
2014-07-09-BMW-Group-CMD-Presentation-Mayer.pdf


Capital Markets Day 2014,  Beijing, China Page 1 


Beijing, July 2014 


CAPITAL MARKETS DAY CHINA 2014. 
NORBERT MAYER, SENIOR VICE PRESIDENT / GROUP TREASURER. 







STRATEGIC  OBJECTIVE. 


We want to be the leading provider of premium products and 
premium services for individual mobility. 
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BMW GROUP. 


STRATEGY NUMBER ONE. 
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BMW GROUP AUTOMOTIVE.  


REGIONAL SPLIT OF RETAIL SALES: MAY-2014. 


Mainland 
China 


+24.6 % 


Asia (w/o China)  
and Rest of World 


+6.7 % 


Americas 


+3.8% 


Europe 


+2.0% 


22% 
43% 


22% 


Growth 
rate 


Share of 
global sales 


13% 


Source: BMW and MINI Retail Sales only, May-2014 (figures may not add to 100% due to rounding) 
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GLOBAL PREMIUM SEGMENT IS EXPECTED TO 
GROW WITH A STRONG MOMENTUM IN CHINA. 


China, CAGR +8.7% 


Japan, CAGR  -1.0% 


North America, CAGR +3.2% 


Western Europe, CAGR +2.7% 


Rest of World, CAGR +4.7% 


Premium Segment: 
CAGR 2013-2020: 4.6% 
Total Growth 2013-2020: 37% 


*BRIKT refers to Brazil, Russia, India, South Korea and Turkey  


Region (‘000 units) 2013 2020 Chg. 


World 8,264 11,354 37% 


Rest of World  756 1,043 38% 


BRIKT* 631 1,131 79% 


China (Mainland) 1,535 2,745 79% 


Japan  311 290 -7% 


North America  2,027 2,533 25% 


Western Europe  3,003 3,612 20% 


BRIKT*, CAGR +8.7% 


Source: Global Insight.  
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EXPANSION OF GLOBAL PRODUCTION NETWORK. 


PRODUCTION FOLLOWS MARKETS- PREPARATIONS 


FOR FUTURE GROWTH. 


USA 


Spartanburg 


Brazil 


Araquari 


The Netherlands 


Born – VDL Nedcar 
 Germany 


Dingolfing, Landshut, 


Regensburg, Munich, 


Leipzig 


 


China 


Shenyang 


 Capacity increase from 
200,000 to 400,000 units 
Total investment: EUR 1.5bn 


New plant with up to 30,000 units 
Total  investment: EUR 200mn 


Capacity increase from 300,000 
to 450,000 units until 2016 
Total investment: USD 1bn 


Structural investment 


UK 


MINI Plants 
Total investment between 2012-2015: GBP 750mn  
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Without a Modular Strategy, a three-fold increase in model numbers would drive costs and resources 
spiralling along the process chain. The Modular Strategy enables shorter development cycles and 


enhanced flexibility in our plants. 


2015 2020 2005 


OUR GOAL: TO MANAGE A THREE-TIMES LARGER 
PORTFOLIO WITH RESOURCES THAT HAVE NOT 
INCREASED PROPORTIONATELY.   
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THE MODULAR STRATEGY IS THE ENABLER FOR THE 
EXPANSION OF THE BMW GROUP MODEL RANGE. 


Modular front seat 
Common elements  
e.g.: 
 Structure 
 Head restraint 


 


Modular product 
 


Front seat attachment 
e.g.: 
 Standardised  


seat installation  
process 


 


Modular system  
 


Underbody 
e.g.: 
 Front seat  


attachments 


Architectures 


Lower investment costs 
Lower fixed costs  Lower manufacturing costs 


Shorter development time 
Shorter time to market 


Lower development costs 
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Q1 Q2 Q3 Q4 


= M Models 


Active Tourer 
10/14  


i8 
06/14 


4er Cabrio 03/14 4er Gran Coupé 06/14 


2er Coupe 
03/14 


M3 Sedan 


M4 Coupé 
06/14 M4 Convertible 


09/14 


X4 
07/14 


ATTRACTIVE PRODUCT LAUNCHES 2014. 


MINI Hatch 
03/14 


Luxury 


Upper 
Medium 


Lower 
Medium 


Compact 
& Small 


X6 
12/14 


MINI 5 Door 
10/14 
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CO2 LEGISLATION IN MAJOR MARKETS. 


 


 


 


 


 


 


 


 


-12% 
2015 


-30% 
2020 


• Fleet objectives require a global reduction in CO2 emissions.  


• Regional objectives are not directly comparable due to differences in vehicle portfolio (market demand) and 
test-cycles/procedures. 


New vehicle fleet 2008 
EU 27  


 - 38 % 
2020 


-16% 
2015 


USA 


339g/mi (212g/km) 


 


 


 


 


-26% 
2016 


2021 


China  


 


 


 


 


approx. 


-12% 
2015 


approx. 


-36% 
2020 


Japan 


Illustration 


154g/km  


n. a. 


14.2km/l (166g/km)*** 


*** Consideration of test-cycle 


change to JC08 


250g/mi (156g/km)  


130g/km 


95g/km* 


6.9l/100km (164g/km)  


5.0l/100km** (119g/km)  


16.3km/l (146g/km)  


20.3km/l (117g/km)  -52% 
2025 


163g/mi (102g/km)* 


** under discussion * Based on review 


Prognosis Fixed  target  
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Today Tomorrow 


Lower CO2  emissions Zero emissions 


Improved combustion 
engines 


Aerodynamics 


Lightweight construction 


Auto Start-Stop function 


Brake energy regeneration 
Plug-in hybrid 


Hybrid 


Electro-mobility Fuel cell technology 


FUTURE CO2 TARGETS CAN ONLY BE ACHIEVED WITH 


THE HELP OF NEW DRIVETRAIN TECHNOLOGIES. 







STRATEGY NUMBER ONE – MANAGING THE 
TECHNOLOGICAL CHANGE TO REMAIN FUTURE PROOF. 


Evolution 


Efficient combustion engines  
Innovative technologies 


Revolution 


Alternative drive trains 
Mobility services 
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MANAGING VOLUME GROWTH, INNOVATION AND 
PROFITABILITY THROUGH COST-CONSCIOUS, 
EFFICIENT R&D. 


 


• E-mobility 


• New materials 


• New technologies 


• Strong growth of 
product portfolio 


• Seizing new 
opportunities 


Profitability 


Standardisation 


Innovation 


Broader  R&D 
spectrum 
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9.5% 


10.2% 


9.8% 


8.6% 
8.8% 


7.6% 
7.9% 


6.8% 


5.4% 5.4% 


6.8% 


8.8% 


5.0% 


6.0% 


7.0% 


8.0% 


9.0% 


10.0% 


11.0% 


2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 


CAPEX RATIO TARGET FOR 2014:  
BRING THE RATIO CLOSER TO THE 7% TARGET. 


Capex Ratio: Total Capex / Group Revenues 


Strategic Target: <7.0% 
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5.8% 


6.2% 


6.4% 


6.7% 


6.5% 


5.6% 


5.4% 


4.8% 


4.6% 


4.9% 


5.1% 


6.3% 


4.0% 


4.5% 


5.0% 


5.5% 


6.0% 


6.5% 


7.0% 


2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 


R&D  RATIO TARGET FOR 2014: BRING THE RATIO IN 
THE DIRECTION OF THE STRATEGIC CORRIDOR. 


R&D Ratio: R&D Expenditure (HGB) / Group Revenues 
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9.0 8.8 


8.1 7.9 7.8 


6.7 
6.4 6.4 


1.4 


-0.6 


8.0 


11.8 


10.8 


9.4 9.5 


-2 


-1 


0 


1 


2 


3 


4 


5 


6 


7 


8 


9 


10 


11 


12 


13 


2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012* 2013 Q1-
2014 


EBIT MARGIN DEVELOPMENT AUTOMOTIVE SEGMENT. 


TARGET PROFITABILITY OF  8 – 10%. 


in % 


*) 2012 figures have been adjusted in accordance with the revised version of IAS 19, see note 7 on page 106 of the annual report 2013. 


Target 
corridor 
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GUIDANCE 2014. 


BMW Group 


Significantly higher pre-tax profit than in previous year. 


Automotive segment 


Significant rise in vehicle deliveries and in revenues compared with previous year.  


Currency factors could have a negative impact on revenues. 


EBIT margin within target range of 8-10%. 


Significant drop in Return on Capital Employed, but over long-term target of at least 26%. 


Financial Services segment 


Return on equity of at least 18%, but slight decrease compared with previous year. 


Motorcycle segment 


Slight rise in deliveries compared with previous year. 
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CHINA ECONOMIC GROWTH IS IN PROCESS OF AN 
ENGINEERED SOFT LANDING. 
 


BMW Group in China, July 9, 2014 Source: National Bureau of Statistics of China 


7.4
7.77.8


7.57.77.9
7.47.6


8.1


8.99.1
9.59.79.89.6


10.3


11.9


13 Q1 11Q3 12 Q4 11Q2 12Q1 10Q3 10Q2 10Q4 12 Q3 12 Q2 11Q4 11Q1 13 Q4 14 Q1 13 Q2F 13 Q3 10Q1 


China GDP growth (2010 ~ 2014Q1) 


(%) 


Sustained Growth 


Government 


target 7.5% 
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THE URBANIZATION PROCESS WILL CREATE AN EVEN 
BIGGER CUSTOMER BASE FOR BOTH PASSENGER 
VEHICLE MARKET AND PREMIUM SEGMENT. 
 


Beijing 


Tianjin 


Nanjing 


Guangzhou 


Chongqing 


Wuhan 


Shenzhen 


Shanghai 


Dongguan 


Hongkong 


Source: United Nations Development Program, “China National Human Development Report 2013“ 


310 million people 


will be added to China’s 


urban population by 


the year 2030, 
almost the same as 


population of  the 


United States 
today. 


310 million 


people urbanized 


= population > 10 million 


Urbanization is: 
• Human-centered 


urbanization 


• Environment friendly 


urbanization 


• Strong engine for 


sustainable and 


healthy economic 


growth 
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BOTH PASSENGER VEHICLE MARKET AND PREMIUM 
SEGMENT MAINTAIN HEALTHY GROWTH MOMENTUM IN 
2014 YTD. 


BMW Group in China, July 9, 2014 Source: sales data 


Premium segment development 
(‘000 units) 


Premium segment incl. BMW, MINI, Audi, MB, Lexus, Cadillac, Range Rover, Porsche, Jaguar, Maserati and Infiniti 


Passenger vehicle market development 


8,284 
5,382 


12,127 13,677 
10,859 


(‘000 units) 


Passenger vehicle market includes sedan, SUV and MPV 


16,301 


5,382
8,284


10,859 12,127 13,677
16,301


6,370 7,306


+15% 


+19% 


2008 -2012 CAGR:+26% 


2014 


YTD May 


2013 


YTD May 


2013 2012 2011 2010 2009 2008 


+29% 


+20% 


2008-2012 CAGR: +41% 


2014 


YTD May 


489 
630 


2013 


YTD May 


2011 2013 


1,326 


2012 


1,108 
874 


2010 


644 


2009 


375 


2008 


277 
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BMW GROUP IN CHINA –  
FOUR LEGAL ENTITIES, ONE FACE TO THE CUSTOMER. 


BMW Group in China, July 9, 2014 


BMW China Services Ltd. 
R&D and Purchasing 


National sales company 


BMW China Automotive 


Trading Ltd. 


Joint Venture 


BMW Brilliance 


Automotive 


Financial Services 


BMW Automotive 


Finance (China) 


Dealers 


Customer / Point of Sales/ Market 







CHINA OUTPERFORMS AS THE NO.1 MARKET FOR 
BMW WORLDWIDE. 


No. 1 


No. 2 


No. 3 


Global Sales Volume FY 2013 BMW Region Sales YTD May 2014 


Largest market for: 


7 Series 


5 Series Sedan 


5 Series GT 


X6 


X3 


X1 


Units (‘000) Units (‘000) 


173.4 


127.2 


94.4 


1,562 


1,964 


1,575 



//upload.wikimedia.org/wikipedia/en/a/a4/Flag_of_the_United_States.svg

//upload.wikimedia.org/wikipedia/en/b/ba/Flag_of_Germany.svg

VTS_01_1_BMW.VOB
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BMW AND MINI HAVE SHOWN STRONG GROWTH IN 
CHINA IN 2014 YTD. 


2014 BMW and MINI sales monthly development 


Source: sales data BMW Group in China, July 9, 2014 


+18% 


+23% 


CAGR: +65% 


2014 


YTD May 


11 


2013 


YTD May 


10 


2013 


29 


2012 


23 


2011 


16 


2010 


11 


2009 


4 


2008 


3 


+19% 


+25% 


CAGR:+48% 


2014 


YTD May 


173 


2013 


YTD May 


139 


2013 


362 


2012 


303 


2011 


217 


2010 


158 


2009 


86 


2008 


63 


‘000 units 


‘000 units 
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OUR DNA FOR SUCCESS: PRODUCT, BRAND, 
CUSTOMER, DEALERS, RESPONSIBILITY AND PEOPLE. 


BMW Group in China, July 9, 2014 


Product Brand 


Customer 


Social responsibility 


People 


Dealers 







Page 11 


YOUNGER GENERATION CONSUMER AND INCREASING 
UPGRADE/ADDITIONAL PURCHASE DEMAND OFFER 
NEW GROWTH OPPORTUNITY. 


BMW Group in China, July 9, 2014 


36.3


36.636.6


37.1


2011 2010 2012 2013 


Average age of premium new car 


buyers 


 


First time vs. Non-first time premium car buyer 


 


2004 


57% 


73% 
79% 


74% 


2008 


25% 


56% 


2007 


35% 


75% 


2006 


44% 


75% 


2005 


24% 


2013 


46% 43% 


2012 


21% 


2010 


27% 


2009 


65% 


25% 26% 


76% 


2011 


54% 


Non-first time buyer 


First time buyer 


Source: BMW internal. 
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SUV AND MORE INDIVIDUALIZED CONCEPTS WITH 
STRONG DEMAND. PREFERENCE FOR LARGER 
VEHICLE. 


BMW Group in China, July 9, 2014 


Premium concept development in 2013 


6% SUV/SAV 


Others HATCH 


77% 


16% 


SEDAN 


1% 


Premium segment development in 2013 


World w/o China  


Full size 


Large 


Medium 


Small 


Mainland China  


VS 


Source: BMW internal. 
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BROADEST RANGE AND OPTIMAL PORTFOLIO MIX TO 
ADDRESS DIVERSIFIED NEEDS OF CHINESE 
CUSTOMER. 
 


BMW Group in China, July 9, 2014 


Imported (BMW & MINI) 


Local production Sales contribution 


2014 YTD MAY 


41% 


59% 
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OVER 10 NEW MODELS, CAPTURING NEW CUSTOMER 
GROUPS WITH 2 SERIES ACTIVE TOURER AND X4. 


BMW Group in China, July 9, 2014 


All-New X5 X3 


All-New 2 Series Active Tourer 


X1  


All-New 2 Series 


All-New 4 series Gran Coupe 


All-New X6 


X3 


All-New M3/M4 


All-New X4 
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FOUNDER OF SAV PRODUCTS. ALL-NEW X5 
SUCCESSFUL LAUNCH WITH PROFITABLE VOLUME 
GROWTH. 


BMW Group in China, July 9, 2014 


Profitable 
growth! 


2014 Target 


25,755 * 


2013 


2014 X5 sales target 
Units 


*Remark: Accounts for 7% of BMW China sales 2013.  
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FUTURE PROVE WITH BMW i, JV NEV PRODUCTS AND 
ZINORO, SETTING BENCHMARK IN THE INDUSTRY. 


BMW i 


BMW Group in China, July 9, 2014 


Imported PHEV 


Improving Charging 


Infrastructure 
Unified  Charging Standards Strong Gov. Support 


BMW is ready to embrace the growth 


Ground being laid for NEV market development 


ZINORO Locally produced NEV 
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PRE-CONDITION OF BMW i DEALER- “ 5S”  THE 5TH 
“S”- SUSTAINABILITY. 
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MINI China 


MINI China 


MINI China 


MINI FAMILY: BIGGER, STRONGER. Whole new 
generation MINI starts. 


New 5 door Hatch MINI. MINI Hatch 


BMW Group in China, July 9, 2014 
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STRONG PERFORMANCE OF BMW MOTORRAD IN A 
VERY PROMISING MOTORCYCLE MARKET 
ENVIRONMENT. 
 


BMW Group in China, July 9, 2014 


770


+171% 


2014 YTD Apr 


2,090 


2013 YTD Apr 


4 models 5 models Approx. 20 add. models 


2013 till 2020 2014 
Motorcycle imports in China (>500 c.c.) 


300


Above ave. 


2014 Target 2013* 


BMW Motorrad sales development 


*start business operation from September 2013 
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STRONG EXTENSION OF RETAIL/SERVICE NETWORK 
TO BE CLOSE TO CUSTOMERS. 
 
 Highest variety of sales / service formats among all premium OEM in China 


 BMW outles100% coverage in tier 1-3 cities and the most dense network in 


tier 4-5 cities  


 50-60 additional outlets to be added in 2014 


Source: BMW internal. 


31 42 56 69 88 113 
154 


210 
260 


311 321 
39 


58 


80 


100 


109 107 


14 


22 
26 


29 
33 


40 


51 


62 


69 
77 77 


2013 2012 2011 2010 2009 2008 


23 


2007 


21 


2006 


12 


2005 


13 


2004 


8 


BMW 4S/5S 


BMW Other Outlets 


Number of Partners in Operation 


MINI Outlets 


2014 May. 


0 2 12 25 32 35 46 67 86 92 97 


BMW Group in China, July 9, 2014 
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NEW REGIONAL SETUP WILL IMPROVE DEALER 
MANAGEMENT AND SUPPORT OUR FUTURE GROWTH. 


West Region 


Retail contribution:* 20% 


North Region 


Retail contribution*: 20% 


East Region 


Retail contribution*: 22% 


South Region 


Retail contribution*: 21% 


Southeast Region 


Retail contribution*: 17% West Region 


South Region 


North Region 


East Region 


Southeast Region 


*Remark: RT contribution is retail contribution as of May.31st,2014.  


Source: BMW internal. BMW Group in China, July 9, 2014 
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FUTURE RETAIL FORMATS TO REACT WITH CHANGING 
CUSTOMER REQUIREMENTS. 


3 awards in 2013 


BMW Brand Experience Center 
Opened Apr 15th, 2013 


MINI Brand Experience Center 
Opened Sep 25th, 2013 


BMW Group in China, July 9, 2014 
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WARM HEART FUND 5-YEAR ANNIVERSARY: GROWTH 
INTO A COMPREHENSIVE CSR PLATFORM. 


-2008- -2009~2010- -2011~2013- 


Comprehensive CSR Platform Extension of activities Establishment of WHF 







MOST ATTRACTIVE EMPLOYER IN THE AUTOMOTIVE 
INDUSTRY IN CHINA. 
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• BMW China ranked No.3 in 


China Best Employer Award 


2013. 


• No.1 in automotive industry. 


• No.1 in all foreign companies in 


China. 


BMW Group in China, July 9, 2014 


• BMW China ranked No.1 in 


automotive industry in China’s 


TOP100 Ideal Employer. 







HIGH INVESTMENT IN TRAINING AND QUALIFICATION 
TO SCALE OPERATIONS. 


BMW Group in China, July 9, 2014 


 In 2013, the training days of China accounts for almost half of 


global total. 


 Systematic dealer staff training is implemented to improve 


dealer performance. 


China Rest of world 


BMW dealer staff training days 2013 


Training center 


Technical training 


Training certification 
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MOST PROBABLE SCENARIO IS AN ENGINEERED SOFT 
LANDING. 


BMW Group in China, July 9, 2014 Source: 1Consensus forecast Apr 2014. 


Short-term: 2014 
Real GDP growth (%) 


Outlook: 2015 – 2018 
Real GDP growth (%) 


7.37.37.47.4
7.77.8


7.57.7


14 Q1 14 


Q2F 


13 Q4 13 Q3 13 Q2 13 Q1 14 


Q3F 


14 


Q4F 


– Government targets 7.5% growth of GDP in 2014 


– Government maintains prudent monetary policy and 


proactive financial policy 


– Reforms need breakthroughs 


– Anti-corruption / frugality are further implemented 


by leadership 


7.07.27.37.37.4
7.77.7


9.3


2018F 2011 2017F 2016F 2015F 2014F 2013 2012 


– Moderate economic growth to rebalance economy 


from investment and external demand to domestic 


demand 


– Reform financial system, income distribution, etc.  to 


support consumption boom  


– Government accepts slower growth in the future 







PREMIUM SEGMENT WILL OUTGROW PASSENGER 
VEHICLE MARKET WITH SUSTAINABLE GROWTH. 
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25,000 


20,000 


15,000 


10,000 


5,000 


0 


3,000 


2,500 


2,000 


1,500 


1,000 


500 


0 


2020F 2019F 2018F 2017F 2016F 2015F 2014F 2013 


Premium ‘000 units 


CAGR 2013-2020: Premium 8.7% vs. Passenger vehicle 6.0% 


MARKET OUTLOOK 
Passenger Vehicle 


 ‘000 units 


Premium 


Passenger vehicle 


Source: IHS 
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STILL LOW PENETRATION RATE IN CHINA COMPARED 
TO MATURE MARKETS. 


BMW Group in China, July 9, 2014 


29.6


25.9
24.5


13.5


11.7


7.2


0


5


10


15


20


25


30


Germany UK Italy France USA China 


Premium segment share of total market 2013. 


Source: IHS 


World average: 10.0% 







China R&D 


capacity 


improvement 


Consumer 


behavior 


guidance 


Market 


liberalization 


Traffic control 


& environment 


protection 


Energy 


efficiency and 


NEV aspiration 


MORE REGULATED MARKET LAID THE FOUNDATION OF 
HEALTHY LONG TERM GROWTH. 


• Corporate 


average fuel 


consumption 


• Local R&D and 


JV own brand 


requirement 


• Traffic regulation 


in additional 


cities 


• Possible new 


consumption tax 


and luxury car tax 


• Possible removal 


of JV stake ratio 


limitation 


BMW Group in China, July 9, 2014 


Latest regulatory development 


• BMW i 


• NEV local 


productions 


• Zinoro 


• Local R&D 


investment 


• EfficientDynamics 


• More environment-


friendly models 


• Diversified 


portfolio, more 


smaller cars 


• Extension of JV 


contract with 


Brilliance 







WITH CURRENT ACTIVITIES WE ARE SETTING THE 
GROUND FOR OUR FUTURE. 
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5 years ago Now Future 


2 derivatives 


1E 


5 Series PHEV 


2013 2014 


3 Series LWB 


X1 


3 Series 


5 Series LWB 


3 Series LWB 


X1 


3 Series 


5 Series LWB 


4 derivatives 6 derivatives more derivatives 


Processes were 


designed when we 


were small. 


As we grow, scale and complexity grows. 


We optimize our 


processes to support 


future growth. 
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CONTINUATION OF EXPANDING PROFIT DRIVERS! 
AFTERSALES, USED CARS, FINANCIAL SERVICES, 
FLEET SALES. 


Aftersales Used Cars 


Fleet Sales Financial Services 


BMW Group in China, July 9, 2014 







 


 


 


 


 


 


 


 


 


 


 


 


 


Further strengthen brand premium and attractiveness 


Achieve the highest customer satisfaction 


Expand product portfolio to better address Chinese consumer demand 


Build up capacity and locally produce more models 


Continuously invest in people 


Expand profit drivers: Aftersales, Used Cars, Fin. Services, Fleet Sales  


THESE KEY FACTORS WILL BRING SUCCESS IN 2014 
AND THE FUTURE. 
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Commitment to society and environment 


Strong expansion of network and scale-up of quality 
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THE PROVEN “BMW MODEL” WILL ENSURE OUR 
CONTINUING BRIGHT FUTURE 
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BMW BRILLIANCE AUTOMOTIVE  
2014.07.09 Beijing 
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− High Quality Development 


− Sustainable Development 


BMW Group performance in China, 2014, Beijing 
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SUSTAINABLE DOUBLE DIGIT GROWTH FOLLOWS THE 
45% GROWTH (CAGR) BETWEEN 2005 AND 2012. 


BMW Group Sales Development 


Source: sales data 


+20% 


+45% 


2013 


391 


28 


362 


2012 


326 


232 


2008 


66 


2005 


24 


MINI 


BMW 


New car sales 


‘000 units 


2011 


28 


362 


BMW segment share: 


MINI segment share: 


22.8% in 2006 


0.7% in 2006 


25.5% in 2013 


2.2% in 2013 


BMW Group performance in China, 2014, Beijing 
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WEST/SOUTH REGION AND TIER 4/5 CITIES LEAD THE 
GROWTH. 


Source: registration, BMW internal analysis 


– West and South regions provided stronger 


growth potential in 2013. 


BMW Sales Growth by Region  


2013 vs. 2012 


– The early network expansion into lower 


Tier cities was a major contribution to 


BMW’s success in 2013. 


BMW Sales Growth by City tier 


 2013 vs. 2012 


Total China 


Tier1 Cities 


Tier4/5 Cities 


Tier2/3 Cities 


~37% 


~20% 


~20% 


~23% 


BMW Group performance in China, 2014, Beijing 


+44% +28% +17% +13% +13% 


New car sales 


‘000 units 







SUSTAINABLE AND PROFITABLE GROWTH THROUGH A 
LONG-TERM VIEW. 
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13 TIMES CONSECUTIVELY, BMW WAS AWARDED THE 
“BEST CAR BRAND” BY AMS CHINA. 


Page 6 BMW Group performance in China, 2014, Beijing 


BMW 3 series was awarded “Best Domestic Mid-


sized Car” & “Best Mid-sized Car” in the “Best 


Cars 2014”. 


BMW was awarded as Best Car Brand with “Well 


made”, “Good looks/styling”and “I like this brand” 


in the “best cars 2014”  


Best Car Brand BMW 3 series  
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STRONG FOCUS ON EXPERIENTIAL HAS REINFORCED 
THE BMW BRAND IDENTITY & PRESENCE IN CHINA. 


Brand 


Development 


Shanghai Marathon 


F18 LCI Launch F34 Launch 


Mission 3 Experience Day Local Motorshow 


Unique experience to the customers across the country. 


Expanding bigger customer base & interactive branding  


With Passion Campaign BEC Opening 


BMW Group performance in China, 2014, Beijing 


Experiential 


Marketing 


New Car  


Launch 
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LOCALIZATION OF PRODUCTION WITH CHINA-
SPECIFIC PRODUCTS KEY TO THE GROWTH IN CHINA. 


Imported (BMW & MINI) 


Local production Sales contribution 


2014 YTD MAY 


41% 


59% 


BMW Group performance in China, 2014, Beijing 
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BETTER SALES FUNNEL MANAGEMENT BRINGS HIGHER 
CUSTOMER SATISFACTION AND CONVERSION RATE. 


Retail Support 


Modular Loyalty 


Platform 


Central Data Analysis 


Services for Dealers  


Sales Funnel Management 


On-site Coaching  


Test Drive on-site 


Coaching  


Business Development 


Center 


Better Operational Steering 


Through More Transparency  


BMW Group performance in China, 2014, Beijing 
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AFTERSALES SECURES CUSTOMER LOYALTY THROUGH 
FOCUSING ON CUSTOMER NEEDS. 


Efficient Transparent Care 


BMW 1-hour Oil Service 


BMW Fast Lane Service 
BMW Body & Paint Quick Repair 


BMW Evening Service 


Appointment Booking Standard 


Parts Supply Network 


Dealership Coverage 


PuMA Quality Offensive 


CBS (condition based service) 


BMW/MINI SRP (Service Repair 


Package) 


E-Workshop 
Workshop Visibility 


Aftersales Service Day 


Car Usage Training 


Customer Care Hotline 


Accident Hotline Service 


Roadside Assistance 


Mobility Service 


High Value Customer (HVC) 


MINI Service Separation 


End of Warranty Check 
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Quality in Service 


Maintaining Joy. 
Customer Experience 


BMW Group performance in China, 2014, Beijing 
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FUTURE RETAIL IN CHINA – MAKING RETAIL  
FUTURE-PROOF. 


BMW Group performance in China, 2014, Beijing Mystery Shopping Retail HR 


New Touch Point - Brand 


Experience Centres 


New Roles 


New Tools 


Customer Treatment 


New Furniture  


Communication @ POS 


Future Retail is a global BMW Group initiative to:  


• Increase the number of possible contact points with customers and prospects.  


• Increase the services and benefits offered in its retail channels.  


• Enhance the retail experience at all touch points. 
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− High Quality Development 


− Sustainable Development 
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CHINA: FURTHER GROWTH OF PREMIUM-RELEVANT 


UPPER AND UPPER MIDDLE CLASS. 


Source: Global Insight 


105 


213 23 


107 


24 


73 


11 


31 


0 


100 


200 


300 


400 


500 


2012 2025 


Upper Class 
(>100k USD) 


Upper Middle Class 
(60-100k USD) 


Middle Class 
(40-60k USD) 


Lower Middle Class 
(20-40k USD) 


CAGR  
8.2% 


CAGR  
9.0% 


Around 46mn premium-
relevant households 


15mn premium-relevant 
households 


Income class definition by annual household income 


(inflation and purchasing power parity adjusted, base year 2005) 


BMW Group performance in China, 2014, Beijing 
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BMW DEALER NETWORK KEEPS HEALTHY EXPANSION, 
WITH 428 BMW DEALER OUTLETS IN OPERATION BY END 
OF MAY 2014. 


BMW Group performance in China, 2014, Beijing 


Beijing 


Yantai 


Qingdao 


Taiyuan 


Hohhot 


Anshan 


Shenyang 


Changchun 


Daqing 


Linyi 


Jinan Weifang 


Shijiazhuang 


Baoding 
Tangshan 


Shanghai 


Wuhu 


Hefei 


Xuzhou 


Hangzhou 


Changzhou 


Nantong 
Nanjing 


Lishui 
Taizhou 
Wenzhou 


Jinhua 
Ningbo Chengdu 


Mianyang 


Chongqing 


Guiyang 


Kunming 


Yichang Wuhan 


Zhengzhou 
Xi`an 


Lanzhou 


Urumqi 


Guangzhou 


Haikou 


Liuzhou 


Nanning 


Chenzhou 


Changsha 


Nanchang 


Xiamen 


Quanzhou 


Fuzhou 


Zhongshan 


Foshan 


Shenzhen 


Shantou 


Handan 


Yingkou 
Panjin 


Qujing 


Yancheng 


Beijing 


Dalian 


Deyang 


Xinxiang 


Huizhou 


Erdos 


Luoyang 


Yinchuan 


Linfen 


Guilin 


Xining 


Jjiangmen 


Baotou 


Harbin 


Jinzhou 


Qinhuangdao 


Zibo 
Changzhi 


Datong 


Yuncheng 


Tianjin 


Bengbu 


Lianyungang 


Suzhou 


Wuxi 
Yangzhou 


Huai’an 


Zhenjiang 
Huzhou  Jiaxing 


Shaoxing 


Longyan 


Dongguan 


Zhuzhou 


Zhuhai 


Zunyi 


Yulin 


Leshan 


Putian 


Pingdingshan 


Zhaoqing 


Mudanjiang 


Jilin 


Dongying 


Ningde 


Zengcheng 


Lvliang 


Shangrao 


Xiangtan 


Ganzhou 


Jiamusi 


 


Songyuan 


Kelamayi 


Langfang 


Anyang 


Panzhihua 


Lhasa 


Weinan 


Hulunbei’er 


Guangyuan 


Status: as of  May. 31st, 2014 


SR/MSR 


Service(SC/FLR/FLC) 


4S/5S 


UCC 


  
North East 


South 
West South  Total 


east 


Total 83 93 69 86 97 428 
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STRUCTURED APPROACH FOR LONG TERM DEALER 
NETWORK PLANNING. 


BMW Group performance in China, 2014, Beijing 


County-Level  


Sales  


Potential 


Analysis 


 


• Post Code Level 


Registration Data    


• Socio-Dem. Data    


• Long Range 


market prediction 


    


Methodology Methodology 


Format-based 


differentiated 


Network 


Planning Adhoc Impact Scenarios 


• Impact on existing outlets  


• Driving time 


• Retail formats 


• Workbay demand 


• Profitability 


• Competitors 


 


Planning  premises 


• City tier categorization 


• Potential forecast  


• Territorial breakdown 
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FIT THE NETWORK FORMAT TO THE NEED AND 
LOCATION. 


BMW Group performance in China, 2014, Beijing 


Necessity to diversify retail formats 
  


 Enhancement of Brand Accessibility 
 Approach and development of new customer groups 
 Optimization of retail channel network 
 Increase of network coverage 
 Development of more flexible and scalable types 
 Meet customer’s demands and expectations 
 Improvement of dealer profitability and stability 


“Brand Enhancement 


and Profit 


Stabilization” 


Service Center Fast Lane City 


Fast Lane Rural 


4S/5S 


Showroom M Showroom 


Used Car Center 
BMW Premium 


Selection  Showroom 


2003-2006 2007-2009 2010 2012 2011 
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CONTINUE TO EXPAND PROFIT DRIVERS TO ACHIEVE 
SUSTAINABLE GROWTH TOGETHER. 


>90% 


Before More Profit Drivers 


China Market Average New Car Sales % Aftersales 


Fleet Sales 


Financial Services 


Customization 


Over 90% revenue contribution comes from new car 


sales only in China. 


Used Car 


Others New car sales 


Source: Deloitte research (2012 China auto dealer risk research report) BMW Group performance in China, 2014, Beijing 
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UNDERSTANDING THE DIVERSITY OF CUSTOMER 
PROFILE TO BETTER SATISFY CUSTOMERS’ DIFFERENT 
NEEDS. 


Business elite 


Young 


Dream 


Age range 24~35 


Progressive  
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Balanced  
Respected Middle class  


Company owner 


Age range 35~49 


Executive / managerial 


New entrepreneur 







STRONG MODEL MIX ACROSS ALL TIERS IN CHINA. 
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7% 


48% 


31% 


14% 


7% 


52% 


28% 


13% 


8% 


54% 


25% 


13% 


TIER 1 


Luxury 
Upper  


Medium 


Lower 


Medium 


Small/ 


Compact 


TIER 2 


TIER 3/4 
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EXTENSIVE NETWORK OF TRAINING FACILITIES 
SUPPORTS HIGH QUALITY RETAIL DEVELOPMENT. 


Nanjing 


Chengdu 


Shenyang 


Beijing (Replacement) 


Guangzhou 


Chongqing 
Hangzhou 


Fuzhou 


Wuhan 


Wuxi 


Shanghai  
(TC extension) 


Xi'an (new TC) 


 * 4 


Harbin 


Weifang 


Taiyuan 


Zhengzhou 


Kunming 


Zhuzhou 


• Training Center: 3 existing + 1 new 


• Training Base: 15  


• Temp. Training Site: 2 


• Body and Paint Site: 11  


BMW Group performance in China, 2014, Beijing 
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CONTINUOUS INVESTMENT IN PEOPLE AND 
PROCESSES RESULTS IN TOP RANKINGS IN J.D. POWER 
AFTERSALES CUSTOMER SATISFACTION. 


BMW Group performance in China, 2014, Beijing 


700 


750 


800 


850 


900 


2010 2011 2012 2013 


BMW shows continuous improvement and achieves top ranking among luxury brands 


for past consecutive years, according to J.D. Power CSI result. 
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SUSTAINABILITY FROM DESIGN THROUGH TO RETAIL. 


BMW Group performance in China, 2014, Beijing 


Product Design Production Retail 


e.g. Efficient Dynamics e.g. BBA Tiexi Plant e.g. 5S Dealership 







Page 26 


BMW IS THE 1ST TO INTRODUCE THE 5S CONCEPT – THE 
BALANCE BETWEEN ECONOMIC, ENVIRONMENT AND 
SOCIAL ASPECTS.    


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  


BMW Group performance in China, 2014, Beijing 
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5S DIFFERENTIATES FROM OTHER OUTLETS BY THE 
EFFORTS IN CUSTOMER INVOLVEMENT, HEALTH & 
SAFETY AND EMPLOYEE CARE. 


BMW Group performance in China, 2014, Beijing 


Waterborne Paint Paint Shop Ventilation  Car Wash Water Recycling  


Social Contribution Health & Safety Training Waste & Recycle training  Wind Turbines 
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TOGETHER WITH OUR DEALERS, BMW CONTRIBUTES TO 
A SUSTAINABLE SOCIAL DEVELOPMENT. 


BMW Group performance in China, 2014, Beijing 


200+ Dealers’ WHF Activities from 2011-2013 







THANK YOU FOR YOUR ATTENTION! 


BMW dealer network in china, D.Kirchert, Oct 2012 Page 29 







2014-07-09-BMW-Group-CMD-Automotive-Finance-Stadler.pdf


Segment Financial Services 


BMW AUTOMOTIVE FINANCE CHINA 


UWE STADTLER, MANAGING DIRECTOR & CEO 


BMW Automotive Finance China 







Page 2 


BMW GROUP FINANCIAL SERVICES – 
AN ESSENTIAL PART OF OUR VALUE CHAIN. 
 


BMW Group – the World’s Leading Provider of 


Premium Products and Premium Services for 


Individual Mobility. 


Research & 


Development 
Production 


Sales & 


Marketing 


After-Sales 


Used Car 


Financial 


Services 
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BMW GROUP FINANCIAL SERVICES AT A GLANCE. 


    Global Presence (year-end 2013) 


Alphabet 


‘EU Bank’ 


Americas 


Asia, Pacific 


EMEA 


31% 


5% 


19% 


14% 


15% 


16% 


Global Operations in 54 Countries 


~ 6,900 Employees (76% outside Germany) 


 Business Lines (Portfolio Q1 2014)  


Banking Insurance 


Multi Make  


Financing 


Commercial Finance Retail Finance 


€ 13.2 bn. 


€ 6.8 bn. 


€ 9.0 bn. 2.6 Mio. Contracts 


Fleet  


Business 


€ 9.0 bn. 


Other 


€ 58.4 bn. 







STRUCTURE OF BMW AUTOMOTIVE FINANCE (CHINA) 
CO., LTD. (HEREINAFTER AFC). 
 


BMW Brilliance 


Automotive Ltd. 


BMW AG 


50%  
(via BMW Holding BV) 50% 


58% 42% 


Brilliance China 


Automotive 


Holdings Ltd. 


79% 21% 
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Director 
(BMW) 


Chairman 
(BMW) 


Vice-Chairman 
(BBA) 


Managing 


Director (BMW) 


Director 
(BBA) 


Board of 


Directors 


Supervisory 


Board 
Board  Member (BMW) Board  Member (BBA) 


BMW Automotive Finance (China) Co., Ltd. 



//upload.wikimedia.org/wikipedia/en/c/c6/BMW_Brilliance_logo.JPG





BMW AFC PROVIDES A TAILORED SUITE OF PRODUCTS 
TO OUR RETAIL CUSTOMERS AND DEALERS. 
 
 


Set-up  of 


Representative Office 
CBRC Licence II & 


Business Licence 


(MOFCOM) 


24 Nov: First retail finance 


contract written 


DDRDA regulation 


initiated by PBOC 
Retail Finance Portfolio of 


100,000+ contracts 
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Retail Finance 


(Amortizing Retail 


Loans & Retail 
Balloon Loans) 


Retail Cooperation 


Business  


(with multiple 
Chinese Banks) 


2010 2011 2012 2014 


Wholesale Co-


lending Business 


(with major Chinese 
Bank) 


Wholesale Finance 


(Inventory Floorplan 


Financing for New & 
Demo Vehicles) 


Non-asset 


Business/Insurance 


(Motor Vehicle 


Insurance, Extended 
Warranty) 


New Finance 


Products under 


Development 


2015 2013 
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OUR FOCUS IS TO ACT AS A TRUE SERVICE PROVIDER 
FOR BMW GROUP PARTNERS AND CUSTOMERS. 
 


Financial Services 


Services Business Risk Management 


People, Systems and Processes 
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OUR VISION AND ROLE IS FULLY ALIGNED WITH THE 
GLOBAL STRATEGY OF BMW GROUP. 


Profit Contribution Support of Sales Customer Interface 


BMW Group Vision: 


“ The World’s Leading 


Provider of Premium 


Products and Premium 


Services for Individual 


Mobility.“ 


BMW Group  


Financial Services 


Vision:  


“We turn Customers  


into Fans for BMW  


Group Mobility” 


BMW Automotive 


Finance China Vision:  


“We are the leader in 


China for financial 


mobility services: We turn 


Customers into fans for 


BMW Group mobility” 







Insurance Retail Finance 
Commercial 


Finance 


5.5 bn. RMB* 482k contracts 24.7 bn. RMB* 


OUR NATIONAL FOOTPRINT COVERS ALL NATIONAL 
BMW DEALERS SECURING A STRONG MARKET SHARE. 


* BMW AFC Serviced Portfolio 


Business Lines (YTD May 2014) Penetration Rate & Supply Gap (YTD May 2014) 


Dealer Coverage (YTD May 2014) 


Demand 


# of Outlets 428 97 22 


Retail Finance Dealer Coverage 99% 96% 86% 


Commercial Finance Dealer 


Coverage (approved Credit Lines) 
64% 85% 81% 
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17% 


27% 


0% 


10% 


20% 


30% 


40% 


50% 


2010 2011 2012 2013 May 2014 


BMW AFC Penetration Rate   
Overall Penetration Rate (incl. coop. biz.)  
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BMW FINANCIAL SERVICES FOCUSES ON CUSTOMER 
LOYALTY AND SECURES FUTURE BMW GROUP VEHICLE 
SALES. 


Joint Strategy and  


Aligned Targets 


Increased  


Dealer Empowerment 
IT Integration (Sales & AFC) 


 


 


Increased importance of retention & loyalty 


License Plates 


More cities expected to enforce car plate 


restrictions until the end of the decade. 


 


 


 


More than one million expiring contracts in 


the coming years require a dedicated 


customer life cycle management. 


Maturity Forecast 
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OUR SUSTAINABLE BUSINESS MODEL REQUIRES AN 
ACTIVE RISK MANAGEMENT APPROACH… 
 


Financial Services 


Services Business Risk Management 


People, Systems and Processes 
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...COVERING ALL RISK CATEGORIES TYPICAL FOR OUR 
INDUSTRY. 
 


The risk of customer‘s partial or complete inability to meet payment obligations represents the 


main risk for Financial Services and is directly linked to the business model (financing and 


leasing business). 
Credit Risk 


Residual 


Value Risk 


Interest 


Rate Risk 


The business model also involves the potential risk of insolvency based on a mismatch 


between asset and liability maturities.  This liquidity risk is covered by BMW AG. 
Liquidity 


Risk 


Potential losses due to the failure of internal processes, people, systems and external events, 


directly linked to the business model and are closely monitored. 
Operational 


Risk 


Losses in the expected realized market value of vehicles upon contract expiration account for 


the main risk for Financial Services and result from part of the business model (leasing 


business). 


Negative effects due to changes in money and capital market rates are to a limited extent part of 


the business model. 







WE ARE LEVERAGING OUR GLOBAL EXPERIENCE TO 
DELIVER  SUSTAINABLE PERFORMANCE.  


* Note: To be automated in  2014 


 


High Level of Automation  


  


IT Interfaces between Dealer Systems, 


Back Office Systems, Rating Engine and 


Credit Bureaus. 


 


 


Advanced Rating Engine 


 


*Risk Cost Calculation, *Competence 


Matrix, System-Integrated Rating and 


Policy Rules. 


 


 


Policies and Guidelines 


 


Global policies and guidelines adapted to 


local market. 
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People 


 


Leverage global footprint by sourcing 


experts with long-standing business 


experience and develop talent. 


 


 


 


 


 







Management  


Cockpit 
 


 


Text 


RORAC Risk Strategy 


Risk Limit  


Operative 


Targets 


New Business  


& Portfolio  


Steering 


P&L  


Steering  


and 


Controlling 
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OUR RISK MANAGEMENT IS FULLY INTEGRATED IN THE 
BMW FINANCIAL SERVICES MANAGEMENT COCKPIT.  


∙ Risk Definition 


∙ Risk Inventory 


Within our risk management strategy the limitation of our risk appetite is one of the key factors. 


∙ Risk Assessment  


∙ Risk Bearing Capacity 


 
Which risks are relevant / material? 


 


 


How do we limit and cover our risks? 
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ROADMAP TO SUCCESS. 
 


2015 


Sustainable Growth 


 
 
Leverage global footprint 


and experience for talent 


sourcing, risk management 


and financial stability. 
 


Supporting future growth 


by a diversified financial 


product portfolio, an aligned 


sales process and smart 


system solutions. 


 
 


 


 


 
  


 


 


 


To become the leader in 


China for Financial 


Mobility Services.  


2014 


Setting the Foundation 


2016 - 2020 


Driving the Future 


Customer Loyalty and Retention 
Organization, Product and Operational Efficiency 
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CUSTOMER CENTRICITY, A SOLID ORGANIZATION 
WITH SMART PROCESSES & SOPHISTICATED RISK 
MANAGEMENT WILL ENSURE A SUCCESFUL FUTURE. 


Customer Value 


Customer 


Service 


Customer 


Centricity 


People and 


Organization 


Asset-Liabilty 


Management 


Risk 


Deliver premium customer service at reasonable cost: Develop a future orientated 


& scalable operating model by leveraging unique & innovative technology. 


Create customer-centric, cross-functional end-to-end processes to enhance 


operational efficiency and improve customer experience. 


Manage risk with emphasis on transparency, risk ownership and governance. 


Develop an advanced organization with highly qualified associates. 


Improve loan yields and reduce funding costs by focusing on risk adjusted 


returns of loans and funding diversity. 


Offer a tailored, innovative and integrated product portfolio. 







THANK YOU FOR YOUR ATTENTION! 
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FINANCIAL SERVICE WILL FURTHER ENHANCE SALES 
AND PROFITABILITY FOR ALL BMW PARTNERS IN 2014. 


Insurance Business 


Credit Card Retention / Loyalty New IT System 


Retail Business Wholesale Support 
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BMW AUTOMOTIVE FINANCE CHINA WILL OFFER 
SPECIFIC PRODUCTS FOR BMW i. 


 


 


 Insurance products 
 


 


 


 


 


Mobility Services – 


Start into a new Era 


 


 


 


 


New Finance / Lease 


Products 


BMW Financial Services 


Electrify Program 
Vehicle Related Services 


Extended Warranty 


 






