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2010 Highlights

XING’

Strong financial performance

Re-accelerated member growth in DACH

Strong growth of “vertical” revenues

Strengthened competitive positioning

Successful product launch



Top & bottom line growth

2010 2009 Change
Total incometl €m 54.3 45.1 +20%
EBITDA €m 16.7 11.8 +41%
EBITDA-Margin % 31 26 +5%pts
Net-result €m 7.2 -1.7
Net-result adjusted €m 7.2 3.92 +85%

1 Including other operating income
2 Adjusted for tax provisions resulting from the retroactive tax audit for the fiscal years 2003 to 2007 as well extraordinary write downs of €5.4m in Q4'2009
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Segment Overview
inc. financial KPIs FY'2010

XING’

Recent
Highlights

Paid

Membership

Verticals"

[Market
| potential

=

Premium

Membership

€42.4

+14%

= Recent product
launches showing
very positive
impact

= Re-acceleration
in DACH member
adds

= Solid payer
conversion
throughout Q410

= Constant and
low churn rate

~19m peoplel

E-Recruiting

(Job ads &
recruiter membership)

€7.1m

+61%

= 5th quarter of
accelerating
growth

= Web 2.0 is the
job-boards of the
future

= Market leader in
social media
recruitment

>€200m!

Advertising

(incl. Company Profiles)

€3.9m

+64%

= Boost in eCPM
(x4 since
Jan 2010)

= New formats
(i.e. wallpaper)

= Company Profiles
turned profitable

~€3.8bn?

dh

Other

(incl. Events)

n.a.

= Acquisition of
amiando AG

= Networking is
key driver for
participation in
events

= Capitalise >70k

,Paid" events on
XING p.a.

>5bn!

L

d

2 Source: OVK Report 1/2011 display ad market estimates 2011

1 Source: XING analysis of addressable market



DACH: Re-acceleration of member growth >
Driven by successful site improvements XlNG
G G
in 000" inm

Q1'09 Q2'09 Q3'09 Q4'09 Q1'10 Q2'10 Q3'10 Q4'10 Q4'09 Q4'10
Penetration in DACH
3.8% 4.6%



03 DACH: >61k net new paying subscribers in 2010

XING

Payer gross adds
in 000"

23 54

42 43

I I |
Q409 Q1'10 Q2'10 Q3'10 Q4'10

in 000"

Q4'09 Q1 Q2 Q3 Q4 Intl. Total



Successful diversification of revenue streams
E-Recruiting & Advertising show strong momentum XlNG

Revenues by segment
in 000

YoY in %

54.3% +20%

45.1"

+14%

~Subscriptions®

+62%

JVerticals“ | 6.9

* Total revenue includes other revenues (events)
& other operating income

~Vvertical® revenues by
quarter in €m
incl. Yoy growth in %

Q2'10 Q3'10 Q4'10



E-Recruiting
YoY growth: +61%

“E-Recruiting” revenues Selection of new
in €m customers in Q4’10
More than 300 in total
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Web 2.0 is the job board of the future

Recruitment through social networks
is growing quickly*
In %

Companies use Web 2.0 to search for employees

Where do Companies post their jobs?

66

General job
boards

Company
website

Print
(Newspaper)

Specialised job-
boards

Angaben
Print in Prozent

(Magazines)

(= BiTKOM

n=1500 Unternehmen * Mehrfachnennungen maglich Quelle: BITKOM

* Source: BITKOM

What kind of social media HR services
are you going to use in the future?*

In %
XING
68
Twitter
Facebook No answer
26
YouTube m Don't know yet
No
LinkedIn
mYes
Studivz
Wer-Kennt-Wen

* Source: Social Media HR Report 2010
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Advertising
YoY growth: +64%

in m
64 ==
v
2.4
| —
2009

Comments

= CPM 4x compared to
January 2010

= New ad formats
= New targeting options
» Positive seasonal effect in Q4

= ,Company Profiles" profitable
since July 2010
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05 XING dominates its core market

Comparison XING vs.
next competitor in Germany

Member base!

New members?
Activity (PI's)3

~1 prefer the product™4

Brand awareness®

1 Source: XING analysis

2 Source: XING analysis

3 Source: Quantcast/Comscore reports (DACH) for december 2010

4 Source: Survey among 1,600 XING users: Question:“If you could use either LinkedIn or XING, which platform would you choose?"
5 Source: forsa study January 2011
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Interactive ,,News from my network"
launched today!

XING’

Interactive "News from my network” with “Like-
button”, "comment”-function & individual filters

>

> Personal “activity” overview

XING’ %

[CIl searc

dn

s S

technology. This communi

MESSAGES ~ CONTACTS = GROUPS ~ EVENTS  JOBS | COMPANIES

Michael Steinberg ®

Martin Kraus racommends the ‘Startups

ompanies in the workd of

Michse! Otio and 14 ofher contacis are aiso

a x v

 peopie g he recrestng

"\ Chiis Long Thats an eseresting group. Ive joned # now. Tharks for e
rocommendaton

JA Regma Renaison Tharks for e, | so s
)

Sabine Brockmeer joined o Webmontag Hamburg" 9roup.

£ Weamgnigo

Webmontag Hamburg" is 3 regional networking eventfor web
professionals and Mose who e yet 1o enter th industry
Karsten Rieke and 67 other contacts are also members of this group.

a x v

( for
; ke a x

3 peogie e e ierestig

‘Show st 5 Cormments

i Chistian Mareno We have worked wih one partcuiar designes o1 years now.
] Andevwe Savith Great, harks.

Regina Rennison organized the the "Mobse Trends 2011 Event
Mobile Trends 2011
29 Apr 2011, 800 pm - 29 Apr 2011, 945 pm
Hamburg, Gemany

Joehen Men:
togive usa ce

Woduce Mobiie Trends for 2011 i he betahaus on ADr 29,20
ar's going 1o be essential for websites s year

a x v
Lennart Koopmann frds tha iereatng
Steffon Wahronwert added the following contacts: Elisabeth Hundt, Enrico Schulz, Volker Starken,

Palrick Pampe, Anne Meitiner, Dr. Sonke Wersen, Chils Long, Albert Liop Yacobi, Stefan imhoff
and Tina Richer

LaddrSesE2

‘s

>More

: Michael Steinberg @
Prote | @S & 0 Moro
" me &

BEST OFFERS

Andreas Frost is reading an interesting aricle about online trendsin 2011
hitp:/ixing.com/rRSpip

a *

Yesterday 3:32 pm

3 people find this interesting.
New Items
Show all 5 Comments
4 Event Notifications
2 Group Newsietiers

Regina BuB Thanks, some of the topics are very interesting!

Yesterday 3:45 pm
Latest job offers by email
Save e search you carried outn
XING Jobs o ecaive

> Job ads by emall

. Martin Ziese P'm especially excited about the mobile sector.
: erday 3:51 pm

Visitors to your profile
g Martin Kraus,
&' XING AG

Martin Studemund O
Intercne GmbH - An Agency of BBDO
Woridwide

Nico Werner O
MSC - Michael Sanger Consuling
« acta of Kal Wachin

s Thon @
X von

50 ek on 20NG e grou

= > New android & mobile web app (touch.xing.com)

& Applications. =

Invite people to join XING

Send invitation

Add an invtaion message

Invite contacts from your email

Easily share your
address book to join XING

XING contact details
with members nearby.

Your network

42 93,255 1895974
Drect  Contactsof
contacts  your contacts

3 level
contacts

Expand your network now!
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Financial Highlights )
EBITDA-Margin 31% in FY 2010 XING

Attractive revenue growth
Revenues grow 20% to 54m€

Improved profitability
EBITDA grows 41% to 16.7m€
Margin increases to 31%

Investment in verticals is paying off
E-recruiting and advertising with attractive margins

Strong cash-flow generation
Operating cash-flow 22m€
Free cash-flow 16m€

Q4 continues upward trend
Revenues 14.7mg€
EBITDA 5.2m€; margin 35%

14



2010 - The year of profitable growth

Abs n%  Abs n%' Abs in%
Tota|revenue2 ....................... 543 ............ 100%451 ............. 100%+92+20%
Costs -37.6 69% -33.2 74% -4.3 13%
EBITDA 16.7 31% 11.8 26% +4.9 +41%
Depreciation -5.2 10% -10.9 24% +5.7 +48%
Financial Result 0.0 0% 0.3 0% -0.3 97%
Taxes -4.3 8% -2.9 6% -1.4 48%
Net result 7.2 13% -1.7 -4% +8.9 NA

D of revenue
2) incl. Other operating income
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Strong growth in core subscription business and new )
business segments e-recruiting/advertising XING

Subscription E-recruiting Advertising

in €m in €m in €m

37.1
4.4
ﬁ
2009 2010 2009 2009 2010

16



Operating Cash Flow 22m<€

EBITDA 16.7 11.9; 4.9
Interest/Tax/ESOP -1.5 -0.6? -0.9
Net Working Capital 7.1 2.8? 4.3
Operating Cashflow 22.3 14.1! 8.3
Investment - Operating -5.7 -6.85 1.1
Investment - Acquisitions -1.1 -7.1; 6.0
Financing incl. share buyback 0.6 —0.25 0.7
Other -0.0 -0.1! 0.1
Free Cash Flow 16.2 0.1/ 16.2

Strongest FCF generation in XINGs history
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Q4 2010: )
Further increase in operating performance XlNG
in €m Q310 Q4’10 Q4’09 Q4’10
VS. VS.
Q3’10 Q4’09

Total revenue! 14.7 13.8 +6% 11.9 +239%

Costs -9.4 -9.3 -1% 8.9 -6%

EBITDA 5.2 4.5 +17% 3.0 +73%

Margin 36% 32% +4%pt 26% +10%pt

Depreciation -1.5 -1.3 -14% -6.8 +78%

Financial Result 0.0 -0.0 0.1

Taxes -1.3 -1.0 -22% -0.6 -121%

Net Result 2.5 2.1 +19% -4.2

1 Including other operating income

EBITDA-Margin up 6t consecutive quarter in a row

18



Strong & profitable bottom line growth in 2010 )
Q4’10 EBITDA €5.2m; margin >35% XING

Revenues EBITDA

In €m - (Total revenue inc. other revenues) In €m
In % of total revenue

14.7

13.3 13.8

12.6

Low mark
11.9 Q2'09 with
23.1%margin

Q409  Q1'10  Q2'10  Q3'10  Q4'10

10% pts EBITDA-margin increase within 4 quarters
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Continuing strong growth in e-recruiting & advertising

XING’

Subscription E-recruiting Advertising

in €m in €m in €m

105 930/, 8 N . 106% B

v v v

Q4'09 Q4'10 Q4'09 Q4'10 Q4'09 Q4'10
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Personnel costs )
Q410 impacted by positive one-offs XING

Personnel Comments

!n gm * Q4 includes negative
in % of revenue one-offs for severance

payments international

4.8 * Q4 includes positive

4.7

one-offs from release of
accruals (e.g. ESOP) and
fluctuation in vacation
accruals

4.2 4.3

= Net impact of one-offs

< ‘/370/\, < significantly positive
( 36% o ( 36%
4 bl a7
( 31% @ = FTE's constant due to
fluctuations
*» Training expenses
L d K 4L 4 retroactively shifted
Q4'09 Q1'10 Q2'10 Q3'10 Q4'10 from personnel to

other expenses
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Marketing expenditures
€1.6m, 11% of revenues

Marketing Comments
in €m
in % of revenue

2.1 » Cost line includes
- SEM

— Display

— Affiliate

— Coops

1.8

1.6

1.5

o,
15% )

= DACH TV campaign
- N N N
(15% ) (13%) (11%) @

» Decrease in international
marketing spendings due
to new international
strategy

Q4'09 Q1'10 Q2'10 Q3'10 Q4'10
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Other operating expenses
Q4 impacted by negative one-offs

Other operating expenses Comments
in €m

in % of revenue
= Cost line includes:

— External services

— Legal, audit, consulting
— Payment processing

— Server hosting

— Rent & other costs

3.2
2.8 et |

* Q4 includes negative
one-offs

(249% (24%% (24% @
() () (] 7N\

— Amiando acquisition
— Restructuring
international

» Training expenses
Q4'09 Q1'10 Q2'10 Q3'10 Q4'10 retroactively shifted
from personnel to
other expenses
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Cash Flow Statement
Operating cash flow €4.1m in Q4’2010

in €m

Q4'09 [ Q110 Q2'10 Q3'10 Q4'10 Q4'10|Q4'10

EBITDA 3.0 3.3 3.7 4.5 5.2 2.2 0.8

Interest/Tax/ESOP  +0.3 +0.3 +0.1 -1.3 -0.6 -0.9 0.7

A Net Working
Capital

+1.1 +5.6 +1.2 +0.8| -0.5 -1.6 -1.4

Operating
Cash flow
Investment -
Operating
Investment -
Acquisitions
Financing incl.
Share Buyback

Other -0.1 0.0 0.0 0.0 -0.1 0.1 -0.1

+4.4 +9.2 +5.0 +4.0| +4.1| -0.3 -0.1

-1.1 -1.4  -1.1 -1.2y -2.0, -0.9 -0.8

0.0 -0.7 0.4 -0.4| -0.0f -0.0 0.3

1.0 0.0 0.0 0.0 0.6 -0.4 0.6

Free Cash flow +4.2 +7.1 +4.0 +2.4| +2.7| -1.6 0.2
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Outlook

Paid
Membership

Verticals ,E-Recruiting"

Double sales
force in 2011

~Advertising"
Build out new ad
formats, products
& targeting

Drive
Conversion

~Company Profiles"
Drive volume &
conversion

FREMILIM MEMBER

E-recruiting
Advertising

~Events™
Begin to monetize

>70k ,paid"

events p.a.

Company Profiles

Drive
Penetration!

Basic Membership
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Backup

POWERING RELATIONSHIPS




Balance Sheet
Low invested capital!

Assets 95.6 90.8 88.6 80.7 82.1
Operating assets 19.3 17.1 17.0 19.6 21.3
Acquisitions / International 16.6 16.9 17.2 17.9 21.7
TAX A/R 0.6 0.4 0.5 0.4 0.5
Cash 59.0 56.4 53.9 42.9 38.6
Liabilities 95.6 90.8 88.6 80.7 82.1
Equity 61.2 58.3 55.9 52.7 55.7
Deferred Income 20.2 20.1 19.6 16.2 14.8
Liabilities 6.5 5.3 5.7 6.4 6.5
Tax Liabilities 7.7 7.1 7.4 5.4 5.0
Other 0.0 0.0 0.0 0.0 0.0
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XING AG IR stats
Market Cap: ~€210m / ~€56m cash / no debt

XING’

Consensus
(February, 2011)

2010e 2011e

Total revenues 54.2
EBITDA 16.2
Margin 30%
Depreciation -5.2
EBIT 11.0
Margin 20%
Net income 6.8
EPS in € 1.32
Free cash flow 9.8

Analyst coverage

Shares

64.1
20.2
31%
-5.9
14.2
22%
10.2
1.88

11.6

2012e 2013e
73.1 86.8
24.1 28.8
33% 33%
-6.5 -7.0
17.6 21.8
24% 25%
12.0 NA
233 NA
13.9 NA

Deutsche Bank,

DZ Bank,

Hauck & Aufhauser,
HSBC,

Montega AG,

Close Brothers

5,291,996

TecDax ranking end of January 2011

Market Cap.

Turnover

33
39

Average Trading Volume per day (XETRA)

9514

Feb 10

21351

Mrz 10

12027

Apr 10

7029

Mai 10

Durchschnittsumsatz

3813 3801 4684

Jun 10

Jul 10

Aug 10

24006

17456

14247
11594

8214
5996

Sep 10
Oct 10
Nov 10
Dez 10
Jan11
Feb 11

m Burda Digital GmbH 29.6%

m Allianz Global Investors 5.1%
Langfrist TGV 6.5%
Ennismore 5.2%

EHVB 3.4%

m Cyrte Investments 5.0%

B Treasury Shares 2.1%

Rest 43.1%

Free float according to Deutsche Boérse: 68.3%
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),
XING share price since IPO in Dec’06 (as of Feb 28, 2011) XlNG

180%

160%

140%
d
| )
120% ———— R b iAn
100% G\ . | J .Y A AW,
Fo A
A8 ITIL TS M
80% ‘ Alvl N | =
v ),,.;f\/v’iv
40% W.\

20%
Dez. 06 Mai. 07 Okt. 07 Mrz. 08 Aug. 08 Jan. 09 Jun. 09 Nov. 09 Apr. 10 Sep. 10 Feb. 1

—XING AG TecDAX ——SDAX -——DAX

+34% +21% -6% +10%
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Investor Relations
Contact Details

Patrick Moller

Director Investor Relations

XING AG
Gansemarkt 43
20354 Hamburg
Germany

Tel.: +49 (0)40 419 131-793
Fax.: +49 (0)40 419 131-44

(Please use this number to submit “WpHG notifications”)

Email.: patrick.moeller@xing.com
Website: http://corporate.xing.com/english/investor-relations/
http://www.youtube.com/user/XINGcom

Follow us on twitter:
http://twitter.com/xing_ir

l|nsti( tional
nvesior
2010 Europe's Best Investor Relations

2nd Rank Business & Employment Services,
Buy Side, Patrick Maller

stitutional
nvesior
2009 Europe's Best Investor Relations

2nd Rank Business & Employment Services,
Sell Side, Patrick Moller
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XING’'s current revenue streams

XING’

= Paid in advance
Subscription business EERZIE-FIVEIES

= >90% activity rate

= Recruiter memberships

E-Recruiting = Click Price Job Ads
= Fix Price Job Ads

= Display Advertising
= Partnerships

Advertising = Best Offers
= Enterprise Groups

= Company Profiles

= Paid-Events

Others

= XING Seminars

* Per month

3 months: €6.95
12 months: €5.95"
24 months: €4.95"

€49.95/€39.95/€29.95
(3/6/12 months)*

€0.69 per job click
LOGO: €395 / DESIGN: €495+~

= CPM

» Fixed Fee

= Set up fee & rev. share

= Set up & regular fee

» €24.90 (Standard) / €129 (Plus)*

= Provision to XING
(5.9% of ticket price +
0.99€ per ticket sold)

= Provision to XING
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)
Disclaimer XING

This presentation was produced in February 2011 by XING AG (the "Company") solely for use as an information source for potential business partners
and is strictly confidential. It has been made available to you solely for your own information and may not be copied, distributed or otherwise made
available to any other person by any recipient. This presentation is not an offer for sale of securities in the United States. The distribution of this
presentation to you does not constitute an offer or invitation to subscribe for, or purchase, any shares of the XING AG and neither this presentation
nor anything contained herein shall form the basis of, or be relied on in connection with, any offer or commitment whatsoever.

The facts and information contained herein are as up-to-date as is reasonably possible and are subject to revision in the future. Neither the Company
nor any of its subsidiaries, any directors, officers, employees, advisors nor any other person makes any representation or warranty, express or
implied as to, and no reliance should be placed on, the accuracy or completeness of the information contained in this presentation. Neither the
Company nor any of its subsidiaries, any directors, officers, employees, advisors or any other person shall have any liability whatsoever for any loss
arising, directly or indirectly, from any use of this presentation. The same applies to information contained in other material made available at the
presentation.

While all reasonable care has been taken to ensure the facts stated herein are accurate and that the opinions contained herein are fair and
reasonable, this document is selective in nature and is intended to provide an introduction to, and overview of, the business of the Company. Where
any information and statistics are quoted from any external source, such information or statistics should not be interpreted as having been adopted or
endorsed by the Company as being accurate.

This presentation contains forward-looking statements relating to the business, financial performance and results of the Company and/or the industry
in which the Company operates. These statements are generally identified by words such as "believes," "expects," "predicts," "intends," "projects,"
"plans," "estimates," "aims," "foresees," "anticipates," "targets," and similar expressions. The forward-looking statements, including but not limited to
assumptions, opinions and views of the Company or information from third party sources, contained in this presentation are based on current plans,
estimates, assumptions and projections and involve uncertainties and risks. Various factors could cause actual future results, performance or events
to differ materially from those described in these statements. The Company does not represent or guarantee that the assumptions underlying such
forward-looking statements are free from errors nor do they accept any responsibility for the future accuracy of the opinions expressed in this
presentation. No obligation is assumed to update any forward-looking statements.

This presentation speaks as of December 2010. Neither the delivery of this presentation nor any further discussions of the Company with any of the
recipients shall, under any circumstances, create any implication that there has been no change in the affairs of the Company since such date.

IMPORTANT NOTICE

Pro-forma results

Results contained in this presentation are partly based on unaudited pro-forma financial results that the Company derived from its preliminary and
past financial statements for the indicated periods in order to make these periods comparable and show non-recurring costs.

Cautionary note regarding preliminary results and pro-forma financial results

This presentation contains preliminary results and pro-forma results. The preliminary results may change during their final review. While the
Company believes that its pro-forma financial results are reflective of its recurrent trends and the on-going status of its business, there can be no
assurance that its pro-forma results will accurately reflect these trends and status and therefore, its investors are urged not to rely solely upon the
pro-forma results when making their investing decision and the pro-forma results should always be reviewed together with its actual financial results.
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