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BMW DEALER NETWORK OVERVIEW.
TO CAPTURE THE BIG MARKET OPPORTUNITY, BMW 
OUTLETS HAVE BEEN DEVELOPING WITH FAST SPEED.
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BMW DEALER NETWORK OVERVIEW.
210 BMW DEALER OUTLETS WERE IN OPERATION BY 
THE END OF 2010.
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BMW DEALER NETWORK OVERVIEW.
HAVING HUGE POTENTIAL FOR PLUS SEGMENT, THE 4& 
5TH TIER CITIES BRING BIG OPPORTUNITIES TO BMW.


Source: BMW internal analysis


– Plus Segment (Incl. MINI) will keep strong 


growth


417


707


2009 2010 2011FC


Plus Segment Development
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– 4th & 5th tier cities make significant 


contribution to the total market


Tier 1, 29%


Tier 2&3, 
49%


Tier 4&5, 
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2010 Plus Segment Distribution
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Source: Sales figures







City Tier Network Development Principles


Tier 1


(5 cities)


• 4S, Showroom, Service Center, Used Car Center, etc.


Tier 2


(18 cities)


• Follower to Tier 1. 


• 4S, Showroom, Service Center, Used Car Center, etc.


Tier 3


(26 cities)


• 4S & limited number of Showrooms


• Service Center and Used Car Center start to be built from 


2013 or 2014 onwards


Tier 4


(75 cities)


• Fully covered by 2015


• 4S & small amount of Service Only Outlet 


Tier 5


(344 cities)


• Service Only Outlet 


• 4S and upgrade of SOOs into 4S from 2012 onwards
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NETWORK DEVELOPMENT STRATEGY.


Beijing


Urumqi


Shanghai


Harbin Xiamen


Jilin
Guiyang
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Zhangjiakou Hai’ning Ganzhou


QingdaoChongqingWenzhou


To enable fast network development in all tier cities, BMW designs principles for 


each city tier based on the economic level and characteristics.
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NETWORK DEVELOPMENT STRATEGY.
BMW HAS ACHIEVED STRONG NETWORK COVERAGE IN 
ALL TIER CITIES.


Outlet  Status BMW vs. Competitors (by Dec 31st, 2010)


Dealer network has been developing at a fast pace with more outlets built up.


City coverage in tier 3, 4 & 5 has increased significantly and penetration into lower 


tier cities will be further strengthened.


BMW Retail Network in China, D.Kirchert, May 17th 2011
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DEALERSHIP INVESTOR OVERVIEW.


To ensure strong partnership with investors, following principles are applied for 


partner selection:


Objective and transparent selection criteria


• Strong financial capability


• Profound auto experience


• Availability of land in good location


• Professional management team


• Strong local influence


Performance-oriented, with much emphasis 


on customer orientation. 


Diverse mix of partners.


Leverage strong partner groups to enhance the 


competence of the whole network.
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EMPOWER DEALER EMPLOYEES.
BMW MADE HUGE INVESTMENT IN HUMAN RESOURCES TO 
STRONGLY SUPPORT THE FAST NETWORK EXPANSION.
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• BMW Training Centers


• BMW Training  Bases


BMW Training Facilities StatusBMW Dealer Staff Development
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MINI NETWORK DEVELOPMENT.
MINI HAS STARTED TO BUILD UP INDEPENDENT 
RETAIL NETWORK. 
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The 1st 4S dealership was opened in Shanghai in October 2010


• Covering an area of 10,000 m²with 1,000 m²showroom and 1,900 m²workshop


• 9 New Car and 3 Used Car display in showroom


• 22 work bays







Page 10


USED CAR STRATEGY.
BMW IS READY TO SEIZE THE GROWTH OPPORTUNITIES 
IN THE CHINESE USED CAR MARKET.


The first independent BMW Used Car Center (UCC) was opened in Shenzhen in 
March 2011. BMW is also the first one in Plus Segment to implement UCC in China 


More Used Car Centres will be established to drive BMW dealer network to exploit 
the premium used car potential  


BMW Retail Network in China, D.Kirchert, May 17th 2011
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AFTERSALES STRATEGY.
EFFICIENCY, TRANSPARENCY AND CARE ARE THREE 
KEY PILLARS FOR CUSTOMER SATISFACTION.


Customer Service Experience


Maintaining Joy


Efficiency


• Fast Lane Service


• Body & Paint Quick Repair


• Appointment Booking


• Parts Availability & Supply 


• Service Network Coverage
• 1-hour oil service*


Quality in Service: People


Transparency


• Service & Repair Package


• Condition Base Service 


• Workshop Visibility


• Aftersales Service Day
• E-Workshop*


Care


• Roadside Assistance


• Customer Care Hotline


• Mobile Service
• Accident Hotline*


* New Service Process in 2011
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Page 12


AFTERSALES STRATEGY.
AFTERSALES JOY CAMPAIGN WAS KICKED OFF EARLY 
2011.


BMW Retail Network in China, D.Kirchert, May 17th 2011







1: Sales
2: Service
3: Spare parts
4: Survey
5: Sustainability
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SUSTAINABILITY.
5S DEALERSHIP CONCEPT IS THE RETAIL CHANNEL 
STRATEGY TOWARDS SUSTAINABILITY.


Product Plant Retail Channel


– Efficient Dynamics – BMW Brilliance plant 


phase II


– 5S Dealership*


* The first 5S dealership will start operation in 2011. 


BMW Retail Network in China, D.Kirchert, May 17th 2011
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BEIJING MARKET STATUS.
THE NEW POLICY NOT ONLY POSES CHALLENGES BUT 
ALSO BRINGS OPPORTUNITIES. 


Total PC Market 


and Plus Segment 


2011YTD


Ratio of Plus 


Segment


Implication for 


BMW


The outlook for Plus Segment is still quite positive


Trade-in program has been established to maximize


sales opportunities in Beijing.


 Other 1st tier cities might also start limitation, but probably 


with a different approach than Beijing


New Registration 


Policy in Beijing
New car licenses: 20,000 units/month


Beijing new registration policy poses challenges to the passenger 


vehicle sales


But the new policy also brings opportunities to the Plus Segment 


since customers now tend to go for premium cars and the ratio of Plus


Segment in the total passenger vehicle market is increasing


BMW Retail Network in China, D.Kirchert, May 17th 2011
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BEIJING MARKET STATUS.
TRADE-IN WILL BECOME AN IMPORTANT CHANNEL FOR 
BEIJING MARKET CONQUEST.


BMW Retail Network in China, D.Kirchert, May 17th 2011
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THANKS FOR YOUR ATTENTION.


BMW Retail Network in China, D.Kirchert, May 17th 2011
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100% owned


Beijing Baozehang
( one of the biggest BMW 4S center in China)


Sailing Group


Total investment: RMB 600 million


Land purchase：25000 sq meters RMB 300 million
In house area：59000 sq meters RMB 200 million
Working capital: inc. stock cars RMB 100 million


Beijing Baozehang
Investment
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Beijing Baozehang was designed and constructed under the BMW 
standard. 


It is one of the biggest BMW 4S dealer in China and the 10th BMW 
dealership of Sailing Group in China.


Beijing Baozehang
Investment
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Superior geographical location


Beijing Baozehang is located at the South West side of Beijing 
City and just nearby the 3rd Ring Road, that means at the prime 
urban area of the capital of China


Nearby Second Beijing Airport
Near to the express way to the proposed new second Beijing 
airport, about 25 minutes drive.


At the center of Lize Bussiness District
Lize area is under the construction to be the financial area of 
Beijing with 400 million M2 in area and RMB 65 billion total 
investment. We are located in the center of the area. There will 
be lots top ranking financial institutes around us.


Beijing Baozehang
Location
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Grand Opening Ceremony at Nov 28, 2009
Highlights of the opening ceremony


Beijing Baozehang
Grand Opening


Vice Mayor of Beijing Municipality and 
other VIPs were sharing the happy 
moment with the Chairman of the 
group. 


BMW officer grant authorization 
plate to the GM of Beijing 
Baozehang
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New car showroom:         2,000 M2 (17 units on show)
Used car showroom: 700 M2 (10 units on show)


Beijing Baozehang
Showroom Information
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Baozehang is one of the three M authorized dealers in north region.
Sales volume: 110 unit   (6 months period)
Independent & dedicated sales and marketing team to develop M 
business


Beijing Baozehang
Showroom M center
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Service area: 4,800 M2 (in use)
Service reception area: 400 M2


Number of workbay: 50
Pre-check workbay: 4 


Currently, we can serve up to 150 customers per day and have 6,000 M2


reserved area for future development.


Beijing Baozehang
Workshop Information
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Total area: 400 M2


Customer waiting lounge is providing snacks and drinks, as well as
a high-end cinema room.


VIP area is serving red wine and cigar.


Beijing Baozehang
Prime customer waiting area
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Total:3000 


Total:  10958 


Beijing Baozehang
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We planned to setup a 3,000 M2 BMW Club area and BMW Culture
Corner in the 3rd floor of our building for enhancing the BMW brand
image to Beijing customers.


Beijing Baozehang
Strong OEM
Dealer Partnership – BMW Culture Corner
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Introduction


Sailing Group was established in 1994. Being the pioneer in China
automobile business, the group has developed to be a group owning
more than 30 automobile dealerships over the country and its
business also covers parts logistics and automobile logistics. The


total turnover will be over RMB 10 billion in 2010.


Beijing Baozehang
Sailing Group Profile
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Photo of our dealerships


Beijing, Wuhan, Changsha, Nanchang, Yichang, Chenzhou, Guangzhou, 
Zhuhai, Baotou and Huhhot.


Beijing Baozehang
Sailing Group Profile
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Up to the end of
November 2009, Sailing
Group has invested over
RMB 1.5 billion in 10
authorized dealers over
the country.


Beijing Baozehang
Sailing Group Profile
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Thank you for your attention.
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BMW GROUP IN CHINA
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INVESTOR PRESENTATION. 
AGENDA.


Looking back: Strong Economic Growth in China.


The BMW Group Model.


A Promising Future.
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OVERVIEW CHINA MACRO ECONOMY. 
CHINA HAS BEEN ENJOYING STRONG GROWTH OVER 
THE PAST 20 YEARS. 
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OVERVIEW CHINA MACRO ECONOMY.
CHINA RESPONDED TO THE CRISIS WITH BIG STIMULUS 
PACKAGES FINANCED BY THE TRADE SURPLUS. 
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AUTO MARKET DEVELOPMENT. 
TOTAL PV MARKET HAS BEEN DEVELOPING QUICKLY 
WITH AN EVEN FASTER PLUS SEGMENT GROWTH. 
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Source: Sales data
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BMW GROUP RETAIL DEVELOPMENT.
SUCCESSFUL DEVELOPMENT FOR BMW & MINI. BOTH 
BRANDS GREW FASTER THAN THE PREMIUM MARKET. 
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BMW GROUP RETAIL DEVELOPMENT. 
CHINA HAS BECOME BMW GROUP’S THIRD-LARGEST 
MARKET AND THE LARGEST MARKET FOR KEY MODELS.
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2011 YTD MARKET STATUS.
BMW GROUP WAS OUT-GROWING A FAST GROWING 
PLUS SEGMENT IN THE BEGINNING OF 2011.
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INVESTOR PRESENTATION. 
AGENDA.


Looking back: Strong Economic Growth in China.


The BMW Group Model.


A Promising Future.
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OUR SUCCESS FACTORS. 
HOW DID WE MAKE IT? 


BRAND BUILDING 


PARTNERS   PEOPLE


PRODUCTS


CUSTOMER ORIENTATION
& LOCALIZATION
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OUR BRANDS: THE MOST CHERISHED TREASURE.
WE MAKE EVERY EFFORT TO STRENGTHEN OUR 
POSITION AS THE MOST SUCCESSFUL PREMIUM 
BRAND.
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OUR BRANDS: BMW.
BMW IS THE LEADING BRAND IN THE AMS CHINA BEST 
CARS 2011 SURVEY (18,000 PARTICIPANTS).


13 Criteria
1. Well Made 


2. Very Reliable Car 


3. High Safety Standards 


4. Advanced Technology


5. Environmentally Friendly Cars


6. Good Customer Service


7. Good Value For Money 


8. High Re-sale Value


9. Good Looks/styling


10. Makes Sporty Cars


11. Successful In Racing 


12. Has Good Advertising


13. Overall, I Like This Brand


Rank of category 13: Overall, I like this brand


BMW is NO.1 in 4 main categories out of 13.
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17.3


16.3


Source: AMS China 
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JOY IS BMW.
THE JOY SPIRIT HAS BEEN SUCCESSFULLY
TRANSLATED INTO CHINESE LANGUAGE AND CULTURE.


JOY



http://www.google.de/imgres?imgurl=http://tobias-knarr.de/Erdkugel.gif&imgrefurl=http://tobias-knarr.de/&usg=__vbX8CtZeyJtUqIQRDS9ZA2EQaGk=&h=500&w=500&sz=8&hl=de&start=97&zoom=1&itbs=1&tbnid=YDKSCo17Jatb6M:&tbnh=130&tbnw=130&prev=/search?q=erdkugel&start=84&hl=de&safe=active&sa=N&gbv=2&ndsp=21&biw=1659&bih=904&tbm=isch&ei=GgS4TZK1B8GEswabqbDrAw
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BRAND CAMPAIGN IN 2010.
THE CHINESE MEDIA HIGHLY APPRECIATED THE JOY 
CAMPAIGN.


The introduction of this concept has gained BMW an upper 


hand in branding over competitors.


The use of Chinese cultural elements and wisdom helped 


portray an international face of a top brand.


The JOY campaign has elevated the substance of BMW 


brand and also fulfilled in-depth communication with 


Chinese customers with tribute to Chinese culture.
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MULTI-TIER PRODUCT LINE.
MOST BMW GROUP PRODUCTS ARE ALREADY OFFERED 
IN CHINA TO MEET THE HUGE LOCAL DEMAND.


Local 


Production
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MULTI-TIER PRODUCT LINE.
LOCALIZED PRODUCTS GENERATE ADDITIONAL 
OPPORTUNITIES.


All new BMW 5 Series LWB (locally produced)


7 Series LWB China 60 Years Edition (imported) 
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MULTI-TIER PRODUCT LINE.
ALSO WORLDWIDE SPECIAL EDITIONS ARE WELL 
PERCEIVED IN CHINA.


7 Series Steinway & Sons Limited Edition


M3 Tiger Edition: All cars sold out even before official launch!
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COMMITTED PARTNERS.
FAST DEVELOPMENT OF DEALER NETWORK NOT ONLY 
IN QUANTITY BUT ALSO IN TERMS OF QUALITY.
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INVESTMENT IN PEOPLE. DEALER NETWORK TRAINING. 
INVEST IN OUR PEOPLE ALSO IN THE STAFF OF DEALER-
SHIP TO ACHIEVE HIGHER CUSTOMER SATISFACTION.
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CUSTOMER ORIENTATION.
BMW GROUP IS FULLY DEDICATED TO CUSTOMER 
SATISFACTION.
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INVESTOR PRESENTATION. 
AGENDA.


Looking back: Strong Economic Growth in China.


The BMW Group Model.


A Promising Future.
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CHINA’S ECONOMIC DEVELOPMENT. 
THE 12TH FIVE-YEAR PLAN (2011 – 2015) AIMS AT A 
MORE MODERATE GROWTH PATH.


1990 2000 20152010


(Ø GDP growth = 10.4%) (Ø GDP growth (Target) = 7%)


Economic growth 
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investment driven to 


consumption driven


Income 
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environment 
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GDP DEVELOPMENT DRIVERS. 
URBANIZATION AND GROWING MIDDLE CLASS WILL 
GENERATE TREMENDOUS DEMAND FOR MOBILITY.


Urbanization ratio


Low class              Middle class Upper class


Income distribution


Source: State Information Center, McKinsey research 
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ENORMOUS AND EVER GROWING CUSTOMER BASE. 
TIER 3-5 CITIES PROVIDE HUGE POTENTIAL FOR PLUS 
SEGMENT.
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GROWING PURCHASING POWER. 
DRIVEN BY THE OVERALL ECONOMIC DEVELOPMENT, 
THE NUMBER OF HIGH INCOME HOUSEHOLDS WILL  
CONTINUE TO GROW FAST. 
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Source: State Information Center
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BEIJING REGISTRATION LIMIT POLICY. 
THE POLICY IMPACTS THE TOTAL MARKET, BUT ALSO 
BRINGS OPPORTUNITIES TO BMW AND PLUS SEGMENT. 


-63%


2011 YTD Mar


55,553


2010 YTD Mar


149,278
• Beijing PC market decreased by 63%  YTD 


March. Pull forward effects to be considered.


• BMW has a strong track record in confined 


market s, e.g. No.1 in Premium segment in 


Hong Kong in 2010 (Share of 15.8%  in total HK PV 


market for BMW and MINI together, ranked 2nd).


• However, Plus segment’s penetration ratio in 


Beijing doubled


• Moreover, BMW’s segment share in Beijing was 


further improved  


20.9%


2010 YTD Mar


10.4%


2011 YTD Mar


2010 YTD Mar


17.9%


2011 YTD Mar


24.4%


Penetration ratio 


BMW’s segment share


2010


15.8%
13.4%


2009


BMW+MINI share 


in total HK PV market 


2,770 units 2,831 units
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CONTINUE WITH OUR SUCCESSFUL STRATEGY … 
… AND FINE-TUNE IT. 


BRAND BUILDING 


PARTNERS   PEOPLE


PRODUCTS


CUSTOMER ORIENTATION
& LOCALIZATION
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SUSTAINABILITY THROUGH E-MOBILITY.
BMW 5 SERIES LWB PHEV CONCEPT CAR WAS 
INTRODUCED IN SHANGHAI, “FROM CHINA, FOR CHINA”.
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SUSTAINABILITY THROUGH QUALITY. 
AFTER SALES SERVICE CAMPAIGN. 


The 1st service branding campaign in China.
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SUSTAINABILITY THROUGH QUALITY. 
CUSTOMER EXPERIENCE AT THE DEALERSHIP.


Top standards for 


retail facilities


Efficient 


workshop


Customer-


orientated 


facilities
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SUSTAINABILITY THROUGH PARTNER INTEGRATION. 
THE 5S DEALERSHIP CONCEPT AIMS AT 
SUSTAINABILITY AT THE DEALERSHIP LEVEL.


1: Sales


2: Service


3: Spare parts


4: Survey


5: Sustainability


S2S3


S1


S4


S5
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SUSTAINABILITY THROUGH LOCALIZATION. 
CHINESE PEOPLE ASSOCIATE BMW WITH THE OLYMPIC 
SPIRIT IN THEIR MINDS AND HEARTS.


Product special edition


Hospitality Plan


COD Group Endorsement 


Young talent program


Olympic sports support


Customer experience



http://www.google.com.hk/imgres?imgurl=http://www.bmwtalk.org/wp-content/uploads/2010/03/BMW_logo.png&imgrefurl=http://www.bmwtalk.org/&usg=__cXbO4NJdHrMxmtN-2qM_QXB59Po=&h=564&w=564&sz=110&hl=zh-TW&start=1&zoom=1&um=1&itbs=1&tbnid=uHs1r-MqelIVrM:&tbnh=134&tbnw=134&prev=/images?q=bmw&um=1&hl=zh-TW&newwindow=1&tbs=isch:1
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SUSTAINABILITY THROUGH LOCALIZATION. 
OFFICIAL PARTNERSHIP WITH EXPO CHINA PAVILION.
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SUSTAINABILITY THROUGH LOCALIZATION. 
THE BMW BRILLIANCE PLANT PHASE II SHOWS OUR 
OVER- PROPORTIONAL PARTICIPATION IN THE MARKET.
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Logistics


High Voltage


Switch Gear


Site Office


Energy CenterVisitor Center Main Office BuildingPaint Shop


Supplier Workshop


Press Shop Body Shop


Assembly
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SUSTAINABILITY THROUGH CSR. 
BMW TAKES RESPONSIBILITY THROUGH THE BMW 
WARM HEARTS FUND.
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BOTTOM LINE.
BMW GROUP IS LOOKING FORWARD TO A PROMISING 
FUTURE.






