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Executive Summary
Dr. Stefan Gross-Selbeck (CEO)01

Q3’09: Good financial results
8% Growth in revenues qoq

Management Board is complete
Dr. Helmut Becker joined as Chief Commercial Officer in September

25% EBITDA margin

Dr. Helmut Becker joined as Chief Commercial Officer in September

Strong execution
Continue Fast Pace Of Innovation

N  P i M b  B fitNew Premium-Member Benefits
XING turning into a fully fledged e-recruiting player
Deepening community relations

Good early results of strategic focusy g
Outgrowing competition in core market
Increasing market share in job advertising
Accelerating member growth in international focus markets

Continuing on our path
Drive penetration in DACH
Go deep on recruiters
International expansion in select marketsInternational expansion in select markets
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Overview of Q3’09 performance02

Q3'2009 Q3'2008 Chg.

Total Revenues 1 €m 11.7 9.2 +27%

EBITDA2 €m 2.9 3.7 ‐22%

EBITDA‐Margin2 % 25 40

hflOperating Cashflow €m 4.3 3.6 +19%

Result for the period €m 0.33 1.8 ‐83%

Member Base m 8 3 6 5 +28%Member Base m 8.3 6.5 +28%

DACH m 3.6 2.7 +33%

International m 4 7 3 8 +24%International m 4.7 3.8 +24%

Payer Base Worldwide 000' 662 513 +29%

4

1 Including other operating income
2 Including non-recurring expenses of €400k (Closure of Italian Office)
3 Includes €1.0m tax provisions resulting from the retroactive tax audit for the fiscal years 2003 to 2007



New member of the Management Board
Dr. Helmut Becker joins as CCO01

As Chief Commercial Officer, Dr. Helmut 
Becker is responsible for Marketing, Sales 
and all business lines.

CV
- University of Hamburg/ University of 
Cambridge  PhD PhysicsCambridge, PhD Physics

- McKinsey, Associate Principal

- eBay: Director Corp Dev, Managing 
Director Shopping.com, Sr. Director New   pp g ,
Business, Sr. Director Advertising & 
Internetmarketing
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Driving penetration in core “DACH” markets 
Continuing growth in member & payer base02

Member base in m Payer base in 000’

33% 31%

479 515  570   599   628
2.7  2.9  

3.2   3.4   3.6   

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09Q3'08 Q4'08 Q1'09 Q2'09 Q3'09

- very solid member growth
- payer growth reflects slightly longer time to convert  with continuously high 

retention rate
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New Premium Member Benefits
Strengthening active usage02

Features we shipped

Profile Attachments (Premium Only)

Email Birthday Reminders (Premium Only)

XING References (Premium Only)

Impact

>150k users of „XING-References“ within the first days

>40k files have been uploaded by Premium members within a few weeks

7

>40k files have been uploaded by Premium members within a few weeks



XING now offering fully fledged e-Recruiting services (I)
Launched XING recruiter membership02

What‘s new:What s new:
New benefits for recruiters

− Find candidates fast – get a list of top talents in under 10 seconds

− Get key profile information – directly in the search result

8a) Source: Company estimates, RW Baird estimates (2008), Monster.com research

− Improved contact management – makes it quicker and easier to contact candidates

Target Group: Headhunters, HR Professionals



XING now a fully fledged e-Recruiting service (II)
Launched Professional job advertisement on XING02

What‘s new:
Upgrading existing job-board

− Displayed / designed ads

− Fixed price offering

9
a) Source: Company estimates, RW Baird estimates (2008), Monster.com research

Fixed price offering

Target group:Long-tail, SME, Corporates & 

big corporations 



Deepening community relations02

215 regional ambassadors managing 950k 
group members

XING ambassador program

group members

> 900 ambassador events in 9M’09
with > 65k participants

NEW: Launch of „Xpert“ ambassador program

industry related expertiseindustry related expertise

Meet experts online & offline

Key element of XING value proposition

>100k events in 9M’09 +93%

XING „Events“ tool

>500k participants +74%

NEW: integrated billing & ticketing solution
for ambassadors
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XING continues to outperform competition in 
core market02

Member Base in m Member Adds Jan’09 – Sep’09 (000)Member Base in m Member Adds Jan 09 Sep 09 (000)

2

3

XING
LinkedIn

1

0
Jan‘09 March 09 June 09 September 09

11Source: XING internal data  & XING analysis



XING “Jobs” board – increasing market share
Modest growth rates despite crisis in job market02

4%

5%

XING market share ads online

€m

0%

1%

2%

3%

4%

XING now 
with 4.0% 
market 
share of all 

XING now 
with 4.0% 
market 
share of all 0%

Dec 08 Jan 09 Feb 09 Mar 09 Apr 09 May 09 Jun 09 July 09 Aug 09 Sep 09 ads soldads sold

#Ads 
Online

Job ad volume in market Revenue development job market

XING was able to increase market share from 2 to 4.0%. 

Source: anzeigenmarkt.de, own calculations 12



International business: 
member growth in Spain & Turkey continues to accelerate02

1 077  70k 48k

1.029  

1.077  

459
502

552
622

43k

50k

70k

34k

46k

+20%

949  

983  

+29%
yoy

+39%
yoy

+49%
yoy

+14%
yoy

+16%
yoy

yoy

+15%n/a

Q4'08 Q1'09 Q2'09 Q3'09

yoy

Q4'08 Q1'09 Q2'09 Q3'09Q4'08 Q1'09 Q2'09 Q3'09
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In the pipeline: “Company Profiles” – market and opportunity
“Social Yellow Pages”; part of the business graph and a €334m business 02

Yellow page ads market

Total market in Europe 2010: €7.85b 

Our opportunity to succeed

Demand side: Massive reach to p

(33% online)

Germany market size >€330m

Demand-side: Massive reach to 
decision-makers who already use XING 
to identify experts, providers, suppliers   

Supply-side: XING members already pp y y
represent >100.000 companies 

Relationships and references
from community members

Matching of providers to user’s wants

What we will launch this quarter

First version of editable company profiles

− Customizable company details 
− incl. Logo and Banner area

− Employee/Follower list

C  U d t

Source: Kelsey Report Annual Forecast (2008), Publishing market watch – Sector report 4: The European Directories market, Dec. 2004, European commission; Sal. Oppenheim estimate
14

− Company Updates



Continuing to execute our strategy02

(1) Drive penetration in core DACH markets( ) p

Objectives: Further increase activity & drive member growth
Innovation to drive value

(2) Improve offering  for recruiters & pursue new revenue opportunities

Leverage on existing 70k recruiters on XINGLeverage on existing 70k recruiters on XING
Build value adding products & features

(3) Continue international expansion

Continue to invest in active member growth
Focus on select countriesFocus on select countries
Drive organic growth
Consider acquisitions opportunistically

15



Executive Summary
Ingo Chu (CFO)03

Q3’09: Good financial results despite continued 
investment mode and one-offs investment mode and one offs 

− Revenues, EBITDA, Free Cash Flows are up

Quarterly Revenues grow to 11.7 m€

− Q3 revenues up 27% yoy
− Q3 revenues up 8% qoq

Quaterly EBITDA grows to 2.9 m€
− Q3 EBITDA up 17% qoq
− Impacted by continued investment mode and one-offs

Quarterly Free Cash Flows amount to 2.8 m€Quarterly Free Cash Flows amount to 2.8 m€
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XING Quarterly P&L
Upward trend in revenues, EBITDA and margin in Q303

Q3‘08 Q4‘08 Q1’09 Q2‘09 Q3‘09

Q3‘09 
Q3‘08

Q3‘09 
Q2‘09

Abs. in % Abs. in % Abs. in % Abs. in % Abs. in % Abs. in % Abs. in %
of rev. of rev. of rev. of rev. of rev.

[In €m]

o e o e o e o e o e

Revenues 9.2 100% 10.2 100% 10.8 100% 10.8 100% 11.7 100% +2.5 +27% +0.9 +8%

Material Costs 0.0 0% -0.0 -0% -0.0 -0% -0.0 -0% 0.0 0% 0.0 0% 0.0 0%

Personnel Exp. -1.9 -21% -2.7 -27% -3.3 -31% -3.8 -35% -4.5 -38% -2.6 +137% -0.7 +19%

Marketing Exp. -1.3 -15% -1.1 -11% -0.8 -7% -1.4 -13% -1.4 -12% -0.0 +2% -0.0 +1%

Oth. Operat. Exp. -2.2 -24% -2.9 -29% -3.3 -30% -3.2 -29% -2.9 -25% -0.7 +29% +0.3 -8%

Total -5.5 -60% -6.7 -66% -7.4 -68% -8.3 -77% -8.7 -75% -3.3 +60% -0.5 +5%

EBITDA 3 7 40% 3 5 34% 3 4 32% 2 5 23% 2 9 25% -0 8 -21% +0 4 +17%EBITDA 3.7 40% 3.5 34% 3.4 32% 2.5 23% 2.9 25% -0.8 21% +0.4 +17%

Depreciation -1.2 -13% -0.3 -3% -1.1 -10% -1.6 -15% -1.5 -12% -0.3 +24% +0.2 -11%

EBIT 2.5 28% 3.2 31% 2.3 21% 0.9 8% 1.5 13% -1.1 -42% +0.6 +69%

Financial Result 0.4 4% 0.1 1% 0.2 2% 0.0 0% 0.0 0% -0.4 -100% 0.0 0%

Taxes -1.2 -13% -0.7 -7% -0.8 4% -0.4 -4% -1.1 -9% +0.1 -8% -0.7 +175%

Net Result 1.8 20% 2.6 25% 1.7 16% 0.5 5% 0.3 3% -1.5 -83% -0.2 -40%

EBITDA Q3‘09 impacted by one-offs & continued investment modeEBITDA Q3 09 impacted by one-offs & continued investment mode

Net result impacted by xo tax provision due to tax audit of years 2003-2007
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Business Line: Subscriptions
Solid growth03

Payer base in 000’ Subscription Revenues in €000‘

81% 79% 81% 85% 86%

29% 34%

513 550
606 634 662

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09

18

As percentage of total revenue



XING “Jobs” section
Increasing number of customers and postings03

“Jobs” & “Best Offers” 
R  i  €J b ti  & t Revenue in €m

1 23
1.31

Job postings & customers

1.10

1.23

1.12

1.21

16.5

18.6

20.6

12.5

14.4

+2% vs. 
Q3‘08

3.8 3.4
2.2 1.9

3.4

Jobs“ Best Offers“Avg  Daily Active Postings visible in ‘000s Monthly

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09

19

„Jobs „Best OffersAvg. Daily Active Postings visible in 000s Monthly

# of direct B2B relationships in `000s



Advertising
Yoy decline in revenues driven by lower guarantee payment03

Page views in m Ad ti i   i  € 000’Page views in m

4%

Advertising revenue in € 000’

-38%

2020



Personnel - IFRS cost base
Personnel expenses driven by investments in growth & one offs03

Personnel expenses in €m CommentsPersonnel expenses in €m Comments

• €0.3m non recurring expenses due to 
close-down Italy4.5

(% of Revenue)

3.3 

3.8 
0.3

y

• €0.2m increase in vacation accruals

• yoy ~ 90 new employees, especially

1.9 

2.7 

4.231%

27%

35%

38% − product/engineering

− sales

− marketing/customer care
21%

27% marketing/customer care

• qoq ~ 20 new employees, especially

− product/engineering

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09
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Marketing - IFRS cost base
Continued investments in DACH and international markets03

Marketing in €m Comments

(% of Revenue)

g

1 4 1 4

• DACH: €0.9m in Q3‘09

1.3

1.1

1.4 1.4 − SEM

− Display ads

− Affiliate program

0.815%
11%

7%

13% 12% − Cooperations

I tl  €0 5  i  Q3‘09• Intl.: €0.5m in Q3‘09

− SEM Campaign

− Display Ad Campaign

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09
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Other operating expenses - IFRS cost base 
Other operating expenses decreased03

Other expenses Comments

(% of Revenue)

2 9
3.3 3.2

• Cost types include 

− External services (especially 

development freelancers)3.23.3

2.2

2.9

0.1

development freelancers)

− Legal, audit, consulting fees

− Payment processing

− Server hosting

2.9
3.23.3

2.9

2.2

2.8
24%

29%
30%

29%

• €0.1m non-recurring cost due to 
close-down Italy

25%

Server hosting

− Rent & Other Costs

' ' ' ' '

close down Italy

• yoy increase due to 
− rent
− payment

Q3'08 Q4'08 Q1'09 Q2'09 Q3'09
• qoq increase due to

− lower freelancer cost
− lower legal, audit, consulting 

expenses
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Balance Sheet
Operating assets amount to €21m03

Q3‘08 Q4‘08 Q1’09 Q2‘09 Q3‘09 Q3‘09 
Q3‘08

Q3‘09 
Q2‘09

Abs Abs Abs Abs Abs Abs Abs

[In €m]

Abs. Abs. Abs. Abs. Abs. Abs. Abs.

Assets 74.9 74.9 80.1 79.2 82.1 +7.2 +2.8

Operating assets 15.9 15.5 20.2 21.0 21.3 +5.4 +0.3

Acquisitions / International 15.6 15.9 22.3 22.0 21.7 +6.1 -0.3

TAX A/R 0.8 0.5 0.4 0.4 0.5 -0.3 +0.1

Cash 42 5 42 9 37 2 35 8 38 6 -3 9 +2 8Cash 42.5 42.9 37.2 35.8 38.6 3.9 +2.8

Liabilities 74.9 74.9 80.1 79.2 82.1 +7.2 +2.8

Equity 51.5 52.3 54.3 55.1 55.7 +4.2 +0.6Equity 51.5 52.3 54.3 55.1 55.7 +4.2 +0.6

Deferred Income 9.7 10.3 12.8 13.9 14.8 +5.1 +0.9

Liabilities 9.3 7.6 7.6 6.1 6.5 -2.7 +0.5

Tax Liabilities 4.2 4.6 5.3 4.1 5.0 +0.8 +0.9

Other 0.2 0.1 0.1 0.0 0.0 -0.2 0.0

Negative net working capital
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Cash Flow
Free cash flows increase yoy and qoq03

Q3‘08 Q4‘08 Q1’09 Q2‘09 Q3‘09 Q3‘09 Q3‘09 
[In €m]

Q3 08 Q4 08 Q1 09 Q2 09 Q3 09 Q3‘08 Q2‘09

Abs. Abs. Abs. Abs. Abs. Abs. Abs.

EBITDA 3 7 3 5 3 4 2 5 2 9 -0 8 +0 4EBITDA 3.7 3.5 3.4 2.5 2.9 0.8 +0.4

Interest/ Tax/ ESOP +0.7 +0.5 +0.3 -1.3 0.0 -0.7 +1.3

Net Working Capital -0.8 +2.3 +1.7 -0.3 +1.4 +2.2 +1.7

Operating Cashflow +3.6 +6.3 +5.4 +0.9 +4.3 +0.7 +3.4

Investment - Operating -2.0 -2.8 -2.4 -2.2 -1.5 +0.5 +0.7

Investment - Acquisitions 0.0 -0.9 -7.7 0.0 0.0 0.0 0.0

Financing excl. Share Buyback 0.0 -2.3 -1.0 -0.1 0.0 0.0 +0.1

C h l 6 0 3 2 8 2 2Free Cash Flow +1.6 +0.3 -5.7 -1.4 +2.8 +1.2 +4.2
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Outlook
Stefan Gross-Selbeck04

We continue to execute our strategy
Drive penetration in core “DACH” markets
Improve offering for recruiters – important milestones achieved
Continue international expansion in select markets

We continue to invest into our product
Creating value for users to drive activity and growth

We continue to launch new revenue streams!

1) Recruiter account1) Recruiter account

2) Professional job advertisement

3) 1st version of paid “Company Profiles” Coming Soon

26



Thank youy
for your kind attention!
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Stock Data

Shares

Share data HY’09

5,271,773

TecDax Ranking  end of Oktober

Measure RankS a es

Bloomberg

5,271,773

O1BC

EPS 9M’09 €0.42

Measure

Market Cap.

Rank

33

Turnover 33

Op. CF per Share 9M’09 €2.00

Average trading volume per day ~10,275

Analysts Coverage
Deutsche Bank, 
DZ Bank, HSBC, 
Sal. Oppenheim
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Investor Relations
Contact Details

Follow us on twitter:
Patrick Möller

Director Investor Relations

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

XING AG
Gaensemarkt 43
20354 Hamburg
GermanyGermany

Tel.: +49 (0)40 419 131-793
Email.: patrick.moeller@xing.com

W b it  htt // t i
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Website: http://corporate.xing.com



Disclaimer

This presentation was produced in November 2009 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 whatsoeverthis 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 andWhile 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,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 September 2009. 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.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 resultsCautionary 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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