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CHINA IS A SUCCESS STORY FOR THE BMW GROUP 
DOUBLE-DIGIT GROWTH BY  YEAR-END 2012. 







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


Sales development (units) 


September 


2012  
+ 8.3 % 1.335  million 


Sales  


by continent 
America  


+6.3% YTD 


Europe  


+0.8% YTD 


Asia  


+27.2% YTD 


ON TRACK TO MEET OUR GUIDANCE:  
SALES VOLUME ABOVE PREVIOUS YEAR. 
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European markets will worsen in 2013 


Additional costs for future investments 


Staying the strategic course 


Start of electromobility with the BMW i3 


MARKET CONDITIONS WILL BE MORE DIFFICULT  
IN 2013. 
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GROWING SIGNIFICANCE OF CHINA. 


China has great potential for the future as well. 


China‘s significance for the BMW Group continues to grow. 
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Source: Global Insight 
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SHOWS SOLID GROWTH, IN MEDIUM-TERM AT A LOWER 
PACE. OUR OWN GROWTH EXPECTATIONS ARE LOWER.
  
 







CHINA HAS BECOME A MAJOR ENGINE FOR THE 
GROWTH OF GLOBAL PREMIUM SEGMENT. 


China Rest of World 


Source: Global Insight Data 


China’s share of global premium segment 
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INCOME DISTRIBUTION: FURTHER GROWTH OF 
PREMIUM-RELEVANT UPPER AND UPPER MIDDLE CLASS. 


Source: IHS Global 
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GROWING HNWI NUMBER IN MAINLAND CHINA –
CUSTOMERS HAVE A CLEAR PREFERENCE FOR  
LUXURY GOODS. 


Total Number of High Net Worth Individuals (HNWI) 


with net worth of US$ 1 Million or more  


in 2011 (unit: Thousands) 


Source: 2012 Global Wealth Report, by Capgemini and RBC Wealth Management 
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MAINLAND CHINA: URBANIZATION IN FAST MOTION. 
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Source: UN 2011 


Urbanization is driven by medium sized cities.  
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BMW BRILLIANCE AUTOMOTIVE –  
A JOINT SUCCESS STORY. 
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CHINA‘S DEALER NETWORK – BY END OF SEPTEMBER  
332 BMW OUTLETS AND 76 MINI OUTLETS. ROLLS- 
ROYCE HAS 13 DEALERS IN EAST AND CENTRAL CHINA. 


Showroom 


Service outlet 
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*4S dealership refers to: 


Sale, Spare parts, Service & Survey 
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BMW X1 AND 3 SERIES LONG WHEEL BASE FROM LOCAL 
PRODUCTION, AS WELL AS BMW 7 SERIES SUPPORT 
GROWTH. BMW 5 SERIES LWB CONTINUES SUCCESS. 
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FURTHER EXPANSION OF PRODUCTION CAPACITY. 
LOCAL PRODUCTION OF ABOUT 150,000 UNITS BY 
END OF 2012. 
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BMW FINANCIAL SERVICES CHINA – 
PROFITABLE GROWTH WITH PARTNERS. 


Business volume of 10 billion RMB (~1.2 billion Euros) 


Penetration rate in August 2012 was ~12% 


Contracts are partly concluded with cooperation partners 


Growth by expansion of portfolio 
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THE BMW GROUP IS ON GROWTH TRACK IN CHINA. 


Double-digit Sales Growth in the coming years  


Growing local production 


Further growth in our market presence, across all tier cities 
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CHINA WILL REMAIN OUR GROWTH DRIVER IN ASIA. 
OUR TARGET IS A BALANCED GLOBAL MARKET 
APPROACH. 
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Statement 
Dr. Friedrich Eichiner 
Member of the Board of Management of BMW AG, Finance 
Capital Markets Day China 2012 
19 October 2012 
 
 
Ladies and Gentlemen,  


 


Thank you for joining us today. We are pleased that so many people are 


interested in our activities in China.  


 


The Chinese market is a success story for the BMW Group and we aim to 


continue our success.  


 


China has shown very strong growth.  


 


The Chinese government had set a more moderate growth goal in the current 


five-year plan than it has in previous five-year plans. Both growth in industrial 


production and export growth appear less dynamic. However, China remains 


among the fastest growing economies in the world.  


 


The automotive market and premium segment are also growing somewhat more 


moderately than in the past few years, but on a broader basis. As of September, 


the automotive market has grown by 8% to over 9.4 million units in China — 


making it the second largest automotive market in the world.  


 


The premium segment has a share of 9.5% of the overall market, which is on par 


with the global average.  


 


As of September, more than 894,000 premium and luxury cars have been 


delivered in Mainland China – 27% more than last year. That makes the plus 


segment in Mainland China even larger than that of Germany, with about 


688,000 units sold in the same period. In fact, here in China there are more 
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premium cars currently being delivered than in the UK, France, Italy and Spain 


combined.  


 


By the end of the year, Mainland China is expected to have sales of over 1.2 


million premium cars. This segment size has been reached very quickly. 


 


As of September, the BMW Group sold more than 237,000 units in China and 


has grown by nearly 34% over last year. The rate is lower than the previous year. 


But that was expected and we already announced this trend. After two years of 


extraordinarily high demand, the base level has increased accordingly.  


 


We expect growth rates in China to trend lower in the future, but they will remain 


above the global premium segment.  


 


Because of this, we remain confident and are optimistic about our continued 


performance. China offers many opportunities. But the market is also undergoing 


a maturation process. We are therefore anticipating changing market conditions 


in the coming years that will be more in line with those in mature markets.  


We also anticipate that customers will make more frequent use of financing. The 


used car market will grow. By the end of this year, we will have about 1 million 


vehicles of the BMW Group on the road in China.  


 


Our dealers will have additional opportunities with the used car and aftersales 


business.  


 


The basic growth trends in Mainland China are intact. China’s industrialization 


and urbanization continues – the growth potential among 1.3 billion people is still 


higher than in any other market. The Western lifestyle remains popular and 


products are in great demand.  This includes a desire for differentiation with 


premium brands. The demand in our segment continues to be very positive.  
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In a relatively young market like China, volatility is higher than we are used to 


from our traditional markets. We know what we have to prepare for, and we have 


clear goals: We aim to take advantage of our strong position and continue to 


grow in the double-digit range.  


 


What is BMW Group’s situation today in China? What future expectations do we 


have?  


 


I will get into these topics shortly. Dr. Stark, the President & CEO of BMW 


Region China and Dr. Kirchert, Senior Vice President Sales & Marketing of our 


Joint-Venture BMW Brilliance Automotive (BBA), will then provide more details 


on our activities in the market.  


 


I would like to start by sharing with you the global situation of the BMW Group.  


 


As of September, the BMW Group is on track to meet its sales targets for the 


year. In the first nine months, we delivered 1.335 million vehicles — achieving 


8.3% growth.  


 


This is a solid performance – especially considering the challenging environment 


we are currently experiencing in the European markets.  


In the coming months, we anticipate a boost in growth from our new vehicles.  


 


For example: 


- In Europe, the new 7 Series, the 3 Series Touring and the three-door 1 Series 


have been available for a few weeks.  


- In China, the locally produced X1 and 3 Series Sedan with long wheelbase and 


the new 7 Series are available.  


- In the USA, important models such as the new 7 Series, the 3 Series Sedan 


with all-wheel drive, and the updated X1 are available.  
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For Rolls-Royce, we expect an additional momentum from the Phantom II, which 


has been coming off the line in Goodwood since September. The Rolls-Royce 


special model Phantom Coupé Aviator Collection is also available as a limited 


edition.   


 


Our product momentum continues to gain strength across our entire lineup of 


vehicles. 


 


We still anticipate ongoing challenging market conditions. We expect the 


economic environment will keep facing headwinds, especially in Europe. The 


European markets will likely further slow down in the last quarter of the year. We 


also expect increasing competitive pressure. We have allocated vehicles that 


were scheduled for the European markets to growing markets. We have also 


continuously adapted production to demand. 


 


In China, the US, and in certain emerging markets, we will continue to take 


advantage of growth opportunities.   


 


Over the full year, we still expect to deliver more units than last year and intend to 


increase group earnings compared to last year. In the automotive segment, we 


are targeting an EBIT margin at the top end of our target range of 8%-10%. We 


are working very hard on achieving these goals – particularly since the conditions 


in the EU have become increasingly difficult. 


 


Our targets remain unchanged – and we are striving to achieve them. This is 


based on the assumption that the market conditions do not dramatically change.  


 


In the coming year, we expect little to no change in the market situation. In 


Europe, we anticipate a continuing challenging environment. This could have 


corresponding consequences for our pricing. For the United States, China, and 


other growth markets, we are confident. There, we expect rising sales figures.  
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We are maintaining our strategic course. In the coming year, we will continue to 


invest in our future and for us this means: alternative drivetrains, lightweight 


construction, and preparations for the launch of new products. It also means 


increasing brand touch points, including: more ways for customers to access our 


brands through our FUTURE RETAIL program, and new services.  


 


2013 will be the year of BMW i. With the new BMW i3, we are defining the era of 


electro mobility. Strategic topics such as further enhancement of our 


combustion engines, electric powertrain modularity and new business areas 


require additional investment to maintain and expand our lead in the premium 


segment.  


 


We will continue our work on these areas next year. As a result, R&D spending 


and CAPEX will increase in comparison with this year.  


 


The cash R&D ratio for 2013 is expected to be at the top of the range from 5%-


5.5%, depending on the trend in revenues. The capex ratio is expected to rise 


from about 6% this year to a higher level in 2013. Our goal for the following 


years is to support the strategic target ranges we set for CAPEX and R&D ratios. 


 


The fact that we are maintaining our strategic goals underscores the strength of 


our position. In the medium term, we want to achieve an EBIT margin in the 


automotive segment of 8%-10%. We announced this expectation already in 


2007 and have achieved this goal since 2010.  


 


This range exceeds our own past margins and positions us amongst the most 


profitable premium carmakers in the world.  


More details on the third quarter will be available when our results are released 


on November 6. 


 







Investor Relations 
 


 


  Media Information 


Date  19 October 2012 


Subject  Dr. Friedrich Eichiner, Member of the Board of Management of BMW AG,  
Capital Markets Day China 2012 


Page  6 


 


 


 


 
Now back to China. We are continuing to focus on this market. Two things in 


particular justify this:  


- Mainland China has great potential for the future as well.  


- The significance of China for the automotive industry and the BMW Group will 


   continue to grow.  


 


China has beaten the forecasts for the past years regarding market growth and 


the speed of development. The market shows stable growth trends in the 


medium and long term. In the short term in Mainland China, we anticipate 


double-digit growth rates in the premium segment – and that means higher sales 


growth than in all other regions in the world. In the medium term, the premium 


segment growth will be somewhat lower, but on a correspondingly larger basis.  


 


We anticipate that in the long term, China will grow into the largest premium 


market for vehicles in the world. The country currently has an 18% share of the 


global premium segment.  


 


Higher income levels are driving consumption. The purchasing power of the 


population is rising. The salaries of professionals today are already at Western 


levels. Even today, we estimate that there are about 15 million households in 


Mainland China, who have a yearly income equivalent of about 100,000 US 


dollars in purchasing power. Customers with this level of income are able to 


afford a premium vehicle.  


 


This customer segment will continue to grow: By 2025, estimates show about 


104 million households in the upper class in Mainland China. 


 


Chinese consumers are also very brand-conscious with a strong affinity for 


luxury. Strong brands are highly valued in China and are a key purchase criterion.  
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In addition, China currently ranks fourth in the world in terms of the number of 


people with a net worth of more than USD 1 million.  


 


With the growth in GDP, the number of high net worth individuals will continue to 


increase. Among emerging markets, China is number 1.  


  


Income growth is closely related to the industrialization and urbanization of the 


country.  The development of new urban areas with around 1 million to 5 million 


inhabitants has been advancing. The Chinese government is supporting the 


development of these regions by expanding infrastructure and the road network. 


Individual mobility will also continue to grow in these cities. I expect these cities 


to develop dynamically.  


 


Even when accounting for normalization, our outlook on the market is positive. 


We will continue to seize opportunities in the future.  


 


The BMW Group has an attractive position in the market: 


 


1. We are relying on a profitable joint venture in which both partners are equal.  


 


Brilliance Automotive and the BMW Group work together successfully and as 


partners. Both partners have a shared goal, but also a clear division of labor.  


 


Another strength for market success is our uniform marketing presence. Our 


Chinese subsidiary BMW China and our joint venture BBA act together in the 


market. They closely coordinate brand communication. 


 


We actively apply a one-face-to-the-customer strategy. Our customers receive 


each BMW from their dealer.  
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Our dealers order imported vehicles from BMW China and locally produced 


models from BBA.  


 


We have a powerful dealer network with a high level of expertise. At the end of 


September, there were 332 BMW dealers in Mainland China. We are continuing 


to expand the network, across all tier cities. 


 


2. Demand in the premium segment continues to be high.  


 


The BMW brand enjoys an excellent reputation in China. You all know that there 


have been sporadic negative signals from the market: Some Chinese dealers in 


past months have reported low profitability and falling margins. This should be 


put in perspective: Over the past two years, we have experienced extremely high 


demand that could not be fully met. As usual in emerging markets, it was a 


challenge to balance supply and demand.  


 


In the past few years, for example, sales above the list price were the order of the 


day. Demand for new cars was so high that our dealers made the majority of 


their profits with new cars.  


 


Our dealers normally generate 60% of their revenues from the sale of new cars, 


and the remainder coming from the sale of used cars and the aftersales 


business.  


 


In the last few months – due to increased supply – we have seen increasing 


discounts. Many manufacturers have reallocated vehicles from Europe to China. 


In this time, we have worked to rebalance supply. The collective actions of 


dealers and manufacturers have further reduced vehicle inventory.  


In the coming months, the consolidation phase should be complete. The 


growing car park of the BMW Group is opening up new opportunities for us in 


the Chinese market, and especially for our dealer organization. 
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We support our dealers with corresponding training in the growing new business 


fields of parts and used cars, and in measures to increase customer loyalty. So 


far, many of our customers are first-time buyers: Their very first automobile is a 


BMW Group vehicle. Brand loyalty has to be built in such a young market as 


China. It must be learned. We want to create loyalty amongst our customers, and 


we place a great deal of value on stable customer relationships.  


 


The MINI brand is establishing itself among the young, urban buyer segment. 


MINI grew in China by 46% as of September, delivering more than 17,000 units. 


There are more than 76 MINI dealers in all, primarily in tier-1 to tier-3 cities. 


 


The Rolls-Royce brand has successfully established itself in Mainland China as 


well. It is now the largest market for our luxury brand, currently with 13 


showrooms in Eastern and Central China.  


 


Our motorcycle business has taken its first steps in Mainland China. We are 


currently present with BMW Motorrad in Beijing and Shanghai.   


 


The motorcycle market also has enormous growth potential and we consider it 


strategically important.  


 


Profit contributions from China are still very good and are above the global 


average. 


 


The joint venture is also quite profitable and growing dynamically. 


 


Our strategy of sustainable growth is connected to price discipline. We want to 


maintain our strong position in the market and use product and brand strength to 


expand our market share.  
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Due to the previous generation 3 Series coming to the end of its model cycle 


and price pressure in large luxury sedan segment, this was only possible to a 


limited extend in the past few months. With attractive models, we will return to 


more favorable pricing. A less volatile supply and demand environment will 


contribute to this as well.   


 


3. Over the next few months, we anticipate continued growth due to our new 


models.  


 


The new 3 Series long wheelbase has been successful in the market from the 


beginning and is seeing very strong demand. This allows us to achieve a solid 


price positioning. The X1 has also been well received. SUVs are currently in 


great demand. With the compact model, we want to address new customer 


groups.  


 


The locally produced 5 Series long wheelbase continues to be very successful. 


As of September, we sold 73,000 vehicles, representing a growth of 51% over 


the previous year.  


 


The new 7 Series is now also available in the market. However, this market 


segment is still under pressure. 


 


4. In general, we will continue to expand our activities in the market.  


 


We are optimizing our processes and structures in the market and are preparing 


for the next steps for growth.  


 


That first step is our production capacity: In Shenyang, the joint venture opened 


the first engine plant outside Europe at the beginning of 2012. 2.0-liter four-


cylinder twin power turbo engines are produced there. A few months ago, the 


new plant in Tiexi went into production, where our employees are producing the 
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X1 and the new 3 Series Sedan. In Dadong, we are now exclusively producing 


the 5 series Sedan with a higher level of volumes. 


 


By the end of this year, we will be producing between 140,000 and 150,000 


units locally in the two plants.  


 


By the end of 2013, the installed capacity in Tiexi should rise to 200,000 units. 


Dadong is preparing to be able to manufacture over 100,000 units. In the 


medium term, if demand holds, we want to produce up to 400,000 units in both 


plants. Since 2009, BBA has invested a total of 1.5 billion Euros in China. The 


capacity expansion will require additional investment of 500 million Euros, which 


will be borne by the joint venture.  


 


We are also continuing to expand BMW Financial Services in Mainland China.  


We started the business at the end 2010. BMW Financial Services China is still 


in the ramp-up phase, but is exceeding our expectations and is already profitable.  


 


Our business volume today is about RMB 10 billion. Currently, the subsidiary 


employs about 200 people in Mainland China. BMW Financial Services is 


integrated in nearly all outlets in Mainland China.  


 


In the beginning, we were primarily active in the area of dealer financing. Today, 


the focus of our activities is on financing contracts with end customers. A few 


months after our business was founded, the Chinese government set restrictive 


quotas for issuing credit. These restrictions were intended to stem the risk of 


inflation temporarily and have been loosened in the meantime.  


 


We are working successfully with Chinese partner banks and can therefore offer 


our customers additional financing options. Our dealers offer customers direct 


financing with our partner banks. Certain dealer groups work with previously 


determined partner banks. Since this spring, the demand for financing by end 
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customers and dealers has risen. The penetration rate of BMW Financial 


Services China is currently around 12%.  


 


The path has been cleared for further growth at BMW Financial Services China.  


 


With the X1 on the market, we expect a growing demand for financing. This 


compact model appeals to a younger customer group with good income and 


greater demand for credit to meet their consumer desires.  


 


Over the past few years, we have established an outstanding position in China 


and remain on the path to growth.  


 


This year, we anticipate a sales growth of around 30% and have a confident view 


of the future. We expect double-digit growth in the medium term – as well as 


ongoing market normalization. 


 


In the coming year, local production will rise. The increase in sales volume will be 


driven by the growth in locally produced vehicles. The ratio of imports to local 


production will change over the next years, and will be more heavily weighted 


towards local production. We aim to continue expanding our market presence.   


 


In the medium term, China will remain the growth driver in Asia for the BMW 


Group. We are not relying on China alone, however, but are working to achieve 


balanced growth throughout the world.  


 


Dr. Stark will now share more details about the Chinese market with you.  


Thank you. 
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MAINLAND CHINA IN COMPARISON TO WESTERN 
EUROPE: MORE THAN TWICE THE POPULATION AND LAND 
AREA.  
 China West Europe 


Population in billion 1.3 0.5 


Surface in million km2 9.6 4.3 


Source: China State Statistics Bureau, europa.eu BMW dealer network in china, D.Kirchert, Oct 2012 
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ECONOMIC DEVELOPMENT HAS BEEN SUPPORTED BY 
GROWING URBANIZATION IN CHINA. 
 


350 million people will be added to China’s urban population by 2025. 
 
(more than the population of  the United States today) 


China urbanization forecast by 2025 


BMW dealer network in china, D.Kirchert, Oct 2012 


Source: McKinsey Urbanization Report 
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BMW AND MINI ARE OUTPERFORMING THE PREMIUM 
SEGMENT’S GROWTH. 


233 


2010 


169 


2009 


91 


2008 


66 


2007 


52 


CAGR: +46% 


2012 YTD Sep 


237 


2011 


BMW Group Sales Development (2007-2012) 


( ‘000 Units) 


MINI BMW 


Source: sales data 


– We will sell the 1 millionth 
BMW in 2012 Q4 


– We surpassed 2011 FY in 
September 2012 


 


Premium segment 
CAGR: 41%  
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332 BMW DEALER OUTLETS ARE IN OPERATION BY  
SEPTEMBER 2012. 
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SR/MSR 
Service(SC/FLR/FLC) 


4S/5S 


UCC 


Anyang 


Lhasa 


Panzhihua 


  East North South  West Total 
5S 2 3 1 1 7 
4S 72 62 54 40 228 
SR 17 17 10 14 58 


MSR 1 1 0 1 3 
Service 12 8 8 5 33 


UCC 1 1 1 0 3 
Total 105 92 74 61 332 







76 MINI DEALER OUTLETS ARE IN OPERATION BY 
SEPTEMBER 2012. 
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STRICT SELECTION CRITERIA ENSURES BMW 
PREMIUM SERVICES WITH DIVERSIFIED INVESTORS. 
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1. Good experience in automotive industry 
2. A mature management team 
3. Know-how in the local market 
4. Good/Excellent land resource 
5. Healthy financial capability and willingness for 


investment 
6. High commitment to the brand 


Dealer 
Selection 
Criteria 


Large 
Group 


Local 
Group 


Synergy Capability 
Training Resource 


People Development 


Government Relationship 
Local Market Advantage 
Land Resources 
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WE KEEP INVESTING IN MORE TRAINING FACILITIES 
AROUND CHINA. 
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• Training Center: 2 


• Training Base : 9 


• Temp. Training  Site: 2 


• Body and Paint Site: 11  


Nanjing 


Chengdu 


Shenyang 


Shenzhen 


Guangzhou 


 
Training Center 
Shanghai (2009) 
Beijing (2005) 
 
Training Base 
Nanjing – ME (2005) & BP (2011) 
Chengdu – ME(2007) 
Shenyang – ME(2008) 
Guangzhou – ME(2009) 
Wuxi –ME (2012) 
Fujian – ME(2012) 
Wuhan – ME(2012) 
Hangzhou – ME(2012) 
Guangzhou – ME (2012)& BP(2012) 
 
Tem. Training Site: 
BJ Lizeqiao: (2010) 
Shenzhen Sungang (2011) 
 
 
 
 
 
 
 
            


Chongqing Hangzhou 


Fujian 


Wuhan 


Wuxi 
Shanghai  
 
 * 4 


Beijing 







BEYOND BEST CLASS TRAINING, WE PROVIDE FULL 
SCOPE HR SERVICES TO DEALER STAFF. 


Selection 


选  


 
Development 


育 
People 


Management 


用 


Retention 


留 


• Annual Dealer Remuneration 
Survey  
 


• HR Director Summit  
 
• Dealer Staff Motivation 


Analysis 


•  Dealer Apprentice Program  
  
• Assessment Center  
  
• Recruitment Tools  
  
.  Recruitment Training 


• Dealer Management &        
Leadership training 


o New Investor Orientation 
o General Manager Camp 
o Leadership Development 


Programs 
  


 


• New Dealer Package 
• Certification Program  
o Sales consultant 
o Aftersales 
o Technician 
o Body&Paint 


• Product Launch Training 


Retail  
Qualification 
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STICK TO PREMIUM SERVICE COMMITMENT, WE 
CONTINUOUSLY IMPROVE STAFF QUALIFICATION AND 
RETENTION. 


Car purchase program for performing staff 15-Year Loyal Service Award 


0 


2000 


4000 


6000 


8000 


10000 
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2008 2009 2010 2011 2012 F 


Forecast  Certification 
Actual  Certification 


Increase of Certifications 


Staff Certification Grading System 
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5S DEALERSHIP IS BMW CHINA’S PRACTICE FOR 
SUSTAINABILITY STRATEGY IN DEALER NETWORK. 
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5S FURTHER EXTENDS THE SUSTAINABILITY CONCEPT 
WHICH COVERS THE WHOLE VALUE CHAIN. 
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Product Production Retail 


- Efficient Dynamic - BBA Tiexi Plant - 5S Dealership 







HOW IS 5S DEALERSHIP CHARACTERIZED IN TERMS OF 
SUSTAINABILITY?  
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5S Dealership 


Sustainable 
Mobility 


Sustainable 
Training  


Customer 
Orientation 


Sustainable 
Design 


Recycling & 
Waste 
Management 


Sustainable 
Service 
Operation 


Attractive 
Employer 


CSR on 
Dealer 
Level 


Customer 
Involvement 


Economic  Environment  Social  







FOCUSING NOT ONLY ON HARDWARE, 5S 
DIFFERENTIATES FROM OTHER OUTLETS BY THE 
EFFORTS IN CUSTOMER INVOLVEMENT, HEALTH & 
SAFETY AND EMPLOYEE CARE. 
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Waterborne paint Paint Shop Ventilation  Car Wash Water Recycling  


Social Contribution – BMW 
JoyHome 


Health & Safety training Waste & Recycle training  Wind turbines 







MULTI-WIN GIVEN THE GROWING AWARENESS OF 
SOCIAL AND ECOLOGICAL ASPECTS IN THE MARKET. 
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• Enhanced customer’s 
retail experience 


• Good citizenship 
demonstration  


• Platform for the 
lifestyle of 
environment 
conservation 


• Higher customer & staff 
satisfaction    


• Enhanced process/ 
resource efficiency 


• Better link to local 
community 


• Platform for BMW 
marketing & events 


• Contributing to  BMW Group Sustainability 
Strategy in value chain 


• Supporting to BMW’s brand image 
• Competitive differentiation 


Customer Benefit Dealer Benefit 


BMW Benefit 


5S 5S 


5S 


Joint Efforts & Joint Joy 







5S CONCEPT WON POSITIVE FEEDBACK FROM THE 
MEDIA. 
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“ The introduction of  the 5S leads BMW dealers into a new era. ” 


“ The  5S concept, developed in China, may be rolled out globally. China  


is also becoming an important source of BMW’s global brand strategy. ” 







Objective: 
1.Increase the number of possible contact points with customers and prospects.  
2.Increase the services and benefits offered in its retail channels.  
3.Enhance the retail experience at all touch points . 
 
 
 


 
 


Multi Channel Retail 


  


 


Brand Store 


  


 


Experience Center 


  


 


Experience Center 
Premium Retail Experience 
 
 
 


  


 


New Furniture 


  


 


New Roles 


  


 


New Tools 


Retail Enabling 
 
 
   


 


Employer Branding 


  


 


Dynamic Product 
Experience 


    
    


Inspire customers... 
...and become an ambassador for  BMW.


Hire Grow Train 


MEANWHILE, VARIOUS PROJECTS ARE IN THE PIPELINE 
AIMED TO FURTHER ENHANCE BRAND IMAGE AND 
NETWORK QUALITY. 
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SAMPLES: 4S UPGRADE 
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COMPARED TO MATURE AUTO MARKET, CHINA STILL 
OFFERS OPPORTUNITIES BEYOND NEW CAR SALES. 
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China Market Average New Car Sales % 


 Over 90% revenue contribution comes from new car sales only in 
China, much higher than the number in mature market.  


 A more balanced business model is expected driven by used car sales 
and aftersales, which are also becoming two major profit centers now. 


>90% 
~55% 


US Market Average New Car Sales % 


Others 


New car sales 


Source: USA NADA (National Automobile Dealers Association) industry analysis Source: Deloitte Research (2012 China automobile dealer risk research report)  
 







ALONG WITH CAR PARK INCREASE, AFTERSALES SEE 
HUGE POTENTIAL FOR SUSTAINABLE GROWTH. 
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Car Park 


BMW Car Park Development MINI BMW  


2012 Aftersales Brand Campaign 
 
• Focus on communication on “Care” 


with Accident Hotline. 
 


• Accident Parts is over 40% of BMW 
Aftersales parts business.  
 


• BMW is the 1st mover on this service in 
Automotive companies. 


‘Maintaining Joy’ & brand commitment ‘Efficiency’ ‘Transparency’ and ‘Care’ 
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>1 Million 


(unit) 







USED CAR BUSINESS CONTRIBUTES TO BMW FUTURE 
GROWTH AND PROFITABILITY ENHANCEMENT AS 
ANOTHER GRWOTH ENGINE. 
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 Improve market values and used car image for BMW and MINI. 
 Support conquest of new customers for BMW and MINI. 
 Increase profitability of the used car business both for BMW group and dealer organization. 


Used Car 
Business 


Aftersales 


Used Car 
Sales 


Used Car 
Reconditio


n 


Vehicle 
end of 
usage 


New Car 
Customer 


Used Car 
Customer 


New Car 
Business 


Aftersales 


Vehicle  
end of  
usage 


Trade-in  
New Car 


New Car  
Sales 







THANK YOU FOR YOUR ATTENTION! 
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