach selling all Solutions
* Incentivize Solutions selling across geography and divisions
- Strengthen organization with special focus on key
industries

What will it bring...

39



The mission is to meet DFDS’ high ambition in 3 dimensions ﬂDFns]

(i,

Growth Asset utilization Profitability
" & O
2x industry Ensure high ferry EBITDA growth in
revenue utilization line with ambition
by 2023 from 2018 and other assets e.g. while maintaining

baseline terminal, trailers high margins

40






DIGITISE SERVICES
TO ACCELERATE
GROWTH

Win23, Pillar B

18 June 2019
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Why digitize? LY oros

Historically: Our actions:
* K
Customers are served through a manual and * H * . .
analogue process with several pain points > \_/ Create flawless and efficient

p="N% digital offering

®)
DFDS' internal processes are manual causing low © <')°
| O

@)
o
| - - -
efficiency with significant value to be realized 204 Digitize the core processes
o for efficiencies

43



80% of business comes from 400 customers and 60% of small customers
treated manually

DFDS Ferry and Logistics customer statistics

Freight Forwarders

Industrial shippers?

Small DFDS Customers

44

11,260

- # Customers - Revenue, mDKK

Description Revenue split
Analogue EDI Digital
3rd Party Logistics >S90 42% 31%

provider and hauliers

Larger cargo owners
producing or handling 64% 23% 13%
raw material and goods

Small customers with
revenue below ~4mDKK

25%  15%

We need to treat the long tail of 11,000
customers in a more efficient way and re-
invest freed up resources to grow




Small customers mainly ship standard units with DFDS

Characteristics of small customers’ shipments across all routes

HAZARDOUS
92% CARGO

8%
S

Non-hazardous Hazardous

EMPTIES
83%
17%
Loaded Empty

45

REEFER
95% CARGO
5%
Non-reefer Reefer
UNIT TYPES
74%
26%

Accompanied Unaccompanied

To a large degree, small
customers ship standard
cargo

This is also true when
they buy via resellers

This shows potential to
capture significant
volumes digitally with a
very simple product
offering



Leads & customers
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Leads & customers
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Most treated in a similar and cumbersome

way with several pain points along the journey
o 2, (3) (4)

Research & 'a Contract
a,o Operations

(' Evaluation
© 2 o
O -

Research suppliers ;,// Booking

@ " o

Send RFQ Compare & select

o Post services

(P A O
i3

Invite to pitches

U

Exceptions & claims

/® )
()

Confirm & plan /;// Debt collection

& "5 Calstly s

Get supplier offer ;,// Negotiate price + T&C .~ f/// KPIs & reporting .~

°Fm ° & ©

=
Deal & onboarding -~ Invoicing & payment

Cargo journey

g £
=

Short-list suppliers Proactive solution -

/ Forwarders Industrial shipper

48

Key pain points

Searching for DFDS routes
on internet can improve

Long process to price
quote & product offers

Individual negotiation
conducted on each product
and route

3-5 days onboarding
procedure is too long

Lack of consistent digital
booking and track & trace

Analogue and disjointed
document handling

Reactive and ad-hoc
business KPIs & reporting

No proactive view on new
potential DFDS solutions

;;.//’Small DFDS Customer



Two value propositions launched

LY oros

DFDS Direct

DFDS Direct

Book door-to-door
logistics transport

online

virtual freight forwarders

49

DFDS Spot

Your Booking

unauthorized resellers


https://direct.dfds.com/

Demo: DFDS Direct is live

50

C () & htipsy//directdfds.com/en

LY oros

DFDS Direct

Book door-to-door
logistics transport

online

Collection city % . Delivery city

Q INVOICE

Check availability, prices and book online Arrange everything with our dedicated Pay for your orders by invoice
customer support

DFDS reliability now
available online

Our instant online booking service is currently
available for Full Truck Loads from the United




Roadmap 2023 and progress to date LY oros

2020 2021-23 °

R1-02 2019 B3 -042019 ° o P
o
il @ &
6/;- e KPIs and reporting

Enhanced Track & Trace

Personalized
recommendations

T . _ Dynamic pricing
S ‘v‘ Payment methods
Partners and 3™

party transport x
(o]e) Owl x
Remaining routes F

+Reefers

sE===ER
E Complete the

integration with My

SE-UK, DE-UK, P
NL-UK Logistics & .com

full loads
and part loads

EEEEEER

oo oo

NL-UK full loads

Business case

MVUP & beta testing x _ . .
« DFDS Direct is live to customers shipping goods between NL and UK

Pivot
point « Each rollout phase will be reassessed based on customer insight and
performance against targets
51


https://direct.dfds.com/

DFDS Spot

52

ﬂ DFDS BACK TO DFDS.COM

BOOK, PAY, GO ACROSS THE
CHANNEL WITH THE ONLINE DFDS
SPOT TICKET

ALL freight tickets are one way, same price and valid for up to 14 days.
No account is needed. Simply book your ticket in either direction
(Dover-Calais or Dunkirk/Dunkirk or Calais-Dover), choose your vehicle
size and number of drivers, then you're ready to sail.

Your DFDS Spot ticket Included onboard -
loyalty counts

Our dedicated Road Kings facility
offers all the following benefits:

Route

Single ticket, one-way

Valid on any of these Channel routes in either direction of travel:
Dover ¢ Calais (OVR ¢ COF) «f Free Wi-Fi

Dowver ¢ Dunkirk (OVR & DKK) Free meal with drink

Date Exclusive freight drivers’ lounge

Valid for 14 days:
26-03-2019 - 09-04-2019

Free shower facilities

~ L L5

Dimbimmed moocchocoonf CCC e

ol = 100%

Your DFDS Spot ticket

Route

Single ticket, one-way

Valid on any of these Channel routes in either direction of travel:
Dover ¢ Calais (OVR ¢ COF)

Dover .2 Dunkirk (DVR 2 DKK)

Date

Valid for 14 days:
28-04-2019 - 13-05-2019

Vehicle and carga restrictions

If your vehicle is not within standard dimensions, if you will be travelling with
more than 2 drivers or if you are carrying dangerous goods or animals, please
CONTAct our reservations department on +44 1304 874001/
qtog.onlinebookings@dfds.com to make your booking.

Please fill In your detalls

Number of drivers®

1 2 (+€10.35)
Vehicle length*
Standard Medium Small
12.1m-18m 81m-12m less than Bm
€259.34 €198.92 €129.92

contact customer service

Vehicle reglstration number*

Company name



https://freight-sales.dfds.com/
https://freight-sales.dfds.com/

MVUP completed in 2 months, roadmap for further routes and products LY oros

(04 2018 o o (1 2019 ° o 02-03 2019 o o 2020 and beyond o
v/
a e
T e Increase reach
Increase revenue
= el . . North sea routes
MULTI BUY . L g Dl_.jnamll: pl'll:ll'lg
. .E VAS
T e Rl o Increase reach

o P

BOOK, PAY, GO ACROSS THE
CHANNEL WITH THE ONLINE DFDS
SPOT TICKET

. Baltics routes
Increase retention

w I B _ @ Increase Login + account
0 e —e Do 2 221 conversion rate

S === Improve customer Multibuy

— L I experience
Improve . .

— | awareness Dotcom integration

‘One simple product’ Local marketing

MUP Launch V

53



Why digitize? LY oros

Historically: Our actions:
Cust d th h L and **;r*
ustomers are serve rough a manual an . .
analogue process with several pain points © \_/ Create flawless and efficient

P =-"% digital offering

OlIOI IO
DFDS' internal processes are manual causing low ) 00349 Digitize the core processes
efficiency with significant value to be realized Joliol UI§ ..

R @ B for efficiencies

54



We are digitising our core processes through two lenses

55

Improve decision o _
making through Optimise operations
data through automation

e
llll

e
=4
3




Improve decision making through data - three initiatives LY oros

O

Tableau rollout

Improve decision 1
making through data ‘i|_’_i_“_|f +ableau

eMaster data
optimisation

Data delivery platform

56



o Tableau rollout

Since May 2018, we have tripled users, quadrupled workbooks, and LY oros

increased data source connections by 10-fold

Number of Unique Tableau Server users per month Number of workbooks over time
800 Month of Date
776 200
700
680
00
600
500 513
400 443 Wl 446
400
300 227
337
278
200 200
100
0 0
0518 0648  O07M8  O0BME  09M8 1018 1118 1218 0119 02119  03M9 0419 0519 O5/l18  O§/l8 0718 0818 0318 108 1118 1218 019 0219 0319 0419  O5/19
Views over time Data connections over time
35K 350 [l User-generated data sources Bl data sources
30K 300
25K 250
214
20K 200
15K 150 :
94 118
10K 100
91 67
) R - | =
31 — a3
g — 28 = 22

0918 10018 11/18 12/18 0113 0219 0319 04113 05/19

05/18 06/18 07/18 0g/18 09/18 1018 1118 12/18 01/18 02/19 03713 04/19 05/13

57



e Master Data optimisation

We are also aligning all Master Data in DFDS

58

LY oros

Master Data object

Phase 1

Phase 2

Phase 3

Ports

Routes

Country

Terminals
Suppliers

Credit Control
Customer Category
Customer Industry classifications
Division

Regions

Workshop

Legal entity
Payment Terms
Unit Type

Activity

Business Unit
Charge Codes
General surcharges
Consumables and Equipment
Currency

Exchange Rates
ltems

\Vessel

OO0O0O00O0O0O0O0O0RNRN

OO0O0O0O0oOod

OOo0OoOoad




e Data Delivery Platform

And we are constructing a data delivery platform for real-time data usage

Tableau

A T A
Ill-

Tableau
data

T

Cube Data

P

Operations Data
database

@D

External

T
-,

warehouse data

59

]
T
]

2

Service

alo

loT/live

data

What is it?

A platform allowing near real
time access to our production
systems

Crucial for most advanced
analytics/Al use cases

LY oros




We are digitising our core processes through two lenses

60

Improve decision o _
making through Optimise operations
data through automation

e
llll

e
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Optimise operations through automation - 5 use cases LY oros

L

Priority discharge

61

3

Automated
target
setting for
onboard

oCargo

Balance
Initiative

Optimise operations
through automation

e
=)
3




o Priority discharge

Priority discharge consists of three products

0000

Priority Discharge service

 Discharge within the first
hour arrival - up to 25 units
per voyage

62

Ha
Visual Stowage Assistant

* Dynamic stowage
recommendation

5

o0 O

Available for pick-up time
- notification

* Providing customers with
units estimated discharge
time



o Priority discharge

Discharge performance now at 98% ﬂDFDN

. Average Discharge Performance

% unloaded in first hour
100

80
60
40

20

Before the new product Test Launch

63



o Priority discharge

The new Visual Storage Assistant is able to plan vessel in ~10 seconds LY oros

Legend: | PD _ - Unit on Quay Unit Stowed
Weather Deck: Garage Deck:

No hazardous or reefer trailers under accommodation Priority Discharge units stowed on correct locations

GARAGE DECK

trailes #railer

trmiler

trailer I trailer
irales I traler
trailos I trailier
e il

e —
ol I rsilc
iralles I railes
froson I railer
wales I iles
e I =

trailer I trailes
sile |.:u| ales
i I tralar I trilm

Main Deck: Tank Top:
Mafi’'s block stowed in the middle of the vessel No hazardous and reefers

" " aile e e - ik il vale Lisie Dl
1 ¥ afi ifi rain tr t b ta 1

64  Source: SD development



o Priority discharge

As a result of the notification for pickup-time, truck drivers spend less time Yoros
inside terminal and trailers picked up faster

Drivers spent 49 minutes less inside terminal during pilot?! Trailers picked up 13 minutes faster during pilot?
Potential to improve planning and increase driver satisfaction Potential to deliver time sensitive cargo faster
= <
e =
; (49 min.> :
E 150 A 139 E 150 -
= 126 126 a
g 113 3
cC 1
— X
£ 100 - 95 2 100 - o ?%
I 77 s
_ 70 67 a 69 66 68 73
2 T o1 62 50
T 50 - o 50 A
bo >
> (an
(an
0 - 0 - —
Avg. Wed  Avg. Thu Avg. Fri Average® Avg. Wed  Avg. Thu Avg. Fri Average?
B Bascline: Drivers’ time spent inside terminal B Bascline: Trailer pick-up time [ 1 Pilot: Trailer pick-up time

|:| Pilot: Drivers’ time spent inside terminal
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e Automated quotes

Automated quotes - what is it? LY oros

* A standardized quotation engine, that based on simple input
iInformation is able to produce accurate quotes

Results so far

» Solution provides 50% reduction in time needed to create
quotes and shorter time to market

- 9.000+ quotes generated so far




e Automated quotes
Automated quotes will be the only quoting engine in Logistics AJ oros

The price engine uses a mix of lookup, machine learning and a map app

The users look up the quotes

Automated Quotes
P * Crossing
o o g spp e « Equipment
o i - MARPOL

Customer Quote: J - Limited quantity

Unaccompanisd: 2 BUR Ve « Hazardous * Loaded haulage
Acsompesiet o \Brrm] 22 » Minimum haulage + Empty haulage
Additional charges: g i 7 ctime + Crossing prediction
Description Amount " » = @ c

Write description here Write amount here iy Shie L

Unaccompanied: Bttty

¢ Road taxes
¢ Distance calculation

Map application
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e Automated quotes
More than 9,000 quotes generated, primarily driven by the UK - NL corridor AJ oros

Number of quotes produces by AQ users

Running total of all quotes generated via the web frontend

10,000 9,160 quotes
9,000 2019, week 14

8,000
7,000
6,000
5,000
4,000
3,000
2,000
1,000

0 Week #
Week Week Week Week Week Week Week Week Week Week

37 40 45 50 1 5 9 15 20 24

2018 2019

68



9 Automated target setting for onboard

Automated target setting for onboard - what is it?

A predictive tool that provides accurate estimates for
expected onboard sales given the booked passenger mix

Results so far

Pilot completed for predictions on F&B outlets on Crown
Seaways 55-60% better performance in restaurants




9 Pretravel upsell email

Pretravel upsell email - what is it? LY oros

Globase DFDS dk@

fo.seaways.net Sender mailbox @ Holmquist Lars [DFDS A/5)

GD

A predictive model using all insights we have about our
customers to serve personalized upsell offers

Sadan bestiller du méltider

Nar du har bestilt rejsen ved at ringe til os, skal du have en adgangskode, hvis du
gnsker at bestille tilkgb online. For at f3 en adgangskode skal du klikke p& linket
nedenfor og fglge vejledningen pa vores hjemmeside.

Du er selvfglgelig 0ogsa meget velkommen til at ringe til os og bestille pa tif. 33 42 30

00 - telefonerne har 3bent mandag-fredag kl. 9.00 - 17.00.

Restauranter

Results so far

Successful pilot completed in May 2018, resulting in +33%
upsell conversions

e mmetinemme | e Solution launched in July 2018 for relevant markets related to

1 disse restauranter er det muligt at bestille middag og reservere bord inden rejsen.

er der ogs3 en Explorers Steakhouse det internationale kokken, og
bornebuffet med alle optimale valg - det er du kan smage skgnne
bgrnenes livretter og en ogsa her, du kan smage retter tilberedt af

et fpEeisT —emise | Copenhagen - Oslo & Amsterdam - Newcastle

7 Seas morgenbuffet

Bestil morgenbuffet hjemmefra og dine bern spiser
gratis (las betingelserne pa vores hjemmeside).
Buffeten bestar af mange forskellige slags hjemmelavet
bred, rerag, polser, oste, pﬁlaeg, yoghurt, pandekager,
wienerbrgd og frugt. Af drikkevarer finder du forskellige
slags juice samt kaffe og te.




P&A

o]

19
11
12
13
14
15
16
17
18
19
20
21
22
23
pL
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
49
41
42
43
44

from skleapr pre "8 import tEncOder, Labeleinarize
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ACQUISITIONS AND
CONTINUOUS
IMPROVEMENT

Win23, Pillar C
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 Mediterranean business plan
fulfillment

Benefits from ferry new buildings

Rcquisitions

Continuous Improvement




Strong Mediterranean ferry route network & port infrastructure

DFDS Mediterranean Activities

Key numbers

Calais %)urges e Ghe.ntGenk
Bettembourg
Paris .l_udwigshafen
Munich

O @Vels
o
Salzburg

Trieste

ete @ Miramas/Avignon
Marseille

o

@ Toulon

Le Bolou

Ambarli ®

Patras

Train lines
Ferry lines

Pendik
® Valova

Mersin - @

74

Ferry lines

Y iy

Train lines

M

Terminals

= _a
e a
# Vessels

[ XX ]
aaVas

Employees

[ ]
2 0 1 8 Uacloloum"é'f=

LY oros



Ephesus - DFDS’ first
new mega ferry

* 450 trailers

* b6 hours turnaround time

* 3 sternramps
Double ramps to upper deck
Shore power

LED lights

Can use bio-degradeable lube oil




Acquisitions have accelerated DFDS’ growth ALY oFos

norfolkiine , &\ LD Lines N N N, unroso

NAVIRAIL NAVIRAIL
Dieppe-Newhaven Kapellskar-Paldiski Hanko-Paldiski

Ro Portsmouth-Le Havre
Marseille-Tunis
o0 TERRIAL

Dover-Calais

EDIEDIDIDIDIDEDEDELD ¢

MASH
Energy
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Continued focus on acquisitions to drive strategy execution ALY oFos

* Develop and expand ferry and WIN23: EBITDA growth split

logistics network...
33.5%

* ..acquire logistics solution
providers to support
Rutomotive, Forest & Metal
and Cold Chain

m Jrganic growth and
initiatives

m Mediterranean
business plan

* Digital, technology and

- - - H - .t.
sustainable opportunities cquisitions

33.5%

77



Continuous improvement and efficiency projects Y oros

Ferry Logistics Passenger Group
,,,,,,,,,,,,,,, I
fffffffffffffff _—— l
I
Pricing and Boost Boost Ghent Haulage Starlight Revenue Group Digitize Total
yield initiative  \Vlaardingen traction Management , Procurement the Core

78

Included in other pillars






CREATE MORE
VALUE FROM THE
PASSENGER
BUSINESS

Win23, Pillar D

18 June 2019 -
-
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DFDS operates 9 passenger routes in 4 regions

LY oros

Oslo

Kapellskzranko

Paldiski
Newcastle

Karlshamn

CoDenhib
Kiel Klaipeda

Newhaven
Dover Amsterdam (ljmuiden)

Dunkirk
Calais

Dieppe

82  Source: Internal DFDS data

Clusters Routes Revenue, OKK bn
Copenhagen-0Oslo 1.0

AMS-NEW Amsterdam-Newcastle 0.6
Dover-Calais

Channel Dover-Dunkirk 1.0
Dieppe-Newhaven
Paldiski-Kapellskar

) Paldiski-Hanko
Baltic 0.3

Klaipeda-Karlshamn
Klaipeda-Kiel

Total Passenger revenue 2018: DKK 2.8bn
Equal to around 17% of DFDS Group revenue



Routes operate with different ferry concepts and propositions ALY oFos

Ferry concept

# of passengers
and drivers per
year

Passenger revenue
share

83

CPH-0SL
Cruise ferries

756 K

95%

Baltic
RoPax ferries
(w/ overnight)

408 K

21%

Channel

RoPax ferries
(w/o overnight)

5197 K

38%

AMS-NEW

RoPax+ ferries

608 K

85%



Routes cater to wide range of customer segments

LY oros

Segment Description CPH-OSL  AMS-NEW  Channel Baltics
;;% Conferencers » Groups hosting conferences onboard @
A (O only cluster offering this possibility
S Cruisers * Mini-cruise back and forth to destination within 5 days
M * Onboard experience significant part of holiday
e e « Group and package holidays
m Groups .
* Primarily bought through contractors
) * Passengers returning after more than 5 days
ﬁ\ Holidayers _ _
* Purpose of trip onboard more travel than experience
U « Passengers commuting to and from work
E Commuters ) : :
« E.g. craftsmen and builders travelling from Baltic to SE
i * Truck drivers accompanying their trucks
- o OO0

84

Main requirement is cabin to rest in (if longer trip)

1. 20% of passengers return within 5 days, however, they are not considered cruisers as they travel mainly for transportation rather than the onboard experience
Note: Concessions excluded. Split based on # of passengers (not value) by product segments (MICE = conferencers, Mini = cruisers, Contract = groups, Transport = holidayers) and driver counts

Source: Internal DFDS data



Passenger volumes have grown by 1% CAGR since 2016

LY oros

Passengers and drivers (k)

8,000
7,000
6,000
5,000
4,000
3,000
2,000
1,000

0

A ay

6,193

5,756

572

)

Acquisition of
MuFerrylink
ferries

6,878

(1%
6,969

7,121

578

5,273 5,145 5,197 5,558
337 349 376 393 408 421
2014 2015 2016 2017 2018 FC 2019

85  Source: DFDS internal data

0 cpH-osL I aMs-NEw [ ] channel I Baltics

CAGR CAGR
‘14-'16 ‘16-'19
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Deliver value beyond core ferry service ALY oFos

87

Deliver propositions beyond core
Ferry product

Enhance existing City Break
business & scale Touring Packages

New system to reduce manual
efforts with large groups

200 7
150 ~
100
50 -

Revenue, DKK m

94

2019 PoC 2020 2021

- Revenue hotel! - Revenue ferry



Increase ability to price effectively

LY oros

9 Enabling revenue managers to respond
faster to market changes

Free up time for value adding activities

Decrease manual inputs

88

Targeted EBITDA impact

Channel

Cruise

Total



Increase onboard spend and customer satisfaction ALY oros

89

Key initiatives in (1) retail, (2) F&B, (3)
marketing and (4) organisation,
competencies and systems

Journey from quick wins to delivering
excellence long-term

Organisational changes required for long-
term excellence in place

Target: Implement and deliver
best-in-class customer experience

Impact so far: Spend per head
increased 4-24%

Spend per head (£)

1

| DRE ol

Food and beverage Retail

_———ad

B 2016 I 2017 [0 2018 2 Target 2021
g
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Fleet development overview Y oros

Avg. fleet age

2018 8y 18y 17y 33y
Avg. fleet age

2023 354 14y 16y ?
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Lifetime extension up to 10 years

@ Technical lifetime recently extended for both cruise ferries

Substantial investments in onboard experience has prolonged
commercial lifetime




Channel: New ferry in 2021 & start of renewal planning in 2026 Y oros

Cote d’Opale to replace Calais on 10 year Decide on new building
charter program

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030
et ] perre ] perrt | peirt ] opett ] et ] pevt | pert | pert | petit | Delft ] Delft |

Deployment plan

93  Source: Internal DFDS data



Baltic: Two new buildings replace three ferries

94

Karlshamn

)

Klaipeda

Paldiski
e

Kapellskar

2019 2020 2021 2022




Renewal project planned in strategy period

95

Different renewal models
under consideration

RAdditional capacity required
to grow route

High season passenger
capacity limit reached

King Seaways

Lane meters
PAX

Cabins

Age (y)

Princess Seaways

Lane meters
PAX

Cabins

Age (y)

1410
1280
543
32

1460

1250

476

33




Ambitions to grow passenger business

96

Strong route network to develop from

Overall market growth expected to
continue to be modest but steady

Business development initiatives to
support growth

Fleet renewal on AMs-New desired to
INncrease capacity and develop on board
experience







