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Ladies and Gentlemen, 


 


Welcome to China! I am very pleased that you have chosen to accept our 


invitation and that you are able to join us today.  


 


China is certainly on the fast track: It recently became the world's second-


largest economy.  


 


The BMW Group has been active in China for more than 15 years. China 


combines rising incomes, a very low car penetration rate and a strong 


demand for premium brands. That is why we consider this country to be 


the most dynamic market in the world for auto makers over the medium 


and long term.  


 


China's Premium vehicle segment has the highest growth potential 


worldwide: According to our forecasts, it will have a Compound Annual 


Growth Rate of 4.5% between 2009 and 2022. This means more than one 


million premium automobiles will be sold in China in the year 2022. I know, 


there are more optimistic forecasts, too. But I feel comfortable with this 


lower growth rate, which is the basis of our internal planning. 
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In the first half of 2010, premium automobiles accounted for 7% of the 


total Chinese market. Locally produced vehicles made up 95% of sales. 


Currently, German premium brands have a combined market share of no 


more than 3%. 


 


I would like to share first with you BMW Group’s current situation 


worldwide:  


 


The BMW Group benefited from the strong economic growth in China and 


other emerging markets. As of the 2nd Quarter 2010, we have left the 


global economic crisis behind us.  


 


We were able to maintain our position as the world's leading premium 


automobile manufacturer on the international car markets. We sold more 


than 919,000 units in the first eight months – an increase of 12.5% year-


on-year. 


 


In the first half of 2010, we benefited from a strong sales position and 


highly profitable business in Financial Services segment. Both had a 


positive impact on our performance in the first six months: Our EBIT rose 


sharply to euro 2,166 million.  


 


In the months of July and August, we have experienced a very dynamic 


development so far. Our sales were higher than expected. There has been 


outstanding demand for our new models, for example the BMW 5 Series 


and the BMW X1. This has led to a high-value model mix in sales. We 


further experienced lower sales incentive levels. 
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We expect our sales performance to drive our results in the third quarter. 


Should these trends continue through September, we will not see the 


magnitude of the seasonal slowdown in the 3rd quarter which we indicated 


in the Q2 conference call.  


 


Our car sales volume is set to rise by some 10 % to more than 1.4 million 


units for the full year. We also forecast a full-year EBIT margin of more 


than 5 % for the Automobiles segment.  


 


The outstanding performance of the Financial Services segment is likely 


to continue, due to attractive market conditions and the improved risk 


situation. Pre-tax earnings in the Financial Services segment are forecast 


to improve significantly. We are targeting a return on equity of over 18 %.  


 


Now let me come back to the Chinese market. What kind of opportunities 


do we see here?  


 


We saw highly dynamic growth in China in the first eight months: we 


delivered more than 106,000 BMW and MINI vehicles. This is an increase 


of 96% over the same period last year. 


 


Currently, the BMW Group is the number two premium manufacturer in 


the Chinese market. We have a 22% market share in our segment.  


 


And we have a clear target: We want to become the strongest premium 


brand in China - especially with respect to brand awareness and customer 


satisfaction. 
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How do we get there? We are following a similar strategy for China as we 


did for the United States. We will significantly increase local production 


and local sourcing. In this way, we will reap considerable profits from 


economies of scale. We will also benefit from the highly motivated and 


well-trained workforce at competitive wages as well as the establishment 


of a local suppliers’ network in China. 


 


China occupies a special position for the BMW Group. Here, for the first 


time, we launched a vehicle built exclusively for this market. In fact, the 5 


Series LWB is our very first market-specific model. Its success has proved 


us right. We plan to build more exclusive models for China in the future.  


 


China is currently our third largest market. As you can see, China is in first 


or second place when it comes to our larger vehicles. There is no other 


market where we sell as many BMW 7 Series. The same applies to the 


BMW 5 Series and X6.  


 


Chinese customers find our upscale models to be extremely appealing. 


They love big engines and big cars with lots of technical features. A car is 


an important status symbol that reflects its owner’s financial strength. 


Chinese customers are extremely brand-conscious.  


 


However, there is currently no market in China for diesel vehicles and for 


our touring models. But it does have the potential to become BMW 


Group’s largest market. 


Over the next years, we will considerably expand our vehicle portfolio in 


China. We will also build smaller models over there.  
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We are counting on the steady growth of the Chinese market. What does 


our strategy for this country look like? 


 


We are pursuing a long-term and comprehensive development strategy in 


China. We are working in all areas:  


 


 We are setting up a local R&D facility and adopting a China-specific 


strategy for electric mobility. 


 We are expanding our local and global sourcing.  


 We are considerably increasing our production capacity.  


 We are establishing BMW Financial Services China and 


 We are expanding our sales and marketing as well as after sales.  


 


The Chinese Government has set the target to become the global leader 


in e-mobility. The administration has drawn up an Automotive Industry 


Revitalization Plan (2009-2011). It stipulates that the preconditions for 


production of 500,000 New Energy Vehicles must be fulfilled by 2011. 


The NEV has yet to be clearly defined by law: but it will include energy-


saving vehicles, vehicles with alternative drive trains (non-fossil fuels), 


plug-in hybrids, fuel cell vehicles, and BEVs.   


 


By 2011, 5% of all passenger vehicles sold must be NEVs. We are pleased 


that China is a driving force behind e-mobility worldwide. 


 


We have already taken the first steps in this direction starting in 2008: We 


developed in cooperation with Tongji University in Shanghai an electric car 


based on the 5 Series Sedan LWB. This so called ECHO-project has been 
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BMW Group’s first joint research project in China. It also marks the launch 


of our e-mobility activities in China.  


 


With this project, we have supported Chinese development of a NEV. We 


clearly see that China has an excellent chance to become one of the 


largest BEV markets and the leading market for NEVs worldwide. It could 


also become a strategic base for supplying key BEV components.  


 


The BMW Group will be offering a NEV developed to a substantial degree 


in China. We will develop electronic components in our JV together with 


local Chinese partners. The build-up of a R&D Department in Shenyang 


has already started.   


 


And there are further projects around future electric mobility. In 2011, a 


test fleet of 50 MINI E cars will start in Beijing and Shenzhen. In a second 


step, there will also be a BMW Active E test fleet in China in 2011. Last but 


not least, our Megacity-Vehicle will come to China in 2014. 


 


In parallel with our capacity expansion, we will also grow our supplier base. 


We aim to extend our current network of around 100 local suppliers to 


more than 160 suppliers by 2012. For the new 3 Series, which will be built 


in China from June 2012, 174 components will be locally-produced.  


 


This is independent of the 40% local content requirement, which was 


suspended in September 2009. Local content is our starting point for 


qualifying global suppliers in China and brings them up to our quality 


standards. We now have two purchasing offices in China, one in Shenyang 
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and an International Purchasing Office in Beijing, combing the market to 


find potential suppliers.  


You saw the work in Tiexi this morning – our new factory there will go into 


operation in 2012. The structure of the Tiexi plant has evolved from that of 


our Leipzig plant, our most state-of-the-art facility.  


 


All technologies – press shop, body shop, paint shop, assembly – will be 


integrated at the plant. A supplier park will be also located on-site.  


With Tiexi, the capacity in all our Chinese plants has the potential to reach 


to 300,000 units per annum by 2013.  


 


The new plant in Tiexi will meet the same sustainability standards as our 


plant in Leipzig. We strive to comply with local limit values, to lower our 


energy and water consumption, and use fewer solvents. Similar 


environmental standards also apply at our existing plant in Shenyang/ 


Dadong.  


 


Our serious commitment to sustainability has also been acknowledged 


outside the company. We lead the Dow Jones Sustainability Index World 


for the auto industry. Recently, we were confirmed as super sector leader 


for the sixth time in a row.  


 


The plant in Tiexi forms the core of our China strategy. It provides the 


basis for further locally produced models in China.  


 


Today we have celebrated the approval of our 'licence two' by CBRC. 


BMW Financial Services China will start its own business activities in 
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China by the end of the year. So far, there has been a wholesale and retail 


financing cooperation between BMW Group and the Shenzhen 


Development Bank, which will continue.  


 


BMW Financial Services China is a Joint Venture Automotive Finance 


Company (AFC): It is a JV between the BMW AG and its Chinese joint 


venture, BMW Brilliance Automotive (BBA). It is called BMW Automotive 


Finance (China). In 2009, BMW Financial Services China financed around 


7,000 vehicles.  


 


So where do we go from here? We plan to invest in our fleet business in 


2011. The year after, we will launch our leasing activities in China. This is 


still a marginal business sector in China. Vehicle ownership in China is 


much more preferred than leasing.  


 


However, our strategy will be to expand this business over the long term.  


 


The BMW Group sees enormous potential for growth in China. We will 


continue developing the market to take advantage of its potential.  


 


I have just given you a very brief overview of our China strategy today.  


 


I would now like to hand over to Christoph Stark who will now address the 


topics of sales and marketing. 


 


Thank you for your time. 
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BMW Brilliance Automotive, 
Plant Shenyang.
Investor & Analyst Meeting.


Investor & Analyst 
Meeting


Shenyang
September 2010


Hans Kroeppelt,


Senior Vice President Manufacturing & 
Plant Director,


BMW Brilliance Automotive.
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Oct. 18 
2003


Nov. 28
2003


Mar. 27
2003


Signing of Joint Venture Contract


Sep. 10 
2005


Nov. 18 
2006


Sept. 
2008


Nov. 12
2009


Launch of 5 Series 


Launch of 3 Series


Launch of new 3 Series


Launch of new 5 Series long wheel base


5th Anniversary & 100,000th Car Roll off


Signing 2nd plant Investment Agreement with the Shenyang 
Municipal government


Investor & Analyst Meeting.
Joint Venture history and milestones.


Jul. 01 
2010


Launch of new 5 Series long wheel base


Jan. 
2010


Go live Migration from CKD production to Transplant 


Jun. 16
2010


Start of Production E90 in second production site
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Investor & Analyst Meeting.
Plant Shenyang Vehicles.


Titan Silver


Alpine White Imperial Blue


Space GreyPlatin Bronze


Black Sapphire


Moon Stone


Exterior 
Colours


Producer of three vehicles:


• Sole producer of first Generation 5 Series Sedan Long Wheelbase
in run out phase


• Producer of 3 Series 


• Sole Producer of the second Generation of 
The New BMW 5 Series Sedan Long Wheelbase
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Investor & Analyst Meeting.
Plant Shenyang Data.


• Size of used area in plant 280,000 square meters


• Production area: 200,000 square meters


• 2 Production sites (Dadong/Foresight)


• Plant Capacity in 2011: 75,000 cars per year


• 4.300 Employees 
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Plant 19.10,  Dadong


5 Series Long Wheelbase


Plant 19.88, Greenfield


X1, all new 3 Series and 


all new 3 Series Longwheelbase 


Plant 19.66, Foresight


3 Series


Investor & Analyst Meeting.
The two locations in Shenyang 
& new plant Greenfield.
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BMW Brilliance 


Assembly


JV


Office


Logistics


18,040m2


3 Series  Assembly


22km far from Dadong 


Plant


Investor & Analyst Meeting.
Layout Plant Dadong & Foresight.
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Investor & Analyst Meeting.
Plant Layout Assembly 3 Series (Foresight).


Assembly 


Buildings


Logistics


Buildings


3


2 58


5
7


Training


Launch Logistics
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Investor & Analyst Meeting.
Production Volume Development.


Production Volume 2003 - 2011.


Yearly Volume in units
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Investor & Analyst Meeting.
Shift Model.
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Investor & Analyst Meeting
Technology Overview.


Logistics:
~ 30,000 m2
~ 800 Production associates 


Body Shop (3 and 5 Series)
~ 70,000 m2 (incl. logistics operation)
~ 1000 Production associates 
- F18 Body Shop on latest BMW standard 


Paint Shop
~ 50,000m2
~ 500 Production Associates


Assembly (Dadong & Foresight)
~ 50,000m2 
~ 1400 Production Associates
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Investor & Analyst Meeting
Customer Oriented Sales and Production 
Process was implemented beginning 2010.


Previous  
process


0
6-
21


1. Volume fixed
2. Model (Engine) fixed
3. Options fixed


• Aluminum wheels
• Steering wheel
• Interior trim


65110


1. Volume fixed
2. Model (Engine) fixed


3. Options fixed
• Aluminum wheels
• Steering wheel
• Interior trim


Actual
process 
(flexible)


Time


• Improved Customer Orientation (faster response to market demand)
• Reduction of VDC Stock  (potential savings)
• Better Competitiveness due to Flexible Options
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Investor & Analyst Meeting
Local Supplier.


Hubei


Liaoning


Henan


Anhui


Jiangsu


Zhejiang
JiangxiHunan


Guangxi


Guizhou


Yunan


Sichuan


Gansu
Qinghai


Ningxia


Inner Mongolia


Xinjiang


Tibet


Hebei


Shaanxi


Heilongjiang


Shandong


Guangdong


Jilin


Shanxi


Beijing


Fujian


Changchun


Shenyang


Dalian


Qingdao


Beijing


Shanghai


Hubei&Hunan
Shenzhen


Over 160 suppliers in China by 2012.
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•Plant has around 4,300 employees (BBA 2,920; Flexible 1,380).


•The average age of the highly motivated and skilled associates is 
around 27 years old.


• Over 69.8% of all employees have at least a college degree.


Investor & Analyst Meeting.
Human Resource. Headcount structure.


Well Educated


University: 14.7%


Master: 5.4%


Below


College:27.4%


Others: 2.8% College: 44.3%


Doctor: 0.2%


Permanent: 68%


Flexible: 32%


Flexible
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Investor & Analyst Meeting.
Long Term Targets & new Products for Plant 
Shenyang/Dadong.


• Continue to produce World Class Quality 


• Continuous Capacity Increases at Plant Dadong/Foresight and new plant in Tiexi 
up to 300,000 units/year (depending on the marked demand)


• Continue Sustainable Efficiency Increase (average 10-12 %/a)


• Continue Environmental Sustainability 
• Energy was reduced by ~40% 2008-today
• VOC was reduced by ~20% 2008-today
• Water Consumption was reduced by ~60% 2008-today
• Process Waste Water was reduced by ~30% 2008-today
• Waste for Disposal was reduced by 70% 2008-today


• Production of New Energy Vehicle together with our Partner Brilliance, in keeping 
with the priorities of the Chinese Government (10 year development plan for Fuel 
Efficiency and New Energy Vehicles)


• Continue with sustainable Corporate Social Contribution Activities for 
Chinese/Shenyang Society


• Educational Support; e.g.: BMW China Excellent University Students Award or 
BMW China Children’s traffic Safety education 


• Environmental Protection, e.g.: Environmental Sustainability in Production or 
Earthquake-hit area Environmental Protection Programs integrated into other events (e.g. eco-bag)


• Cultural Promotion, e.g.: BMW China Culture Journey or BMW China Culture Night
• Corporate Governance, e.g.: ASR projects or Employees care and development







BMW_IR_CMD2010-China_Presentation_Eichiner_Beijing_2010-09-16.pdf


Capital Markets
Day China,
Dr. Friedrich 
Eichiner,
Sept 16th, 2010
Page 1


Dr. Friedrich Eichiner
CFO BMW AG


Capital Markets Day China.
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Challenging China.
BMW Group’s China strategy focuses on 
dynamic and profitable growth.


宝马
BMW = Bǎo Mǎ “precious horse”


Attractive growth prospects: 


rising per capita income and growing upper 


middle class


+


China’s premium segment has highest 


CAGR worldwide of 4.5% (2009-2022)
+
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Capital Markets Day.
Agenda.


1. Current situation of BMW Group


2. China as growth market


3. Next steps and strategic planning
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BMW Group earnings in first half of 2010.
Sales up to/incl. August 2010.


BMW Group as the world’s leading premium car manufacturer: 


919,258 units sold (+12.5% yoy) 1-8 2010


Significant improvement in profitability thanks to 


Strategy Number ONE:


 EBIT margin in Automobiles Segment: 6.6% in HY1 2010


 RoE in Financial Services Segment: 18%


Forecast for 2010: 


 Sales volume of > 1.4 million vehicles, >+10% yoy


 EBIT margin in Automobiles segment: > 5%


 RoE in Financial Services segment: >18%


 Substantial improvement in results compared to previous year
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Capital Markets Day.
Agenda.


1. Current situation of BMW Group


2. China as growth market


3. Next steps and strategic planning
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Total 2,147 4,132 6,677 18,677 15,790 24,025 36,357 51,588 65,822   90,536


Production follows the market. 
Historical sales trends for BMW and MINI. 


2000 2001 2002 2003 2004 2005 20082006 2007 20091994


20


40


100


Established NSC


1994
Set up 


BMW Rep
office  


„000 units


60


80


120


Per August 2010: 


106,447 units (incl. MINI: 6,321)


Segment share: 22% 


2010


2003-2004
Start of JV produced BMW


vehicles sold in China


2009
2nd plant signing ceremony 
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3


2008


5


China – BMW Group’s third-largest market. 
Further growth opportunities.


Chinese sales of BMW Group automobiles 


in BMW Group retail ranking


Up to/incl. 
Q2/2010 


2004


…


11


Already:


Model Market


7 Series


X6


5 Series


X5


X3


Largest


Largest


Largest


2nd-largest


2nd-largest
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Capital Markets Day.
Agenda.


1. Current situation of BMW Group


2. China as growth market


3. Next steps and strategic planning
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Long-term strategy for China.
Growth along the value chain.


R&D
Local &
global


sourcing
Production


Sales &
Marketing


Aftersales


Investments in all areas to build up Chinese market


Strategic concept already applied in the US – successful build-up of the market
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EfficientDynamics technology and e-mobility in China.
Compliance with future fuel economy regulations 
(2012-15).


2011: MINI E and BMW Active E come to China.


2014 onwards: Megacity Vehicle will be introduced to the public.


E-mobility roadmap for China
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 Actual supplier network of 100 suppliers to be enlarged significantly 


by 2012.


 Achieve constant level of quality.


Local and global sourcing in China.
Qualify future Global sourcing suppliers 
through local content.


Further localisation of components for BMW vehicles produced 


in China.
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New plant in Tiexi based on BMW plant in Leipzig.
Sustainable production for long-term growth.
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 License II approval received from the CBRC


 BMW Finance Automotive China (JV of BMW AG and BBA) will start 


independent operations by end of 2010.


 2011: Investments in fleet offering


 2012: Start of leasing operations


Developing BMW Financial Services China.
Further growth in financing, leasing and 
insurance business.


Majority of vehicles are still bought without financing or leasing.


Strong Expansion of BMW Financial Services China
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BMW Group in China.
Summary.


Long-term growth potential for premium brands


Further  expansion of BMW China in order 


to participate in market growth:


Build-up of R&D Department


Expansion of local and global sourcing


Construction of new plant in Shenyang-Tiexi


with a capacity of >100,000 u/a.


Start of independent BMW Financial Services 


operations in China by end of 2010


Preparations for a quickly developing Chinese market


Existing Growth potential to become largest market 


worldwide for BMW Group
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Thank you for your attention.
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BMW China.
Dealer Development. 
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China auto market overview. 
Both total Passenger Vehicle (PV) market and plus segment 
have been growing quickly over the past years, but the plus 
segment has grown faster. 


Source: Registration data


 Plus segment has been growing faster than the total market since 2006. However, it was slower than total 
market growth in 2009 because of the government auto stimulus package mainly supporting small 
displacement vehicles.


 Nevertheless, the plus segment grew faster again in 2010 when the economy recovered.


Total market: 
‘000 units


Plus segment
’000 units


Total PV Market Growth 26.2% 29.1% 24.8% 11.5% 53.9% 35.3%


Plus Segment Growth 20.7% 46.8% 44.2% 30.2% 29.5% 88.2%


Share of Plus Seg. 3.7% 4.2% 4.9% 5.7% 4.8% 6.6%


2 ,993   


3 ,864   


4 ,825   
5 ,382   


8 ,284   


9 ,660   


111


163


235


306


396


635


0 


100 
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500 
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700 


800 


0


2,000


4,000


6,000


8,000


10,000


12,000


2005 2006 2007 2008 2009 2010 FC


Total PV Market*


BMW Plus Segment (Excl. MINI)


YTD August
sales  data


* The total vehicle market including commercial vehicle is forecasted to be 15.6 mil in 2010 by J.D. Power.
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?


23.595
35.300


49.388
62.688


86.168


100.008
55


68


90


111


150


2005 2006 2007 2008 2009 YTD Aug. 2010


BMW dealer network overview.
BMW sales and outlets have grown continuously and sales 
per 4S has remained at an optimal level.


 BMW has had a robust sales growth in China driven by a steady dealer network 


development. Sales per 4S also has kept at an optimized level.


* 4S dealership refers to sale, spare parts, service & survey.


** Outlets refer to 4S, Showroom, Service Center, Used Car Center, Service Only Outlet, etc.


~ 200 by end of 2010


Retail (units)


Sales per 4S*


Number of outlets**


562
630


716 712
763


Dec. 


Sep. 


5,000


10,000







BMW Group
Investor Relations
Capital Markets Day
China 2010
Dealer Development
Dr. Kirchert
September 17, 2010
Page 4


China urbanization forecast by 2025


Highly-developed areas Less-developed areas


*Source: McKinsey 


• Huge number of cities in China: 350 prefecture level cities and 100 county level cities


• City development level is quite different.


• 350 million people will be added to China’s urban population by 2025 (more than the 


population of today’s United States)*. 


Network development. 
China city development and urbanization lead to continuous 
market potential.


China city brief introduction


The scale of China’s city and tendency of city urbanization promises a 


substantial market.


Beijing           


16.5 million Tianjin           


11.5 million


Chengdu         


13 million Chongqing          


36 million


Shanghai 


18.5 million


Shenzhen         


12 million    


Guangzhou        


10 million    


cities 


population 1-5 million


cities 


population >10 million


cities 


population 5-10 million
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Network development.
Network will expand at a fast pace with more penetration into 
tier 4 & 5. 


Tier 1


100%


Tier 2 


100%


Tier 3


96.2%


Tier 4


52.0%


Tier 5


4.1%


• From 2010 onwards, dealer network will 


be expanded at a faster pace.


• 30 to 40 outlets will be built up each year 


in the coming future. 


• By 2015, BMW outlets will fully cover tier 


3 and 4 cites. Penetration into tier 5 cities 


will also be increased.


BMW Network coverage by August 2010


• Network development strategy varies in 


city tiers due to different characteristics.


• More outlet types will also be developed 


with different focuses on sales, after-


sales and used car to meet customer 


demands and to improve customer 


satisfaction.



http://image.baidu.com/i?ct=503316480&z=0&tn=baiduimagedetail&word=BMW+CRM&in=27405&cl=2&cm=1&sc=0&lm=-1&pn=34&rn=1&di=1853576820&ln=344&fr=&ic=0&s=0&se=1
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Network development.
BMW has built up a world class premium standard network in 
China to become No. 1 in customer satisfaction.


Top standards for retail facilities


Facade


Showroom
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Network development.
BMW has built up a world class premium standard network in 
China to become No. 1 in customer satisfaction.


Customer-orientated facilities


Rest 


lounge


Entertainment 


area
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Network development.
BMW has built up a world class premium standard network in 
China to become No. 1 in customer satisfaction.


Efficient workshop







BMW Group
Investor Relations
Capital Markets Day
China 2010
Dealer Development
Dr. Kirchert
September 17, 2010
Page 9


Network investment – Facility. 


By 2010, the cumulated dealer network investment will reach 


~1,600 million Euro; the additional investment in the coming 


2 to 3 years is expected to reach over 1 billion Euro. 


0


500


1,000


1,500


2,000


2,500


3,000


2003 - 2009 2010 2011-2013


400


1,200


Dealer network investmentUnits: in Euro million


>1,000
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11.140


2009 2010 2011 2012 2013 2014 2015


Staff in dealership


Network investment - Employees


With sales growth and network development, more 


employees have joined BMW. Continuous increase expected 


to keep up with network expansion.


Sales growth and market potential require a substantial growth in staff at 


dealerships in order to provide a premium service to BMW customers.


≈ 15,000


Persons
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China Mainland:


• 2 Training centres


• 4 Training Bases


• 20 Technical Units


• Beijing Training Center: no extension possibility 


• Shanghai Training Center: Self-built, with extension possibility


• Training Bases: Cooperation with Vocational Schools


Network investment – Training.


To meet the training needs from the network, 2 training 


centers & 4 training bases have been set up in China.
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27.700


42.127


90.928


2008 2009 2010


Technical Training Man Day Non Technical Training Man Day Total


TMDs development 2008 to 2010


+227%


Network investment - Training.


The need for Training Man Days (TMDs) has shown rapid 


growth since 2008.
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Network investment – Regional Distribution Centers (RDCs).


To increase customer satisfaction, 3 parts RDCs have been 


established in China.


BJ


SH


FS


Start: 12/2006


Size: 


10.062 m²


Stock:


17.000 Part 


Numbers


Start: 09/2007


Size::


11.000 m²


Stock:


13.500 Part 


Numbers


Start: 07/2008


Size: 


12.000 


m²


Stock:


12.300 Part 


Numbers


Delivery set-up


• RDC Beijing supplies North and 
Western China Dealers.


• RDC Shanghai supplies Central 
China Dealers.


• RDC Foshan supplies South 
China Dealers.


• RDCs in China are replenished by 
CDC DGF.


• Locally produced parts are 
replenished by Shenyang plant or 
local suppliers to RDC Beijing.


SY


DGF


Local


Suppliers



http://www.google.cn/imgres?imgurl=http://pic.nipic.com/2007-11-02/2007112154023759_2.jpg&imgrefurl=http://www.nipic.com/show/3/81/4e6ac1da1d133d9f.html&h=683&w=1000&sz=19&tbnid=YtBcHx1ij-StSM:&tbnh=102&tbnw=149&prev=/images?q=%E5%BE%B7%E5%9B%BD%E5%9B%BD%E6%97%97%E5%9B%BE%E7%89%87&hl=zh-CN&usg=__4we6K0sOXvyChydS9QgwVtcbcVo=&ei=xriUS5i-EcGTkAWStbnyDA&sa=X&oi=image_result&resnum=1&ct=image&ved=0CAYQ9QEwAA





BMW Group
Investor Relations
Capital Markets Day
China 2010
Dealer Development
Dr. Kirchert
September 17, 2010
Page 14


Below 20


20～24


25～29


30～34


35～39


40～44


45～49


50～54


Above 55


Customer Age


0.3


3.5


14.9


22.9


17.7


20.3


11.2


5.8


3.3


0 10 20 30 40%


Male


Female


Customer Gender


69.3


30.7


0 50 100%


Educational Background


5.1


7.6


19.4


22.3


34.3


11.3


0 10 20 30 40%


Customer Occupation


7.0


2.6


3.6


20.0


0.8


4.5


4.8


1.6


0.9


1.4


0.0


17.4


23.0


0.1


6.1


2.4


0.6


3.3


0 10 20 30%


Finance and insurance


Tourism/ Restaurant/Hotel 


Education/Scientific research 


Manufacturing/packaging 


Entertainment/Arts/Sports 


Government/Organization/Social Community 


Professional /Social service 


Medical/Health care


Media/Publishing/Printing 


Agriculture and sideline 


Leasing 


Real estate/Construction/Decoration 


Business and trade 


Army 


IT 


Traffic and transportation


Post and telecommunications


Energy/Mining production and supply 


Primary school or below


Middle school


Senior school


College


University


Master’s degree or above


BMW Customer Characteristics. *
Customer Profile. 


* Sample size 1394. Sample customers owned car for less than 3 years.


Average 


age: 37.35
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Systematic 


Prospecting


Welcome/Contact/


Establishment of 


Relationship


Detection of needs & 


buying motives


Product 


Presentation


Explanation of 


product benefits


Demo drive
Invalidate 


objections


Sales negotiation


Close the deal


Delivery


Customer care


Repurchase


1
2


3


4


5
67


8


9


10


11


12


Enquiry & 


analysis


Presentation and 


consultation


Keeping promotion & 


selling


Care and 


Preparation


Create good 


first impression


Raise desireGain 


commitment


Maintain 


loyalty


Self-Discipline


Customer orientated sales process.
A dedicated sales process to drive sales and improve 
customer satisfaction.
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Workshop lead-time


Waiting time at car drop-off 
and pick-up


Competence of 
Service Advisor / 
Sales Consultant


Transparency of 
work and cost


Efficient customer care 
& complaint handling


Quality of work 
performed


Test Drive Experiences


Higher employee 
retention rate at dealers


Product Quality


BMW owners activities by dealer


Customer Orientation.
Fully dedicated to customer satisfaction. 
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MINI network overview
By August 2010 there were 37 MINI showrooms in China and 
most are present in the highly developed cities alongside 
China‘s east coast.


Dalian


Qingdao


Beijing


Nanjing


Shanghai
Hangzhou


Wenzhou


Fuzhou


Xiamen


Xi’an


Guangzhou


Shenzhen


Tianjin


Suzhou


Ningbo
Taizhou


Wuhan


Dongguan


Chengdu


Chongqing


Wuxi


Yiwu


Quanzhou


Changsha


Zhuhai


Taiyuan


Haikou


Tangshan


Changzhou


Harbin


Shenyang


Kunming


Foshan


Shaoxing







BMW Group


Investor Relations


Capital Markets Day


China 2010


Dealer Development


Dr. Kirchert


September 17, 2010


Page 18


MINI network development
Market growth demands MINI network progress.


• The China market potential demands 


MINI network develops at a faster 


speed.


• The 1st 4S dealership will be opened 


this year, and more 4S will be built up 


in tier 1 & 2 cities in the coming 


years.


• MINI outlet is expected to fully cover 


tier 2 and 3 cities by the end of 2015.


• To achieve customer satisfaction, 


service network will penetrate into 


tier 4 and 5 cities.






