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Mercedes—Benz Passenger Car
Nicholas Speeks, President & CEO of BMBS

) Mercedes-Benz

; /  The best or nothing.
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We expect economic indication to remain positive & thus continued
strong growth for both the total PV and PL in coming years

Passenger vehicle market development Premium vehicle market development

Unit in million Unit in million

CAGR 6% CAGR 9%

16.2
1.47

2013 2014E  2015E  2016E . 2020E 2013 2014E  2015E  2016E . 2020E

Source: IHS
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Positive sales momentum with two digit growth expected in 2014

MBC Sales Development (MB + smart)

Unit in thousand

Two digit
growth
/ /

@
63 =
MB CBU
smart
199 206 el MB PbP
147 @
e
2010 2011 2012 2013 2014E 2013 Aug YTD 2014 Aug YTD

Source: BMBS Internal
As of 2014 August YTD
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High growth potential of SUV segment exceeding others

MB Brand Sales Development MB Brand Sales Development by Product Segmentation
Unit in thousand Percentage
o Sedan: C/E/S-Class
wo digit . Others - Compact . Sedan . SUV  suv: GLK/ML/GL/Gs
growth Compact: A/B-Class
7

188 190 211 Aug
143 YTD

2010 2011 2012 2013 2014E 2013 2014 Aug

Source: BMBS Internal YTD
As of 2014 August YTD
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sustaining smart positive sales momentum )

smart sales development

Unit in thousand

17.5
D
—

11 11.3

3.9
1.7

2009 2010 2011 2012 2013 2013 Aug YID 2014 Aug YTD
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Source: BMBS Internal

As of 2014 August YTD
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Significant AMG sales growth in 2014 oS

AMG Sales Development

Unit in thousand

Others Compact Sedan SUV
o [l ] [] []

D
R 43%
/

1.16

T— . 43%
o |

2013 Aug YTD 2014 Aug YTD

Sedan: C/S-Class
Source: BMBS Internal SUV: ML/GL/Gs
As of 2014 August YTD Compact: A-Class

Mercedes-Benz
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3 aspects to support future success

Integrated
Sales Organization
Locally Imported

produced Mercedes-
Mercedes- Benz cars
Benz cars Sales & Dealer -
Marketing Aftersales N Trainings
Beijing Benz Mercedes-Benz
Automotive Co. China Ltd.

Beijing Mercedes-Benz Sales Service Co., Ltd.

Integrated Sales Organization Expansion Dealer Network Extension Product Portfolio

Mercedes-Benz



3 aspects to support future success

Integrated
Sales Organization
Locally Imported
produced Mercedes-
Mercedes- Benz cars

Beijing Mercedes-Benz Sales Service Co., Ltd.

Integrated Sales Organization Expansion Dealer Network Extension Product Portfolio
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Strengthened dealer relationship serves as backbone to sustainable
growth in China

China Daily, December 18, 2013 Dealer Investor Conference
The right choice for China market ‘ N July 22-23, 2013 March 24, 2014

LI ANGIANG

RS

-

International Dealer Conference Dealer Investor Conference
July 2-3, 2014 July 4, 2014

=T

culture and the use of his knowledge of world history
for communication with Chinese dealers works
perfectly"

Mr. Zhu Lingjun, president of Boshi Group

[ — 4
— mans REGUIALmem oo INVOlvementin
partnerships meetings BMBS Action Plan

Mercedes-Benz



And sustain profitable growth via longer-term measures

Best Customer Experience Best Profit & Best Sales Best Franchise

Mercedes-Benz



3 aspects to support future success

Integrated
Sales Organization
Locally Imported

produced Mercedes-
Mercedes- Benz cars
Benz cars Sales & Dealer I
Marketing Aftersales N Trainings
Beijing Benz Mercedes-Benz
Automotive Co. China Ltd.

Beijing Mercedes-Benz Sales Service Co., Ltd.

Integrated Sales Organization

Expansion Dealer Network

Extension Product Portfolio

Mercedes-Benz
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Secure sales and after-sales growth with fastest network expansion
plan ever: at least 100 outlets in at least 40 new cities in 2014

Network Development
No. of outlets

el

I No. of MB outlets @
No. of smart outlets /
B No. of AMG outlets 337
202 () Mercedes-Benz
207
166
2010 2011 2012 2013 2014 E
\\
22 35 44 48 ~60 BEANES

Note: Including aftersales-only outlets

Mercedes-Benz



With clear focus on cities in lower tiers

MB outlet coverage
No. of outlets

Tier!

262

75

337

~100

H H B

2012

2013

2014E

Tiering defined based on registration data; tier-1 > 10k cars sold p.a., tier-2 1-10Kk, tier-3-5 < 1k

MB city coverage
No. of cities with outlets

2012

2013

2014E
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3 aspects to support future success

Integrated
Sales Organization
Locally Imported
produced Mercedes-
Mercedes- Benz cars
Benz cars

Beijing Benz Mercedes-Benz
Automotive Co. China Ltd.

Beijing Mercedes-Benz Sales Service Co., Ltd.

Integrated Sales Organization Expansion Dealer Network Extension Product Portfolio
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All New C-Class LWB: Game Changer
designed in China, made in China, for China

Mercedes-Benz
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Coordinated efforts bring us on the path to success

Integrated Sales Organization Pave Way to Success

Expand Network with Quantity and Quality

Extend Product Portfolio to Address Chinese Customers

19 Mercedes-Benz






DAIMLER

Disclaimer

This document contains forward-looking statements that reflect our current views about future events. The words “anticipate,” “"assume,” “believe,”
“estimate,” "expect,” “intend,” “may,” “can,” “could,” “plan,” “project,” “should” and similarexpressions are used to identify forward-looking
statements. These statements are subject to many risks and uncertainties, including an adverse development of globaleconomic conditions, in
particulara decline of demand in our most important markets; a worsening of the sovereign-debt crisis in the Eurozone; an exacerbation of the
budgetary situationin the United States; a deterioration of our refinancing possibilities on the credit and financial markets; events of force majeure
including natural disasters, acts of terrorism, politicalunrest, industrial accidents and their effects on our sales, purchasing, production or financial
services activities; changes in currency exchange rates; a shift in consumer preference towards smaller, lower-margin vehicles; or a possible lack of
acceptance of our products or services which limits our ability to achieve prices and adequately utilize our production capacities; price increasesin
fuel or raw materials; disruption of production due to shortages of materials, labor strikes or supplier insolvencies; a decline inresale prices of used
vehicles; the effective implementation of cost-reduction and efficiency-optimization measures; the business outlook of companies inwhich we hold a
significant equity interest; the successful implementation of strategic cooperations and joint ventures; changes in laws, regulations and government
policies, particularly those relating to vehicle emissions, fuel economy and safety; the resolution of pending government investigations and the
conclusionof pending or threatened future legal proceedings; and otherrisks and uncertainties, some of which we describe under the heading “Risk
Report™ in Daimler's mostrecent Annual Report. If any of these risks and uncertainties materialize or if the assumptions underlying any of our
forward-looking statements prove to be incorrect, the actual results may be materially different from those we express or imply by such statements.
We do not intend or assume any obligation to update these forward-looking statements since they are based solely on the circumstances at the
publication date.



