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BMW Group Tech-Workshop: E-Mobility & Battery Cell Technology. 


Wednesday, 20 November 2019, 11:00 a.m.  


Ladies and Gentlemen, 


Welcome to our new Battery Cell Competence Center and thank you for joining 


us today. I am pleased to be here for my first in-person dialogue with you.  


In the last three months since my start as CEO of the BMW AG, we have been 


realigning our strategy. Going forward, our strategic work will be defined by 


continuous updates.  


I know that analysts prefer concrete results rather sooner than later. At this point, 


it is important to me to provide you first-hand information about where we are 


going.   


The Battery Cell Center is part of our electrification strategy. It is no coincidence 


that we are meeting at this place. It perfectly symbolizes the ability of the BMW 


Group to tackle the necessary transformations in mobility.  


- It stands for our commitment to climate-friendly mobility.


- It stands for the technological prowess of the BMW Group.


- And it stands for our great advances in electric driving technology.


We build on a high degree of in-house innovation and value creation, especially 


where it allows us to gain an edge over the competition. This competence center 


is another element of our strategy.  
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It secures our leading position in individual mobility in the years to come. Before 


we start into our dialogue, allow me and my colleague Nicolas Peter to share 


some insights with you.  


Three points:  


First: How do we see the transformation in the automotive industry? 


Second: How do we position the BMW Group strategically?  


Third: Why are we confident that we have the right answers?  


To my first point.  


Over the last months, we have carefully analyzed our business environment. And 


we will continue to do so. We will constantly update our inputs and act 


accordingly. This is crucial in a fast-changing environment. There is much talk 


about the ongoing transformation in the automotive industry. But not every trend 


happens as fast as supposed. And not every trend is relevant for the BMW 


Group.   


What is important to us:  


- We will concentrate on the relevant drivers of change.  


- We will clearly distinguish between hype and real transformation. 


- We will take our own decisions based on what we learn.  


And we will go our own way, even if that means to go against the 


mainstream.  


Most significantly: We believe there is still much room for growth in the 


automotive sector. There is a long-term growing demand for individual mobility 


worldwide – especially in the premium segment.  


The fundamentals behind it are much stronger than the current dip in the overall 


market, which is mainly due to economic slow-down.  
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And the segment of the BMW Group, the premium segment, is much more 


robust than the overall market. The main factors for having a car have been 


stable for decades: 


- People need cars when they start a family,   


- when the surrounding infrastructure is most conveniently reachable by 


car,  


- and of course, when their income allows it.  


There are potentially “disrupting” business models that rely on car usage rather 


than car ownership. But they are focused on very specific areas with high 


population densities to ensure high utilization rates. This is critical to achieve 


profitability there. 


In our three main markets – Europe, China and USA – only a small fraction of 


people and of our customers live in these super-urban areas. For those who do, 


in the premium segment, owning a car remains a matter of convenience and 


privacy. This is our target group.  


Mobility services – like parking or charging offers, and shared mobility – are 


highly relevant for many people. They are often used in addition to owning a car. 


They even tend to increase the number of car users. With our “Now” Joint 


Venture, we are involved in these developments and will keep looking for further 


opportunities.  


My second point is the strategic focus of the BMW Group.  


The future of mobility is not being made by adopting new business models. The 


future of mobility has to be focused on the car itself, to make it future-ready. A 


modern day car is not a commodity. It is the result of thousands of components, 


technologies and millions of lines of code working flawlessly together in a 


comprehensive system.  
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As product complexity continues to increase, the ability to manage and integrate 


all parts of the value chain becomes critical. It is one thing to design and build a 


promising concept car.  


But it is another huge step to develop a market-ready product that can be 


produced in series, delivered to customers worldwide, comply with many 


different national standards and requirements, and be functional for ten or more 


years. 


In fact, a premium car is one of the most complex series products in the world 


that is handed over to normal customers. It is the core competence of the BMW 


Group to integrate technology into functional products: 


- Safety features,  


- Climate friendly drivetrains,  


- Advanced driver assistance systems,  


- Connectivity with the outside world,  


- Functional and emotional design,  


- And affordability for customers and profitability for the  


BMW Group at the same time.  


The deciding factor is the ability to develop and produce cars with all future-


relevant functionalities. This competence of System Integration is still largely 


underestimated. For the BMW Group, progress in mobility is all about the high-


tech product. We will further extend our leading edge. 


We see much opportunity in the current transformation:  


- The demand for premium cars will continue to rise.  


- At the same time, the complexity of the car will also continue to rise.  


- Not every manufacturer will be able to keep up. 
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- New players are confronted with the major market entry barriers of a 


highly competitive and complex industry. 


- For the BMW Group, this means much room for growth.  


The BMW Group is one of the most advanced automotive companies in the 


world when it comes to managing complexity. Some examples: 


- Our modern Diesel models meet the strictest European regulations.  


- We managed the transition to the new consumption standard WLTP 


ahead of time.  


- We are able to fulfill almost all individual wishes of our customers, thanks 


to our flexible production. 


In fact, understanding the needs of our customers is more important than ever. 


We see a growing trend of diverse needs in the different world regions. To 


understand what is going on, we have different approaches:   


- On the one hand, data-driven, through anonymized data, powerful 


analytic tools and unique customer IDs. 


- On the other hand, expert-based, where we will enter in close dialogue 


with representatives from the different world regions.  


All our findings are embedded into our continuous strategic work.  


For example: In Europe, brand loyalty is one of the deciding buying factors. In 


China, it is connectivity. With 35 years, the average age of our customers in 


China is more than 15 years lower than in Europe or USA. Our Chinese 


customers are mostly digital natives.  


- They have high expectations for the connectivity  


of their car.  


- Their entire buying process is different.  
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- The way they choose and use their car is different.  


- We cater to these customer needs in our single biggest market with our 


extensive local R&D capacities in China.  


We have set the clear goal to further strengthen our software competence 


throughout the entire company. From a customer perspective, we want to 


seamlessly integrate the digital world with the car.  


I myself come from an IT background. It is one of my personal goals to effectively 


use digital innovations throughout the entire company –  


be it in development, production, sales, product functionalities or lifecycle-


management.  


This brings me to my final point – our confidence to have the right 


answers.  


With the rising complexity in our industry, the right timing of strategic decisions is 


crucial. Currently, this is especially relevant for automated driving and electro 


mobility. Regarding automated driving, fully autonomous vehicles are far more off 


in the future than expected by many forecasts.  


This is due to different factors: Technological complexity, regulatory 


uncertainties and the cost of the required systems. In this field, pooling 


capacities and generating synergies through cooperation is crucial. In our 


cooperation with Daimler, it is much about  


- the affordability of automated driving systems,  


- creating industry-wide standards for the required platforms 


- and enabling systems that match the needs of our target groups and 


their willingness to pay for it.   
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A different story is electrification and climate-friendly drivetrains. This field of 


transformation is accelerating year by year. We are committed to fulfill all 


regulatory requirements worldwide. Paying CO2 fines is no option for the BMW 


Group. And we are committed to the targets of the Paris Climate Agreement.  


This is reflected by our goals for electric vehicle sales in Europe: In 2021 a 


quarter of our sales, 2025 a third, 2030 half.  


Already today, we have a broad portfolio of EVs in the market. Our sales of Plug-


in Hybrids and fully battery-electric cars in 2019 will account to more than 


140,000 units, thereof 80,000 in Europe. In 2020, we will see further significant 


growth here, supporting our CO2 target achievement in the European Union.  


Thanks to our long-term electrification strategy, which started back in 2008, we 


are ahead of the competition. Therefore, the financial headwind in 2020 from our 


required CO2 measures will be less than what you hear from some other OEMs.  


Going forward, by 2023, we will have 25 electrified models on the market, more 


than half of them fully electric. We have prepared very thoroughly for that ramp-


up over the last years. The BMW Group is ready as several key factors regarding 


electro mobility are converging at the same time: 


- The energy density of battery cells allows for greater range. 


- Customer demand has risen to a significant level. 


- And regulatory requirements are starting in 2020.  


For the BMW Group, the most effective way to achieve climate protection is to 


do it in line with customer demand. We believe in the Power of Choice of our 


customers. For that purpose, we have created flexible car architectures that can 


be fitted with all sorts of drivetrain variants. The main benefits are:  


Our customers can choose their needed segment first, and then in the next step 


their preferred drivetrain.  
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The differences in functionality compared to single-purpose platforms are not 


noticeable. But we are able to flexibly scale our electric sales according to market 


demand, and harness the capabilities of all of our major production plants.  


We can offer our customers:  


- Plug-in Hybrids in almost all segments that allow for local  


e-drive. An example is the new BMW X5 Plug-in Hybrid, which has 


impressed test drivers with its 80 km real electric range and its straight 


six cylinder engine.  


- Fully electric cars like the MINI Electric, the upcoming iX3, the iNEXT or 


the BMW i4.  


- We are also continuing to develop highly efficient combustion engines, 


as they will remain the only suitable option for customers in many world 


regions.  


 


Regarding hydrogen fuel cells, we see a relevance for it in certain markets like 


Japan, and in some upper segments. We will launch a small fleet in 2022.  


One of the most important topics for customers and OEMs alike is the cost of 


electrification. We are working very hard on this.  We have gained deep 


knowledge of battery cells, their chemistry and design.  


For example: The amount of Cobalt in the cathodes of our latest battery cells in 


the MINI Electric has been reduced by two thirds. We will further expand on our 


knowledge in this Competence Center. We will double the energy density of 


battery cells until 2030 by optimizing current lithium ion technology.  


At the same time, we are constantly checking whether new battery innovations 


are suitable for automotive use and for efficient industrialization.  
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A major innovation is our fifth-generation electric drivetrain. We have developed 


it ourselves and will produce it in-house: A very capable electric engine, 


integrated in a compact design together with the gearbox and power electronics. 


It does not use any rare earth materials. It will have its premiere in the iX3 next 


year.  


The electrification of drivetrains has a great impact on our industry. The BMW 


Group has mastered the entire value chain:  


- We have flexible architectures.  


- We have developed outstanding electric drivetrains and will produce 


them in-house.  


- We are also producing our high voltage batteries in-house.  


- And now, we are extending our competence in understanding battery 


cells and their industrialization.  


Ladies and Gentlemen,  


Let me sum up briefly: The goal of the BMW Group is to offer the world’s best  


premium cars. With all relevant functionalities and services for our customers, 


with a strong appeal and outstanding product substance.  


The rising demand for premium mobility and the rising complexity in our industry 


present a great opportunity for the BMW Group, as System Integration is our 


core competence. We are very confident to expand our leading position in the 


premium segment. We will master the big tasks of individual mobility while 


maintaining high profitability and a strong financial position.  


A corridor of eight to ten percent EBIT margin in the automotive segment 


remains our long-term strategic target.  


On that note, I will hand over to my colleague Nicolas Peter. Thank you.    







191120_BMW_Group_TechWS_Charts_Zipse_final.pdf


BMW GROUP TECH WORKSHOP.
OLIVER ZIPSE


CHAIRMAN OF THE BOARD OF MANAGEMENT OF BMW AG


20 November 2019







INDIVIDUAL MOBILITY IS A VERY STABLE LONG-TERM TREND.


2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025


4.7


72.7


10.7 million units


102 million units


Growth rate in overall market and premium segment
[IHS, index year 2010; incl. light commercial vehicles]


overall market


premium







THE IMPACT OF URBANIZATION .


Population 
share


Changes in mobility behavior are 
mainly in densely populated areas. 


Most of our customers live in areas where cars are the best option. 


31 %50 %18 %1 %


33 %55 %11 %


41 %28 %24 %7 %


SUPER-URBAN. URBAN. SMALL CITY / SUBURBAN. RURAL.
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Core Competence


SYSTEM INTEGRATION 


Design


Thousands of parts per vehicle 


Flexible for customer demand


Producing 11,000 cars per day


4,500 supplier locations


Customizable


High quality and precision


Competitive pricing


Profitable


Eco-friendly in
production and operation


Digital services 
and interfaces


Automated driving


Electric, electrified 
and combustion engines


In compliance 
with regulation


Safety


Managing millions of customers –
in sales, financial services 


and aftersales 


4,800 dealers
in 160 countries


THE CAR IS ONE OF THE MOST COMPLEX TECHNICAL SYSTEMS. 







UNDERSTANDING OUR CUSTOMERS. 


Age of BMW customers
(years)


53


51


54


41


40
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 Electrification in main segments


 PHEV models in line with 


CO2 market conditions 


 Reduction of complexity


 At premium prices, premium quality


 Less offer complexity with logical structure


 Car concepts fitting to customer lifestyle


 Premium design requires refinement in detail


 Ultimate driving machine remains important


 High importance of digital experience and 3 visuals (technology, luxury, sportiness)


 Competitive and regulation-compliant BEV portfolio


 No compromise on road presence and luxury feeling 


 Continuous high demand on strong diesel engine portfolio


 High technology product with focus on driver assistance, safety, 


playful features and connectivity


 Combined with luxurious comfort


…and market requirements.







BMW Group targets for sales of electrified vehicles in Europe 


STEPPING UP THE PACE IN ELECTRIFICATION: 
THE RIGHT INNOVATIONS AT THE RIGHT TIME. 


~25% ~33% ~50%


2021 2025 2030 By 2023, the BMW Group will have 


25 electrified models on offer, more 


than half of them fully electric.







FLEXIBLE VEHICLE PLATFORMS. 


The Power of Choice







THE BMW GROUP 
ELECTRIFICATION STRATEGY. 


Battery Cells.
Build-to-print competence.


5th generation e-drive.
Scalable modular systems, no rare earth.


Vehicle platforms.
Flexible ICE/PHEV/BEV architecture. 


Costs.
Competitive and profitable models.


Production.
Production flexible for all drivetrain variants.


Resource availability. 
Direct sourcing of Cobalt. 


Customer perspective:


The best offer.
Convincing with range, performance, usability, 


quality, safety, longevity, superior workmanship and costs. 
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DEVELOPMENT 


& PRODUCTION 


INHOUSE


BMW GROUP SUSTAINABLE MOBILITY. 
INHOUSE DEVELOPMENT & PRODUCTION OF BATTERY SINCE 2008. 
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Battery Cell Technology @ BMW Group







Battery Pack


Battery Cell


Jelly Roll / 


Electrodes


Active 


Materials


STRONG INTERACTION FROM MATERIAL TO VEHICLE –
OEMS NEED TO BE INVOLVED IN CELL & MATERIAL DEVELOPMENT.
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Battery Cell Technology @ BMW Group







HUGE PROGRESS ON CELL ENERGY DENSITY AND COST. 
FURTHER COST REDUCTION NECESSARY.


DEVELOPMENT OF ENERGY DENSITY 


AND COST OF BATTERY CELLS 


GEN3


GEN4


GEN5
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Battery Cell Technology @ BMW Group


ENERGY DENSITY INCREASE MAINLY DRIVEN BY MATERIAL IMPROVEMENTS.


HIGH 


PERFORMANCE 


MATERIALS


IMPROVED 


ELECTRODE 


DESIGN


OPTIMISED CELL 


TECHNOLOGY


Anode Material


Cathode Material


Electrode design


Cell design
 Increased volume utilization 


(stacking vs. winding)


 Reduced foil thickness


 Increased cell size (reduction of 


non active material)


Graphite 360 mAh/g  


Graphite + SiOx 500-600 mAh/g


Si – C Composite  1200 mAh/g


NMC 


111 150 mAh/g 


532, 622 180 mAh/g


811 210 mAh/g


> 90% Ni 230 mAh/g


 Increased loading


 Optimization coating area







ROADMAP FOLLOWS CATHODE AND ANODE MATERIAL DEVELOPMENT. 
IMPROVEMENTS IN OTHER COMPONENTS IMPORTANT.


Battery Cell Technology @ BMW Group


FULL CHEMISTRY SYSTEM HAS TO BE DEVELOPED IN COMMON TO ACHIEVE COMPETITIVE SYSTEM. 


CATHODE:


 811 close to market


 > 90% Ni in final development


 Beyond?


ANODE:


 SiOx possible but cost?


 Si-C in final development; industrialization, cost?


 Li-metal? Only with solid electrolyte.


ADDITIONAL COMPONENT DEVELOPMENT NEEDED TO MEET TARGETS:


 Separator with enhanced thermal stability 


 Electrolytes and additives to reduce and/or slow down energy release under 


abuse conditions


 Binder and conductive agents to be optimized for new materials/material 


surfaces for good  electrical/mechanical properties







MATERIAL AND PROCESS DEVELOPMENT HAVE TO BE DONE IN PARALLEL.


Battery Cell Technology @ BMW Group


COATED PRESSED SLIT


 Particle structures can be damaged. 


 Cathode material powder densities 


and binder / conducting agents have 


to be optimized.


 Substrates foils have to be carefully 


selected.


 Calendaring processes have to be 


improved.







BMW GROUP STRATEGY: KEEPING KEY KNOW-HOW IN OUR OWN HANDS.
FULL CELL DEVELOPMENT FROM MATERIALS TO TARGET CELL.


START OF CONSTRUCTION


11/2017
4 YEARS OVERALL COST


200 MIO. €
BCCC TECHNICAL CENTER


8000 M2


BCCC OFFICE SPACE


4000 M2


EMPLOYEES IN THE DEPARTMENTS


UP TO 200
DRY ROOM AREA


1000 M2


START OF PRODUCTION


12/2019
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BCCC PROVIDES ALL NECESSARY DEVELOPMENT TOOLS AND STEPS.
INTERNATIONAL NETWORK IS THE ESSENTIAL INPUT.


COOPERATIONS
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BMW GROUP SUSTAINABLE MOBILITY. 
FULL CONTROL OF BATTERY VALUE CHAIN – CLOSING THE LOOP. 


Raw material


(mining, refining)


Battery grade 


material production


Battery cell 


development


Battery cell 


manufacturing


Battery module and 


system development


& manufacturing


Product
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THANK YOU
FOR YOUR ATTENTION!


Battery Cell Technology @ BMW Group
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Schematic illustration of future launch dates
* Vision / Concept carsBMW Group E-Mobility Strategy


BMW X3 xDrive30e 
BMW X5 


xDrive45e


BMW i3, BMW i3s
94 Ah / 33 kWh


MINI Electric


BMW i3
94 Ah / 33 kWh


BMW i3
60 Ah / 22 kWh


BMW i8 Coupe


BMW 225xe


BMW X5 
xDrive40e


BMW 530eBMW 330e


BMW 740e, 
Le, Le xDrive


MINI Cooper S E
Countryman ALL4


Fully electric


Plug-in hybrid


BMW X1 xDrive
25Le (CN only)


BMW 745e, 
Le, Le xDrive


BMW 225xe


BMW 330e


BMW 530e


BMW X1 xDrive 25Le (CN only)


BMW 530Le
(CN only)


BMW i8 Roadster


BMW i8 Coupe


BMW iX3*


BMW iNEXT*


BMW i4*


BMW X1 xDrive25e


BMW 330e Touring


BMW 530
Le China


2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023


BMW i3, BMW i3s
120 Ah / 42 kWh


OUR CLEAR ROADMAP: AT LEAST 25 ELECTRIFIED MODELS BY 2023, 
INCLUDING AT LEAST 13 FULLY ELECTRIC CARS.







BMW Group E-Mobility Strategy


OUR FUTURE IS ELECTRIC.
AMBITIOUS TARGETS FOR SALES OF ELECTRIFIED VEHICLES.


ELECTRIFIED


VEHICLES


Electrified vehicles = Battery electric vehicles & Plug-in Hybrid vehicles


30% ELECTRIFIED


VEHICLE SALES


GROWTH RATE P.A. 


Until 2025


311
2013


17,800
2014


32,000
2015


62,000
2016


103,000
2017


142,600
2018


500,000
BY THE END


OF 2019 ON


THE ROAD


DOUBLE 2019 ELECTRIFIED


VEHICLE SALES


By 2021 


YTD-10/2019 
110,734 ELECTRIFIED


VEHICLES SOLD







~25% ~33% ~50%


2021 2025 2030


PERCENTAGE OF BMW GROUP ELECTRIFIED VEHICLES IN EUROPE.
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BMW X3 with highly-efficient 
combustion engine.


Plug-in hybrid
BMW X3 xDRIVE 30e.


Fully-electric 
BMW iX3.


THE NEW BMW X3: THE POWER OF CHOICE.
ONE MODEL – THREE DRIVETRAINS.


BMW Group E-Mobility Strategy







BMW Group E-Mobility Strategy


EMISSION-FREE DRIVING PLEASURE.


MINI Electric*            2019 BMW iX3                2020


BMW iNEXT 2021 BMW i4                                            2021


*partly Gen5


13 pure electric vehicles until 2023.


Range up to 600 km (WLTP).


Modular System Gen5 for all 


electrified models.


WLTP: Worldwide harmonized Light vehicles Test Procedure







BMW Group E-Mobility Strategy


PHEVS ARE KEY TO REDUCE CO2 EMISSIONS.
NEW PHEV MODELS IN 2019.


BMW 330e BMW 745e/745Le


BMW X3 xDrive30eBMW X5 xDrive45e


*80 km (NEDC: New European Driving Cycle)


Electric range up to 75 km (WLTP)*.


Zero emission driving in urban areas.


Attractive model line-up.


BMW eDrive Zone.


WLTP: Worldwide harmonized Light vehicles Test Procedure







IN-HOUSE DEVELOPMENT & PRODUCTION OF KEY COMPONENTS 
AT BMW GROUP. 


SUCCESS FACTORS OF BMW GROUP E-MOBILITY STRATEGY.


BMW Group E-Mobility Strategy


Flexibility in the choice of technologies and suppliers.


Highly integrated e-mobility value chain 
(development, purchasing and production).


In-house know-how in core technologies.


Modular kit: flexible and scalable.







2013
“Born electric”


2021 
ONWARDS


BMW Group E-Mobility Strategy


BMW i. FROM “BORN ELECTRIC” TO A COMMON ARCHITECTURE 
FOR ANY TYPE OF POWERTRAIN.


One flexible architecture for 
all drive train variants…


Plug-In-Hybrid (PHEV) Pure electric (BEV)Combustion engine







Flexible and scalable
Charger CCU*  |  E-Machine Unit | Battery
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BMW Group E-Mobility Strategy *CCU: Combined Charging Unit







Electric drive unit & hybrid transmission.


Scalable


Combined Charging Unit (CCU).
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Vehicle architectures


Sedan 
type cars


Scalable


The GEN5 modular system ensures the implementation in the different vehicle architectures and drivetrains.


Scalable3.7 kW


BEV 
Performance


> 300 kW


BEV entry
90 kW


Battery & battery cell.


SUV 
type cars


11 kW


THE GENERATION 5 MODULAR SYSTEM.


BMW Group E-Mobility Strategy







BMW Group E-Mobility Strategy


THE 5TH GENERATION OF BMW GROUP 
ELECTRIC DRIVETRAIN UNITS.


E-MACHINE 


WITH COVER


POWER ELECTRONICS 


WITH COVER


E-TRANSMISSION 


WITH COVER


CENTRAL 


HOUSINGHighly integrated, e-machine, e-transmission 


& power electronics in one central housing 


with scaleable subcomponents.  
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THE 5TH GENERATION OF BMW GROUP BATTERY .


~ 500,000 drives in the field 
by the end of 2019.


Optimization of long-term quality based on many years of field experience.
Focus on scalability, volume capability and exchange flexibility.


Maximization of number of cells per module.


Minimization of the number of components 
at module level.


Very high package density in the battery pack.


Covers a 
broad product 


portfolio.


Battery cell


Increase of energy density to achieve 
electric range of ~ 600 km WLTP.


Battery cell Battery cell







BMW GROUP STRATEGY: 
KEEPING KEY KNOW-HOW IN OUR OWN HANDS.


START OF CONSTRUCTION


11/2017
4 YEARS OVERALL COST


200 MIO. €
BCCC TECHNICAL CENTER


8000 M2


BCCC OFFICE SPACE


4000 M2


EMPLOYEES IN THE DEPARTMENTS


UP TO 200
DRY ROOM AREA


1000 M2


START OF PRODUCTION


12/2019


BMW Group E-Mobility Strategy
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Media Information 
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- Check against delivery –


Statement  


Dr. Nicolas Peter 


Member of the Board of Management of BMW AG, Finance 


BMW Group Tech-Workshop: E-Mobility & Battery Cell Technology. 


Wednesday, 20 November 2019, 11:00 a.m.  


Ladies and Gentlemen, 


Our sights are set firmly on the future. At our company, we do not make empty 


promises. We develop; we produce; and we deliver. This applies to both new 


technologies and further development of existing technologies.  


We want to be able to finance all of this on our own. To secure this, we set up a 


performance programme early-on, in 2017. Most measures are already being 


implemented. 


Already in the current year we are seeing significant earnings contributions. That 


is why we remain optimistic and clearly committed to our long-term profitability 


benchmark of 8-10% for our core business.  


For me, three topics will be the focus of our attention today: 


1. The balance between products with high margins and new technologies,


2. the value of strategic partnerships


3. and how we achieve systematic performance enhancement in all areas of


the company.


Let’s start with the first item. 


As part of our corporate strategy, we have significantly expanded our footprint in 


high-margin segments. Company 
Bayerische 


Motoren Werke 
Aktiengesellschaft 


Postal address 
BMW AG 


80788 Munich 


Telephone 
+49-89-382-0


Internet 
www.bmwgroup.com 
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- The X family’s share of our fleet has steadily increased in recent years, in 


line with demand. We now build X vehicles at six locations in five 


countries.  


Despite some comments from the media and politicians in Europe, 


customer demand for our SAV models is rising in all sales regions 


worldwide. The share of X models in our retail sales now amounts to 


44% – trending upward. These products have a high contribution margin 


and sell on a high stable level over the whole life-cycle. 


Demand for the new X7 is already exceeding expectations and Plant 


Spartanburg is now operating at capacity. 


- We sold more than 100,000 M models in the year to the end of October. 


This figure exceeds the whole of 2018 – even though many models are 


not yet fully available. 


- Next year we aim to double our sales volume of luxury models compared 


to 2018. 


Ladies and Gentlemen, 


There is no contradiction between off-road and luxury vehicles and focusing on 


the future. On the contrary – they go hand in hand. Thanks to this 


comprehensive strategy, we were able to roll out our offensive in the luxury 


segment at the same time as our model offensive with plug-in hybrids.  


As Oliver just said, we are fully committed to fulfilling European CO2-regulation 


in 2020 and 2021. Why do we have every reason to be optimistic? 


1. We have just launched two new volume models, the 1 Series and the 


3 Series.  
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The new 118i for example emits 15% less CO2 than its predecessor. 


And keep in mind: Next year we will sell almost 147,000 units of the 1 


series in Europe. The 48 volt technology is already available in the 5 


Series. It will be rolled out step by step in all model series, starting 


with high volume models in 2020. 


2. At the end of 2019, we will have eleven electrified models (12 


worldwide) available for our customers in Europe. Among those are 


the X3, X5 as well as the 3 and 5 Series.  


These plugin-hybrid models will significantly contribute to reaching 


the CO2 targets. In Europe, we will increase xEV sales by more than 


80% in 2020. 


The new 330e for example has up to 50% more range while emitting 


10% less CO2 than its predecessor.  


In 2020 we will add Touring variants and the X1 will be available as 


plugin-hybrid worldwide.  


This means, we will have an offer for our customers in all types of 


vehicles. 


3. The MINI Electric will be available by the end of this year. This model 


is extremely relevant for the European market, and we expect it to do 


very well with customers. 


 
And that brings me to my second point. 


When it comes to strategic future projects, the benefits of strategic partnerships 


are clear. With strong partners, we can  


- respond faster to changes in the business environment, 
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- speed up time to market for innovations and introduce them into 


standard production 


- and, at the same time, keep our cost structures competitive.  


Our partnerships with Daimler on autonomous driving and mobility services are 


good examples for this approach. With our Joint Venture Ionity we have already 


built up 160 charging stations in Europe. Our HERE Joint Venture ensures our 


independence from US companies with regards to map material for autonomous 


driving. 


As you can see, we are thinking very carefully about what we want to do 


ourselves and where we want to bring partners on board. 


 
Ladies and Gentlemen, 


In addition to our product offensive and increased focus on collaboration, we also 


launched a comprehensive performance programme more than two years ago. It 


is this third aspect I would like to talk about in a little more detail today. 


Thanks to the initiatives and measures introduced as part of Performance > 


NEXT in 2017, we are on the right track. Most of these measures are now being 


implemented.  


We are already seeing significant earning benefits in the mid-to high three-digit-


million-euro area in the current year. The cost side as well as the sales side have 


contributed to this. We are taking a systematic and consistent approach to 


structural topics across the entire company. We aim to leverage more than 12 


billion euros in this way by 2022.  


Around half of this amount will be realised through measures on the sales side as 


well as in indirect purchasing areas. 
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Reducing complexity and the number of variants, while maintaining our focus on 


the customer, is another important lever – which also lowers manufacturing 


costs, one-off expenses and capital expenditure.  


We don’t build everything we think is important. Instead, we build what our 


customers ask for the most. 


Analyses show a clear overall shift in demand within vehicle segments – from 


convertible, coupé and also sedan concepts towards SAVs, in particular. For this 


reason, we are consolidating our line-up. There will be no successor to the 3 


Series GT or certain convertibles, for instance.  


Or, if we look at drive train variants: Analysis of the data has shown that 50% of 


our market-drivetrain-variants generate 99% of our volume. We have therefore 


decided to analyse the relevance of all variants market by market and to 


systematically cancel non-profitable variants. 


Why are these decisions important? Because a great deal of work and expense 


is involved. For vehicle homologation in Europe last year, we needed about ten 


cubic metres’ worth of paper: that´s more than 1.5 million pages.  


The full impact of these measures will be felt when the first models with new 


vehicle architectures are launched in 2021 and 2022. 


We are also looking at current production models: Let’s not forget that we will 


build several million current production vehicles before the new architectures 


ramp up. Naturally, these will not benefit directly from the measures for future 


models. That is why we have also introduced an efficiency programme with our 


top suppliers – focused on the supply chain, quality and strategic and innovation 


topics.  


This initiative is showing significant results already in 2019. We have already 


reached agreements with 18 of our top suppliers. 
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We have also scrutinised our development process. We have managed to 


shorten it by up to 30% and, at the same time, made it even more flexible – 


despite a stricter regulatory framework and the technological diversity in 


drivetrains. 


For validation activities we operate virtually wherever possible. This not only 


saves time – it also saves hardware. In this way, despite the additional validation 


effort required for electrified variants, we are able to do without almost 200 


prototypes just for the future 5 Series.  


The new development process is much faster – and, thanks to its modular 


nature, also a lot more flexible. Whether an electrified variant is added or a 


different production location is chosen for a product – we are now able to 


generate a customised timetable at the push of a button.  


This puts us in an ideal position to cope with constantly changing conditions – 


and insure the „Power of Choice“ for our customers. 


Ladies and Gentlemen, 


Naturally, we also assess all our activities from a Free Cashflow point of view. In 


addition to boosting earnings quality, we are therefore closely monitoring capital 


expenditure and the development of inventories. 


We are reviewing all elements of our upcoming capital expenditure – short-term 


and long-term alike. We are prioritizing capex systematically along our focus 


topics. A third of our capex reduction target has already been accounted for. This 


generates positive effects in Free Cashflow as well as a positive earnings impact 


in the following years through less depreciation. 


Working capital is a clear focus for us, despite a mix effect with many high-end 


cars in the pipeline. We are continuously working on optimizing stocks and plan 


to reduce inventories by about 70,000 to 80,000 units in Q4. 
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To enhance earnings quality, we have also tapped potential in indirect 


purchasing. With a total annual volume of around 20 billion euros, this is an 


important lever. We are already lowering costs by over a billion euros a year. For 


example, we have improved efficiency by up to 20% in contracted services. 


We are currently bundling all indirect purchasing activities in Asia – with the 


exception of China – to gain efficiencies and lower costs. 


We have also looked at the human resources side. This year, after several years 


of continuous workforce growth, we plan to keep employee numbers at about 


the same level as 2018. Despite ramping-up our Mexico plant and continuing to 


hire specialists for key future projects, we are well on our way to meeting this 


goal in 2019. 


We are currently discussing additional measures with the Works Council. All 


parties are working very constructively to make the company even stronger and 


more efficient.  


We are optimistic we will soon have a satisfactory outcome for all sides. The 


results will be presented next Wednesday at our employee meeting. One thing is 


clear: We will have to achieve significant savings each year with these measures. 


We are paying special attention to the task of optimising our sales management. 


Data analytics opens up totally new possibilities in this area. In the context of so-


called “Granular Performance Management”, we are systematically analysing 


everything down to dealership level, on the basis of 18 defined KPIs – like 


segment share, contribution margin or aftersales. From this, we then develop 


specific measures.  


Within just over a year, we have launched Granular Performance Management at 


more than 1,000 dealerships in eight of our biggest markets. Further outlets and 


markets are planned. 


Already in 2019, we are seeing increases in retail sales. 
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Similarly, we have taken a systematic approach to leverage synergies between 


sales and financial services in markets over the past two years. We have 


combined purchasing, IT and facility management – to the extent permitted by 


local law, of course. At the same time, we have noticeably improved cooperation 


between Sales and Marketing and Financial Services.  


Ladies and Gentlemen, 


I think these examples show very clearly where we are headed. We develop 


products with a strong emotional appeal – but the route we are taking to get 


there is very rational, based on data-driven decisions. 


We are therefore focusing on creating a company-wide data lake which is 


provided to all business divisions. We are mobilising all levers in a structured and 


systematic way to safeguard our ambitious profitability targets.  


Profitability is essential for us, so that we can continue to invest independently in 


new technologies and opportunities. At the same time, our company stands by 


its social and environmental responsibility. 


The BMW Group is still clearly on course for growth. We have taken 


comprehensive measures early on to counter growing headwinds. These efforts 


are now bearing fruit. 


Continuing to enhance the value of our company remains firmly established in 


our corporate strategy.  


Thank you. 
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COMPREHENSIVE PRODUCT STRATEGY: OUR APPROACH IS SUSTAINABLE –
SOCIALLY, ECONOMICALLY AND ECOLOGICALLY.


Our Luxury Model offensive Our E-Model offensive







WE ARE FIRMLY COMMITTED TO THE EUROPEAN CO2 TARGETS.


CO2-Compliance EU


New volume models & rollout 48V


(e.g. 1 Series, 3 Series)


CO2-emissions 118 i: -15%


Eleven xEV models 


available in EU by 12/2019


+80% xEVs in 2020


MINI ELECTRIC with 


significant contribution


Our E-Model offensive







THE BENEFITS OF COOPERATIONS & PARTNERSHIPS 
IN STRATEGIC FUTURE PROJECTS ARE CLEAR.


RESEARCHING 


NEW TECHNOLOGIES


RAPID


SCALABILITY
COMPETITIVE COST 


STRUCTURES


SHAPING THE FUTURE 


TOGETHER
Through increased 


cooperations and 


close partnerships


FAST


RESPONSIVENESS







PERFORMANCE>NEXT: WE ADDRESS ALL MAJOR PROFITABILITY DRIVERS 
ALONG THE ENTIRE VALUE CHAIN.


06/2017 2022


Sales


Material and Manu-


facturing Cost & 


Product Excellence


Development Process 


and Structure & 


Administration


Indirect Material 


Cost
Investment


Revenue


Prop. Cost


Fixed Cost


Invest


2030


Smaller 
Lever


Larger 
Lever


New Platform Generations


~EUR 


12 bn12 bn. €







WE ARE REDUCING COMPLEXITY WHILE MAINTAINING 
OUR FOCUS ON THE CUSTOMER.


DATA ANALYTICS


instead of gut feeling


Consolidation of model line-up


Dropping non-profitable drivetrain 


variants/configurations


Full impact with new model 


architectures







CURRENT VEHICLE PORTFOLIO: MEASURES APPLIED WHEREVER 
FEASIBLE AND EFFECTIVE.







WE HAVE SHORTENED OUR DEVELOPMENT PROCESS AND MADE IT EVEN MORE 
FLEXIBLE – A CUSTOMIZED TIMETABLE AT THE PUSH OF A BUTTON.


SOP


Lead-derivative


Up to -30%


Subsequent derivatives


FlexibilitySpeed


Customized timetable through 


modular system 







FOCUS ON FREE CASHFLOW: WE ARE PRIORITIZING CAPITAL EXPENDITURE AND 
OPTIMIZING WORKING CAPITAL.


Capital Expenditure


Balance innovation and cost.


Prioritization/optimization of upcoming projects.


1/3 of savings target already accounted for.


Working Capital


Mix effects from high-end portfolio.


Optimization of inventories.


Significant stock reduction in Q4.







SIGNIFICANT LEVERS IN INDIRECT PURCHASING: WE ARE ALREADY LOWERING 
COSTS BY 1 BILLION EUROS PER YEAR.


>1,000,000,000 €
savings per year


Logistics


IT Hard- and 
Software


Marketing


Production 
Systems


Operations and 
Technical 
Services


Labour Leasing


Development 
Services


Construction 
Sector


Other


Worldwide 
~ 20 bn. € p.a.


Cross-functional collaboration


Reduction of requirements


Digitalization of processes


Optimization 


Indirect Spend:


Indirect Spend – Distribution by Category







AFTER SEVERAL YEARS OF CONTINUOUS GROWTH, 
WORKFORCE WILL REMAIN STABLE IN 2019.


Personnel development


105,000


110,000


115,000


120,000


125,000


130,000


135,000


140,000


2014 2015 2016 2017 2018 2019


second shift in plant SLP in Mexico


recruitment of qualified personnel 


for new technologies.


Despite:


ON PREV. YEAR’S LEVEL







SYSTEMATIC, DATA-BASED SALES MANAGEMENT ALL THE WAY DOWN 
TO DEALER LEVEL IS ONE OF OUR TOP PRIORITIES.


Granular Performance Management


Tool for data drill-downs all the way to dealer level


18 standardized KPIs implemented 


First measurable retail performance improvements







HIGHLY EMOTIONAL PRODUCTS
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Sustainable Supply Chain Management & Raw Material Sourcing @ BMW Group


RAPID INCREASE 


IN ELECTRIFIED VEHICLES 


ELECTRIFIED 


VEHICLES 


2019


311


17,800


32,000


62,000


103,000


>140,000


500,000
BY THE END OF 2019 ON THE ROAD


2013


2014


2015


2016


2017
2018


THE BMW GROUP MANAGES THE CHALLENGES OF E-MOBILITY. 


RAW MATERIAL MANAGEMENT – AN INTEGRAL PART OF CORPORATE PERFORMANCE.


MANAGEMENT OF 


CRUCIAL RAW MATERIALS


RAW MATERIAL


MARKETS


NICKEL COBALT LITHIUM MANGAN


GRAPHITE COPPER RARE EARTH ALUMINUM


MARKET PRICE RISKS


COST OPTIMIZATION


TRANSPARENCY


SECURITY OF SUPPLY


SUSTAINABILITY


KEY CHALLENGES







Sustainable Supply Chain Management & Raw Material Sourcing @ BMW Group


BMW CONSIDERS THE TOTAL VALUE CHAIN OF BATTERY CELL: 
FROM CRADLE TO GRAVE.


RAW MATERIALS 


AND REFINING 


CELL DESIGN AND 


PRODUCTION


BATTERY 


»2ND LIFE«
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HEDGING OF MARKET PRICE RISKS HAS A LONG 


TRADITION AT BMW GROUP


1998


BMW CORPORATE FINANCE SUPPORTS THE BMW GROUP ALONG THE ENTIRE 
AUTOMOTIVE VALUE CHAIN IN ITS RISK MANAGEMENT FUNCTION.


COOPERATE GOVERNANCE


ARE FULFILLED
RAW MATERIAL


COMMITTEE


ICS & KPI-


COMPLIANCE 4-EYES


PRINCIPLE


PRODUCT


HANDBOOK
TREASURY


MANAGEMENT SYSTEM


2009


HEDGING OF PRECIOUS METALS (PLATINUM, PALLADIUM, RHODIUM)


HEDGING OF NON-FERROUS METALS (ALUMINUM, COPPER, LEAD)


HEDGING STEEL RAW MATERIALS (IRON ORE, COKING COAL)


HEDGING OF ENERGY


HEDGING OF CO2


2019


COMPLETE STRATEGY REVIEW: VALUATION BASED APPROACH CONFIRMED


SUPPORT OF RAW MATERIAL MARKET PRICE RISK MANAGEMENT BBA (JV CHINA)


INCREASED FOCUS ON BATTERY MATERIALS: HEDGING OF NICKEL


2020 HEDGING OF ADDITIONAL BATTERY MATERIALS
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STRATEGIC OBJECTIVES OPERATIONAL CORE ELEMENTS


Risk bearing capacity
(Minimum hedge quotas)


%


t


Selective Approach
relative value


Overlay Management


The operational implementation is selective and valuation driven 


– not speculative.


Natural hedging improves the risk position of the BMW Group. 


Maintain opportunities 


Increase planning security


Reduce earnings risk


FINANCIAL MARKET RISK MANAGEMENT ADDRESSES THE COMPANY’S NET RISK 
POSITIONS AGAINST THE VOLATILITY OF THE CAPITAL MARKET.
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THE NEED FOR BATTERY MATERIALS INCREASES SUBSTANTIALLY. 


Graphite


Nickel


Lithium


Cobalt


2019


2025 Manganese


PROCUREMENT


Ensure physical supply of the material


Derivative hedging since 2017


Financial market for derivative 


hedging not sufficiently developed


No financial market for 


derivative hedging


FINANCE


Financial market for derivative 


hedging slowly developing
Ensure physical supply of the material


Indication of financial market readiness 
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BMW GROUP’S ROADMAP: LEADING POSITION IN MANAGING RAW MATERIAL 
RISKS AND SECURING LONG-TERM PROFITABILITY.


BEV/PHEV BEV/PHEV BEV/PHEV BATTERY 


MATERIALS


MININGREFINERY


SECURING LONG-TERM, STRATEGIC ACCESS 


TO CRUCIAL RAW MATERIALS


To secure the long-term supply for raw materials and to improve the 


traceability of ESG critical materials, BMW Group is working closely 


with it’s TIER n suppliers. 


RISK EVALUATION & ACTION


TIER 1 TIER 2 TIER N


SECURITY OF SUPPLY


SUSTAINABILITY


PRICE RISK


RAW MATERIAL MANAGEMENT
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BATTERY SUPPLY CHAIN – KEY CHALLENGES. 
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MINING PROCESSING COST ANALYSIS SUSTAINABILITY LOGISTICS


STORAGE


QUALITY / R&D


INNOVATIONS


GLOBAL STRATEGYACCOUNTING TAXES PRODUCTION RISKS POLITICAL RISKS


FINANCING


BUSINESS CASE


JURISDICTION


DEVELOPMENT OF OPTIONS FOR STRATEGIC ACTIONS 
REQUIRES DIVERSE SUPPLY CHAIN KNOWLEDGE AND GLOBAL EXPERTISE.


RAW MATERIAL TEAMS GOES LOCAL
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IMPLEMENTED BY


COMMITMENT TO RAW MATERIAL EXTRACTION: CROSS-INDUSTRY PILOT 
PROJECT TO PROMOTE SUSTAINABLE ARTISANAL MINING.


SUPPORT FOR ARTISANAL COMMUNITIESFORMALISATION OF ARTISANAL MINING


FACTS & FIGURES INITIATED BY


3 YEARS


JAN 2019 – MAR 2022
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THE BMW GROUP COBALT STRATEGY IS THE BENCHMARK FOR THE INDUSTRY.


SECURING SUPPLY OF COBALT FROM


MOROCCO/AUSTRALIA FOR GEN5 WITH 


HIGH SUSTAINABILITY STANDARDS


CROSS-INDUSTRY PILOT PROJECT TO 


PROMOTE SUSTAINABLE ARTISANAL 
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BMW 
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WE ARE SHAPING


THE MOBILITY


OF THE FUTURE. 






