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BMW GROUP FINANCIAL SERVICES IN THE AMERICAS.
ED ROBINSON
PRESIDENT & CHIEF EXECUTIVE OFFICER BMW GROUP FINANCIAL SERVICES, AMERICAS REGION.







BMW GROUP – THE WORLD’S LEADING PROVIDER OF PREMIUM 
PRODUCTS AND PREMIUM SERVICES FOR INDIVIDUAL MOBILITY.


BMW Group Network


Capital Markets Day – Ed Robinson


Dealership
Financial Services 


Company (NFSC)


Customer


National Sales 


Company (NSC)


Dealer financing / Insurance


Commission payments
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BMW FINANCIAL SERVICES IS AS AN INTEGRAL PART OF THE BMW GROUP 
VALUE CHAIN.


Capital Markets Day – Ed Robinson


Research &


Development
Production


After-Sales


Used Car


Financial  Services


Financial Services Support of Sales Customer Interface Profit Contribution


+ +


Sales & Marketing
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BMW GROUP FINANCIAL SERVICES AT A GLANCE.


Capital Markets Day – Ed Robinson


Global Presence 2014


Alphabet


‘EU Bank’


Americas


Asia, Pacific


EMEA


30%


11%


17%


13%


15%


14%


Global Operations in 54 Countries


> 7,000 Employees (80 % outside Germany)


Business Lines (Portfolio Size 2014)


BankingInsurance


Multi Make 


Financing


Retail Finance


€ 7.5 bn.


€ 9.2 bn.


€ 67.0 bn.


3.2 Mio. Contracts


Fleet 


Business


€ 9.7 bn.


HQ & others


Commercial Finance


€ 13.1 bn.







BMW FINANCIAL SERVICES – 22 YEARS OF EVOLUTION IN THE AMERICAS.
FROM DIVERSIFICATION TO INTEGRATED SERVICES.


BMW Financial 


Services takes 


hold of U.S.


BMW Bank launch Salt Lake City


Introduction direct financing


and eContracting


700K + Active Accounts


Ohio expansion to 


Regional Service 


Center (RSC)


RSC Integrate


RSC Integrate


Capital Markets Day – Ed Robinson


1996 National Customer 


Service Center built in Ohio -


all  Operations under one roof. Expansion of Insurance Business
Launch of BMW i


1993     1996      1997        1998      1999      2000             2006         2007            2009      2010  2011       2012        2014       


Ultimate Drive 


Mobile App
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SUSTAINABLE GROWTH OF SERVICED UNITS, PORTFOLIO & NEW BUSINESS 
WITH THE UNITED STATES AND THE REGION. 


Capital Markets Day – Ed Robinson


Serviced Vehicle Units (Thousands)


Serviced Vehicle Portfolio (Billion €)


New Business Volume (Billion  €) 


814 855 900 932 978 1,031 1,067 


2008 2009 2010 2011 2012 2013 2014


18.5 18.2 19.1 20.0 20.5 21.9
27.0


2008 2009 2010 2011 2012 2013 2014


9.3 8.4 9.3 9.1 10.8 12.5 12.2


2008 2009 2010 2011 2012 2013 2014


31%


69%


36%


64%


33%


67%


US share of Total 


FS 2014


Around 1/3 of Global Financial Services Volume is generated in the United States.


United States


Rest of Region 
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THE US RISK MANAGEMENT HOUSE SETS THE STANDARDS FOR OUR 
COMPREHENSIVE RISK MANAGEMENT STRATEGY.  


Capital Markets Day – Ed Robinson


Comprehensive Risk Management Strategy
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Communication


Business  and Market Knowledge


Quant analytics, expert opinion


Retail Credit Risk Commercial Credit 


Risk


Residual Risk Operational Risk Compliance Risk Interest Rate Risk







56 56


58


59 59


2010 2011 2012 2013 2014


C
o


n
tr


ac
t 


Te
rm


Page 8


MAJORITY OF RETAIL FINANCE CUSTOMERS HAVE A GOOD RATING. 
DELINQUENCIES AND AVERAGE LOAN TERMS ARE BELOW MARKET LEVEL. 


Capital Markets Day – Ed Robinson


2010: 2012: 2014:


Retail Finance Delinquency Development: 


Development Retail Finance Booking: Development average Loan Contract Terms: 


Experian Industry comparison 2014
1.26%


1.01% 0.98%
1.03% 0.99%


0.00%


0.20%
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77.0%


16.7%


6.4%


700+


640-699


<640


72.3%


19.1%


8.6%


74.1%


19.0%


6.8%


2010 2011 2012 2013 2014


Average Term - industry:    New vehicles:     66 months 


Used vehicles:    62 months


30+ days past due delinquency – industry:  2.38%


Average industry loan score development: 


Ø = 753


736 732 727 723 715 712


657 659 653 650 646 648600


650


700


750


Q4-2009 Q4-2010 Q4-2011 Q4-2012 Q4-2013 Q4-2014


New vehicles Used vehicles


Ø  64 month


Ø = 743 Ø = 753


*


**


*FICO Score     ** Experian VantageScore







INTRODUCE UPSTREAM CHANNELS TO OPTIMIZE SALES OPPORTUNITIES 
AND LIMIT AUCTION VOLUME.


Introduction of Upstream Channels via virtual market platform


• National Sale


• VIP Independents


• Direct customer


Upstream 
Channels


Improved offering to 


entire Dealer network.


20%  of auction volume


purchased by  BMW Dealers.


2/3  units sold to BMW Dealers.


Customer


Grounding Dealer


Strong After sales 


parts cooperation


Physical AuctionMaximize US National re-distribution opportunities
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FOCUS ON STRONG DEALER NETWORK AND NATIONAL DISTRIBUTION TO 
FURTHER OPTIMIZE REMARKETING AND MAINTAIN HIGH RESIDUAL VALUES.


Capital Markets Day – Ed Robinson


Used Car 
Demand


41 Million 


New Car 
Demand


16 Million


High Used Car Demand as opportunity Joint  BMW Group Used Car Strategy


Maximize National  re-distribution opportunities by implementing additional sales channels through virtual market platform.


Increase Marketing activities to gain and loyalize existing customer as well as providing additional dealer network support. 


Used Car Demand
41 Million 
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REGIONAL SERVICE CENTER IN USA - ESTABLISHED AS CENTRAL 
CUSTOMER INTERFACE FOR BMW GROUP IN NORTH AMERICA.


Capital Markets Day – Ed Robinson


In 1996  the National Customer Service Center is built in Dublin, Ohio – all operations under one roof.


With the  final integration of Brazil in  2012,  Ohio is established as Regional Service Center  (RSC).


The RSC is strengthening the Customer Interface for the BMW Group.


The RSC provides service offerings for a portfolio of more than $ 27 Billion.


More than 1.7 Mio. direct customer contacts p.a. for Sales & Financial Services Companies.
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FINANCIAL SERVICES IS PREPARED FOR THE FUTURE.


Capital Markets Day – Ed Robinson
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MANUFACTURING EXCELLENCE.
MANFRED ERLACHER
HEAD OF PLANT SPARTANBURG.


March 26, 2015







BMW MANUFACTURING CO.
WHERE WE ARE NOW. 


1,200 Vehicles Each Day


5.6 Million Square Feet


8,000 Jobs On-Site


$7 Billion Investment
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BMW MANUFACTURING CO. 
MODEL STRATEGY.


BMW X3


BMW X6


BMW X5


BMW X4


BMW X5 M


BMW X6 M
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OUR CORE ELEMENTS ARE EVEN VISIBLE AT EVERY STEP OF 
OUR VALUE CHAIN.


Page 4


QUALITY


MANAGEMENT


• Best Fit Line, 


Automated Hang-On 


Parts


• Laser Radar 


Measurement System


BODY SHOP


INNOVATION / 


VALUE ORIENTED 


PRODUCTION SYSTEM
• Line production efficiency, 


Stable Takt


• Productivity and quality 


increase through human-


robot-collaboration


ASSEMBLY


SUSTAINABILITY


• Continuous innovation to meet 
sustainable production 


claim 


(e.g. IPP)


• Building to Booth  (B2B) 


Ventilation


• Smart AGVs


PAINT SHOP


LEAN PRODUCTION


• Just-in-time logistics for 


efficiency and productivity 
(lean)


• Continuous improvement 


(VPS)


LOGISTICS


Capital Markets Day – Manfred Erlacher







SUSTAINABILITY


SUSTAINABILITY WITHIN THE BODY SHOP:
BEST FIT. AUTOMATED HANG ON PARTS.


• Best Fit Line, Automated 


Hang-On Parts


• Laser Radar Technology


BODY SHOP


QUALITY MANAGEMENT


• Three  dedicated lines: one for 


X5/X6 models, another for X3 and 


third for the X4.


• Lines operate a fully automated 


process for hang-on parts 


(doors, hood, tail-gate), the first 


in the BMW Group  Production 


Network.


• Body shop operates 1,400 


robots.


• Laser Radar Technology lifts 


installed at the end of lines to 


measure entire BIW, sends data 


to ensure dimensional quality.
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SUSTAINABILITY


SUSTAINABILITY WITHIN THE PAINT SHOP:
INTEGRATED PAINT PROCESS.


• Continuous innovation to 


meet sustainable 


production claim 


(e.g. IPP)


• Use of high-tech, 


sustainable finish 


PAINT SHOP


SUSTAINABILITY


• In the Paint Shop, a Integrated Paint 


Process (IPP) technology integrates 


the primer coat process into the top 


coat process eliminating three process 


steps: primer, primer over and primer 


finish. 


• This more efficient method combined 


with the latest in robot application 


equipment, as well as a new 


ventilation technology yields an ultra 


high-performance paint shop that has 


reduced the plant’s energy 


consumption by 30%, reduced 


carbon emissions by 43%, reduced 


VOCs by 7% and wastes 2% less than 


conventional technology. 
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SUSTAINABILITY


SUSTAINABILITY WITHIN ASSEMBLY:
COLLABORATIVE ROBOTS.


• Line production efficiency, 
Stable Takt


• Productivity and quality 


increase through human-


robot-collaboration


ASSEMBLY


INNOVATION


• Collaborative robots or “friendly” robots 


work around humans without protective 


fencing.


• Each of the four robots, one per door 


line, contains a special interface device 


with a roller on the end.  


• The robot is programmed to apply 


consistent pressure with the roller 


around the perimeter of the door foil, 


securing it and the adhesive to the door.


• This is an important part of the door 


assembly process since the door foil 


protects the electronics inside the door 


from water leaks.
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SUSTAINABILITY


SUSTAINABILITY WITHIN LOGISTICS:
SUPERMARKETS AND AUTOMATED GUIDED VEHICLES (AGV).


• Just-in-time logistics for 


efficiency and productivity 
(lean)


• Continuous 


improvement (VPS)


ASSEMBLY


LEAN PRODUCTION
Value-added production 


principles or “VPS”. 


This is BMW’s proprietary approach 


to lean manufacturing. 


BMW’s VPS philosophy is 


developed to create:


• repeatable, robust processes


• improve logistics flow


• implement value stream 


optimized principles, and 


• pinpoint and eliminate waste in 


the process 
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BMW GROUP CAPITAL MARKETS DAY, SPARTANBURG, MARCH 2015
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BMW GROUP DRIVEN FOR GROWTH IN AMERICA.
LUDWIG WILLISCH
PRESIDENT AND CEO, BMW OF NORTH AMERICA, HEAD OF REGION AMERICAS.


March  26, 2015







1. Business Review.


2. Strength of Brand and Product Strategy.


3. Economic and Market Perspective.


4. Future Retail  Strategy – Driving Customer Delight.


THE BMW GROUP IN THE U.S.







THE BMW GROUP IN THE U.S.
A CLEAR MISSION.


"The BMW Group is the world's leading provider of 


premium products and premium services 


for individual mobility." 







BMW Manufacturing – Brazil 


BMW GROUP AMERICAS FOOTPRINT EXPANDING IN REGION.


BMW  de Argentina NSC


BMW Manufacturing – MX


(Future Site)


BMW MX/LatAm RO


BMW SGL Joint Venture 


Carbon Fiber Plant – WA


BMW Manufacturing – SC 


BMW Americas HQ – NJ


BMW Canada NSC


BMW do Brazil NSC







– Global – 2.1 Million + vehicles sold worldwide – new Global Sales Record.


– US – best year ever for BMW, Premium Leader 3rd time in 4 years.   


– Canada – best year ever for BMW, 24th consecutive year of growth. 


– Mexico – best year ever for BMW.


– Brazil – best year ever for BMW, Premium Leader 5th time in 5 years.


– IM – best year ever for BMW, Premium Leader.


December 2014 YTD 


2014 PREMIUM LEADER WORLDWIDE – 10 YEARS IN A ROW.  
BEST YEAR EVER, PREMIUM LEADER IN AMERICAS. 
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THE BMW GROUP.
A STRONG AND LASTING COMMITMENT TO THE UNITED STATES.
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BMW GROUP.
A STRONG AND LASTING COMMITMENT TO AMERICA.Today there are over 25 BMW Group company locations across the U.S. 


as well as a  network of over 640 dealers representing all four  brands:







THE BMW GROUP IN THE U.S.
RETAIL NETWORK FOOTPRINT OF 642 STORES.


U.S. Retail Network 


(as of March, 2015)


– 339 BMW dealers 


– 35 Rolls-Royce dealers  


– 122 MINI dealers 


– 146 BMW Motorrad dealers 
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THE BMW GROUP IN THE U.S.
BMW OF NORTH AMERICA FOUNDED IN 1975.


Back then, BMW was headquartered in Montvale NJ.


Only four models in model line-up – total sales of 19,000 units.


– BMW 2002


– BMW 530i


– BMW Bavaria


– BMW 3.0 CS
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THE BMW GROUP IN THE U.S.
HISTORIC SALES DEVELOPMENT – BMW BRAND.


Product driven growth. 63,000 to 340,000 units, 1990 – 2014.


Doubled BMW Brand U.S. Sales from 1999 to 2014. 
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HISTORIC MINI SALES DEVELOPMENT IN THE U.S.


MINI establishes premium small car segment in U.S.
Growth driven by expansion of model portfolio.
610,000 cars sold in US since brand introduced in 2002. 
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THE BMW GROUP IN THE U.S.
HISTORIC SALES DEVELOPMENT: MOTORRAD.


Sales  growth, from 3,200 to over 15,500 units per year 


since BMW NA began selling motorcycles in U.S. in 1981.


0


2000


4000


6000


8000


10000


12000


14000


16000


18000


1981 1984 1994 2004 2014 1981


2014







THE BMW GROUP IN THE U.S.


1. Business Review.


2. Strength of Brand and Product Strategy.


3. Economic and Market Perspective.


4. Future Retail  Strategy – Driving Customer Delight.







THE BMW GROUP.
SUCCESS BUILT ON THREE KEY ELEMENTS. 


Authentic and 


Desirable 


Brands


Exceptional 


Products


Satisfied 


Customers


Success of 


the BMW Group







BMW  THE WORLD’S MOST VALUABLE PREMIUM AUTOMOBILE BRAND. 
AND AHEAD OF OTHER BLUE-CHIP BRANDS – AS RATED BY FORBES.







BMW i3.
HOW DO YOU KNOW YOU DID SOMETHING RIGHT?







ELECTRIC SEGMENT – FEBRUARY 2015.
SEGMENT SALES THROUGH FEBRUARY UP 8% VS LAST YEAR.


Year-to-Date  Sales.


Source: Autodata, Inc.


*  Tesla S sales estimated.2
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BMW i IN THE U.S. MARKET. “BORN ELECTRIC”.


The U.S. will be the world’s largest BMW i market


• Start of sales i3 in April 2014, 6,092 cars sold in 2014


• Start of sales i8 in August 2014, 555 cars sold in 2014


• i3 price at $41,350 (MSRP)*, i8 price at $135,700 (MSRP)*


California alone will represent the 4th largest market


• California share on national BMW volume: 22% (Act. 2014)


• California share on national BMW i volume: 42% (Act. 2014)


• All 50 BMW Dealers in California are selling BMW i


Future of BMW i


• More than 80% of U.S. BMW dealers applied for BMW i sales


• All dealers offer i Service (CFRP/high voltage)


• Trademarks for “ix” were secured


* before federal / state incentives (7,500 / CA: 2,500 USD)







Source: Autodata Inc.
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BMW SAVS – ALMOST 1 MILLION X VEHICLES SOLD IN THE US SINCE THE 
FIRST X5 WAS INTRODUCED IN 1999. 


1999 – BMW X5 TODAY – BMW X3, X4, X5, X6, X5 M, X6M


Proudly built in the USA







THE BMW GROUP IN THE U.S.


1. Business Review.


2. Strength of Brand and Product Strategy.


3. Economic and Market Perspective.


4. Future Retail  Strategy – Driving Customer Delight.







THE WORLD IS GETTING MORE COMPLEX.
POLITICAL UNCERTAINTIES HAVE IMPACT ON ECONOMY IN THE US.
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U.S. CONTINUES TO SEE POSITIVE ECONOMIC OUTLOOK. 
REAL GDP GROWTH EXPECTED TO REBOUND OVER REST OF 2015.


Source: Blue Chip Economic Indicators, Conference Board Consumer Confidence, S&P/Case-Shiller Home Price Indices, Bloomberg


Real GDP Growth Forecast Consumer Confidence


– Estimates of economic growth in Q1 continue to be trimmed on expectations that the severe winter weather 


temporarily depressed activities, but real GDP growth in 2015 is still expected to be the highest since 2005. 


– Unemployment fell to 5.5% in February, but labor force participation rate remains at lowest levels in 35 years.


– Consumer confidence fell 7 pts. in February after having risen 23 pts. over the prior year to its highest level since 


2007.  Despite the decline, consumers remain confident that the economy will continue to expand.


– Auto sales and Wall Street have generally been bright spots for the recovery through the year.


– Housing starts and sales have struggled recently as severe winter weather (NE) likely weighed on activity. 


+23 pts. over 12 months
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STRONG LUXURY RETAIL SPENDING IN THE U.S. – TOPS GLOBAL LIST.







U.S. LIGHT VEHICLE MARKET – DECEMBER 2014 YTD SALES.
16 MILLION + MARKET – PREMIUM SEGMENT STRONGER THAN INDUSTRY.


Light Vehicle sales through December  up 922,000 


units or +5.9% vs. last year:


– Cars: +138,000 units


– Trucks:  +784,000 units


Premium segment sales through December 


up105,000 units or +6.8% vs. last year:


– Cars: +42,000 units


– Trucks:  +63,000 units


Source: Autodata, Inc.
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U.S. IMPORTANCE FOR GLOBAL CAR MARKET. 
CARS & LIGHT-TRUCKS – PREMIUM SEGMENT KEY CONTRIBUTOR. 


19%


81%


21%


79%


37%


63%


US Share of 


Total Market


US Share of 


Luxury ++  and Luxury + subsegment
US Share of 


Premium Segment


16.5 m. 1.66 m. 0.19 m.







56% OF PREMIUM SEGMENT SALES DONE IN ONLY 6 STATES: CA, FL, NY, TX, 
NJ AND PA – CA IS NUMBER ONE PREMIUM MARKET IN US.
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U.S. MARKET CLIMATE CHARACTERISTICS.
“AWD” IMPORTANCE IN PREMIUM SEGMENT.


Snowbelt


North of the snowbelt:


80% of all Premium 


vehicles come with AWD


South of the snowbelt:


Only 29% of all Premium vehicles come with 


AWD


2014 Premium Sales 


North: 759,216


2014 Premium Sales 


South: 802,213


Source: IHS/Polk Sales 2014


U.S. AWD share of 


Core 4


89%


57%


55%


37%


AWD take-rate


by brand


29%


29%


25%


17%


AWD Penetration:
(Premium Segment)







THE BMW GROUP IN THE U.S.


1. Business Review.


2. Strength of Brand and Product Strategy.


3. Economic and Market Perspective.


4. Future Retail  Strategy – Driving Customer Delight.







CHANGING EXPECTATIONS OF NEW GENERATION OF RETAIL CUSTOMERS
REQUIRES NEW WAYS OF SATISFYING AND DELIGHTING THEM.







Today’s customer better informed


Expect higher price transparency


Inviting, no-pressure environment


Less loyal, and willing to walk 


Expect knowledgeable staff


Prefer to stay at home


Want their time valued


CHANGING EXPECTATIONS OF NEW GENERATION OF RETAIL CUSTOMER. 







CHANGING EXPECTATIONS OF NEW GENERATION OF RETAIL CUSTOMER. 
FEWER SHOWROOM VISITS, MORE INTERNET TRAFFIC. 


Nr. of dealer visits 


per annum


Internet use before 


car purchase (%)


Readiness to buy a 


car online (%)


Readiness to buy 


parts online (%)


Readiness to buy 


options online (%)


2003 2014







BMW FUTURE RETAIL IN THE U.S. – HOLISTIC APPROACH TO PREMIUM 
RETAIL EXPERIENCE.


– Focus on providing Premium Customer Experience at every touch-point to satisfy a new 


generation of customers, and exceed their expectations.


– Be well-prepared for the continued expansion of the BMW product line-up that includes 


innovative, new vehicle concepts and ground-breaking technologies.


– Ensure continued profitability and sustained sales growth  for us and our retail network, now 


and well into the future.







BMW FUTURE RETAIL IN THE U.S.
BMW GENIUS DELIVERS PRESSURE-FREE PRODUCT CONSULTATION. 


–BMW Geniuses stand for pressure-free, 


knowlegble, enthusiastic product consultation 


at dealership.


–They are available to offer their knowledge and 


assistance before and after the sale.


–Latest technology leveraged to present 


engaging retail experience both in and out of the 


showroom.







BMW FUTURE RETAIL IN THE U.S. – MODERN, NEW FACILITIES. 







–BMW Genius: 500 BMW Geniuses at dealers – 750 by close of year.


–BMW Pop-Up Store: Pilot launched, South Coast Plaza Mall, Orange County, 
CA, 100,000 visitors, driving leads and sales.  


–New Technologies: 316 Virtual Product Presentation in 140 stores. Installed 
317  Digital Point of Sale units. 


–New Facilities:  100 Stores completed by the end of this year.  95% of network 
transformed by 2019 = $3 Billion investment, 30% increase in showroom 
capacity.


BMW FUTURE RETAIL IN THE U.S. – HOLISTIC APPROACH TO NEW RETAIL 
EXPERIENCE.







THE BMW GROUP IN THE U.S.


As a global company, the BMW Group has been supported by the 


historic influence, scale and strength of the US market.


Our future success will be driven by the continued investment in, 


and commitment to the United States. 
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BMW GROUP – 2014 FINANCIAL YEAR:
FIGURES FOR PREVIOUS YEAR EXCEEDED.


In € million 2014 2013* Change in %


Sales (units) 2,117,965 1,963,798 + 7.9


Revenues 80,401 76,059 + 5.7


Earnings before taxes (EBT) 8,707 7,893 + 10.3


EBT margin (in %) 10.8 10.4 -


Net profit 5,817 5,329 + 9.2


* Previous year figures adjusted







RETAIL SALES IN 2014 GLOBALLY BALANCED 
BETWEEN AMERICAS, EUROPE AND ASIA.
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Americas


482,257 units


+4.0%


Europe


914,587 units


+6.4%


Asia


658,384 units


+13.8%


62,737 units


Rest of World


+1.6%


Total Sales share:


23%


43%31%


3% Americas


EuropeAsia


Rest of 


World


Sales 


growth YOY:







CAPEX RATIO 2014 CLOSER TO TARGET.
PRODUCTION EXPANSION IN AMERICAS, ASIA, EUROPE.


Capex ratio BMW Group [%] 


Target: < 7.0%


4.0%


5.0%


6.0%


7.0%


8.0%


9.0%


10.0%


2007 2008 2009 2010 2011 2012 2013


7.6%
7.9%


6.8% 6.8%


5.4% 5.4%


8.8%


2014


7.6%







R&D EXPENDITURE OF € 4.57 BILLION.
R&D RATIO JUST OUTSIDE TARGET RANGE.


R&D Ratio (HGB) BMW Group 


Target range: 5 – 5.5%


4.0%


4.5%


5.0%


5.5%


6.0%


6.5%


7.0%


2007 2008 2009 2010 2011 2012 2013


5.6%
5.4%


4.8%
4.6%


4.9%
5.1%


6.3%


2014


5.7%







* Previous year figures adjusted


In € million 2014 2013* Change in %


Sales (units) 2,117,965 1,963,798 + 7.9


Revenues 75,173 70,630 + 6.4


Earnings before interest and tax


(EBIT)
7,244 6,649 + 8.9


EBIT margin (in %) 9.6 9.4 -


Earnings before tax (EBT) 6,886 6,561 + 5.0


AUTOMOTIVE SEGMENT – 2014 FINANCIAL YEAR:
SEGMENT PROFITABILITY HIGHER.







* Previous year figures adjusted


In € million


0


1,000


2,000


3,000


4,000


5,000


20142013*


3,481
3,003


Target: > 3 bn. €


AUTOMOTIVE SEGMENT FREE CASH FLOW:
TARGET OF > € 3 BILLION EXCEEDED.







Dividend per common share (in €) Dividend payment (in € million)


0.00


2013 2014


2.60


0.50


1.00


1.50


2.00


2.50


3.00 2.90


0


2013 2014


300


600


900


1,200


1,500


1,800 1,707


2,100
1,904


DIVIDEND INCREASE OF € 0.30 PROPOSED.
PAY-OUT RATIO OF 33%.







OUTLOOK FOR 2015 –
POSITIVE BUSINESS DEVELOPMENT DESPITE CHALLENGES.


BMW Group


Solid increase of BMW Group EBT compared to previous year.


Automotive Segment


Solid rise in vehicle deliveries and revenues compared to previous year. 


EBIT marge in target range of 8-10%.


Segment Financial Services


Return on equity of at least 18%, on par with previous year.


Segment Motorcycles


Solid rise in deliveries compared with previous year.
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CURRENCY FLUCTUATION IS MANAGED ACTIVELY AT BOTH STRATEGIC 
AND OPERATIONAL LEVEL. 


Plant Spartanburg


Plant Araquari


Plant Kaliningrad*


Planning reliability, reduce earning risks 


Tailwind of mid  triple-digit million range (€) in 2015


Euro – US Dollar


Natural and  


financial hedging for core FX:


Euro – Rouble


Euro – Real


*contract assembly







NEW MODELS 2015 – SHEER DRIVING PLEASURE FROM SMALL TO LUXURY 
SEGMENT. 


BMW 1 Series BMW 2 Series Convertible


BMW X5 M BMW X6 M BMW M6 CoupéBMW 6 Series Gran Coupé


BMW 6 Series Coupé BMW 6 Series ConvertibleBMW 2 Series Gran Tourer
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CHINA: SIGNS OF AN ONGOING NORMALIZATION OF THE CAR MARKET 
CONTINUE – HOWEVER PROMISING MIDDLE- AND LONG-TERM PROSPECTS.


Over-proportional growth rates in the 


premium segment
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Economy


Political


Regulatory


Market


GDP growth of 7% forecast for 2015


Anti-Corruption Campaign


Traffic control & environment protection


Energy efficiency and NEV aspiration


Anti-monopoly & parallel import


Consumption/ Luxury Tax


More locally produced product offerings


High brand affinity


Solid middle- and 


long-term prospects!


Growth of premium relevant upper 


and upper middle class


Source: Global Insight 01/2015.


CAGR 2014-2022: 


7.8%


2014


1,830,000 units


2020E


2,869,000 units
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TECHNOLOGY  WILL DRIVE A FUNDAMENTAL CHANGE OF THE 
AUTOMOTIVE INDUSTRY IN THE NEXT YEARS.


ELECTRIC MOBILITY DATA  AND CONNECTIVITY
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BMW i TECHNOLOGY TO BE TRANSFERRED TO CORE SERIES VEHICLES.


~2.2 ltr/100km// 112 MPGe* 


~ 50 g/km CO2


~3.3 ltr/100km // 62 MPGe*


77 g/km CO2


Market launch: 


2016


BMW  X5 xDrive40e


Market launch 


(only Europe/ China): 2016


BMW 3 Series eDrive BMW Concept Active Tourer eDrive


Market launch: 


from Autumn 2015 on


* Preliminary figures of BMW development division, official 


certification still outstanding







CONNECTED DRIVE STORE: 
MORE CONNECTIVITY FOR OUR CUSTOMERS.







FROM DRIVING ASSISTANCE FEATURES TO HIGHLY AUTOMATED DRIVING.
BMW GROUP HAS SET A MILESTONE IN LAS VEGAS IN JANUARY 2015.


Fully automated remote valet parking 360° collision avoidance 
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PRODUCTION@BMW 


March  26, 2015 


DR FRANZ DECKER 
HEAD OF PRODUCTION NETWORK STRATEGY. 
 







PREMIUM OEMS HAVE TO MANAGE SOPHISTICATED 
CUSTOMERS, INDIVIDUALIZATION OF PRODUCTS AND DYNAMIC 
MARKETS. 


Production@BMW Group, March 2015 


2 


3 


Sophisticated customers and quality claim. 


Increase of number of derivatives and customizing elements. 


Uncertainty because of volatility regarding customer / segment structure, 


regional demand and market behavior. 


1 
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Our instruments: 


 


• Flexibility management 


 


• Complexity management 


BMW Group is best in managing 


customers' individual needs in 


production 


BMW GROUP SUCCESSFULLY APPLIES FOUR CORE ELEMENTS TO 
ITS ONE GLOBALLY ALIGNED NETWORK. 
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Our instruments: 


 


• Production follows market 


 


• Management of cost & capital 


structure 


  


BMW Group balances global growth 


and optimizes risks. 


D 


A 


B 


C 


…and all as ONE GLOBALLY ALIGNED NETWORK 
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WE MANAGE OUR FLEXIBILITY WITH VARIOUS INSTRUMENTS  
AT NETWORK, STRUCTURE AND EMPLOYEE LEVEL.   


BMW Group success stories Levers 


Architecture: Product and process modular system 


Splits of derivatives 


3rd party manufacturer 


Make vs. buy 


Derivatives per line 


Reaction time 


Operating shift model 


Labor model and accounts 


Qualifications 


FLEXIBILITY MANAGEMENT  


A 
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• Fast reaction to global automotive crisis 


and Euro crisis 


• Production and sales volume at new 


record in 2014 


• Stable achievement of margin targets 


• No production stop after Japan Tsunami 


• Integration of BMW i production  


• Short term reaction swop of Russia 


production volume to US 


Network 


Structure 


Employee 
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MODULAR PRODUCTS, LEAN SYSTEMS AND EFFICIENT 
PROCESSES ENABLE STRONG COMPLEXITY MANAGEMENT. 


BMW Group success stories 


COMPLEXITY MANAGEMENT 
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• Broad market coverage through high number 


of derivatives 


• Almost endless number of options and 


equipment variants, i.e. BMW 7 Series at Plant 


Dingolfing, with theoretically up to 1032  possible 


configurations 


• 165 customer relevant options 


• BMW Individual process and broad brand 


spread 


• Changes up to six days prior to the start of 


assembly possible 


• Built-to-order-approach 


• Launch as new normal 


Modular product & production strategy 


Integrated product & production process design 


Standards & lean production   


Customer oriented retail & production process  


Architecture 


Sourcing Production 


Levers 


B 
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INVESTMENTS OUTSIDE EUROPE AND THIRD PARTY MANUFAC-
TURER ARE STRATEGIC ELEMENTS FOR BALANCED GROWTH. 
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Our activities: 


• Production follows market 


• Recent and ongoing investments outside Europe: 


 All new production plant roll-out in San Luis Potosí  
(150,000 units, SOP 2019) 


 SOP in Brazil Araquari plant in 10/2014  
(30,000 units, MINI countryman, BMW 1series 3dr/5dr, 3ser. Sedan, X1, X3) 


 Production increase in Spartanburg  
(X7, X4, 800 new jobs) 


 Extension of existing China facility (Dadong)  


(Expansion to six models (from 3 currently)) 


 New engine plant in China (Tiexi) 


• Third party manufacturer as strategic element for flexibility and profitable growth 
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GLOBAL BALANCED GROWTH – PRODUCTION FOLLOWS MARKET 


As-Is 2014 RoW 


3% 


Third party  


manufacturer 


7% 


NAFTA 
17% 


EU 


60% 


China 
13% 


As-Is 2014 


RoW 


17% 


NAFTA 22% 


EU 


39% 


China 


22% 


C 
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OUR MOTIVATION FOR INVESTMENT INTO NAFTA US IS MARKET 
PENETRATION, RISK HEDGING AND BRAND SHAPING. 
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1995 2014 2009 1990 


+7% 


Source: BMW 


 
 
 
 
 
 


Market penetration of growing US market. 


Dollar hedging for financial optimization. 


Shape customer brand awareness by  
being cultural trendsetter. 


 
 
 
 
 
 


Invest NAFTA – USA – Spartanburg US sales,1990 – 2014 


South Carolina: Good business environmental and 
infrastructural parameters; beautiful, climate 
pleasant state. 


SOP 


Sharp increase of sales 


after local SOP 


CAGR 


Plant Spartanburg as X-hub for the production network; biggest automotive export plant / company within the US. 


Production@BMW Group, March 2015 
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FURTHER INVESTMENTS INTO MEXICO AND BRAZIL  
ARE BASED ON SALES AND COST ARGUMENTS. 


Further NAFTA market penetration due to 
increasing sales figures.  


Realization of production cost advantages. 


Extension of production base. 


 
 
 
 
 
 


Marketability to South American market. 


Local content due to protectionism and  
high import taxes. 


Exploitation of market by other OEMs. 
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Start of site preparation 


 
 
 
 
 
 


Assembly start in 10/2014 
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OUR CORE ELEMENTS ARE EVEN VISIBLE AT EVERY STEP OF  
OUR VALUE CHAIN. 
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FLEXIBILITY MANAGEMENT 


 
 
 
 
 


• Up to 9 derivatives per 


line1) 


BODY SHOP 


INNOVATION 


 
 
 
 
 


• Smart automation of line 


production 


• Productivity and quality 


increase through human-


robot-collaboration 


ASSEMBLY 


SUSTAINABILITY 


 
 
 
 
 


• Continuous innovation to 
meet sustainable 


production claim  


(e.g. IPP2)) 


• Use of high-tech, 


sustainable finish  


PAINT SHOP 


LEAN PRODUCTION 


 
 
 
 
 


• Just-in-time logistics for 


efficiency and productivity  


• Continuous improvement  


LOGISTICS 


• “Buy” decision to ensure best capital efficiency 


PRESS SHOP CAPITAL PRODUCTIVITY 


1) Including M derivatives; 2) Integrated Paint Process 
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BMW GROUP IS BEST PREPARED TO APPLY FUTURE TRENDS 
AND  TO MEET FUTURE RISKS IN PRODUCTION. 
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FLEXIBILTY 


GLOBAL BALANCED 


GROWTH 
AUTOMATION 


EXPERIENCE 


PROVEN INNOVATIVE 


TRACK RECORD 


VALUE ORIENTED 


PRODUCTION SYSTEM 


COMPLEXITY 


MANAGEMENT 


Trends & risks in future production 


TECHNOLOGICAL CHANGES 


Increasing speed of technological 


changes 


TRADE REGULATIONS 


Increasing localization 


regimes. 


VOLATILITY 


Changing customer / segment 


structure, regional demand and 


market behavior. 


SUSTAINABILITY 


More environmentally friendly 


production and vehicles.  


GLOBAL SUPPLY CHAINS 


Outsourcing to low-cost areas. 
CONNECTIVITY & INDUSTRIAL 


INTERNET 


New data processing and usage.  
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SUMMARY:  


BMW Group production acts as one global network with smart allocation of value creation. 


We apply flexibility and complexity management to efficiently provide individualization for our customers. 


Mexico & Brazil will add strong pillars for our production network to foster sales.  


BMW Group is best prepared to master future trends and to meet risks in production.  


Success factor is coherence of architecture,  sourcing and production at all levels.  
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