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Sustainable management


For the past 100 years, our company has inspired people around the world 
with fascinating products and services for individual mobility. Not many companies 
reach such an age – and not many companies have the opportunity and the 
resources to shape their own future.


Long-term thinking and responsible conduct lay the founda-
tion for the BMW Group’s economic success. The company 
has firmly established environmental and social sustainability 
throughout its value chain. This also includes comprehensive 
product responsibility and a clear commitment to resource 
conservation. We remain committed to the principles of the 
United Nations’ Global Compact, which we have imple-
mented at all our locations since 2001.


Our actions are aimed at shaping the mobility of the future 
and securing our leading position as a successful company. 
We have set ourselves concrete sustainability targets for 2020. 
Last year, once again, our projects and activities brought us 
a good deal closer to these targets – as confirmed by the key 
performance indicators in this Sustainable Value Report. 


However, it does not stop here. In 2016, we will once again be 
looking ahead. We see electrification and digitalisation as 
two of the main driving forces for the future. Over the next 
few years, these factors will change the automotive industry 
more than anything we have seen over the past 100 years. 
We recognised the direction the industry was going from 
automobile manufacturer to provider of the individual 
 premium mobility and services of tomorrow.


Harald Krüger 
Chairman of the Board of Management of BMW AG
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This vision of the future not only includes vehicles with lower 
emissions and better fuel economy, it is also about developing 
new solutions for urban mobility – to improve the quality of 
life in cities.


We stand by our promise of cutting fleet emissions in Europe 
from 1995 levels in half by 2020 and will continue to increase 
the percentage of renewable energies used in production. 
We will offer plug-in hybrids in all segments as well as expand 
our car-sharing service to further cities worldwide.


Digitalisation offers enormous potential – especially for traffic 
in urban areas. Vehicles that are connected to one another 
enable traffic in cities to be organised much more efficiently: 
new traffic guidance systems will help avoid traffic jams, 
while intelligent parking management solutions will reduce 
traffic. In short, the connected vehicle will become the 
nucleus of a plethora of new services. 


Through all this technological progress and development, 
our actions will always remain focused on the individual and 
their specific needs. The year 2015 demonstrated that our 
society still faces major challenges. We firmly believe that 
intercultural understanding is one of the most important 
factors in overcoming these challenges, together.


For many years now we have been and remain very commit-
ted to promoting intercultural exchange of inside and outside 
the company. Through our partnership with the UN Alliance 
of Civilizations, we are proud to present the Intercultural 
Innovation Award to honour exemplary grassroots initiatives 
in this area.


The BMW Group foundations also aim to create added value 
for society. All activities of this kind will now be concen trated 
in the BMW Foundation Herbert Quandt. The BMW Group 
will also increase the Foundation’s funding by 50 million euros 
to 100 million euros.


The BMW Group can look back on one hundred years of 
 history. And we will continue to take responsibility in the 
future – when it comes to both technology and society. We 
will continue to captivate our customers with our fascinating 
products and services. And by implementing innovative 
 concepts, we will continue to build a positive future for our 
company.


Harald Krüger 
Chairman of the Board of Management of BMW AG
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An overview of the BMW Group


Our production network 


30 production and 
 assembly facilities in 
14 countries


Our sales network 


Around 6,000 dealerships 
in over 150 countries


Our suppliers 


Around 13,000 suppliers


Investment in further education and training 
in 2015 (in € million)


2015   352
2014  335


BMW Group employees in 2015  (number)


2015   122,244
2014  116,324


Research and development expenditure in 2015  
(in € million)


2015   5,169
2014  4,566


CO² emissions of BMW Group Automobiles in 2015 
(in g/km*)


2015   127
2014  130
* Fleet consumption of newly registeredvehicles in Europe (EU-28)


Sales volume automobiles in 2015 (in thousand units) 


2015  2,247.5
2014  2,118.0


Profit before tax in 2015 (in € million)


2015  9,224
2014  8,707
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GRI G4-12


Value chain


–  Implementation of environmental 
and social standards in the 
 supply chain


–  Promotion of transparency 
and resource efficiency in the 
supply chain


–  Purchase of raw materials from 
environmentally and socially 
friendly sources


–  Purchase of renewable raw 
 materials and materials with 
sustainable characteristics, 
e. g. secondary aluminium


–  Reduction in resource consump-
tion (energy, water, waste)


–  Reduction in  environmentally 
damaging waste water and 
 emissions


–  Use of recycling material


–  Promotion of lifelong learning 
and the development of key skills 
among employees


–  Promotion of diversity within 
the company


–  Creation of a working 
environment that fosters 
long-term health and high 
performance


–  Production in the sales markets


–  Increase in the share of modes of 
transport with low emissions


–  Optimisation of capacity 
utilisation of modes of transport


Promotion of sustainable mobility 
behaviour patterns based on


–  Information (e. g. vehicle fuel 
consumption data) and training 
in fuel-efficient driving


–  Connected drive


–  Mobility services in the area 
of electromobility, 
e. g. 360°  ELECTRIC


–  Car-sharing products (DriveNow)


–  Mobility assistance services


–  Mobility services to promote 
intermodal mobility


–  Expansion and management 
of a network for vehicle recovery 
and recycling


–  Research on recycling and 
 second life use of components 
(e.g. carbon-fibre-reinforced 
plastic and batteries)


Global cooperation with 
 suppliers to create


–  Modules / systems


– Components


– Parts


– Raw materials


Manufacturing of cars and 
 motorcycles by a highly expert 
and diverse workforce


– Engine construction


– Bodywork


– Paintwork


– Assembly


– Quality control


Securing customer-oriented 
 transport logistics in the 
network of


– Suppliers


– Plants


– Dealerships


worldwide through the seamless 
combination of various modes of 
transport


Range of premium products 
and services for individual 
 mobility through


–  Coordination of a worldwide 
 dealership/repair shop network


–  Implementation of a coordinated 
and target-group-oriented 
 marketing mix


– Provision of financial services


Recovery and dismantling of 
vehicles for 


– Reuse


–  Recycling and disposal of vehicle 
components and materials


Development of innovative, 
 fascinating cars, motorcycles 
and services


– Vehicle design


– Series development 


– Production planning


–  Environmentally friendly 
 product design


– Design for recycling


–  Development of more  efficient 
and alternative  drivetrains 
 (Efficient Dynamics strategy)


–  Planning and development of 
new mobility services


–  Connected drive, digital 
 networking


– Life cycle engineering


Research and 
development


Supply chain Production Logistics and 
transport


Sales and 
 utilisation


Disposal and 
 recycling


Main activities      


Areas of action


 


 


 


 


 


 


 


 


 


 


 


6







Bayerische Motoren Werke Aktiengesellschaft (BMW AG) has its 
headquarters in Munich/DE. Bayerische Motoren Werke GmbH came 
into being in 1917, having been founded in 1916 as Bayerische 
Flugzeugwerke AG (BFW). It became Bayerische Motoren Werke 
Aktiengesellschaft (BMW AG) in 1918.


The BMW Group is one of the most successful manufacturers of cars 
and motorcycles in the world and its BMW, MINI and Rolls-Royce 
premium brands are three of the strongest in the automotive industry 
today. In addition to its car brands, the BMW Group also has a strong 
market position in the motorcycle industry and is a successful 
financial services provider. In recent years, the company has also 
become one of the leading providers of premium services for individual 
mobility. One example of this is DriveNow, the car-sharing programme 
the company offers in collaboration with Sixt SE.


The BMW Group is an international company, represented in over 
150 countries around the globe. At the end of the year it employed 
a total of 122,244 people (2014: 116,324 employees). The company 
has a large research and innovation network, with 13 locations in 
five countries around the world. Currently, its production network 
comprises 30 locations in 14 countries. The worldwide vehicle sales 
network is currently made up of around 3,310 BMW, 1,550 MINI 
and 140 Rolls-Royce car dealerships. The company also has around 
1,150 BMW Motorcycle dealerships worldwide.


With its brands, the BMW Group offers its customers a broad spec-
trum of individual mobility in the premium segment. Furthermore, 
with the BMW i brand, the BMW Group has continued to expand the 
meaning of the term premium. BMW i is even more strongly characte-
rised by the idea of sustainability; it stands for vehicles that lead the 
way in terms of electric drive, revolutionary lightweight construction, 
exceptional design and mobility services that have been designed 
from the ground up.


BMW Motorcycles also focuses on the premium segment and offers 
a wide range of products. Innovative technologies and a large number 
of driving apparel options contribute towards increasing customer 
safety and comfort.


The financial services segment is a partner to the sales organisation, 
and is represented in over 50 countries worldwide. The largest 
business area in the financial services segment is loan financing and 
leasing of BMW brand cars and motorcycles for private customers. 
Under the brand name Alphabet, the BMW Group has an international 
multi-brand vehicle fleet business that offers loans to large customers 
to finance their car fleets. It also provides comprehensive management 
of company vehicle fleets in 18 countries. This also includes full-service 
solutions such as the corporate car-sharing programme AlphaCity, 
as well as AlphaElectric, a comprehensive e-mobility solution.


Thinking for the long term and responsible action have always been 
the basis for our business success. In addition to business aspects, 
other integral parts of the BMW Group’s strategy are environmental 
and social criteria along the entire value chain, product responsi-
bility in all areas as well as a clear commitment to resource efficiency.


Please	find	further	information	about	
the BMW Group and its brands at:


 > www.bmwgroup.com  
 > www.bmw.com  
 > www.mini.com  
 > www.rolls-roycemotorcars.com 


Business model
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OUR VISION


The BMW Group is the world’s most successful and sustainable 
premium provider of individual mobility.


In order to make sure we are fit for the future, we continuously 
invest in integrating sustainability into our business model. 
We see global sustainability challenges as an opportunity to 
develop innovative products and services. In this way, sustain
ability makes a longterm contribution to the business success 
of the BMW Group. Our innovations are not developed to be 
of benefit to our customers only – we also want them to have 
a positive impact on society and the environment.


Taking social and environmental responsibility for all we do 
is an integral part of how we perceive ourselves as a company. 
We are convinced that the lasting economic success of any 
enterprise in today’s world is based increasingly on acting 
responsibly and ensuring social acceptance. We want to 
achieve a clear competitive advantage with efficient and 
resource-friendly production processes and state-of-the-art 
solutions for sustainable individual mobility for our 
customers.


INTEGRATING SUSTAINABILITY


In order to ensure our long-term success, we integrate sustain-
ability into all levels of our corporate strategy, business model 
and value chain. When we began to realign our corporate 
strategy in 2015, we set the course for a successful future. 
Sustainability is a key component in this regard and makes 
an important contribution towards our competitive edge. 
It is also deeply established within our corporate culture and 
our basic principles.


Our sustainability goals are in line with the Action 2020 pro-
gramme we developed in collaboration with other companies 
on the  > World Business Council of Sustainable  Development (WBCSD) . 
They provide the basis for our goals and activities. The 
BMW Group integrates sustainability along the entire value 
chain and in all underlying processes – thus creating added 
value for the company, the environment and society. GRI G4-14


Identifying key issues 
In order to identify in good time which topics may bring oppor-
tunities and risks to our business today or in the future, and 
to focus our activities accordingly, we use an “environmental 
radar” to scan external trends on an ongoing basis. In addi-
tion, we carry out a regular materiality process. To do this, we 
analyse the importance of current sustainability topics, both 
from the perspective of different stakeholder groups as well as 
that of the company. The changes picked up by the environ-
mental radar form the basis for identifying topics and validat-
ing the results of the materiality process. The environmental 
radar and the results of the materiality analysis (the materiality 
matrix) then form the basis for regular reviews of our strategic 
direction as well as our sustainability goals and indicators 
>  Figure  1.01. The result of our materiality analysis 2015 con-
firmed that our long-term sustainability goals cover the 
relevant topics. In future, we will place more strategic focus 
on new topics in the matrix such as “autonomous driving”.


Strategy
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Materiality analysis F 1.01 


  Employee-management relations


 Responsible financial services


  Responsible marketing and product 
communication


 Use of urban space


 Waste and waste water


  Air emissions from 
value creation*


 Water consumption 


 Development of local companies 


  Customer satisfaction


  Fuel efficiency and CO² emissions of vehicles


 Data protection


  Mobility concepts 
and services


 Connected and autonomous driving


 Product safety


  Alternative drivetrain technologies 


 Political involvement


  Efficient use of resources in value creation


  Design for Recycling *


  Socio-economic impacts on society*


  Employee development and training*


  Diversity and equal opportunity*


  Attractive workplace, talent attraction and retention*


  Prevention of corruption and 
anticompetitive behaviour


  Environmental and social standards in the 
supply chain / sustainable sourcing


  Human rights


 Occupational health and safety


 Air emissions of vehicles


 Energy efficiency and CO² emissions from value creation


Low relevance  Importance for the BMW Group  High relevance


Lo
w


 re
le


va
nc


e 
 I


m
po


rt
an


ce
 fo


r t
he


 s
ta


ke
ho


ld
er


s 
 


H
ig


h 
re


le
va


nc
e


 Low materiality  Medium materiality  High materiality


 Biodiversity


 Corporate volunteering


 Donations and philanthropy


 Corporate citizenship


 * These areas were rated highly material, as they were among the three topics the respondent stakeholder groups considered most important.
Further information: >  Identified material aspects and boundaries of the BMW Group
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Pursuing long-term sustainability goals 
The BMW Group has set itself ten strategic sustainability goals 
running through to 2020. The goals focus on three areas:


 – Products and services


 – Production and value creation


 – Employees and society


>  BMW Group sustainability goals.


With our long-term sustainability goals we are fulfilling our 
vision of being the most successful and sustainable premium 
supplier of individual mobility. In our opinion, sustainable 
operations contribute towards higher profits. We take the 
entire supply chain into account in this regard. This includes 
the development of products and services, the supply chain, 
production and responsibility towards our employees, custom-
ers as users, and vehicle recycling. In addition, we continuously 
address the issues and challenges that are topics of much 
discussion among the general public. Some examples of this 
would be our positions on manipulation of emissions values 
>  Chapter 2.1, on digitalisation >  Chapter 2.3 and on receiving 
refugees >  Chapter 4.4.


Materiality analysis 2015
In 2015, a survey was carried out among internal experts and 
telephone interviews were held with 13 representative stake-
holders as part of the review process to get an update on how 
the topics are seen from an external perspective. The list of 
topics for evaluation was updated based on the BMW Group’s 
list of topics from 2013, the stakeholder dialogues >  Chapter 5.4, 
the  > GRI G4 Guidelines , the  > UN Global Compact  , the main topics 
of the  > Sustainability Accounting Standards Board (SASB)  and the 
 > UN Sustainable Development Goals (SDG) . Customers, suppliers, 
investors, authorities, NGOs and scientists from different 
regions of the world were among the interviewees. In addition, 
the topics were reviewed by internal BMW Group experts 
who are in regular contact with the main stakeholders. The 
analysis was accompanied by an internal document analysis 
of the sustainability context. To get an update from an internal 
perspective, we carried out a materiality workshop and priori-
tised relevant sustainability topics from the perspective of the 
BMW Group. The relevant corporate areas (including strategy 
departments of the divisions) as well as corresponding execu-
tives subsequently validated the materiality matrix. GRI G4-18 
The review process resulted in the revised materiality matrix. 
Topics that both stakeholders and the BMW Group considered 
highly material were rated in the matrix as highly relevant. 
Topics that the BMW Group considers extremely relevant as 
well as the top three most relevant topics for the stakeholder 
respondents were also included in the matrix. The analysis 
identified 19 topics as highly material. >  Figure  1.01.  
GRI G4-19, GRI G4-26, GRI G4-27
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The BMW Group has set itself ten strategic sustainability goals through to 2020. 
They focus on three main areas: products and services, production and value creation, 
employees and society.


BMW GROUP 
SUSTAINABILITY GOALS


The BMW Group is the 
most successful and 


 sustainable  premium provider 
 of individual mobility.


Mobility patterns


Long-term employee 
development


Electromobilit
y


Health and   performance


Consumption of resources


PRODUCTION AND 
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Find employees, tap 
into young talent, 


develop potential and 
secure employability


>  Chapter 4.2


Foster individual 
responsibility and 


design the working 
environment


>  Chapter 4.1


Leader in using 
renewable energy for 
production and value 


creation


>  Chapter 3.2


Water, energy, waste, 
solvents per vehicle 


reduced by 45 % (base 
year 2006)


>  Chapter 3.1


Leader in taking a 
holistic approach 


to premium 
electromobility


>  Chapter 2.2


Permanent change as a 
result of integrated mobility 


services in selected 
metropolitan areas


>  Chapter 2.3


Increase transparency 
and resource 


efficiency in the 
supply chain


>  Chapter 3.3


Leader in 
intercultural 


understanding


>  Chapter 4.4


Reduced by at least 
50 % in the European 


new vehicle fleet 
(base year 1995)


>  Chapter 2.1


Increase diversity 
within the company 


and enhance 
innovative strength


>  Chapter 4.3


Our goals







MEASURING SUSTAINABILITY PERFORMANCE


 Five-year overview of key sustainability indicators 


   11   12   13   14   15    Change to 
previous 
year in %


  


 


Business activities  


Revenues (in € million)    68,821   76,848   76,059   80,401   92,175   14.6  


Profit before tax (in € million)    7,383   7,803   7,893   8,707   9,224   5.9  


Sales volume automobiles (in thousand units)    1,669.0   1,845.2   1,963.8   2,118.0   2,247.5   6.1  


Products and services  


CO² emissions of BMW Group Automobiles (EU-28) (in g/km)    145   138   133   130   127   − 2.3  


Sales of BMW i vehicles (number)    –   –   311   17,793   29,513   65.9  


DriveNow users (number)    13,000   75,000   214,000   395,000   579,000   46.6  


Production and value creation  


Energy consumption per vehicle produced (in MWh/vehicle)    2.43   2.41   2.36   2.25   2.19   − 2.7  


Water consumption per vehicle produced (in m³/vehicle)    2.25   2.22   2.18   2.18   2.24   2.8  


Process waste water per vehicle produced (in m³/vehicle)     0.57   0.51   0.47   0,47   0.45   − 4.3  


CO² emissions per vehicle produced (in t/vehicle)    0.75   0.72   0.68   0.66   0.57   − 13.6  


Waste for disposal per vehicle produced (in kg/vehicle)    8.49   6.47   5.73   4.93   4.00   − 18.9  


Volatile organic compounds (VOC) per vehicle produced (in kg/vehicle)    1.75   1.78   1.59   1.29   1.22   − 5.4  


Share of renewable energy purchased from third parties (in %)¹    28   36   48   51   58²   13.7  


Share of production-relevant purchasing volume in the CDP Supply Chain Programme (in %)   –   –   –   45   53   17.8  


Employees and society   


BMW Group employees at end of year (number)    100,306   105,876   110,351   116,324   122,244   5.1  


Attrition rate at BMW AG (as a percentage of workforce)    2.16   3.87   3.47   1.41   2.08   47.5  


Share of women in the entire workforce of the BMW Group (in %)    16.1   16.8   17.4   17.8   18.1   1.7  


Share of women in management positions at BMW Group (in %)    11.8   12.7   13.8   14.2   14.5   2.1  


Average days of further training per BMW Group employee (days per employee)    3.3   3.7   3.5   3.9   4.1   5.1  


Accident frequency at BMW Group (per one million hours worked)    7.1   5.8   4.8   5.1   4.4   − 13.7  


Expenditure on donations by the BMW Group (in € thousand)    12,873   9,638   8,485   10,199   17,066   67.3  


Expenditure on corporate citizenship (in € thousand)    36,846   31,979   28,944   34,524   39,109   13.3  


1  Calculated based on volumes of green energy purchased as well as the conservative calculation of country-specific energy shares from renewables purchased from third-parties (Modification in calculation method for 
Germany and Austria due to use of transparency data in supplier invoices since 2012).


2   Figure not directly comparable to 2014. Figure includes all BMW Group production locations as well as corporate functions, development and administration in Munich/DE. The 2014 figure was based on vehicle 
production. Figure for vehicle production in 2015: 56 %.


T 1.01 
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BMW Group and the Sustainable Development Goals (SDGs)


In autumn 2015, the General Assembly of the United Nations announced 
the  > Sustainable Development Goals (SDGs) . We see the SDGs as 
a suitable framework within which companies can align their activities 
in such a way that they contribute towards solving global environmental 
and societal challenges. The United Nations’ goals are a good basis on 
which the BMW Group can review and further improve its sustainability 
goals and measures. The SDGs are therefore considered in our strategic 
deliberations and were taken account of when the topic list for our 2015 
materiality analysis >  Figure  1.01 was being prepared.


The BMW Group and the Climate Change Conference in Paris 
The 21st UN Climate Change Conference took place in 
Paris in 2015. At the Conference, 195 countries reached an 
agreement that obliges all countries to engage in climate 
protection by international law. The countries committed 
to operating on a de facto carbon-neutral basis by the second 
half of this century in order to keep global temperatures 
from rising by more than 2 degrees. The results of the confer-
ence were seen by many players from government, industry 
and civilian society as a breakthrough in the struggle against 
climate change. The BMW Group played an active role in the 
discussions during the conference. Since as far back as 1992, 
the company has been contributing its expertise to the 
Climate Change Conferences worldwide. For example, at 
the first international BMW Group Student Forum in Paris 
on 30 November 2015, students from 12 countries talked 
to BMW experts about challenges and solutions of urban 
mobility. In addition, high-level company representatives 
took part in a variety of conferences and meetings. Among 
others Peter Schwarzenbauer, Board member of BMW AG, 
spoke at the Sustainable Innovation Forum 2015 in Paris 
about challenges and potential solutions for urban mobility.


At the conference, the BMW Group announced that it had 
joined the  > American Business Act on Climate Pledge . Companies 
participating in this initiative support far-reaching agreements 
within the scope of the Climate Change Conference and 
commit to company-specific goals as well as action against 
climate change. In addition, the BMW Group participates 
in the  > RE100 Initiative of the Climate Group  , in which  influential 
companies worldwide commit to using 100  % renewable 
electricity in the future.


Recognition of sustainability performance
A number of different ratings document our sustainability 
performance and how it is externally perceived. In 2015, 
the BMW Group again ranked high in several sustainability 
indices and received a number of awards >  Figure  1.02. 


Focus on urban mobility: the BMW Group Student Forum at the 2015  
Climate Change Conference in Paris.
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BUSINESS CASE FOR SUSTAINABILITY


Systematic integration of sustainability into our business 
model and along our entire value chain contributes towards 
the business success of the company. The following sections 
and chapters will give some examples that describe in more 
detail how sustainability contributes towards the business 
success of the BMW Group:


 – Achieving a competitive edge through our 
 Efficient  Dynamics strategy 
Strategic corporate planning leads to long-term success. 
The competitive edge achieved based on the Efficient 
Dynamics development strategy, which was launched in 
the year 2000, is one of the reasons why in 2015 the 
BMW Group had its sixth consecutive record year >  Chapter 2.


 – Increase revenues through innovative products 
and  mobility services 
Investments in innovative mobility concepts made a 
considerable contribution towards the company’s business 


Sustainability ratings 2015


Ratings  
 


  


Evaluation and results
The BMW Group again reached first place in the 
automotive industry on the  > Dow Jones Sustainability 
Indexes (DJSI)  and is now the only automotive company 
that has been listed on the index since the very beginning.


 
In the  > CDP , the BMW Group achieved for the third 
consecutive time 100 out of a possible 100 points for 
transparent reporting as well as a top mark A for climate 
protection measures. This makes the BMW Group 
one of only three companies worldwide that have been 
awarded an A in the CDP for the sixth time a row.


 
In 2015, the BMW Group was again listed on  
 > FTSE4Good , an index of the British index family 
on sustainability and corporate governance provided 
by FTSE in London.


F 1.02 


success in 2015. One indicator that this is the case is that 
24,057 BMW i3s and 5,456 BMW i8s were sold in the year 
under report. At the end of 2015, just under 580,000 custom-
ers were registered with our car-sharing service DriveNow 
(2014: over 390,000), an increase of around 50 %. With these 
products and solutions, the BMW Group also helps our 
fleet customers achieve their CO² targets >  Chapter 2.


 – Reducing costs through resource efficiency  
Efficient use of resources reduces risks that can be generated 
by availability bottlenecks and fluctuations in price. In 
addition, it makes a direct contribution towards the result 
by reducing costs, while at the same time being good for the 
environment. Between 2006 and 2015, we were able to signifi-
cantly reduce energy and water consumption, waste and 
VOC emissions per vehicle produced in the BMW Group’s 
worldwide production network. As a result, we achieved 
cost savings of € 8.2 million in 2015 >  Chapter 3.
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 – Remaining competitive through sustainable HR policies 
In 2015, the BMW Group was able to further consolidate its 
position as one of the most attractive employers worldwide. 
Our leading role in the area of sustainability ensures that 
our employees identify with and are satisfied with the 
company and its products. The resulting low attrition rate 
enables us to keep HR recruitment costs low. In addition, 
it is our experience that a satisfied workforce leads to higher 
levels of productivity >  Chapter 4.


 – Savings through Ideas Management  
The Ideas Management system at the BMW Group enables 
all employees to play a part in change within the company 
by contributing their ideas. The ideas submitted result in 
improvements to the products and processes as well as cost 
savings. In 2015, around 4,900 ideas were implemented, 
leading to € 17.5 million in savings. In addition, Ideas 
Management improves our competitiveness by, on the one 
hand, reinforcing loyalty to the company and, on the 
other, fostering motivation as well as entrepreneurial 
thinking and action.  


 – Fostering innovation by involving employees 
The Innovationswerk is the BMW Group’s internal consult-
ing company for user-focused innovations. The teams help 
employees to understand future requirements and to 
generate innovative products and services that users will 
love. Special facilities at the research and innovation site 
in Garching/DE have been set up for work on innovation 
projects. These allow the project teams to act with empathy 
and focus in their research work and to optimally apply 
the tools of design thinking, the lead/extreme user method 
and strategic consulting. GRI G4-2
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1.0 Headline lorem ipsum dolor sit ametSustainability throughout the entire life cycle


Vehicle development


Vehicle utilisation


Vehicle recycling Vehicle production


4.


2.


Vehicle  
life cycle


1.


3.


Key measures


 1. – Alternative Drive Concepts 
– Efficient Dynamics 
– Design for Recycling 
– Life Cycle Engineering


 2. – Sustainability Standards for Suppliers 
– Clean Production 
– Green Logistic Concepts


 3. – Concepts for Fuel-efficient Driving 
– Active and Passive Safety 
– Traffic Management Concepts 
– Mobility Services 
– Alternative Engines


 4. – Take-back Systems 
– Recycling Concepts


A large part of the environmental and social impact caused by a vehicle 
throughout its life cycle is determined during the initial development stage. 
Some of the main influencing factors are material selection, production 
technologies, supplier selection, engine type, as well as the recyclability of 
the vehicle’s components. Challenging sustainability goals are therefore 
just as much part of the development process of the vehicle as, for 
example, cost or weight criteria. The basis for this is holistic accounting, 
which evaluates the impact of our products along the entire life cycle 
in terms of environmental, economic and social criteria.


We use Life Cycle Engineering to increasingly integrate environmental 
aspects into the design and development of our products.


We aim to achieve a substantial improvement from one vehicle generation 
to the next. We manage the implementation of the goals and evaluation of 
progress by applying the Life Cycle Assessment in accordance with 
ISO 14040/44. The latest example of this is the new BMW 7 Series. 
Systematic optimisation of the drivetrain as well as more efficient use of 
resources in materials and production led to a reduction of 25 % in 
greenhouse gas potential (measured in CO² equivalents) throughout 
the entire life cycle of this vehicle, compared to the previous model.


In line with our principle of Design for Recycling, we create our vehicles 
in such a way that their components can largely be reused or recycled 
efficently throughout the life cycle. GRI G4-EN27


F 1.03 
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For us, sustainable mobility begins with the development of 
efficient vehicles with low emissions. In doing this, we comply 
both with stricter legislation worldwide and our customers’ 
increasing awareness of environmental issues. With innovative 
electric and hybrid drivetrains as well as smart services, we are 
shaping the mobility of the future. Our autonomous driving 
technologies contribute towards sustainable and safe mobility 
for our customers and other road users.


Relevance for BMW Group
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Key facts and figures


CO² emissions of BMW Group Automobiles 
(EU‑28) (in g/km)


2015   127
2014  130


DriveNow users (number)


2015  579,000
2014  395,000


Sales of BMW i vehicles (number)


2015  29,513
2014   17,793
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By 2020, the BMW Group will have reduced 
CO² emissions in the European new vehicle 
fleet (EU‑28) by at least 50 % compared to 
the base year 1995.


DriveNow: more and more BMW i3s are available for 
customers to use in the car‑sharing fleets.


CO² emissions


Sustainability goal


Products 
and  services







Due to climate change issues and ever scarcer resources, 
we reduce the CO² emissions of our vehicles on an ongoing 
basis. We start accounting for reduction targets from the 
product development stage onwards. Our range of efficiency 
technologies represents the first and currently most effective 
component in the reduction of CO² emissions. GRI G4-EC2


Statutory emissions limits pose a considerable challenge 
to the automotive industry worldwide. Almost all of the cars 
we sell are subject to varying national climate protection 
regulations in the individual countries. These regulations 
may continue to become more stringent, leading to difficult 
market conditions.


Between 1995 and 2015, we were able to reduce CO² emis
sions of our newly sold vehicles in Europe (EU28) by 40  % 
>  Table  2.01. Average fuel consumption in 2015 was 5.7 litres 
of petrol per 100 kilometres and 4.7 litres of diesel per 
100 kilometres. In Europe (EU28), average emissions were 
127 g CO²/km (internal BMW calculation, not yet officially 
confirmed by the European Commission). GRI G4-EN7, GRI G4-EN17, 
GRI G4-EN27 In 2015, 86 of our models had maximum CO² 
emissions of 120 g/km. This means that we have similar fuel 
consumption and CO² emissions in Europe as a number 
of other large carmakers. The average fleet CO² emissions 
per kilometre worldwide decreased in 2015 by 3.3  % to 
147 g CO²/km (2014: 152 g CO²/km). Average CO² emissions 
in the USA were 170 g CO²/km (internal BMW calculation, 
not yet officially confirmed by the Environmental Protection 
Agency EPA) and in China 170 g CO²/km. The regional 
 differences in fleet use are a result of differing consumer 
behaviour, which is in turn due to a variety of factors. 
These include differing tax situations for different types of 
vehicle engines, as well as local consumer preferences 
for diesel vehicles or specific types of vehicles such as SUVs.  
GRI G4-EN19


Global CO² regulation 


Medium to long-term targets to reduce fuel consumption and CO² emis-
sions from vehicles have already been set in Europe, North America, 
Japan, China and other countries. However, the targets cannot be 
directly compared on an international level, as the calculation cycles 
in the individual countries are different, and segment and drivetrain 
mixes also tend to vary considerably.


Europe set a target average of 130 g CO²/km to be reached by 2015 
for all new vehicles sold. The EU regulation defined its targets for 
CO² emissions based on vehicle weight. For the BMW Group, this meant 
a target of below 140 g CO²/km. The regulations stipulate that the 
European new vehicle fleet of all manufacturers must achieve an 
average of 95 g CO²/km by 2020.


In the USA, consumption and CO² targets have been set through to 2025. 
Based on a gradual reduction starting in model year 2012, the new vehicle 
fleet of all manufacturers must achieve an average of 250 g CO²/mile 
(155 g CO²/km) by model year 2016 and 163 g CO²/mile (101 g CO²/km) 
by model year 2025. These targets have also been calculated based on 
vehicles sold.


Japan also set ambitious targets for reducing fuel consumption. For 2020, 
a consumption target of 20.3 km/l was set – this is equivalent to a CO² 
emissions level of 117 g CO²/km.


In China, the fuel efficiency of the vehicle fleet is regulated. For 2020, 
an average consumption target of 5 litres per 100 kilometres has been 
set. Discussions about subsequent regulation have already begun. In 
addition, weight-based consumption limits have been set for individual 
vehicles.


Above and beyond national regulations, measures are increasingly being 
taken on regional and municipal levels. Varying requirements for drivetrain 
technologies in particular will start to have considerable influence on 
product strategy (e.g. the Californian Zero Emission Vehicle (ZEV) 
programme or the limits on registration plates in Chinese metropolises).


2.1 CO² emissions
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SAVING FUEL AND REDUCING EMISSIONS  


Our Efficient Dynamics Technologies are not just optional 
extras for niche or special models but have been gradually 
introduced as standard components in every new vehicle 
since March 2007. These include efficient engines and gear
boxes, optimised aerodynamics (air flap control, air curtain/
breather, Aero wheel rims), intelligent energy management, 
lightweight design, forwardlooking drive control, connec
tivity services for lowconsumption and shortest routes, 
the Auto Start Stop function, brake energy regeneration, 
and tyres with reduced rolling resistance. GRI G4-EN27


Development of CO² emissions of BMW Group cars in Europe


(Index: 1995 = 100; Basis: Fleet consumption of newly registered cars in Europe [EU-15] measured on the basis of the New European Driving Cycle in accordance with the ACEA self-commitment)


110                     


105                     


100                     


 95                     


 90                     


 85                     


 80                     


 75                     


 70                     


 65                     


 60                     


 55                     


                                        


     98   99   00   01   02   03   04   05   06   07   08   09¹   10   11   12   13   14   15  


   101.0 98.6 96.7 96.7 92.9 92.9 94.8 90.0 88.6 80.0 73.3 71.4 70.0 69.0 66.0 63.0 62.0 60.0  


1  Measured only on EU-27 basis from 2009 onwards and on EU-28 basis from 2014 onwards.


GRI G4-EN17


T 2.01 


ECO PRO mode in BMW models: greater fuel economy and lower emissions through 
optimised vehicle efficiency settings.
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Product responsibility in BMW Group vehicle projects F 2.01 


Vehicle projects


Targets


Requirements


Executive units product responsibility 
( e. g. Efficient Dynamics strategy )


Coordinating units complete vehicle 
( e. g. Efficient Dynamics unit )


Reporting


Measures


Drivetrain – chassis – body – electrics/electronics/cockpit


Management Board


Specialist departments


As well as reducing the carbon emissions of our cars, we are 
constantly working to bring down other emissions. The Euro 6 
standards call for a further reduction in nitrogen oxide (NOx) 
levels for diesel vehicles. We apply the best implemen tation 
concept in accordance with the specific requirements of the 
vehicles, engines and markets. Depending on the vehicle 
concept, we use the maintenancefree NOx catalytic converter 
or Selective Catalytic Reduction (SCR) using urea (also known 
as AdBlue) or a combination of both systems. To close the gap 
in emissions measurements between test and real conditions, 
a new testing cycle (WLTP – Worldwide Harmonized Light 
Vehicles Test Procedures) and a new emis sions test for real 
driving situations (Real Driving Emissions RDE) are cur
rently being developed. We support the rapid introduction 
of the new regulations in order to create trans parency for 
consumers and for the industry as soon as possible.


TAKING ACCOUNT OF CO² TARGETS IN 
 PRODUCT  DEVELOPMENT


The abovementioned aspects of product responsibility are 
an integral part of the target systems and organisational 
process es of our vehicle development units >  Figure  2.01. 
This process entails the BMW Group defining specific CO² 
targets for each product line and each new vehicle project. 
A department within the Strategy unit is responsible for 
monitoring and further developing these targets. The Complete 
Vehicle Architecture unit coordinates the development and 
implementation of fuelsaving technologies in the individual 
vehicle projects. This ensures that the marketspecific fleet 
requirements are taken into consideration in the very early 
stages of vehicle development and are subject to Efficient 
Dynamics measures during the development process.
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DIGITAL ENERGY SOLUTIONS – DRIVING FORWARD 
THE ENERGY TRANSITION


In order to be a participant in the energy market of the 
future and to help drive forward the energy transition, the 
BMW Group founded a joint venture called Digital Energy 
Solutions in collaboration with Viessmann. The main aim of 
this business model is to identify and create energy flexibility 
and to provide digitally based, operationally optimised man
agement of this energy for small and mediumsized enter
prises from the industrial and trades sectors. Customers benefit 
from this in three ways: their energy costs are optimised 
holistically, their CO² footprint is reduced sustainably and 
they can be sure of improved security of supply at their 
company locations. The overall aim of the joint venture is to 
achieve the CO² emissions targets in the energy, heat and 
transport sector at low cost, in particular in Germany. At some 
BMW locations, e. g. at the Leipzig/DE and Eisenach/DE plants 
and at the Research and Innovation Center in Munich/DE, 
the BMW Group has been using this business model since 
2015 to sell its flexible capacity from the heat and power it 
generates inhouse.


FORECAST


In 2016, we will continue to expand the integration of our  efficient 
technologies into the fleet, thus further reducing fleet emissions. 
However, the drop in fuel prices and the accompanying changes in 
customer demand will present some challenges with regard to 
achieving the 2020 fleet targets.
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The BMW Group is the leader in taking a 
holistic approach to premium electromobility.


Electrification: charging a BMW ActiveE.


Electromobility


Sustainability goal


Products 
and  services







In order to further reduce CO² emissions in our new vehicle 
fleet, to improve the air quality in cities and, in particular, 
to be able to offer our customers an entirely new, dynamic 
driving experience, we have been adding electric vehicles to 
our model range. We started to do this in 2013 when we 
introduced the fully electric BMW i3, followed by the plug-in 
hybrid vehicle BMW i8 in 2014. In 2015 and 2016, we will add 
four new plug-in hybrid vehicles in the medium and luxury 
categories to our range.


The market for electric vehicles is growing, but in overall 
numbers it remains relatively small. To help our customers 
become used to the idea of electromobility, we offer plugin 
hybrid vehicles that, in contrast to purely electric vehicles, 
enable both electrically powered commutes and also long
distance capabilities, when required. At the same time we 
are introducing BMW i3 vehicles into our DriveNow fleet.


Another key factor for the success of electromobility is suffi
cient availability of (fast) charging points. The BMW Group is 
working in China, the EU and the USA to expand the neces
sary charging infrastructure – both for private customers as 
well as in public spaces. With ChargeNow, BMW i drivers 
can easily find one of 38,000 public charging points in a large 
and constantly growing network worldwide.


Positive political framework conditions can also make an 
important contribution towards a breakthrough for electro
mobility. This has become clear in fastgrowing electromobility 
markets such as Norway. For this reason, the BMW Group 
is working with partners from government, industry and 
society to improve framework conditions: for example in 
the Nationale Plattform Elektromobilität (NPE) in Germany, 
in the Foreign Expert Panel of a highlevel advisory commit
tee for the Chinese central government as well as in 
the  > PEV Collaborative  in California, which addresses issues 
around market access and of which the BMW Group was 
a founding member.


LEVERAGING FURTHER POTENTIAL WITH PLUG‑IN 
HYBRID DRIVETRAINS


Plugin hybrid models use up to 50  % less fuel than their 
combustionpowered equivalents. Typical commutes during 
the week, for example, could be driven in electric mode, 
while longer journeys can also be covered using the 
combustion engine.


ZERO‑EMISSIONS LOCAL DRIVING WITH 
 ELECTRIC  DRIVETRAINS


Since 2007, our BMW i project has been developing com
pletely new concepts for individual mobility as well as vehicle 
architecture and production that integrate our sustainable 
solutions in an even more innovative fashion along the entire 
value chain.


The resulting models of the BMW i brand do not simply replace 
the combustion engine with an electric one or add an electric 
engine (conversion approach). What we did from the very 
beginning was to plan new and independent vehicle concepts 
(purposebuilt approach) in order to exploit the full potential 
of the new drivetrain technology and make it practicable for 
customers. This includes intelligent lightweight design using 
carbonfibrereinforced plastic (CFRP) and a host of new 
materials, as well as highly resourceefficient and at the same 
time environmentally friendly production methods. The result 
is visionary vehicles that represent an ideal balance between 
emissions, range and driving enjoyment. This is how BMW i 
creates the basis for a considerable reduction in CO² emissions 
throughout the entire product life cycle. The BMW i value 
chain stands out for its consistent use of renewable energy 
sources – from the manufacture of energyintensive materials 
such as CFRP and aluminium, to vehicle production, right up 
to the BMW Green Energy package we offer our customers 
when they purchase their vehicle.


2.2 Electromobility
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Electric scooters for more sustainable urban mobility
We launched our electric scooter in 2014. The fully electri c
ally powered scooter produces 47.5 hp with a range of 
100 km. It is designed to be a “commuting vehicle” for travel 
between the outskirts and the city centre. The main focus 
here is on two requirements: firstly, that performance is 
comparable to that of a combustionpowered maxiscooter, 
and secondly, that it has a long range in practice.


Increasing range with hydrogen and fuel cells
As an alternative to developing purely electric drivetrains, we 
are also doing research into hydrogen fuel cell technology, 
with a view to developing further longterm solutions for 
longdistance emissionsfree driving. Here, hydrogen is used 
as an energy source that is converted by the fuel cell into 
electricity and water. The BMW Group is collaborating with 
the Toyota Motor Corporation in this area.


FORECAST


We will continue to offer innovative solutions for the diverse 
mobility needs of our customers. We are deliberately focusing our 
efforts on building a broad technology base so that in the coming 
years we can offer tailored solutions worldwide for different 
individual mobility needs. We will gradually integrate the plug‑in 
hybrid technology from the >  BMW i8 into the BMW 2 Series, 
BMW 3 Series, BMW 7 Series and BMW X5 models.


Using renewable energy to charge electric vehicles
An electric car can only reach its full sustainability potential 
when it runs on electricity that is as carbonneutral as possible. 
We estimate that around threequarters of all electric vehicle 
owners in Germany recharge their vehicles at home using 
renewable energy sources.


BMW i customers in Germany can benefit in this regard from 
the BMW Group’s strategic partnership with  >  Naturstrom AG . 
This gives BMW i customers the option of purchasing a suit
able green electricity package for charging their electric 
vehicles. We also have a partnership with Solarwatt, a com
pany that manufactures solar modules for surfaces like 
carports and house roofs. This allows customers themselves 
to produce green energy to recharge their >  BMW i3 or >  BMW i8 
in their own homes.


The BMW i Green Energy products now provide customers 
in 15 countries with support in the use of energy from renew
able sources. Ten providers of green energy as well as four 
manufacturers of solar energy systems for carports, house 
and garage roofs are among the companies the BMW Group 
has partnerships with in this area.


Recycling batteries to improve our carbon footprint
Instead of being recycled, batteries that are too old for in 
vehicle use are reused for stationary energy storage. During 
this “second life”, they help us to integrate renewable energy 
into the power grid and reduce overall energy costs. BMW 
has demonstrated the technical and economic feasibility of 
this approach by introducing a large number of pilot systems 
in Europe, Asia and the USA.
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The BMW Group will have permanently 
changed mobility patterns in selected 
metropolitan areas by 2020 through the 
introduction of integrated mobility 
services.


DriveNow: find and book vehicles with an app.


Mobility patterns


Sustainability goal


Products 
and  services







We want to offer safe and sustainable individual mobility in 
premium quality. We are meeting the challenges of urban 
mobility, not only by making changes in the vehicles but also 
with mobility services. In addition, our safety technologies 
and smart driving technologies promote sustainable and safe 
mobility for our customers and other road users. The main 
driver of these new opportunities is the digitalisation of our 
business model.


We are convinced that digitalisation can make a key contri
bution to the sustainable design of urban mobility. What is 
the future of individual mobility in cities with increasingly 
dense populations? What concepts are needed in order to 
make mobility climatefriendly and easy on resources? In 
order to answer these questions from an even more strategic 
perspective and in dialogue with our stakeholders, we 
founded the Center of Competence for Urban Mobility in 
2015. This interdisciplinary team was given the task of 
working with cities and local stakeholders to develop and 
promote solutions for urban mobility. For example, we 
established an ealliance partnership with the City of 
Munich/DE, which will take strategic approaches towards 
improving the framework conditions necessary for market 
success, for example by entering into publicprivate partner
ships to finance and operate charging infrastructure. It 
will also, however, carry out a nonmonetary function by 
promot ing the application of legislation that privileges 
electromobility. Similar agreements have also been made 
in Hamburg/DE and Berlin/DE. The corresponding action 
plans will be developed and implemented in 2016. In 
addition, further talks are being held with other cities in 
Europe and beyond.


Opportunities and challenges of digitalisation


We see digitalisation as an area that is bringing huge change to 
the automotive industry and which will be even more challenging than 
the introduction of electromobility.


We are getting ready for a world in which Connectivity, i.e. digitally 
networked vehicles, will be just as important to customers as aspects 
like vehicle design. We already offer a traffic jam avoidance service, 
RTTI (Real Time Traffic Information) and a certain degree of auto
mated driving in stopandgo traffic. In five to ten years, our vehicle 
generations will offer a much broader range of services than they 
do today, for example business trip organisation or hotel bookings. 
And vehicles will be able to find the closest parking spaces and park 
themselves.


To find the best mode of transport to get from A to B in a specific 
situation, the “GoNow @ BMW Group” pilot project developed 
an intermodal navigation mobility app in 2105 for BMW Group 
employees at our location in Munich/DE.


OFFERING SUSTAINABLE MOBILITY SERVICES 
ON A GLOBAL SCALE


Our BMW i brand offers innovative services that enhance 
urban mobility – both with and without a car >  Figure  2.02.


Promoting premium car‑sharing with electromobility
Since 2011, the BMW Group and Sixt SE have been offering 
their joint venture carsharing service  > DriveNow . We are 
also integrating electric vehicles into the range of cars 
available from DriveNow. For example, in 2015 we intro
duced over 800 >  BMW i3 vehicles into our carsharing fleets 
worldwide (400 of which were in Copenhagen/DK). By 
31 December 2015, DriveNow had a total of around 490,000 
customers in Germany and around 580,000 worldwide 
(in 2014: over 390,000 worldwide).


2.3 Mobility patterns
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worldwide. The BMW Group also offers an installation 
service that checks whether the BMW i Wallbox Pure can be 
installed at the customer’s home. If requested, the qualified 
onsite electrician from our partner installation company 
can also deliver, install, startup and provide instructions 
on how to use the system. 360° ELECTRIC also includes 
Assistance Services with connected drive services designed 
specifically for electromobility, as well as further service 
and repair offers.


In addition, BMW Addon Mobility gives customers access 
to conventional BMW or MINI vehicles for longdistance 
travel as well as to the carsharing service DriveNow. 360° 
ELECTRIC thus provides easy and convenient electromobil
ity in virtually any situation.


Creating sustainable parking patterns with ParkNow
 > ParkNow  is an app and Webbased service that is fundamen
tally changing parking patterns. First, it makes the parking 
space situation in a city more transparent. And it also allows 
users to book their parking space in advance and then be 
guided directly to their selected spot. So ParkNow users are 
also protecting the environment and avoiding stress as the 
tiresome traffic caused by drivers having to search for 
parking spaces is no longer generated.


Creating convenient electromobility with BMW i 
360°  ELECTRIC and ChargeNow
One example of our holistic approach to electromobility is 
our   > 360°  ELECTRIC  product and service package. It includes 
recharging both at home with the BMW i Wallbox and on the 
go at public charging points that accept  > ChargeNow  – a 
recharge card that currently enables access and payment at 
38,000 public charging points installed by various providers 


BMW Group mobility services for different user groups F 2.02 


Vehicle-related service for 
BMW and MINI drivers


BMW and MINI‑related


Smartphone user service, independent 
of brands and vehicles


Mobility‑relatedCar‑related


Vehicle-independent service  
for car users in general


* *
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Using safe materials
In the early development phase, we evaluate the potential 
materials to be used in a product in order to determine their 
risk potential and eliminate any problematic materials from 
the outset. This ensures that all legislation with regard to 
product safety, health and the environment is complied with 
worldwide for every phase of the vehicle life cycle (from 
development to utilisation, and right up to the recycling 
stage). People with nickel allergies, for example, will be 
happy to hear that there are no exposed nickel surfaces in 
current BMW vehicles.


Due to our internal commitment to Responsible Care, the 
BMW Group has been collaborating with independent toxi
cologists since the 1990s to measure emissions in vehicle 
interiors, in order to ensure that the targets set by the 
experts are met in all new vehicles.


SMART VEHICLES FOR MORE SAFETY AND 
 ENVIRONMENTAL PROTECTION


BMW ConnectedDrive is a package of intelligent technol
ogies that interconnect the driver, vehicle occupants, the 
vehicle itself and the environment. The system is based on 
the two pillars of driver assistance systems (comfort and 
safety functions) and services (infotainment and mobility 
products).


BMW i ConnectedDrive Services, for example, uses the 
Intermodal Routing service to find public transport, free 
parking spaces close to the respective stop and any bicycles 
available from Call a Bike – the bike rental system of 
Deutsche Bahn AG. In this way, the BMW Group makes 
an active contribution towards increasing intermodal 
mobility in cities.


PROMOTING SAFETY IN ALL AREAS


As a provider of premium products, safety is fundamental 
to the BMW Group’s sense of product responsibility. This goes 
for our customers’ safety as well as that of other road users.


Reducing accidents through active and passive safety systems 
Active safety includes perfect chassis tuning, optimal traction 
and effective brakes. Electronic chassis control systems as well 
as a range of driver assistance systems also contribute towards 
preventing accidents. In addition, a number of passive safety 
systems in our vehicles keep road users safe and save lives 
every day. These  include energy absorbing crumple zones, 
safety passenger cells, belt systems and airbags.


In addition, driver safety training courses ensure the safety 
of road users. Today the BMW and MINI Driving Experience 
programme offers some 50 different training courses in 
over 30 countries worldwide for BMW and MINI cars and 
BMW motor cycles, with over 26,000 participants in 2015 
in Germany alone.


Guaranteeing product and service information for customers
Information on the safety of our vehicles and on protecting 
the health and safety of our customers can be found in the 
invehicle operating manuals, in printed form or as an app, 
and they are also available on the Internet. This is comple
mented by vehicle signage and additional background infor
mation on services, accessories and components.


The BMW Group is obliged by the applicable legislation to 
inform customers about the proper use of its products and 
services as well as any potential risks and hazards. In the 
European Union, for example, we report on the fuel economy 
of our vehicles based on the NEDC (New European Driving 
Cycle). We also publish information on fuel consumption 
and CO² emissions for each vehicle model on the websites 
of the individual brands.
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identify potential weak points and close security gaps even 
before the components are approved. We turn newly emerg
ing knowledge into binding standards on an ongoing basis 
in order to provide the greatest possible protection against 
manipulation, both with regard to access to control devices 
as well as external penetration of vehicle interfaces.


Personal data of our customers is only collected, processed 
or used if this is legally permissible, or with the consent 
of the person in question. In addition, we invest in technical 
measures to protect the data.


To protect employee data, the BMW Group successfully 
completed the approval process for the Binding Corporate 
Rules (BCR) in 2014. The BCR guarantee a statutory data 
privacy standard that must be implemented and complied 
with by BMW AG and all its international subsidiaries.


PROMOTING INNOVATIVE MOBILITY CONCEPTS


In order to create ideal conditions for the use and promotion 
of innovative mobility services, the BMW Group founded  
 > BMW i Ventures  to invest in innovative startup companies. 
Our partners benefit from our many years of experience, our 
reach and our broad network of established brands.


BMW i Ventures has made 14 investments so far. In 2014/15, 
these included: 


 –  > Zendrive  for lower-cost driving 
Drawing upon mobile technologies and large data volumes, 
Zendrive provides driverspecific analyses of the economy 
of the driving style, for example. The driver can access these 
analyses at any time.


With the products and services provided by the navigation 
service HERE, which we purchased in cooperation with other 
carmakers in 2015, we are taking an important next step 
towards further smart networks. A wide range of maps and 
stateoftheart understanding of locationbased services as 
well as secure processing of private data form the basis on 
which HERE will expand its growth in future. HERE will 
remain open for all customers and other investors, in order 
to broaden the shareholder base.


Safe driving with driver assistance systems
Driver assistance systems play an important role in making 
driving safer by providing a second set of eyes to observe 
what is happening on the road in order to warn and support 
the driver. These systems are now available for all models, 
from MINI to all BMWs, right up to the RollsRoyce models. 
Driver assistance systems that enable partially automated 
driving are already integrated into BMW 7 Series vehicles. 
Drivers themselves decide in each situation what they want 
to use. One example is Driving Assistant Plus with a steering 
and lane control assistant as well as remotecontrolled 
parking. The lane control assistant with side collision 
protection not only ensures that the car does not leave its 
lane but also actively controls the steering wheel to avoid 
accidents caused by vehicles approaching from the side. 
These systems are an important step towards highly 
automated driving, the aim being to increase safety, 
convenience and efficiency in the future.


The next goal for the BMW Group to achieve by 2020 is to 
enable highly automated driving on European motorways, 
with all the challenges this entails, such as crossing country 
borders or driving through roadworks.


Preventing manipulation and ensuring data protection
In order to prevent system manipulation, we have a clear 
procedure in place that forms an integral part of our develop
ment work. Methodically executed “penetration tests” 
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FORECAST


We will continue to work on intelligent networking of mobility 
services, vehicles and infrastructure in order to make urban 
mobility more flexible, convenient and sustainable.


Digitalisation will lower entry barriers to the sector, and there are 
new competitors with offerings such as vehicles with driver 
assistance systems and mobility services. With its strong brands 
and innovative solutions such as connected drive, the BMW Group 
is well prepared for this competition. In addition, digitalisation 
also comes with new vehicle safety challenges. By complying with 
the relevant standards, we aim to consistently meet these 
challenges, thus maintaining our customers’ trust.


 – Intermodal route planning with  > Moovit   
The Moovit app integrates comprehensive information on 
bus, tram and subway schedules by using the timetable 
data of local transport companies as well as realtime data 
and live information from the “Moovit Community”.


 –  > ZIRX  on-demand parking service 
Users can enter their destination into the ZIRX smartphone 
app. When they arrive, a ZIRX agent will be there to park 
the car. While the car is parked, users can book additional 
services via the ZIRX app.


RESEARCHING THE MOBILITY OF THE FUTURE


Placing the focus of research on mobility in megacities worldwide
In 2015, the  > Institute for Mobility Research (ifmo)  carried out 
a project on the topic of “New Utilisation Concepts for 
Individual Mobility” to analyse how carsharing is changing 
user mobility patterns. The research found that the average 
number of kilometres driven per person each year had 
dropped. Furthermore, the vehicles were used more 
efficiently.
In another project, the ifmo is currently investigating the 
longterm effects on mobility patterns of a fully automated 
vehicle fleet.


Sustainable Mobility Project – working together to shape urbanity
Under the auspices of the  > World Business Council for Sustainable 
Development (WBCSD) , the BMW Group participated in 
the  > Sustainable Mobility Project 2.0  from 2013 to 2015. In this 
project, global and crosssectoral groups of mobilityrelated 
companies came together with selected city governments to 
promote sustainable urban mobility, define tracking 
indicators and identify solutions.


You will find further information and data on products and 
services here >  Further key indicators.
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Climate change, scarce resources and social inequality are some of 
the greatest challenges facing society today. In order to fulfil our 
vision of being the most sustainable premium manufacturer, we are 
continuously reducing CO² emissions and resources used per vehicle 
produced, as well as increasing our use of renewable energy sources 
to supply our locations worldwide. In addition, we foster transparency, 
resource efficiency and the implementation of environmental and 
social standards in our supply chain. In doing this, we are making a 
contribution towards solving the challenges faced by society, and are 
at the same time reducing both risk and production costs. 


Relevance for BMW Group
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Key facts and figures


Share of renewable energy purchased from 
 third parties (in % )


2015   58
2014  51


Water consumption per vehicle produced  
(in m³/vehicle)


2015  2.24
2014  2.18


Energy consumption per vehicle produced  
(in MWh/vehicle)


2015  2.19
2014  2.25


CO² emissions per vehicle produced  
(in t/vehicle)


2015   0.57
2014  0.66


Waste for disposal per vehicle produced  
(in kg/vehicle) 


2015  4.00
2014  4.93


Share of production-relevant purchasing volume 
in the CDP Supply Chain Programme  (in %)


2015  53
2014  45
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The BMW Group will reduce its resource 
consumption (energy, water, waste, solvents) 
per vehicle produced by 45 % by 2020 
(base year 2006).


Environmentally friendly energy generation: the methane 
gas plant in the US BMW Group plant in Spartanburg.


 Consumption of resources


Sustainability goal


Production and 
 value  creation







We apply an environmental management system in order to 
continuously reduce the energy required to produce our 
 vehicles, CO² emissions and raw materials. As a result we 
reduce our environmental impact, make a contribution 
towards climate protection and save on scarce resources. At 
the same time we reduce our production costs.


Since 2006, we have reduced our use of energy and water, 
waste and waste water as well as solvents and CO² emissions 
from vehicle production per vehicle produced by an average 
of 48.1  % >  Table  3.01.


Improvement in resource consumption and emissions 
from vehicle production since 2006


Energy consumption  − 36.0 %  


Water consumption   − 31.3 %  


Process waste water   − 45.1 %  


Waste for disposal  − 78.9 %  


Solvent emissions   − 51.4 %  


CO² emissions   − 45.7 %  


In 2015, utilisation of resources and emissions per vehicle 
produced were reduced by an average of 7.0  % compared 
with the previous year, yielding savings of € 8.2 million.


Environmental protection is part of our sustainability manage
ment system. When we signed the  > International Declaration on 
Cleaner Production  of the United Nations Environment 
Programme in 2001, we expressly committed to keeping the 
environmental impact and resource consumption of our 
production activities as low as possible.


The BMW Group has thus established environmental manage
ment systems at all of its existing production plants and plans 
to install them at all future facilities. With the exception of 
the motorcycle production in Manaus/BR, which is certified 


T 3.01 


in accordance with a national standard, all of our production 
locations, German dealerships, as well as six others in Europe 
(Vienna/AT, Zurich/CH, Rome/IT, Milan/IT, Madrid/ES and 
Barcelona/ES) are now certified in accordance with ISO 14001 
>  Further key indicators.


Environmental improvements that have been effective at one 
location are implemented at other locations wherever possible. 
Our six competence centres (for water, waste, energy, emis
sions, training and the environmental management system) 
are staffed by environmental experts from the different plants 
and by specialists from Corporate Environmental Protection. 
They discuss legal requirements and bestpractice solutions 
with technology experts from the production plants and 
develop reference systems on which to base future planning 
and process improvements.


INTELLIGENT APPLICATION OF RAW MATERIALS 
 THROUGHOUT THE LIFE CYCLE OF OUR VEHICLES


In the early stages of vehicle development, the decisions our 
designers and engineers make, including the materials and 
components they select, will determine the resource efficiency 
of our vehicles. We use Life Cycle Engineering to increasingly 
integrate environmental aspects into the design and develop
ment of our products >  Figure  1.01.


3.1  Consumption of resources
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Together with its sales organisations in each country, the 
BMW Group has installed recovery systems for endoflife 
vehicles in 30 countries and offers vehicle owners environ
mentally friendly vehicle recycling at dedicated recovery 
centres. GRI G4-EN27, GRI G4-EN28


In 2015, the legally required recycling rate for endoflife 
vehicles, components and materials in the EU and South Korea 
was raised to 95  % overall recovery (85  % reuse and recycling 
of materials). We laid the groundwork for this early on: 
all BMW Group vehicles brought to market since 2008 already 
meet the requirements set for 2015.


At our recycling and disassembly centre, we continuously 
test new recycling concepts for new vehicle components, 
for example for the innovative lightweight material carbon
fibrereinforced plastic (CFRP).


Using secondary and renewable raw materials
Secondary raw materials are finding more and more applica
tions in our vehicles. Up to 20 % of the thermoplastic materials 
in our automobiles are already made from recyclates (2012: 
up to 15  %, 2013 and 2014: up to 20  %). These materials 
account for an average of 12  % of vehicle weight >  Tabelle  3.14. 
The increas ing proportion of recyclates used shows how 
successful our efforts to complete material cycles in our 
vehicles have been. Wherever it makes technical, business 
and environmental sense and is socially acceptable, we replace 
technical primary materials with natural, renewable materials. 
This enables us to make an important contribution towards 
resource efficiency.


Reducing use of rare earths
Rare earths are key raw materials of a number of components 
in modern vehicles. How we use rare earths can contribute 
towards reducing fuel consumption, for example by increas
ing the efficiency of electrical systems. They are among the 
critical raw materials when it comes to availability risks. 
When using them, we carefully balance weight, function and 
costs.


For example, we are working to further develop magnetic 
materials in order to reduce the use of rare earths without 
any negative functional impact. For other components, too, 
it has been possible to find alternatives to rare earth ele
ments which may become scarce.


End-of-life vehicle recovery and recycling
Established recovery systems for endoflife vehicles, compo
nents and materials ensure that they are reintegrated into 
the raw materials cycle. So we do not consider endoflife 
vehicles as waste to be disposed of, but rather as a secondary 
source of raw materials.


Modern lightweight design: the carbon-fibre frame for the production of the BMW i3 
at the BMW Group plant in Leipzig.
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compare it against the central company network. It is thus 
seamlessly integrated into and complementary to the existing 
energy consumption metering systems within the facility 
and supply structures. As a result, electricity consumption 
can be reduced and at the same time production security and 
product quality can be increased. The development of the 
smart energy data management system is part of the 
BMW Group’s production concept for Industrie 4.0, and it 
received funding from the  > European Regional Development Fund 
(ERDF) .


SYSTEMATICALLY REDUCING CO² EMISSIONS   


Climate change is highly relevant for the BMW Group. 
Reducing CO² emissions not only makes environmental 
sense – it is also a business opportunity for the BMW Group. 
Fewer CO² emissions mean cost savings and competitive 
advantage due to less energy consumption and avoidance of 
CO² levies. In addition, many of our fleet customers have 
high expectations with regard to green car policies. So we 
are reducing CO² emissions both at our own locations as 
well as along the value chain.


Minimising CO² emissions at company locations 
CO² emissions at the BMW Group locations are generated 
directly from burning fossil fuels (Scope 1 emissions) and 
indirectly through the company’s electricity and heat consump
tion (Scope 2 emissions). We focus on reducing CO² emissions 
from our production facilities, which account for around 90  % 
of these Scope 1 and 2 emissions. We are pursuing our vision 
of CO²free energy supply at all locations.


OPTIMISING ENERGY EFFICIENCY


In 2015, we further reduced energy consumption from vehicle 
production per vehicle produced to 2.19 MWh. This is an 
improvement of 2.7  % compared to the previous year (2014: 
2.25 MWh) and a reduction of 36.0  % compared to the base 
year 2006 >  Table  3.02. Our measures to reduce energy 
consumption are thus having an effect and we are coming 
closer to our goal of reducing consumption per vehicle by 
45  % by 2020 compared to 2006. GRI G4-EN5, GRI G4-EN6 In 
addition, the resulting reduction in energy costs in the face 
of rising energy prices in the medium term makes a signifi
cant contribution towards the BMW Group becoming more 
profitable and more competitive. 


Energy consumption per vehicle produced¹


in MWh/vehicle


3.0        


2.8         


2.6         


2.4        


2.2         


       


     11   12   13   14   15  


 


 2.43 2.41 2.36 2.25 2.19   


1  Efficiency indicator = energy consumption from vehicle production (without motorcycles) minus 
CHP losses divided by the total number of vehicles produced, not including the vehicles from the 
Magna Steyr/AT and Nedcar contract production plants.


GRI G4-EN5, GRI G4-EN6


Smart management of energy data
At its locations in Spartanburg/USA, Leipzig/DE, Regensburg/
DE, Munich/DE and Landshut/DE, the BMW Group employs 
a smart energy data management system. The system is based 
on smart electricity meters that continually measure the 
energy consumption of production systems and robots and 


T 3.02 
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Reducing CO² emissions in the value chain
Both upstream and downstream in the value chain, we contin
ually reduce emissions caused by the use and disposal of our 
products, in our supply chain, in transport logistics and by 
employees commuting to and from work (Scope 3). Just over 
70  % of these Scope 3 emissions are generated during the 
utilisation phase (not including upstream fuel). With our 
Efficient Dynamics Strategy we are continually reducing the 
average fleet emissions of CO² per kilometre worldwide – in 
2015 by 3.3  % to 147 g CO²/km (2014: 152 g CO²/km).


Another 24  % of the Scope 3 emissions were generated in the 
upstream supply chain. We constantly work with our suppliers 
to look for further possibilities to use resources more efficiently 
>  Chapter 3.3. Around 2  % of the Scope 3 emissions are caused 
by the global transport volume required to supply our produc
tion plants with materials, to deliver our vehicles and to 
supply spare parts to the markets. In order to keep these CO² 
emissions to an absolute minimum, we work on the principle 
“production follows the market”. We are also continually 
increasing the share of lowcarbon modes of transport. For 
example, we were able to significantly reduce the share of air 
freight in overall transport volume in the reporting period. 
The large number of new vehicles that leave our plants by rail 
also contribute towards lower CO² emissions. We were able 
to keep this number at a high level of 63.1  % (2014: 63.3  %).


With Design for Recycling, we ensure that as many of the 
components as possible flow back into the materials cycle 
once the vehicle has reached the end of its life cycle. This 
leads to lower CO² emissions in the value chain >  Introduction.


Through the use of our eight highly efficient combined heat 
and power plants currently in operation, the use of renew
able energy at our production locations as well as improved 
energy efficiency, CO² emissions from vehicle production 
per vehicle produced decreased in the reporting period by 
another 13.6  % compared to the previous year, to 0.57 tonnes 
(2014: 0.66 tonnes CO² per vehicle). We see the continuous 
decrease in CO² emissions per vehicle in recent years as 
proof of the effectiveness of our measures >  Table  3.03.


CO² emissions per vehicle produced ¹


in t/vehicle


0.80        


0.75        


0.70        


0.65        


0.60        


0.55        
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 0.75 0.72 0.68 0.66 0.57 ²   


1  Efficiency indicator = CO² emissions (from vehicle production, without motorcycles) from Scope 1 
and Scope 2 minus CHP losses divided by the total number of vehicles produced, not including the 
vehicles from the Magna Steyr and Nedcar contract production plants.


2  Calculated using revised emissions factors. If 2014 factors were applied, an improvement of 6.1 % 
compared to 2014 would result as well as an improvement of 0.9 % for total emissions from vehicle 
production including CHP losses.


GRI G4-EN18


In 2015, total emissions in our production network amounted 
to 1,267,485 tonnes of CO² (2014: 1,369,877 t). This means 
that, in spite of an increase in production volume in 2015 com
pared to 2014, we achieved a decrease in overall CO² emissions 
in this area. GRI G4-EN18, GRI G4-EN19


T 3.03 
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 BMW Group CO² footprint


in t CO²
   11   12   13   14   15  


 


Total emissions¹    2,715,364   61,603,503   64,019,874   66,913,264   68,991,955  


Scope 1: Direct greenhouse gas emissions  


Total emissions    450,828   484,612   492,798   494,931   536,168  


  Emissions of BMW Group locations    370,241   395,012   399,473   403,810   443,575 ²  


  Company vehicles    76,120   84,633   88,695   85,695   87,358  


  Company-owned planes    4,468   4,966   4,630   5,426   5,235  


Scope 2: Indirect greenhouse gas emissions  


Total emissions    858,785   862,214   922,843   966,067   923,313 ³  


  Electricity/heat purchased by BMW Group locations    858,785   862,214   922,843   966,067   923,313 ³  


Scope 3: Indirect greenhouse gas emissions  


Total emissions    1,405,751   60,256,678   62,604,233   65,452,266   67,532,474  


  Logistics    1,195,887   1,247,100   1,383,774   1,518,304   1,402,082  


  Business trips    108,492   111,971   113,388   137,601   138,522  


  Employees’ commuter traffic4    101,372   113,505   122,584   121,428   133,690  


  Upstream chain5    –   12,592,090   13,274,865   14,331,118   14,886,300  


  Utilisation phase6    –   45,251,958   46,696,786   48,239,470   49,582,958  


  Disposal5    –   940,054   1,012,836   1,104,345   1,145,158  


1  Addition of emissions from employees’ commuter traffic, from 2012 onwards emissions from supply chain, utilisation phase and disposal as well as from 2015 onwards BMW Group location emissions from BMW Motorrad 
Berlin/DE and corporate functions, development and administration in Munich/DE. Climate-relevant gases other than CO² are not included in Scope 1 and 2 emissions.


2  Figure not directly comparable to previous year due to changes in system boundaries. Emissions from company production locations, including BMW Motorrad Berlin/DE as well as corporate functions, development and 
administration in Munich/DE. Application of VDA emissions factors revised in 2015.


3  Figure not directly comparable to previous year due to changes in system boundaries. Emissions from company production locations, including BMW Motorrad Berlin/DE as well as corporate functions, development and 
administration in Munich/DE. Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Application of supplier electricity labelling 2014 in Germany, RE DISS II factors 2013 in UK and AT as well as the 
VDA factors revised in 2015. Scope 2 emissions calculated using “location-based” method (overall third-party electricity and heat purchased calculated using VDA factors): 1,472,437 t CO².


4  Extrapolation from the table “Means of transport used by BMW employees and indirect CO² emissions from employees’ commuter traffic”.
5  Thinkstep's LCA tool Gabi calculates emissions from supply chain and disposal processes, based on the carbon footprints of representative vehicles from the product lines (including the climate-relevant gases CO², CH4, 


N²O, SF6, NF³, among others). Corresponding with the CO²e emissions, energy consumption (lower heating value) is calculated based on the environmental footprints. Around 67,850,000 MWh in the supply chain 
as well as 460.000 MWh at the disposal companies.


6  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.


GRI G4-EN4, GRI G4-EN15, GRI G4-EN16, GRI G4-EN17 


T 3.04 
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Nonrecyclable production waste was further reduced in 2015, 
to 4.0 kg per vehicle produced (−18.9  % compared to 2014, 
>  Table  3.05). We see this as evidence that our waste reduction 
efforts have been successful.


Waste for disposal per vehicle produced¹


in kg/vehicle


14.0        


12.0        


10.0        


 8.0        


 6.0        


 4.0        


 2.0        


       


   11   12   13   14   15  


 


 8.49 6.47 5.73 4.93 4.00  


1  Efficiency indicator = waste for disposal from vehicle production divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


T 3.05 


AVOIDING AND RECYCLING WASTE


With raw materials becoming increasingly scarce worldwide, 
the BMW Group engages in recycling management through
out material life cycles. We want to reduce all waste to a 
minimum, to the extent that it is technically possible. This 
also makes business sense, because what we think of as 
waste is often a valuable resource.


We have already achieved our aim of reducing waste volume 
by 45  % by 2020 compared to the base year 2006. In spite of 
this, we continue to minimise the share of waste for disposal, 
and integrate as many residual materials as possible into a 
complete life cycle management system. We achieve this by 
improving our waste separation processes and working hard 
to find further recycling and reuse options for the individual 
waste types.


Avoiding waste: waste management employees at the  
US BMW Group plant in Spartanburg.
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Water consumption from vehicle production per vehicle was 
2.24 m³ in 2015. This is a decrease of 31.3  % compared to the 
base year 2006; however, it is a slight increase compared to 
the previous year (2014: 2.18 m³). The main reason for this is 
the extremely hot and dry summer worldwide, which led to 
significantly higher water consumption for cooling and air 
humidification. 86  % of the water used by the BMW Group 
comes from the public drinking water system. The remaining 
14  % is groundwater. We avoid consuming water from sensi
tive sources (i.e. water from conservation areas). There was no 
such consumption in the reporting period, nor is it planned 
in the future.


In 2015, 0.45 m³ of process waste water was generated per 
vehicle >  Table  3.07. Through continuous improvement of our 
plants, in particular the optimisation of our paint shops, a 
reduction of 4.3  % compared to the previous year was achieved 
(2014: 0.47 m³). This is a reduction of 45.1 % compared to 2006. 
So we have already achieved our savings target for 2020 
(45  % reduction compared to 2006).


Process waste water per vehicle produced¹


in m³/vehicle


0.70        


0.60        


0.50        


0.40        


0.30        


       


   11   12   13   14   15  


 


 0.57 0.51 0.47 0.47 0.45   


1  Efficiency indicator = process waste water from vehicle production divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


T 3.07 


REDUCING WATER CONSUMPTION AND WASTE WATER


Water is becoming an ever scarcer resource. Currently, there 
is no risk to water supply at the BMW Group’s production 
plants, even though we are active in countries with high 
water risk, such as South Africa, the USA and China. How
ever, in these countries in particular, we are continuing to 
reduce our water consumption in order to help preserve 
this very scarce resource.


We work on an ongoing basis to implement our vision of 
wastewaterfree processes in our production facilities. 
The three largest water consumers at the BMW Group are 
the sanitary facilities for our workforce (45  %), evaporation, 
mainly in cooling towers (around 35  %), and the production 
processes, in particular at the paint shops (20  %). We are 
continuously improving our resource efficiency in all three 
areas.


Water consumption per vehicle produced¹


in m³/vehicle


2.5        


2.4        


2.3        


2.2        


2.1        


       


   11   12   13   14   15  


 


 2.25 2.22 2.18 2.18 2.24   


1  Efficiency indicator = water consumption from vehicle production divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


T 3.06 
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FORECAST


The BMW Group will continue to successfully pursue its efforts to 
increase resource efficiency in the coming years. For example, 
at our plant in Munich/DE, we are currently building a new top-coat 
lacquer system that will start series production in the third quarter 
of 2017.


In order to further reduce our energy consumption, we plan to 
switch a large number of our production plants to LED lighting 
technology in 2016 and 2017. In addition, we intend to continue 
to expand the existing combined heat and power plants and 
install new ones at further locations.


To further reduce water consumption, we plan to introduce 
meas ures to reduce freshwater consumption in the paint shop 
of our Spartanburg/USA plant. In addition, we are making a 
contribution towards reducing freshwater consumption by 
rebuilding our paint shop in Munich.


We will continue to work to reduce VOC emissions, although in 
2016 process start-ups in Munich/DE and Dingolfing/DE are likely 
to cause a temporary increase. 


MINIMISING SOLVENTS


In our Groupwide environmental efforts, we also aim to mini
mise the impact on the environment of our emissions of volatile 
organic compounds (VOC). These are primarily generated in 
our paint shops. By the end of 2015, VOC emissions from 
vehicle production per vehicle produced had been reduced by 
51.4  % compared to 2006, significantly exceeding the goal 
we had set ourselves of a 45  % reduction by 2020 >  Table  3.08. 
This decrease was achieved by modernising older plants, 
optimising existing plants and improving postprocess 
treatment systems.


With an average of 1.22 kg VOC emissions per vehicle pro
duced, we are below the stringent maximum levels stipulated 
in Germany at almost all plants worldwide. The maximum 
levels stipulated by the individual countries are also complied 
with at all production locations. VOC emissions per vehicle 
produced dropped by 5.4 % in 2015 compared to 2014 through 
the use of integrated paint process technology and improved 
postprocess treatment of waste air.


Solvent emissions per vehicle produced¹


in kg/vehicle


2.00        


1.75        


1.50        


1.25        


1.00        


       


   11   12   13   14   15  


 


 1.75 1.78 1.59 1.29 1.22   


1  Efficiency indicator = VOC emissions from vehicle production divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


T 3.08 
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By 2020, the BMW Group will be the leader 
in the use of renewable energy in production 
and value creation.


Renewable energy: the photovoltaic system on the roof 
of the BMW Group plant in Oxford.


Renewable energy


Sustainability goal


Production and 
 value  creation







Global climate change has led us to continuously reduce CO² 
emissions caused by energy consumption at our production 
facilities. The BMW Group takes a holistic approach to energy. 
Top priority is given to systematic reduction of energy con
sumption, as energy savings are always the best alternative, 
both for the environment and for our business. To cover the 
remaining energy requirements, we are expanding our own 
renewable energy generation systems and are increasingly 
drawing power from local renewable sources.


We continually increase the use of renewable energy along the 
entire value chain. In addition to promoting the use of renew
able energy in vehicle utilisation >  Chapter 2.2, we primarily 
focus on our own plants. A large share of CO² emissions in 
the manufacture of our products are generated by our 
suppliers. That’s why we support the use of renewable energy 
in our supply chain, too.


This enables us to promote the use of sustainable energy 
sources, reduce our environmental impact and make sure that 
we work as efficiently as possible with scarce raw materials. 
Depending on the region and measures taken, our commit
ment pays off, as technological advances have made green 
energy increasingly affordable and it is already sometimes 
cheaper than CO²emitting power from the public networks.


Continuing to increase the share of renewable energy at our locations  
In 2015, we continued to expand our use of renewable energy. 
There was a significant increase in the volume of electrical 
energy drawn from renewable sources worldwide. For the 
BMW Group, this share amounted to 58  % >  Table  3.09. This 
in crease is the result of our continuous measures to increase 
the use of renewable energy sources.


Share of renewable energy purchased from third parties¹


in %


60        


50        


40        


30        


20        


10        


       


   11   12   13   14   15  


 


 28 36 48 51 58 ²   


1  Calculated based on volumes of green energy purchased (directly or indirectly via certificates of origin) 
as well as the conservative calculation of country-specific energy shares from renewables purchased 
from third parties. (Modification in calcu lation method for Germany and Austria due to use of 
transparency data in supplier invoices since 2012.)


2  Figure not directly comparable to 2014. Figure includes all BMW Group production locations as well as 
corporate functions, development and administration in Munich/DE. The 2014 figure was based on 
vehicle production. Figure for vehicle production in 2015: 56 %.


EXPANDING USE OF RENEWABLE ENERGY AT 
BMW GROUP LOCATIONS


We do not focus on any one particular renewable energy source 
at our locations. We decide at each location which concept 
makes the most sense in view of local conditions. A number 
of different technologies are therefore used to generate energy 
at our locations. Two examples of this are our plants in South 
Africa and Austria:


 – Rosslyn/ZA  
Since October 2015, a combined heat and power plant of 
an independent operator  > Bio2Watt  has been supplying 
renewable energy to our plant in Rosslyn/ZA. The power 
plant runs on biogas drawn from waste from cattle and 
chicken farms as well as from food production plants. In 
2015, the plant delivered 3.1 GWh, or 4.5  % of the entire 
electricity volume required by our plant.


T 3.09 


3.2 Renewable energy
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OFFERING FLEXIBLE SOLUTIONS FOR RENEWABLE ENERGY


A key prerequisite for the expansion of renewable energy is 
to separate generation and consumption of energy in terms 
of time. To achieve this, we are taking a number of innova
tive approaches. One example is Battery Second Life:


 – Battery Second Life 
Battery Second Life offers a solution for flexible storage 
of renewable energy. Old BMW i batteries are used for 
stationary storage of excess energy. We already have a 
system at our Leipzig/DE plant that shows how this can 
work. We combined four used >  BMW i3 batteries to make 
one large, 1,000 kgheavy storage system. This store is 
sufficient to supply a threeperson household with 
energy for one week. 
 
The system stores the energy from four wind turbines 
that supply the plant, thus making it possible to have 
renewable energy available, even when the wind is not 
blowing. The >  BMW i3 charging points installed at our 
plant are also supplied with energy from this source, so 
the vehicles can be run on energy from wind power.


 – Steyr/AT 
The majority of the energy supplied to our plant in Steyr/AT 
is green energy. Just under half of the heat required comes 
from district heating that is completely carbonneutral 
as it is drawn from wood chip combustion. The remaining 
heat required is primarily drawn from CO²efficient  gas
fired combined heat and power plants installed directly 
in the plant.


Using new ideas: environmentally friendly energy from biomass for the South African 
BMW Group plant in Rosslyn.
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PROMOTING RENEWABLE ENERGY IN THE SUPPLY CHAIN


We also promote the use of renewable energy in our supply 
chain. Our work begins at the strategic level: based on 
information we draw from our suppliers as part of the Supply 
Chain Programme of the  > CDP  >  Chapter 3.3, we agree with 
our suppliers that they will increase the share of renewable 
energy they use.


Manufacturing carbon fibres with hydropower
We use our own experience with the use of renewable energy 
in order to also reduce CO² emissions within our supplier 
network. One example of this is the production of carbon fibre 
by our joint venture with the SGL Group in Moses Lake/US, 
where the carbon fibres for our BMW i models are 
manufactured.


Harnessing existing potential: carbon-fibre production in Moses Lake/US 
with hydroelectric power.


The production of carbon fibre is very energyintensive. There
fore, the availability of renewable hydropower was key in the 
decision to build the plant in Moses Lake/USA. The plant is 
run entirely on renewable energy, which is mainly generated 
by two neighbouring power plants at Columbia River. With 
our joint venture, we are laying the foundation stone at the 
very beginning of the value chain for the reduction of CO² 
emissions throughout the life cycle of the BMW i models.


FORECAST


In the coming years, we will further intensify our activities to 
expand renewable energy use. Among other things, we plan to 
expand our in-house energy generation via photovoltaic systems 
at our plants in Germany. Similar plans are in place for our inter-
national locations. In addition, we plan to support the generation 
of renewable energy at plants close to our production locations 
in Germany and the UK.


And we will also analyse the economic, political and regulatory 
framework conditions to expand renewable energy in all countries 
with BMW Group production locations, and define further steps 
to expand our use of green energy. 
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The BMW Group will significantly increase 
transparency and resource efficiency in the 
supply chain by 2020.


Working together with suppliers: seats for the 
Tiexi plant in China.


Sustainable, resource- efficient supply chain


Sustainability goal


Production and 
 value  creation







As part of the global growth of the BMW Group, we are 
shifting our value creation more strongly towards the 
respective sales markets. Increasing internationalisation of 
procurement leads to great opportunities but also to new 
sustainability risks. In view of our large number of suppliers 
and subsuppliers, maintaining sustainability standards is a 
huge challenge. Only if we work closely with our business 
partners can we increase transparency and resource efficiency 
in the supply chain and ensure that sustainability standards 
are complied with. 


Because much of the valueadded is created by our suppliers, 
it is not enough for us to comply with sustainability standards 
only for our own production. This is why we insist that our 
suppliers also implement social, environmental and gover n
ance standards. In addition, we train our own employees 
as well as those of our business partners to implement 
sustainability criteria along the value chain.


We have set ourselves the goal of significantly increasing 
transparency and resource efficiency in the supply chain by 
2020. To do this, we have a comprehensive risk management 
system in place to ensure that our sustainability standards 
are complied with, in particular at the production facilities of 
our direct suppliers. We work with our suppliers to develop 
increasingly efficient ways of using resources, provide direct 
support for innovations in the area of sustainable technolo
gies and processes, increase transparency and improve the 
working conditions at our suppliers’ companies. For selected 
raw materials we also analyse what action needs to be taken 
to implement sustainability criteria along the supply chain 
and carry out the required measures in collaboration with 
our suppliers. This helps us to reduce risk, raise awareness 
for sustainability and protect resources.


We were able to make significant progress in 2015:


 – Around 1,900 supplier locations were assessed for the first 
time based on an industryspecific sustainability 
questionnaire. Assessments are carried out at all 
nominated supplier locations as well as at potential and 
already active facilities. 


 – Supplier locations that do not comply with the 
BMW Group’s minimum requirements (e.g. in accordance 
with  > UN Global Compact  criteria) must agree to install a 
corrective action plan. In 2015, our system logged 
corrective action plans with target deadlines for around 
400 supplier locations.


 – Suppliers who took part in the Supply Chain Programme 
of the CDP in 2015 reported an overall reduction of 35 
 million tonnes in CO² emissions (2014: 21 million t). 


Principles and standards for suppliers  
For the BMW Group, it is essential that our business partners 
meet the same environmental and social standards we have 
set ourselves. The BMW Group Supplier Sustainability 
Standards are the foundation on which this process is based. 
The standards establish basic principles that are to be 
adhered to by all BMW Group suppliers. This includes 
compliance with all internationally recognised human rights 
as well as environmental, labour and social standards. The 
BMW Group Sustainability Standard is an integral part of 
the request for proposal documentation for new suppliers 
and is thus a key tool in the integration of sustainability 
aspects into the procurement process.


Each potential new supplier must take into consideration 
the BMW Group sustainability requirements when submitting 
a proposal. All agreements concluded by BMW AG with 
its suppliers contain clauses based on the principles of the  
 > UN Global Compact  and the  > International Labour Organization 
(ILO) . These agreements also specify that a contractual 


3.3 Sustainable,  resource-efficient  supply chain
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Another important enabling measure in 2015 was our sustain
ability day for suppliers and all employees of the BMW Group 
at the Munich/DE location, where 19 of our most innovative 
suppliers presented their sustainability strategies and 
measures.


commitment must be made to comply with human rights, 
labour and social standards as well as to implement environ
mental management systems   > BMW Group website on supplier 
network . When they sign the contract, our suppliers also 
commit to ensuring that their suppliers in turn comply with 
these agreements.


Adapting purchasing to local value creation 
Increasing globalisation, networking of supplier markets and 
expansion of the BMW Group’s sales and production activities 
overseas leads to constant change in the distribution of 
purchasing volumes. The focus of growth in the coming years 
in this area will be in the NAFTA region (USA, Canada and 
Mexico). In 2015 the share of local value creation was 15.9  % 
(2014: around 14.5  %). This is due to the increase in produc
tion volume at the Spartanburg plant in the USA. It is also 
the result of the construction of the BMW Group plant in San 
Luis Potosí in Mexico, which is scheduled to open in 2019. 
This is in line with the company’s strategy of balanced global 
growth in sales, production and purchasing volumes. 
>  Table  3.10 gives an overview of the origin of our production 
material. 


Training employees and suppliers
Our sustainability training programmes are designed both 
for our purchasers and our suppliers. We raise their aware
ness of the topic and they learn about cause and effect. We 
also clearly communicate our expectations to them. In this 
way, we enable participants to make decisions that contri
bute towards greater sustainability in the supply chain.


We aim to train as many of our purchasers as possible. In 
2015, around 247 new purchasers (2014: 581) took part in 
this training. We also provided training for 20 of our suppliers 
(2014: 38) and carried out crossindustry training courses 
for BMW suppliers with identifiable sustainability deficits in 
India (15 suppliers) and South Africa (46 suppliers).


Regional mix of BMW Group purchase volumes in 2015


in %, basis: production material


 


a) Germany   42.6 d) NAFTA   15.9


b) Central and Eastern Europe   19.7 e) Asia/Australia (incl. China)   4.6


c) Rest of Western Europe   15.8 f) Africa   1.4


GRI G4-12


T 3.10 


 


a


 


b


 


c


 


d
 


e f


SUSTAINABLE VALUE REPORT 2015 53


 Search


Introduction


1 STRATEGY


2  PRODUCTS 
AND  SERVICES


3  PRODUCTION AND 
VALUE CREATION 


 3.1  Consumption 
of resources


 3.2  Renewable energy


 3.3   Sustainable, 
 resource-efficient 
 supply chain


4  EMPLOYEES 
AND SOCIETY


5 FUNDAMENTALS


Further key indicators


GRI G4 Content Index


Appendix



https://www.bmwgroup.com/de/verantwortung/lieferanten-management.html

https://www.bmwgroup.com/de/verantwortung/lieferanten-management.html





management system in accordance with ISO 14001 is also 
logged by the new questionnaire and is the basic prerequisite 
for our suppliers of production material and capital equip
ment. After the proposal has been submitted, these details 
are included as key decisionmaking indicators in the pro
curement process. In 2015, a total of around 1,900 nomi
nated, active and potential suppliers were assessed via this 
questionnaire. By establishing sustainability requirements 
in the tendering process, we not only increase transparency 
along the supply chain but also raise the awareness of this 
topic on the part of our suppliers’ top managers. As a result, 
a number of our suppliers have taken decisive measures to 
better establish sustainability within their companies. 
GRI G4-EN32, GRI G4-LA14, GRI G4-HR10, GRI G4-SO9


If a low sustainability level is identified on a supplier’s ques
tionnaire, we communicate the industrywide standard 
recommendations to them, which we evaluate based on the 
BMW Group sustainability standards for the supplier network. 
In order to ensure that such a supplier qualifies for nomina
tion in the tendering process, the BMW AG purchaser requires 
that improvement measures be implemented by start of 
production at the latest.


In 2015, our system logged corrective action plans with target 
deadlines for around 400 supplier locations. An external 
service provider checks that the measures have been imple
mented by the date agreed upon. The key corrective measures 


MINIMISING RISKS


The main instrument we use to ensure implementation of 
our sustainability standards is our sustainability risk 
management process. It is made up of the following three 
steps >  Figure  3.01.


1. Identify risks  
In order to identify risks, we use a BMW Groupspecific sus
tainability risk filter. This filter takes account of both regional 
and productspecific risks. This includes, for instance, an 
assessment of social risks in certain countries, such as child 
labour or forced labour. However, we also consider environ
mental risks such as damage to nature, emissions and process 
materials containing substances that can be hazardous to 
health.


2. Retrieve self-assessment questionnaire 
In many areas, it is more efficient to take a crossindustry 
approach. In autumn 2014, we replaced the BMW Group self
assessment questionnaire with a sustainability questionnaire 
for the automotive industry. Each nominated supplier must 
provide information about their implementation of environ
mental, social and governance standards, for example with 
regard to compliance with human rights and bans on forced 
labour at their production locations. Sustainable use of 
materials such as secondary aluminium is also verified at the 
request for proposal stage. The existence of an environmental 


Risk management process of the BMW Group


1. Identify risks 2.  Retrieve self-assessment 
 questionnaire


3. Carry out assessments and audits


Identify high-risk  
supplier locations  
based on sustainability 
risk filter


Identify and analyse 
high-risk suppliers  
based on media 
screening


Obtain 
self-assessment/ 
sustainability 
questionnaire


Develop supplier- 
specific corrective 
action plan, based on 
self-assessment


Sustainability 
audit conducted 
by independent 
external auditors


Corrective 
action plan 
based on 
audit result


F 3.01 
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If the results of an audit show noncompliance or potential for 
improvement, we work with the supplier to develop a specific 
plan of action and provide as much assistance as possible with 
implementation, which generally must take place before start 
of production. If the supplier is uncooperative or in breach of 
a fundamental BMW Group sustainability clause, the contract 
may not be granted or termination of business relations may 
follow. Our goal, however, is to determine the majority of 
risks during the first two steps, to manage these risks and to 
help suppliers raise their sustainability standards.


Our Supply Chain Response Team responds to individual non
compliance with our sustainability principles. The team is made 
up of one representative each from Operational and Strategic 
Purchasing, Corporate Strategy (a sustainability expert), 
Corporate Communications and the Works Council. In 2015, 
the Supply Chain Response Team had no cases to address as 
there were no reports of potential noncompliance with our 
sustainability principles.


from the perspective of the  > UN Global Compact  were related 
to implementation of the following aspects:  Sustainability 
policy for suppliers and their subsuppliers, Human Rights 
policy, social and compliance management systems, as well as 
instructions on how to work with chemicals. 


For suppliers with sustainability deficits, we supplement the 
supply contracts with corrective action plans and binding 
rules. We can thus ensure that all sustainability requirements 
will be met by start of production or provision of services. 
GRI G4-EN33, GRI G4-LA15, GRI G4-HR11, GRI G4-SO10


In the case of subsuppliers, we only have indirect influence 
on the implementation of sustainability standards. However, 
we oblige our direct suppliers to ensure that our sustain
abili ty requirements are also met by their subsuppliers. In 
addition, we develop specific measures for individual supply 
chains such as participation in the  >  Aluminium  Stewardship 
Initiative (ASI)  , a crossindustry initiative for sustainable manu
facture of aluminium. The ASI aims to establish a standard 
for responsibly produced aluminium along the entire value 
chain. The initiative was able to make significant progress 
in recent years. This includes the formulation of principles, 
criteria and indicators in a multistakeholder process. In 
addition, a traceability model for the value chain was devel
oped. The next step is to establish the ASI as an independent 
organisation and carry out a pilot application of the standard.


3. Carry out assessments and audits  
If the sustainability risk filter identifies supplier locations 
that demonstrate an increased risk of noncompliance with 
sustainability standards, they are checked, trained and, if 
applicable, certified by independent sustainability audits or 
BMW Group sustainability assessments. The sustainability 
audits are carried out by external auditors, while the 
sustainability assessments are implemented by employees 
of the BMW Group.
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quantitative questions are answered, ranging from integra
tion into corporate strategy, to risk management, targets and 
initiatives, right up to CO² emissions and volumes of renew
able energy used. An overall evaluation verifies the complete
ness and content of the answers. The results are fed into the 
purchasing strategies of the relevant departments and a com
petitive comparison is played back to the key suppliers during 
their annual supplier development interviews. Based on this, 
we make agreements with our suppliers on development 
paths for improvement. 


Of the 99 BMW suppliers participating in the CDP in 2015, 
84  % integrated measures to combat climate change into their 
corporate strategy and 64  % also set themselves correspond
ing targets. 80  % of participating suppliers already reported 
reduced emissions for individual projects and 35  % were even 
able to keep their overall CO² emissions constant or reduce 
them. Savings of 35 million tonnes of CO² equivalent were 
reported to us from our supplier network for the year 2015 
(2014: 21 million t). These savings mainly resulted from an 
increase in energy efficiency in production processes and 
from optimisation of transport processes.


The rising number of suppliers in the CDP as well as the 
increase in average disclosure within the CDP would seem 
to indicate that our efforts to increase transparency in the 
supply chain are effective. In addition, the rise in CO² savings 
communicated to us indicates that resource efficiency in the 
supply chain is increasing.


INCREASING TRANSPARENCY AND IMPROVING 
RESOURCE EFFICIENCY


Our sustainability risk management system increases trans
parency with regard to social and environmental risks in the 
supply chain, raises awareness among our suppliers’ top 
management and helps us to introduce and track the corre s
ponding corrective measures. A further measure to increase 
transparency in the supply chain and to improve resource 
efficiency is the Supply Chain Programme of the  > CDP .


Since 2014, we have been participating in the Supply Chain 
Programme of the CDP and have set ourselves the ambitious 
goal of having a large part of our direct purchasing volume 
covered by the CDP reporting of our suppliers by 2016. In 
2015, we were already able to cover around half of our pur
chase volume. Within the CDP, participating suppliers report 
on their CO² status and, if applicable, the water consumption 
status of the previous year. A large number of qualitative and 


Innovative logistics: the first electric 40-tonne truck to supply  
the BMW Group plant in Munich.


SUSTAINABLE VALUE REPORT 2015 56


 Search


Introduction


1 STRATEGY


2  PRODUCTS 
AND  SERVICES


3  PRODUCTION AND 
VALUE CREATION 


 3.1  Consumption 
of resources


 3.2  Renewable energy


 3.3   Sustainable, 
 resource-efficient 
 supply chain


4  EMPLOYEES 
AND SOCIETY


5 FUNDAMENTALS


Further key indicators


GRI G4 Content Index


Appendix



www.cdp.net





SUSTAINABLE EXTRACTION AND PROCUREMENT 
OF RAW MATERIALS  


With today’s multilayered and dynamic global supply chains, 
tracing the route of a raw material from the mine to the end 
product is an extremely complex undertaking. This is mainly 
due to the intermediate trade and processing stages and 
commodities trading on the stock exchange. It is therefore 
quite a challenge to implement sustainability standards as 
early as the raw materials extraction stage.


In view of this, the BMW Group focuses on selected relevant 
or critical raw materials and supply chains. We analyse and 
evaluate both the supply chains as well as the action required 
and then derive measures that we implement in conjunction 
with our suppliers. We also participate in crossindustry 
initiatives for sustainable use of raw materials. One example of 
this is the  >  Aluminium  Stewardship Initiative (ASI)  >  Minimising risks.


FORECAST


From 2016 onwards, progress compared to the previous year will 
be evaluated during the suppliers’ CDP interviews. A pilot project 
to consider CO² emissions levels in the tendering decision is also 
planned.


We also work with our suppliers to look for further possibilities 
to use resources such as energy more efficiently as well as to 
continuously improve working conditions in the supply chain. 
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The success of the BMW Group is based on the performance of its 
employees. Their dedication makes the crucial difference in remaining 
competitive. The increasing average age of the world population as 
well as the diversity of lifestyles and cultures call for foresight and 
flexibility. As a company that is currently active in over 150 countries, 
these developments affect us worldwide. With secure and attractive 
jobs and our commitment to promoting intercultural communication, 
we make a contribution to safeguarding our future viability. 


Relevance for BMW Group
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Key facts and figures


BMW Group employees at end of year (number)


2015   122,244
2014  116,324


Share of women in management positions 
at BMW Group (in %)


2015   14.5
2014  14.2


Attrition rate at BMW AG 
(as a percentage of workforce)


2015  2.08
2014  1.41


Expenditure on donations by the BMW Group 
(in € thousand) 


2015   17,066
2014  10,199


Expenditure on corporate citizenship (in € thousand) 


2015   39,109
2014  34,524
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Mutual interest: the BMW Group supports and promotes 
the health of its employees.


To preserve the health and the 
performance of our employees in the 
long term, we promote personal 
responsibility and an appropriately 
designed work environment.


Health and   performance


Sustainability goal


Employees 
and society







In an ageing society, we can only be successful in the long 
term if we contribute towards ensuring that our employees 
remain healthy. The merging of our Health Management, 
Occupational Safety and Ergonomics and Corporate Catering 
departments to form the “Working Environment and Health” 
unit led to more efficient collaboration between areas related 
to preventive occupational health and safety. The measures 
we take are geared towards avoiding accidents, maintaining 
the health and performance capacity of our employees, and 
reducing absenteeism as well as health-related costs. Our 
health promotion activities also pay off in other ways as they 
lead to more creativity, productivity and innovation.


The health and performance of our employees is a top priority 
at BMW. As the workforce ages, absenteeism tends to increase. 
We carry out prevention campaigns in specific areas, e.g. high 
blood pressure prevention and resilience measures. We imple
ment the campaigns internationally, according to common 
goals and standards. Our prevention measures contributed, 
for example, towards keeping absenteeism low in 2015 in 
spite of the influenza epidemic. Absenteeism due to illness 
was below average in Germany. 


Some of our main activities in the areas of occupational health 
and safety include integrated health management, ageing
appropriate work systems, a high level of work safety and a 
focus on offering healthy canteen meals. At the same time, 
we are raising employees’ awareness of healthy eating habits 
by labelling meals and carrying out campaigns – and we have 
achieved measurable success in this area. Compared to 2013, 
the number of employees choosing healthier meals has 
increased by 5,000. We also offer an extensive prevention 
and rehabilitation programme, which includes fitness courses 
and other sports activities as well as nutrition seminars, occu
pational health and safety and ergonomics courses as well as 
stress management. We hold special events that draw atten
tion to important topics such as resilience, cancer prevention 
and addiction hazards. They are designed to motivate 


employ ees and executives to become active in these areas. 
The measures and programmes listed form part of the 
BMW Group’s Health Initiative, which was launched in 2011 
to serve as an umbrella entity for the company’s commitment 
to the health and performance of its employees. These mea s
ures contribute to the BMW Group keeping its HR costs 
competitive.


FOSTERING HEALTH AND PERFORMANCE IN A HOLISTIC MANNER


The “Health Management 2020” programme is a holistic, 
internationally focused approach to fostering the longterm 
health and performance of our employees throughout their 
working life. The programme includes building knowledge 
about health (information, talks, seminars, training courses), 
identifying health issues (questionnaires, medical checkups), 
as well as deriving and developing needsbased measures 
(e.g. prevention).


Around 10,100 employees have participated and received 
personal health reports since the programme was launched 
in 2014. At departmental level, 170 reports were compiled 
in 2015, identifying a range of potential improvements and 
strengths in the area of health promotion within the depart
ments. From this we derive specific measures for the working 
environment. The programme contributes to reinforcing 
individuals’ personal responsibility and designing a healthy 
working environment. The aim is to integrate 10  % of the 
BMW Group’s workforce annually into the “Health Manage
ment 2020” programme from 2016 onwards. The percentage 
of participants was 7.5  % in 2015.


 


4.1 Health and  performance
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Working with new technologies


Working with new technologies and increasing automation presents the 
company with new challenges in terms of occupational health and safety. 
For example, the BMW Group is taking a very close look at the area of 
human-machine collaboration, which is already used, for example, to roll 
out the door soundproofing in the Spartanburg/USA and Dingolfing/DE 
plants. Risks are avoided by carrying out innovative measures. Employ
ees can also suffer from mental stress due to the increasing diversity of 
components and the rising number of different vehicle models. 
To counteract this, plant information systems are there to provide support. 
For example, employees can see which components to assemble without 
having to read long article codes.


INTEGRATED HEALTH AND SAFETY MANAGEMENT


Occupational health and safety committees are in place at 
almost all BMW Group locations, with representation from 
both the employer and employee sides.


At the BMW Group, occupational health and safety issues are 
dealt with in collaboration with the works councils. GRI G4-LA8 
Well over 90  % of employees are represented on the health 
and safety committees. This figure also includes temporary 
workers, interns, thesis students working at the company 
as well as doctoral candidates. GRI G4-LA5


At present, 25 of our 30 production locations have occupa
tion al health and safety management systems certified 
according to the OHRIS (Occupational Health and Risk 
Management System) or OHSAS (Occupational Health and 
Safety Assessment Series). The other facilities work with 
systems that meet national standards. The new production 
plant in Brazil as well as the UK location Hams Hall will 
be certified in 2016 according to OHSAS 18001.


Continuous improvement of occupational health and safety 
systems, workplace safety conditions and dedicated safety 
training courses contributed to a decrease in the accident 
fre quency rate at the BMW Group in 2015 to 4.4 accidents 
per one million working hours >  Table  4.01. At our German 
dealerships, the accident frequency rate decreased by over 
20  % compared to the previous year, i.e. less than half the 
industry average (BGHM).


There have been no fatal accidents at the BMW Group for the 
last ten years. GRI G4-LA7 In 2011, we set ourselves the target of 
reducing the longterm accident frequency rate worldwide 
to below 4.5 accidents per one million hours worked by 2020. 
This is a decrease of around 50  % compared to the accident 
frequency rate in 2010. We were already able to beat this target 
for the first time in the current reporting period.


Accident frequency rate at BMW Group¹


per one million hours worked


8.0        


7.0        


6.0        


5.0        


4.0        


       


    11   12   13   14   15  


 


 7.1 5.8 4.8 5.1² 4.4 3  


1  Number of occupational accidents per one million hours worked with at least one day 
of absence from work.


2  Figure not directly comparable to previous years' due to expansion of scope to include the 
German dealerships (2014 figure not including dealerships: 4.4). Around 88 % of BMW Group 
employees captured.


3  Figure not directly comparable to previous year due to expansion of scope to include the 
plants in Brazil, Thailand and India (2015 figure in 2014 scope: 4.5). Around 90 % of BMW Group 
employees captured.


GRI G4-LA6


T 4.01 
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SUPPORTING AGEING-APPROPRIATE WORKING CONDITIONS 
AND PEOPLE WITH PERFORMANCE LIMITATIONS


The BMW Group sees demographic change as a challenge that 
we are actively addressing. We have been developing construc
tive responses to this trend for many years in our “Today for 
Tomorrow” programme. We aim to create working conditions 
worldwide in which young employees can remain healthy as 
they grow older and older, employees can contribute their 
particular strengths. The BMW Group therefore speaks not 
of ageappropriate but of ageingappropriate working condi
tions that preserve employee health and performance.


At our plants, we make every effort to secure the workplaces 
of employees with debilitating health issues in the long term. 
One preventive measure from the “Today for Tomorrow” 
 programme in 2015 is the “Chairless Chair” pilot project, 
which helps keep assembly employees healthy. This standup/ 
sitdown device helps employees with debilitating health 
issues by reducing physical stress and improving workspace 
 ergonomics. 


The share of BMW AG employees with severe disabilities 
continued to increase in 2015, reaching 6.4  % of the 
workforce >  Table  4.02.


Training centre for the deaf in Dingolfing/DE


The BMW plant in Dingolfing/DE has developed a dedicated support 
programme aiming to fully integrate deaf employees into the manufac-
turing processes.  In addition to an information and communication 
forum for the exchange of expertise and skills, the programme also offers 
conversation support by providing interpreters or technical tools 
(e.g. iPad voice recognition).


Share of employees with severe disabilities at BMW AG¹


in %
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 5.1 6.0 5.9 6.2 6.4  


1  The share of employees with severe disabilities is based on the statutory requirements in accordance 
with the German Social Code (SGB IX). In addition, the BMW Group awarded contracts amounting to 
around € 26.3 million to workshops for the severely disabled in Germany in 2015, of which € 6.8 million 
can be written off in accordance with the compensatory levy act. 


FORECAST


Due to its success, the “Health Management 2020” programme 
will continue to be implemented internationally in 2016. The 
campaigns launched in 2015 as part of the “Health Initiative 
2015”, i.e. the international campaign to improve mental health 
and resilience as well as the healthy drinking campaign, will 
continue in 2016. The accident frequency rate, which currently 
covers 90 % of BMW Group employees, including BMW AG, the 
German subsidiaries and all production locations worldwide, will 
be continuously extended to apply to 100 % of the workforce.


T 4.02 
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The BMW Group ensures long-term employee 
development by fostering its employees’ 
abilities, making the most of their talents, 
developing potential and ensuring 
employability.


Staff development: young BMW Group talents at a 
workshop on the future design of the company.


Long-term employee development


Sustainability goal


Employees
and society







As one of the world’s most attractive employers, the 
BMW Group has a decisive advantage in the competition for 
skilled workers. This is demonstrated, for example, by studies 
on the attractive ness of employers conducted by Trendence 
and  Universum, in which we were once again given top ratings 
in 2015.


Thanks to the high demand for our products and services, 
the number of employees working for the BMW Group 
increased worldwide by 5.1  % to a total of 122,244 by the end 
of 2015 >  Table  4.03. Job security is our highest priority here.


OFFERING FAIR PAY AND ATTRACTIVE SOCIAL BENEFITS


The BMW Group policies for remuneration and additional 
benefits apply for all of our companies, and we follow the 
guiding principle that the total remuneration package must 
be above the average for the respective labour market. Our 
remuneration policy is furthermore based on the principle of 
quid pro quo: we see pay as a reward for good performance and 
not simply as an incentive. The total remuneration package, 
made up of the monthly fixed salary, a variable share in the 
company’s profits and a wide range of social benefits, enables 
us to reward personal performance in a fair manner while 
continuously promoting employee motivation. Our remuner
ation policy is thus an integral part of a consistent and trans
parent process of employee development. GRI G4-LA2


BMW Group employees at end of year¹


Number
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Total  100,306 105,876 ² 110,351 ³ 116,324 4 122,244 5  


 Employees in Germany  Employees international


1    Figures exclude suspended contracts of employment, employees in the non-work phases of 
 pre-retirement arrangements and low income earners.


2  Of whom 35.2 % are tariff-bound production employees of the BMW Group.
3  Of whom 35.1 % are tariff-bound production employees of the BMW Group.
4  Of whom 36.1 % are tariff-bound production employees of the BMW Group.
5  Of whom 36.3 % are tariff-bound production employees of the BMW Group.


GRI G4-10


T 4.03 


4.2 Long-term employee development


The success of the BMW Group is based on the dedication and 
technical expertise of its employees. We make every effort to 
recruit and keep the best people. To achieve this, we offer 
them attractive and secure jobs, comprehensive development 
and training opportunities, and good long-term career 
prospects.


The BMW Group attaches great importance to the training and 
further education of our employees. This is essential for keep
ing pace with the technological advances in the automotive 
industry. We therefore continuously invest in the qualifica
tion of our employees as a way of promoting the longterm 
innovative strength of the BMW Group. The BMW Group con
sistently pursues the concept of lifelong learning. We also 
pay aboveaverage compensation and give our employees a 
range of options to help them find the right worklife balance. 
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ENCOURAGING WORK-LIFE BALANCE


To enable the best possible worklife balance, the BMW Group 
offers its employees a wide range of flexible modules so they 
can tailor their working hours and locations to their personal 
needs. More and more private services (for example, laundry 
services) are also being offered close to the workplace to free 
up more time for people to spend either on work or private 
pastimes.


Offering flexible working hours
In addition to statutory working time arrangements such as 
parttime work or parental or caregiver leave, the BMW Group 
also offers employees options such as sabbaticals (worldwide) 
or the “Vollzeit Select” (Fulltime Select) scheme to provide 
further attractive ways to individually plan working hours. 
Our “Vollzeit Select” working time tool allows employees in 
Germany and Austria to take 20 additional days of leave each 
year with corresponding adjustments to their salaries, without 
any complicated red tape. Demand for these options contin
ued to grow in 2015, confirming that the offer of flexible 
working time arrangements meets a real need.


Enabling mobile working  
In 2014, the first year after the introduction of mobile working, 
the number of tariff employees working all day on a mobile 
basis already more than quadrupled, with some 25,072 users 
>  Table  4.04. Mobile working does not change the volume of 
work but allows for a more flexible organisation of existing 
working hours to gain more personal freedom and flexibility. 
Childcare and caring for dependents, for example, can then 
be better integrated into the everyday work routine. Outside 
of agreed working hours, employees also have the right to 
switch off and be unavailable.


Guaranteeing a gender-neutral remuneration system
The BMW Group policies for remuneration and additional 
benefits apply regardless of gender, religion, origin, age, 
 disability, sexual orientation or countryspecific characteristics. 
Our commitment to equal pay is pursued worldwide and 
monitored regularly.


In 2014, the BMW Group established a multidimensional 
monitoring process to annually verify that remuneration is 
genderneutral. Men’s and women’s monthly salaries are 
compared based on the dimensions of full or parttime, pay 
grade and age. There were no significant differences between 
the base salaries of women and men for either nontariff 
employees or for tariff employees paid based on working 
time (administration, IT and development) or performance 
(production). GRI G4-LA13


Training and upskilling: employee training at the BMW Group plant in Munich.
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employee receives a consistent and comprehensive individual 
performance and career development review at least once a 
year. GRI G4-LA11


In 2015, we had over 1,500 apprentices worldwide. There are 
currently over 4,700 young people taking part in vocational 
and young talent programmes in the BMW Group, over 3,800 
of them in Germany >  Table  4.24.


Alternative work forms at BMW AG¹


Number of employees


    11   12   13   14   15  


 


Part-time employees    3,825   3,948   3,966   3,739   3,943  


   in % of total number of employees    6.0   5.8   5.7   5.1   5.1  


Teleworking positions³    11,717   15,235   18,094   22,297 ²   25,072  


   in % of total number of employees    16.4   22.5   25.9   49.9   53.0  


Sabbaticals    450   514   511   516   462  


   in % of total number of employees    0.6   0.8   0.7   0.7   0.6  


Parental leave    1,513   1,674   1,968   2,271   2,535  


   in % of total number of employees    2.1   2.5   2.8   3.1   3.3  


1 Figures refer to employees with permanent and part-time contracts.
2  Reporting logic was adapted when teleworking was introduced in 2014. In the past, reporting was based on the technical possibility of teleworking; since 2014, the number of employees is reported 


who actually engage in teleworking.
3 Administrative positions.


GRI G4-10, GRI G4-LA3


Supporting parents through childcare
We have established childcare services at many of our German 
and international locations. With the support of parents’ initia
tives, we were able to accommodate over 300 children aged 
zero to six years at our German sites as of the end of 2015.


FOSTERING TALENT AND TRAINING EMPLOYEES


We invest in training our employees and fostering their talents 
on an ongoing basis. This enables us to fill our longterm 
staffing requirements in a dynamic, fastchanging environ
ment. The BMW Group’s global package of measures ranges 
from vocational training to young talent programmes for 
student target groups to highpotential programmes for future 
managers. BMW Group expenditure on training and further 
education increased in 2015 to € 352 million. On average, our 
employees participated in 4.1 days of further training in 2015 
 >  Table  4.05. GRI G4-LA9 Furthermore, every BMW Group 


T 4.04 
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Training managers and employees
Our Groupwide “Corporate Leadership Programme” offers 
our managers a wide range of advanced training opportuni
ties. The programme promotes the further development of 
strengthsbased leadership skills at all hierarchy levels. 


To foster international young talent, the BMW Group devel
oped the “Global Leader Development Programme”. Integral 
components of the programme are various practical phases 
in Germany and abroad, targeted training measures, and 
diverse networking and exchange opportunities. Special 
emphasis is placed on developing intercultural competence 
GRI G4-LA10.


Average days of training and further education 
per BMW Group employee¹


Number
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 3.6 3.7 3.5 3.9 4.1  


1  Data retrieved by direct capture of the number of participants as well as a small share 
by qualified extrapolation.


GRI G4-LA9


Establishing dual vocational training worldwide
We believe in the dual vocational training system because it 
optimally combines theoretical content with the acquisition 
of practical skills. For this reason, we are extending the dual 
concept, which has proven so successful in Germany and at 
our production sites in China, the USA, South Africa and the 
UK, to our other international locations. In 2015, we launched 
dual training programmes in Brazil, Thailand and Mexico. 
In Germany, we introduced a new recruiting process for 
trainees that is tailormade for the BMW Group. In addition 
to the applicant’s academic credentials and technical skills, 
it also takes into account interdisciplinary abilities and per
sonality traits. This enables us to select those best suited 
for vocational training.


T 4.05 


Executives and employees: average number of training and further education 
days increased.
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Employee attrition rate BMW AG¹


as a % of the workforce


5.0        


4.0        


3.0        


2.0        


1.0        


       


    11   12   13   14   15  


 


 2.16 3.87 3.47 1.41 2.08  


1 Number of employees on unlimited employment contracts leaving the company.


GRI G4-LA1


FORECAST


In terms of in-house advanced training, the focus for 2016 will be 
on expanding expertise in the BMW Group in new and strategically 
important fields such as lightweight construction and digitali
sation. We also plan to expand our international education and 
change management network to further improve the transparency, 
attractiveness and availability of training and qualification pro
grammes. To this end, the marketing of training programmes will 
be standardised globally, and more on-demand Web-based 
training will be offered. This network can then be used to 
implement new standards for quality assurance and process 
efficiency, putting in place worldwide standards for trainer 
selection and certification.


T 4.07 Retaining satisfied employees
A Groupwide employee survey is conducted every two years, 
most recently in June and July 2015. 88  % of those surveyed 
were satisfied with the BMW Group. Very positive ratings 
were also given to attractiveness as an employer (90  %), social 
benefits (86  %) and job security (89  %) >  Table  4.06.


Group-wide BMW Group employee survey in 2015


in %


Overall satisfaction    88  


0     100  


Attractiveness as employer    90  


0     100  


Additional social benefits    86  


0     100  


Job security    89  


0     100  


In 2015, the employee attrition rate rose to 2.08  % >  Table  4.07. 
This was mainly due to more employees entering the nonwork 
phase of preretirement arrangements in 2015. If retirement 
figures are excluded, the attrition rate remains at a constant 
low level, as the BMW Group’s proven programmes and 
measures geared toward increasing the attractiveness of the 
company as an employer are having the desired effect.


T 4.06 
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Diversity


Through its diverse workforce, the 
BMW Group increases its competitiveness 
and enhances its innovative strength.


Achieving goals, together: employees from more than 
50 countries work at the BMW Group plant in Munich.


Sustainability goal


Employees
and society







Modern society is characterised by a variety of different life
styles. The diversity of the population as a whole has increased 
as a result of demographic change, changing values in society 
and increasing global mobility. As an international company, 
the BMW Group regards an intercultural workforce, an 
appropriate gender balance and a good age mix as beneficial 
to our business. We are convinced that a diverse workforce 
enhances our innovative strength and further increases our 
competitiveness, for example by helping us to better under-
stand customers’ needs. The right mix lets us see the bigger 
picture so we can make smarter decisions.


Each and every one of our employees, in all their diversity, 
is accorded equal levels of appreciation, respect and opportu
n ity. To further promote diversity among our workforce, the 
Board of Management passed a Diversity Concept in 2010, 
defining three dimensions where diversity is to be strength
ened throughout the BMW Group, taking due consideration 
of local conditions: gender, cultural background, age and 
experience.


Ensuring equal opportunities
The BMW Group’s declared goal is to promote human diversity 
in the company worldwide, because employees’ unique and 
different talents and personalities are a valuable resource. At 
all of our locations, we seek to prevent discrimination on the 
grounds of gender, age, sexual orientation, religion, disability 
or origin. The BMW Group Legal Compliance Code prohibits 
discrimination of any sort. Employees can address any queries 
in this connection to their own managers, the relevant offices 
of the BMW Group, the HR department or the works council. 
The BMW Group SpeakUP Line further more gives all em 
ploy ees worldwide a way to anonymously and confidenti ally 
report possible breaches of this principle. GRI G4-HR3


PROMOTING FEMALE EMPLOYEES AND MANAGERS 


The BMW Group’s Diversity Concept aims to bring the share 
of women in management positions into line with the overall 
employee structure. This also means that we are complying 
with the recommendations of the German Corporate Gov
ernance Code. In 2011, together with the other DAX30 
compa nies, we made a commitment to increase the share of 
females in management positions. We want to maintain the 
15–17  % share of women in our general workforce and also 
achieve this ratio in management positions by 2020, both in 
Germany and worldwide. The ratio of female managers in 
the BMW Group worldwide was 14.5  % as of the end of 2015 
(share of women in the entire workforce: 18.1  %). In Germany, 
the proportion of women in the total workforce reached 
15.3  %, and in the Board of Management 12.5  %. GRI G4-LA12


Share of female employees in management positions 
at BMW AG / BMW Group


in %


   13   14   15  


 


Supervisory Board  20.0 25.0 30.0  


Board of Management  12.5 12.5 12.5  


Non-tariff employees  


BMW AG  10.9 11.4 11.9  


BMW Group  13.8 14.2 14.5  


GRI G4-LA12


T 4.08 


4.3 Diversity
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The diversity of our employees helps us to understand the 
specific needs of our customers worldwide. Moreover, we are 
convinced that mixed teams are more creative and perform 
better.


We foster cultural diversity by focusing on recruiting new 
employees locally at our facilities in the growth markets and 
by recruiting employees from other countries to work in 
Germany. To enhance cooperation, we also promote employee 
exchanges between BMW Group companies worldwide.


To further promote an international perspective and intercul
tural understanding among our new employees, we designed 
our BMW vocational training as well as the “Global Leader 
Development Programme” with the needs of international 
participants in mind.


Share of employees at BMW AG from Europe (not including 
Germany) and from non-EU countries


in %


 


a) From Germany   90.5


b) Europe (not including Germany)   4.4


c) NonEU countries   5.1


GRI G4-LA12


T 4.10 


 


a


 


b 
c


Share of female employees in total workforce 
of BMW AG / BMW Group


in %


18        


17        


16        


15        


14        


13        


12        


       


   11   12   13   14   15  


 


 BMW AG  13.5 14.2 14.5 14.8 15.3  


 BMW Group  16.1 16.8 17.4 17.8 18.1  


GRI G4-LA12


Getting women interested in technical occupations
We place a special emphasis on women in both our academic 
youth talent programmes and our vocational training pro
grammes in an effort to recruit more female employees in the 
long term. The proportion of women in the “Global Leader 
Development Programme” was 44  % at the end of December 
2015. This creates the basis for a new generation of leadership 
that is more feminine, technically competent, wellnetworked, 
and sensitive to cultural and social issues.


UNDERSTANDING CUSTOMERS BETTER THROUGH 
 CULTURAL DIVERSITY


As a company that is currently active in over 150 countries, 
we see diversity among our workforce as a major opportunity. 
In Germany, we currently have employees from 115 different 
countries working together very successfully. GRI G4-LA12.


T 4.09 
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As an international company with an intercultural workforce, 
we focus on recruiting managers with international experience 
and are also working to increase the share of nonGerman 
top managers. The international character of the Board of 
Management and the Supervisory Board of BMW AG also 
reflects the global scope of the company’s business.


TAKING ACCOUNT OF AGE DIVERSITY


When setting up new locations or divisions we recruit people 
from a range of age groups. For example, at our new BMW 
locations in Brazil and Mexico we are recruiting a mixedage 
workforce from the start. This will allow us to avoid age struc
ture issues and to focus on tapping into the specific strengths 
of different age groups. 


The number of years each employee works for the BMW Group 
is increasing. This is a result of earlier entry into the company 
and later exit, due for example to rising retirement ages. In 
order to benefit from the special strengths and experiences of 
employees of different ages, we have introduced extensive 
programmes for flexible and mobile working >  Chapter 4.2. To 
maintain employees’ performance as the workforce ages, we 
introduced the “Today for Tomorrow programme” >  Chapter 4.1. 
In addition, the wideranging  support offered by our Health 
Initiative helps employees stay healthy in the long term. To 
complement this, we raise  awareness among managers of the 
challenges posed by mixedage teams.


BMW AG employees according to age group, 
divided into functions and gender¹


in %


  < 30 years old   30 – 50 years old   > 50 years old   


 


2013 total    12.5   64.1   23.5  


2014 total    12.5   62.0   25.5  


2015 total    12.95   60.56   26.49  


  direct²    16.71   55.71   27.59  


  indirect³    10.47   63.76   25.77  


  male    11.62   60.57   27.81  


  female    21.05   60.46   18.49  


1 Figures refer to employees with permanent contracts.
2 Clock-controlled production employees.
3 All employees without clock control.


GRI G4-LA12


FORECAST


In the coming years we intend to integrate our Diversity and 
Inclusion Concept even more thoroughly in the entire BMW Group. 
The dimensions of gender, age, experience and cultural back-
ground will be given particular emphasis here. In view of the 
company’s increasingly international scope, we aim to focus more 
strongly on hiring foreign employees at our German sites. When 
setting up our plant in Mexico, we will engage in specific human 
resources marketing that addresses and recruits candidates from 
target groups of different ages. This will allow us to avoid too many 
simultaneous retirements. 


T 4.11 
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The BMW Group is a leader in intercultural 
understanding.


Discussing future challenges with stakeholders: the first 
international BMW Group Student Forum 2015 in Paris.


Intercultural  understanding


Sustainability goal


Employees
and society







If you want to be successful tomorrow, you have to start laying 
the groundwork today. The BMW Group works in a complex, 
fast-changing environment. Our success depends not only on 
our own performance and innovative strength, but also on 
the social climate. With our commitment to resolving inter-
cultural conflicts, we contribute towards creating added value 
for society and lay the cornerstone for our future viability. 


Corporate citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. We 
attach particular importance to knowledge transfer and 
to ensuring that our support measures help people to help 
themselves in the long run.


In addition to our focus on intercultural understanding, we 
also develop specific educational offerings and corporate 
citizenship projects for our various locations. Before we launch 
a project, we examine the social challenges faced at the local 
level. The key question we ask ourselves is whether and how 
the expertise we provide can actually improve local conditions. 
We also benefit as a company from our corporate citizenship 
activities. For example, we become more familiar with local 
social structures, we learn to see things from an alternative 
perspective, and on this basis we are able to reach new target 
groups. Our corporate citizenship activities moreover enhance 
the reputation of the company and lead to closer dialogue 
with our stakeholders.


PROMOTING INTERCULTURAL UNDERSTANDING 
AND SOCIAL INCLUSION


As a global corporation with a multinational workforce, the 
BMW Group has been working for many years now to promote 
understanding between different nations, religions and ethnic 
groups. In 2011, we inaugurated for this purpose the Inter


cultural Innovation Award in collaboration with the  >  United 
Nations Alliance of Civilizations (UNAOC) . The award recognises 
innovative projects designed to solve intercultural tensions 
and conflict.


The partnership between UNAOC and the BMW Group is 
unprecedented, representing a new model of cooperation 
between the United Nations and the private sector. The 
partners manage the project together and mobilise their 
resources, time and networks to support the award winners. 
Both partners bring their respective expertise to bear in 
order to ensure the sustained impact of the awarded projects. 
In addition to providing financial support, we also offer award 
winners the opportunity to benefit from any BMW Group 
competencies that may serve their purpose. For a period of 
one year, a pool of experts offers projectrelated support and 
provides advice on organisational development.


We set ourselves the goal of reaching out to a total of one 
million people by 2020 with our activities in the areas of 
intercultural understanding and social inclusion. This goal 
was, however, achieved much sooner: by the end of 2015 we 
had already supported more than one million people world
wide, primarily through the  > Intercultural Innovation Award .


Integrating refugees
Another example of intercultural understanding and social 
integration is the initiative “WORK HERE!”, which the 
BMW Group launched in late 2015. In cooperation with the 
German Federal Employment Agency and the job centre, the 
BMW Group offers qualified refugees the opportunity to take 
part in a nineweek course of practical training. The partici
pants are accompanied by BMW Group employees as mentors 
and also receive language lessons and integration training. 
The project started with 37 refugees in Munich/DE and will 
be extended to further BMW Group locations in 2016. A pro


4.4 Intercultural  understanding


SUSTAINABLE VALUE REPORT 2015 76


 Search


Introduction


1 STRATEGY


2  PRODUCTS 
AND  SERVICES


3  PRODUCTION AND 
VALUE  CREATION


4  EMPLOYEES 
AND SOCIETY


 4.1  Health and 
 performance


 4.2  Long-term employee 
development


 4.3  Diversity


 4.4  Intercultural 
 understanding


5  FUNDAMENTALS


Further key indicators


GRI G4 Content Index


Appendix



http://www.unaoc.org/

http://www.unaoc.org/
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SHAPING SOCIETY THROUGH FOUNDATIONS


We believe it is possible to successfully shape a society that is 
based on social cohesion and innovation if the competencies 
and skills of each individual are harnessed for the general 
good and used to implement social change. Our foundations 
contribute towards making this happen. The BMW Foundation 
Herbert Quandt and the Eberhard von Kuenheim Foundation 
have been working in these fields for decades, receiving 
financial support from the BMW Group. Both foundations 
are independent, both legally and with respect to their content, 
and they plan and manage their programmes themselves.


BMW Foundation Herbert Quandt
The  > BMW Foundation Herbert Quandt  brings people from differ
ent cultures, nations and sectors together to drive social 
innovations, promote global dialogue and encourage decision
makers to act responsibly. We take this approach in order to 
break down barriers between policymakers, industry and 
civil society, so that the community can benefit from the cre
ative diversity that results from crossborder collaboration.


Eberhard von Kuenheim Foundation 
BMW AG’s  > Eberhard von Kuenheim Foundation  sees itself as a 
creator of forums within which social responsibility can be 
fostered in Germany. Its mandate is to promote entrepre
neurial thinking and action above and beyond the economic 
context. According to the motto “freude am neu:wagen” 
(try some thing new), it develops and tests new solutions for 
today’s social issues. Projects are undertaken with selected 
partners in the fields of education, employment and sustain
able action. When the projects reach completion they 
become independent entities that can have an impact on 
daytoday life.


gramme offering a sixmonth “starter qualification” preparing 
younger refugees for the job of production mechanic will also 
be extended, with up to 20 additional places available in 
Munich/DE from January 2016.


The BMW Group has been assisting refugees in the vicinity 
of the Munich plant since early 2015. Through the neigh
bourhood project “Lifetalk”, we foster mutual learning and 
exchanges between refugees and other young people with 
and without a migratory background. The initiative is geared 
toward promoting encounters within the company and 
assisting young people in their vocational orientation. Some 
40 young people and unaccompanied refugees regularly took 
part in the workshops in 2015. The project was able to give 
more than half of the participants a better idea of possible 
future occupations.


 “Work here!” qualification programme for young refugees at the BMW Group plant in Munich.
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CORPORATE CITIZENSHIP ON A GLOBAL SCALE


The BMW Group has 30 manufacturing and assembly plants 
in 14 countries. Its sales network has 42 sales locations. 
Wher ever we are represented in the world, we are committed 
to social responsibility. Two good examples of our activities 
in this area are the BMW Warm Heart Fund in China and 
the BMW Korea Future Fund. Both funds offer a platform that 
enables the BMW Group, its workforce, dealerships and 
customers to make a contribution towards improving society 
in the respective countries.


Raising awareness of how to work responsibly with resources


Using natural resources responsibly is an important challenge in today’s 
society. The BMW Group aims to raise the awareness of people living 
close to its production locations by providing training and projects 
focusing on environmental and resource protection.


One example of this is the  > Care 4 Water  initiative, which is carried 
out by BMW Group Financial Services in collaboration with the nonprofit 
organisation “Waves For Water”. The mission of “Waves For Water” 
is simply to ensure that every person who needs clean water receives it. 
To achieve this, the organisation uses portable and durable water filters 
to support people in need all over the world. The initiative draws upon 
employee fundraising activities in over 50 markets as well as the direct 
engagement of employees on the ground, who distribute the water 
filters to the local population and explain how they work. In line with 
the motto “Helping people to help themselves”, the idea is to enable 
communities to secure their own access to clean water.


Measuring the effects of our activities 
Corporate citizenship should have a measurable effect. 
For this reason measurability is high on our list of priorities. 
Since 2010, we have been measuring the effects of our 
corporate citizenship activities using the iooi (Input Output 
Outcome Impact) method. This approach provides us with 
important feedback on whether projects are continuing to 
develop and whether they are having a longterm impact.


Amount of expenditure on corporate citizenship, 
by type of activity¹


in € thousand


40,000        


35,000        


30,000        


25,000        


20,000        


15,000        


10,000        


 5,000        


       


    11   12   13   14   15  


 


Total   36,846 31,979 28,944 34,524 39,109  


 Donations / contributions in kind  Community investment  Commercial activities


1  The activities of the BMW Group in the area of corporate citizenship are divided into three main areas. 
Firstly: monetary donations and donations in kind. Secondly: community investment. Community 
investment refers to investment in project initiatives conceived in-house, cooperative endeavours and 
partnerships as well as corporate volunteering by BMW Group employees. And thirdly: commercial 
activities, i.e. sponsorship and cause-related marketing.


GRI G4EC1


T 4.12 
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Rackwitz in Saxony. The BMW Group bestows awards on 
such projects as a way of thanking employees worldwide for 
volunteering in their free time. 


You can find further information and data on employees and 
society at >  Further key indicators.


FORECAST


The BMW Group will continue to expand on the content and 
structure of its corporate citizenship activities in the focal areas 
of intercultural understanding and social inclusion. Our aim is 
to further implement this strategy at our locations worldwide in 
2016 and to create platforms for actively involving employees, 
customers and dealerships.


Expenditure on corporate citizenship
In 2015, we spent a total of € 39.1 million on our corporate 
citizen ship activities (2014: € 34.5 million). To see how these 
funds were allocated to our various areas, please refer to 
>  Table  4.12 and >  Table  4.13. The significant increase in total 
expenditure of the BMW Group on corporate citizenship 
activities compared to financial year 2014 is mainly due to a 
rise in donations to the BMW Foundation Herbert Quandt 
and the Eberhard von Kuenheim Foundation.


BMW Group donations worldwide in 2015


in %, total amount € 17,065,895¹


 


a) Science / education   61.9 d) Politics   0.2


b) Society / community   27.9 e) Environment / sustainability   0.2


c) Culture   4.1 f) Sport   5.7


1  The sum indicated here does not include either cause-related marketing or sponsorship and does not 
contain the projects and activities carried out in the context of the company’s corporate citizenship and 
cultural activities.


GRI G4EC1


Rewarding volunteer work by employees  
To complement our corporate citizenship measures, we 
bestow annual awards on employees worldwide who deserve 
recognition for what they have given back to society. The 
nonprofit organ isation  > The Banyan  in India, for example, 
helps disabled and mentally ill people, and the project 
“Alltagslotse für Asyl bewerber” (Everyday Guide for Asylum 
Seekers) assists refugees arriving in the German town of 


T 4.13 


 


a


 


b


 


c d e f
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The BMW Group manages its business in accordance with the prin
ciples of sustainable and responsible Corporate Governance. This 
includes observing sustainability criteria and respecting human rights 
along the entire value chain. We also maintain an ongoing dialogue 
with our stakeholders and integrate sustainability as a watchword for 
all we do into our corporate structure, culture and processes. This 
enables us to increase customer satisfaction and ensure the long
term competitiveness of the BMW Group. At the same time, our 
sustainable business operations contribute to value creation and 
the advancement of society. 


Relevance for BMW Group
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5.1  Customer  satisfaction


The results are evaluated both at the BMW Group level and 
also at our subsidiaries and dealerships so that we can respond 
quickly to customer wishes. Our 2014 and 2015 surveys, for 
example, provided important insights, contributed by purchas
ers of batterypowered electric vehicles, that can be incorpo
rated into product strategies for future vehicles. This will 
allow us to align their design even more closely with customer 
requirements. Our surveys show that our customers’ needs 
vary considerably from country to country. This is a finding 
we have also made in our global stakeholder dialogues 
>  Chapter 5.4. We take these national and cultural differences 
into account in our decisions. GRI G4PR5


To help us track the effectiveness of our measures, the sales 
organisations in our largest markets (such as the USA, China 
and Germany) report regularly to a specially established com
mittee which deals exclusively with customer satisfaction. 
In addition, specific customer concerns are analysed at the 
management level to identify potential process weaknesses 
and develop appropriate solutions.


Customer focus is one of our basic principles. Satisfied custom
ers are essential to the longterm success of the company. In 
many markets, the overall image of a company increasingly 
depends not only on classical factors such as product and 
service quality but also on taking the right approach to sustain
ability. Sustainability is therefore fundamental to our brands 
and plays an increasingly important role in our sales 
operations.


RESPONDING TO CUSTOMER EXPECTATIONS


Most customers hold the companies they purchase from res
pon sible for developing their products and services in a sus
tainable manner. They expect sustainability to be an integral 
part of the business model. This is a stable trend that has 
been identified in all areas, not just among customers with 
a special awareness of sustainability. 


But there are also contradictions between our customers’ ex 
pectations of sustainability and their individual preferences. 
Many different factors play a role in the purchase decision. 
For example, the current low fuel costs mean that fewer cus
tomers are opting for the most fuel-efficient vehicle types. 


Beyond such shortterm trends, however, our brands address 
sustainability in multiple ways, from the development of fuel
efficient and electric drivetrains and the use of renewable raw 
materials in the vehicle interior all the way to our mobility 
services.


We conduct annual surveys to enable us to optimise our pro
ducts, services and support according to the needs and expec
tations of our customers and prospective customers. We also 
continuously measure customer satisfaction on the basis of 
uniform global standards. Customers furthermore have the 
opportunity to contact us directly with qualitative feedback, 
which we analyse according to a uniform classification system. Customer focus: vehicle delivery at BMW Welt in Munich.
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EXPERIENCING SUSTAINABILITY IN SALES AND SERVICES


As we integrate sustainability into our strategies, activities 
and brands, we want this commitment to be tangible for our 
customers. Since 2012, for example, our architectural 
advisers have been helping our dealerships to implement 
“Green Building standards”, in particular for new buildings, 
and to ensure the efficient use of resources in sales operations. 
For this purpose we have developed our own standard – based 
on the conventional “Green Building certificates” – that is 
specially adapted to the needs of our sales organisation.


Implementing this standard allows us to plan dealerships 
that consume a minimum of energy while offering customers 
and employees maximum light and a pleasant room climate. 
One example is the ZK Motors dealership in Kielce/PL, 
where a combination of daylight and LEDs ensures optimum 
lighting conditions throughout the building. Geothermal 
energy provides heating and air conditioning, while an inno
vative building management system monitors and controls 
energy consumption at all times.


In addition to taking into account various aspects of sustain
ability in our dealerships, our goal is for our staff there to 
be so wellinformed that they are able to answer almost any 
question customers may have on the BMW Group’s sustain
ability activities. Aspects of sustainability are therefore an 
integral part of our sales training, and all sales staff are 
trained on the theme of sustainability from the very start of 
their career. We also carry out special trainthetrainer quali
fications for multipliers in sales in which we go into topics 
such as our vehicles’ CO² emissions throughout the product 
life cycle and environmental protection in aftersales.


Sustainability in sales: ZK Motors in Kielce/PL is the first dealership in the world to achieve 
“BMW dealership Sustainable Standard” certification.
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intermediate products also secures jobs in our supply chains. 
In 2015, the BMW Group paid a total of approximately 
€ 2.828 million in income taxes (2014: € 2.890). These funds 
pro mote development in the regions where our production 
sites are located. We see the positive trend in our figures as 
confirma tion of our contribution to social prosperity. 
GRI G4EC7, GRI G4EC8


Vehicle production of the BMW Group by plant


in units


   14   15   Change 
in %


  Share of 
production 


in %


 


 


Munich, DE    228,126   221,998    − 2.7   9.7  


Dingolfing, DE    369,027   360,804    − 2.2   15.8  


Regensburg, DE    272,015   304,509   11.9   13.4  


Leipzig, DE    211,434   233,656   10.5   10.3  


Rosslyn, ZA    68,771   71,353   3.8   3.1  


Spartanburg, US    349,949   400,904   14.6   17.6  


Dadong¹, CN    143,390   142,767    − 0.4   6.3  


Tiexi¹, CN    144,076   144,988   0.6   6.4  


Rayong, TH    6,012   8,928   48.5   0.4  


Araquari, BR    5,616   9,936   76.9   0.4  


Chennai, IN    4,824   7,716   60.0   0.3  


Oxford, UK    179,318   201,206   12.2   8.8  


Graz (Magna Steyr)², AT    113,401   82,655    − 27.1   3.6  


Born (VDL Nedcar bv)², NL    29,196   57,019   95.3   2.5  


Goodwood, UK    4,495   3,848    − 14.4   0.2  


Assembly plants    35,916   27,216    − 24.2   1.2  


1 BMW Brilliance Automotive Ltd., Shenyang/CN ( joint venture).
2 Contract production.


GRI G49


T 5.01 


Sustainable management combines longterm commercial 
success with added value for society. As a global company, the 
BMW Group creates jobs around the world and contributes 
to economic prosperity.


The BMW Group currently employs 122,244 people in attrac
tive jobs (2014: 116,324) and is training 4,700 young people 
at its worldwide locations (2014: 4,595). The purchase of 


5.2 Economic effects


SUSTAINABLE VALUE REPORT 2015 84


 Search


Introduction


1 STRATEGY


2  PRODUCTS 
AND  SERVICES


3  PRODUCTION AND 
VALUE  CREATION


4   EMPLOYEES 
AND SOCIETY


5  FUNDAMENTALS
 5.1  Customer 


 satisfaction 


 5.2 Economic effects


 5.3  Compliance and 
human rights


 5.4  Stakeholder 
 engagement


 5.5  Reinforcing 
 sustainability 


Further key indicators


GRI G4 Content Index


Appendix







BMW Group value added


in %


 


a) Net value added   24.2


b) Cost of materials   54.8


c) Depreciation and amortisation   8.8


d) Other expenses   12.2


GRI G4EC1


T 5.03 


Employees   48.3


Providers of finance   8.5
Government / 
public sector   14.8
Shareholders   9.3
Group   19
Minority interest   0.1


a


d


b


c


Financial figures


in € million


   11   12   13   14   15   Veränderung 
in %


 


 


Capital expenditure    3,692   5,240   6,711   6,100   5,890    − 3.4%  


Revenues    68,821   76,848   76,059   80,401   92,175   14.6%  


Profit before financial result    8,018   8,275   7,978   9,118   9,593   5.2%  


Profit before tax    7,383   7,803   7,893   8,707   9,224   5.9%  


Income taxes    2,476   2,692   2,564   2,890   2,828    − 2.1%  


Net profit    4,907   5,111   5,329   5,817   6,396   10.0%  


GRI G4EC1


CREATING VALUE FOR OUR STAKEHOLDERS 
THROUGH GROWTH 


The sustainable, profitable growth of the BMW Group creates 
value. Direct positive economic benefits are risk-commensurate 
returns for capital providers, attractive salaries for employees 
as well as a social contribution through income tax payments. 
These are quantified in the allocation statement for net value 
added.


At € 22,524 million (2014: € 20,620 million), the net value added 
of the BMW Group has remained at a constant high level. 
GRI G4EC1 The bulk of the net value added, 48.3  %, is applied to 
employees (2014: 47.4  %). The proportion applied to providers 
of finance remained at the previous year's level of 8.5  %. 
The government/public sector (including deferred tax expense) 
accounted for 14.8  %. The proportion of net value added 
applied to shareholders, at 9.3  %, was higher than in the 
previous year. Other shareholders take a 0.1  % share of value 
added. The remaining share (19.0  %) will be retained in the 
Group to finance future operations >  Table  5.03.


T 5.02 
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BMW Group but also fostering the development of new 
markets for sustainable mobility.


 – The broader market launch of fuel cell technology calls for 
the corresponding refuelling infrastructure. For this 
purpose, the BMW Group has joined forces with four other 
carmakers to form the European “HyFIVE Project”. This is 
one of the largest projects in Europe dedicated to promot-
ing fuel-cell-powered vehicles. As part of the project, the 
BMW Group, in cooperation with TOTAL, opened one of 
the first public hydrogen filling stations in the summer of 
2015, offering two alternative techniques for refuelling.


 –  > BMW i Ventures  , based in New York City/USA, is investing 
in start-ups in the field of mobility services and aspires to 
enter into longterm strategic partnerships in the areas of 
e-mobility, flexible use, parking and intermodality. In 2015, 
the startup  > ZIRX  joined the BMW i Ventures portfolio. 
ZIRX offers innovative parking services in congested urban 
areas.


 – In order to benefit from the energy market of the future 
and play a part in driving the transformation of the 
German energy industry, the BMW Group has founded the 
joint venture  > Digital Energy Solutions  with the company 
Viessmann. The business model is based on identifying 
and creating energy flexibility as well as digital-based 
energy marketing for small and mediumsized companies 
in industry and commerce. Energy flexibility is achieved 
through intelligent coordination of energy production, 
storage and consumption. The joint venture is thus pro-
mot ing sustainable economic development and contrib
uting to reaching CO² emissions targets in the electricity, 
heat and transport sectors.


DRIVING ECONOMIC DEVELOPMENT  


By implementing innovations and opening up new business 
fields, the BMW Group fosters the creation of new value 
chains and jobs. Examples: 


 – The BMW Group continues to build on its capabilities in 
the field of electromobility and alternative drivetrains. 
Based on the experience and expertise gained from series 
production of the BMW i3, BMW i8 and other plugin 
hybrid vehicles, we are pushing ahead with the further 
spread of electric vehicles. 


 – The BMW Group has been conducting research on fuel
cellpowered vehicles for more than 15 years. The fuel cell 
converts hydrogen into electrical energy and water vapour, 
enabling emissionsfree driving without forfeiting the 
brand’s signature dynamics. The fuel cell strategy is an 
innovative longterm option for emissionsfree mobility. 
Through our research in this area, we are not only 
expanding the variety of drivetrains offered by the 


Breaking new ground: a hydrogen filling station at Innsbruck in Austria.
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We regard lawful conduct and respect for human rights as 
fundamental prerequisites for fair competition and good 
 corporate citizenship. As an international enterprise with 
highly complex supply chains, the BMW Group is exposed to 
increased risk of being confronted directly or indirectly 
with legal or human rights violations. We therefore treat 
compliance with legal provisions and the protection of human 
rights as top priorities and require our business partners 
to do the same.


MANAGING COMPLIANCE 


In order to protect the company systematically against com
pliancerelated and reputational risks, the Board of Manage
ment created a Compliance Committee several years ago. 
The BMW Group Compliance Management System includes 
training and communication measures, individual counselling, 
consistent followup on cases of noncompliance as well as the 
management of compliancerelevant processes and controls.


The extent and intensity of compliance activities are based on 
an annually updated Groupwide compliance risk assessment 
covering more than 300 BMW Group business units and 
functions worldwide. GRI G4SO3 


The  > BMW Group Legal Compliance Code , which was updated 
in 2014, is the cornerstone of the Group’s Compliance Manage
ment System, spelling out the Board of Manage ment’s acknowl
edgement of the fact that compliance is a joint responsibility 
(Tone from the Top). In our  > Annual Report 2015  , we provide 
comprehensive information on the actions we take to ensure 
responsible and lawful conduct.


ENSURING DUE DILIGENCE WITH REGARD TO HUMAN RIGHTS  


Our due diligence process for human rights is modelled on the  
 > UN Guiding Principles on Business and Human Rights  . In  particular, 
we expect our employees to respect human rights and protect 
them in their daily actions. We also require our business 
partners to comply with human rights. G4HR9 Starting in 
2016, we will gradually integrate human rights requirements 
into our global Compliance Management System in order to 
entrench them even more firmly at all our locations.


 Commitment to international conventions and principles


Our models for ensuring compliance with environmental and social 
standards along the value chain are based on various internationally 
recognised guidelines. The BMW Group is thus committed to adhering 
to the Organisation for Economic Cooperation and Development 
(OECD)  > Guidelines for multinational companies  , the contents 
of the  > ICC Business Charter for Sustainable Development  
as well as the United Nations  >  Environment Programme Cleaner 
Production Declaration (UNEP)  . 


By signing the United Nations Global Compact in 2001 and, together 
with employee representatives, issuing a  > Joint Declaration on 
Human Rights and Working Conditions  in the BMW Group, the Board 
of Management gave its commitment to abide worldwide by inter
nationally recognised human rights and with the fundamental working 
standards of the International Labour Organization (ILO). 
GRI G415, GRI G456


5.3  Compliance and human rights


SUSTAINABLE VALUE REPORT 2015 87


 Search


Introduction


1 STRATEGY


2  PRODUCTS 
AND  SERVICES


3  PRODUCTION AND 
VALUE  CREATION


4   EMPLOYEES 
AND SOCIETY


5  FUNDAMENTALS
 5.1  Customer 


 satisfaction 


 5.2 Economic effects


 5.3  Compliance and 
human rights


 5.4  Stakeholder 
 engagement


 5.5  Reinforcing 
 sustainability 


Further key indicators


GRI G4 Content Index


Appendix



http://www.bmwgroup.com/d/0_0_www_bmwgroup_com/unternehmen/unternehmensprofil/compliance/_pdf/BMW_Group_LCC_DE.pdf
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http://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf

http://www.oecd.org/corporate/mne/48808708.pdf

http://www.iccwbo.org/Advocacy-Codes-and-Rules/Areas-of-work/Environment-and-Energy/ICC-Business-Charter-for-Sustainable-Development/

http://www.unep.fr/scp/cp/network/pdf/english.pdf

http://www.unep.fr/scp/cp/network/pdf/english.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2005/BMWGroup_Human_Rights.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2005/BMWGroup_Human_Rights.pdf





OBLIGING BUSINESS PARTNERS TO OBSERVE HUMAN RIGHTS  


We expect our business partners to consistently observe 
human rights and see this as an important criterion for  
longterm business relations. We implement this principle 
at the following levels:


 – Suppliers: We ensure our suppliers’ commitment to 
respecting human rights via our risk management process 
>  Chapter 3.3. Human rightsrequirements are also taken 
into account in investment decisions and the choice of 
company sites. In 2015, 100  % of the order volume for all 
our material investments in property, plant and equipment 
(including production equipment and buildings) were 
covered by human rights clauses. G4HR1


 – Dealers and importers: Since 2015, all dealership contracts 
in Europe as well as all contracts with importers worldwide 
have contained a binding human rights clause, including 
a requirement to comply with the core labour standards of 
the  > International Labour Organization (ILO) . In the course of 
revising and harmonising BMW Group sales contracts 
worldwide, we intend to gradually integrate this clause 
into all nonEuropean dealership contracts as well.


 – Joint ventures: By joining the  > UN Global Compact  in 
 January 2014, our joint venture BMW Brilliance 
Automotive Ltd. in China also explicitly committed to 
observing human rights.


We see the integration of human rights clauses into contracts 
with business partners as an important step in establishing 
human rights requirements in the value chain, and as an 
indicator of growing awareness on the part of our partners.


TRAINING EMPLOYEES IN HUMAN RIGHTS 


We educate our employees on the position taken by the 
BMW Group and on the specific requirements with regard to 
human rights in business operations. The training is geared 
in particular toward managers and focus groups, for example 
in Purchasing. They are informed of what they have to be 
aware of in their daily actions and whom they can turn to 
for questions. GRI G4HR2


ADDRESSING HUMAN RIGHTS VIOLATIONS 


If employees have any questions regarding human rights, they 
can ask their line managers or the BMW Group Human Rights 
Contact helpline. Employees also have the opportunity to 
submit information about possible human rights violations 
within the company via the BMW Group SpeakUP Line – 
anonymously and confidentially. The Human Rights Response 
Team, which includes one representative from the Works 
Council, handles the reports by employees and initiates mea
sures as required to remedy possible violations.


In 2015, no human rights violations within the company were 
reported via internal channels. Nor were any relevant reports 
received regarding our supplier network. GRI G4HR12
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REGULARLY AND SYSTEMATICALLY EXCHANGING 
VIEWS WITH STAKEHOLDERS


Our subsidiaries, our political offices in the different markets 
as well as our plants engage in regular dialogue with local 
stakeholders on relevant topics. A range of committees and 
channels allow our different corporate departments to contact 
relevant stakeholder groups directly.


One of the cornerstones of this dialogue is our ongoing and 
systematic identification and prioritisation of stakeholders and 
their topics of interest. To this end, we regularly map out stake
holder groups that are involved in strategically important 
topics at all relevant locations.


Our basic goal is to host at least one multistakeholder dialogue 
per year in Europe, Asia and North America respectively. 
We set the themes for these stakeholder dialogues according to 
how topical they are and how well they lend themselves to 
 comparing and contrasting the different regions. In 2015, for 
exam ple, we conducted stakeholder dialogues on the topic of 
urban mobility in Berlin/DE, London/UK, Shanghai/CN, 
Seattle/USA and Paris/FR. In addition to these events, we also 
have direct contact with individual stakeholders on specific 
occasions when special topics arise (for example, in 2015, there 
were requests for information on environmental protection 
at our plant in Tiexi/CN and on social and environmental 
stan dards in the value chain). This is usually a case of questions 
or criticisms expressed by NGOs or individuals on different 
issues or incidents at our production sites or in the supply chain.


Our Supply Chain Response Team looks into each case in a 
matter of days. The management of the supplier company is 
asked to respond to the specific issue or case. If any doubts 
remain, we intensify our investigation and send someone to 
look into thingson site.


For an overview of the forms of dialogue and stakeholder 
groups of the BMW Group, see >  Figure  5.01.


As a global corporation, both our manufacturing activities 
and our products have an effect on the environment as well as 
on diverse groups of stakeholders. At the same time, the 
viewpoints, decisions and actions of our stakeholders have 
a decisive impact on the success of our enterprise. The 
BMW Group therefore engages in ongoing dialogue with its 
stakeholders at all its locations and in relevant markets.


By fostering dialogue with our stakeholders, we want to build 
trust, gain a better understanding of each other’s positions, 
identify trends and consolidate partnerships. These exchanges 
also give us an opportunity to clearly and transparently 
explain the extent of our potential influence on social and 
environmental issues.


Our  >  Stakeholder Engagement Policy  forms the basis for contin
uous dialogue. It defines the goals of the dialogue, sets the 
criteria for identifying and prioritising our stakeholders, and 
provides a template for a range of suitable dialogue formats 
and communication channels. GRI G425


5.4 Stakeholder engagement


In discussion with stakeholders: the BMW Group Student Forum in London.
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Stakeholder groups and forms of dialogue F 5.01 


Capital market


Suppliers


Networks and 
 associations


Business partners


Civil society 
and NGOs


Customers


Individual and group dialogue, roadshows, conferences, informational events 
on new products, telephone conferences


Dialogue in industry initiatives, joint events, training courses, lectures, 
 Supplier Risk Assessment, Learning from Suppliers forum


Participation of Board members and technical experts in a number of initiatives, 
forums and events, membership of initiatives


Policymakers
Workshops on key topics, regular “Green Tables” with parliamentarians 
in Germany


Research
Round tables, visits from universities, lectures, discussions, 
“BMW Group  Dialogue” with students


MediaDialogue in the form of public relations trips and press releases, informational 
events on new products, test drives, trade fairs


Dialogue with sales organisations and the association of German BMW dealerships, 
business conferences, dialogue via the central coordinating units of importers


Local stakeholders
Oneonone dialogue, plant visits, neighbourhood dialogue, press events


Facetoface meetings/dialogue, responding to enquiries


EmployeesDialogue with employees and managers, employee survey, 
idea  management, internal media


Customer survey, social media, trade fairs, media


GRI G424, GRI G426


The BMW Group fosters both 
individual dialogue  with 
stakeholders as well as 
multistakeholder dialogue 
with represen tatives of 
different stakeholder groups. 


BMW Group 
in dialogue
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All of our stakeholder dialogue formats are based on one 
principle: that the views of our stakeholders feed back into 
the company. On the other hand, the stakeholders become 
familiar with the BMW Group’s views and positions on 
certain topics and can take account of these in their dayto
day work. For an overview of the results of the stakeholder 
dialogues in 2015 see >  Figure  5.02.


Further information on specific events taking place as part 
of the  > BMW Group Dialogue  are published online on the 
BMW Group website.


IN DIALOGUE WITH POLITICAL DECISION-MAKERS


By engaging in regular, active and open dialogue with political 
decisionmakers, union representatives and associations 
as well as nongovernmental organisations (NGOs), we play 
a constructive and transparent role in shaping the general 
political framework for our business activities. We offer our 
expertise to help promote fair competition for all involved 
and find sustainable solutions. We regard this as an important 
aspect of our corporate responsibility.


The political offices concern themselves with public affairs as 
they affect environmental, financial and socio-political topics 
and deal with relevant economic policy and industry-specific 
issues. In the period under report, the main topics in this 
regard were how to put CO² regulation into practice, how to 
deal with trade barriers, fair taxation legislation, changes 
brought about by digitisation, the challenges of urban mobili  
ty as well as international regulations on measuring emissions.


Seven key stakeholder perceptions and 
 recommendations


1. Individual premium mobility
Demand for individual premium mobility remains but strategic 
evaluation is needed since vehicle use cases are challenged.


2.  Policy focus
Policy focus is on clean air, congestion and land use, but electric vehicles 
cover only one area.


3.  E-mobility
Emobility still requires policy support but also new business models can 
foster the market uptake.


4. Car sharing
Car sharing has a growing customer base which could be increased by 
additional customer value.


5. Mobility services
ITenabled mobility services offer great opportunities but stakeholder 
expectations are still vague.


6.  Autonomous driving
Autonomous driving is perceived as being positive but will bring complex 
and new challenges for carmakers.


7. Dialogue format
The stakeholder dialogue format contributes to trust in BMW but could be 
used even more strategically.


F 5.02 


GRI G427
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Supporting democratic parties
The BMW Group supports the work on social policy carried 
out by the democratic parties in Germany (CDU, CSU, SPD, 
FDP and Bündnis90/Die Grünen). The company places high 
value on transparency in this regard and complies with the 
relevant legislation. Since 2014, the BMW Group has supported 
the work of political parties in Germany solely through content
based partnerships, for example by sponsoring public discus
sion forums and dialogue formats. All partnerships are subject 
to the clear sponsorship guidelines of the BMW Group.


FORECAST


We will continue to hold at least one annual Stakeholder 
 Dialogue event in Europe, North America and Asia. Key topics 
for 2016 include “digitalisation” and “urban mobility”.


Improving CO² regulation
Legal regulations on emissions are becoming increasingly 
stringent worldwide, continually posing new challenges to 
the automotive industry. As early as 2000, the BMW Group 
set the course for reducing fuel consumption and emissions 
with its Efficient Dynamics strategy. Electromobility is 
essential for achieving further reductions.


Favourable economic conditions have proven conducive to 
the successful introduction of new technologies. This is why 
we maintain a dialogue with the political stakeholders in the 
main markets on central issues such as promoting electro
mobility, not distorting competition according to market 
segment, supporting new efficiency technologies, a realistic 
connection between targets and measuring methods as well 
as consistency of supplyside and demandside policies.


The BMW Group would like to see countries in all markets 
take effective measures to promote electromobility, such as 
those already in place for example in Japan, China and 
 California.


Promoting the transatlantic free trade agreement
As a global enterprise, the BMW Group supports the further 
opening of worldwide markets as well as the continuous re  
duction of tariff and non-tariff trade barriers. The BMW Group 
is one of the biggest payers of customs duties in transatlantic 
trade. We therefore welcome the bilateral negotiations on a 
comprehensive and farreaching economic and trade pact 
between the EU and the USA (  > Transatlantic Trade and 
Investment Partnership, TTIP  ). Reducing trade barriers should 
lead to considerable benefits for corporations and will there-
fore also have positive effects for consumers on both sides of 
the Atlantic. At the same time, closer regulatory cooperation 
is urgent not only in the areas of fuel economy and emissions, 
but above all in drafting rules and regulations for networking 
between vehicles and autonomous driving. Common standards 
will help to pave the way for the spread of new technologies.
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MANAGING SUSTAINABILITY 


The Sustainability Board makes decisions on the longterm 
alignment of the sustainabilityrelated areas of action included 
in Strategy Number ONE. The entire Board of Management 
is represented on the Sustainability Board, along with the 
heads of Sustainability and Environmental Protection and of 
Corporate Communications. GRI G434 The Sustainability 
Board convenes twice a year to assess the company’s progress 
on economic, environmental and social issues. In particular, 
it determines the degree to which sustainability principles 
have been integrated into the various departments. GRI G443, 
GRI G447 The Supervisory Board in turn requests progress 
reports from the Board of Management.


Organisation of sustainability in the BMW Group


Sustainability board
– Comprises the entire Board of Management
– Chairman: Chairman of the Board of Management
– Responsible for strategic alignment


 


Sustainability circle
– Comprises department heads from all divisions
–  Responsible for preliminary work to support decisionmaking


 


Specialist divisions
–  Implement measures and processes needed for the 


BMW Group to achieve its sustainability goals


F 5.03 


The BMW Group manages its business in accordance with 
responsible corporate governance principles geared to long
term value creation in all areas of the company.


The Board of Management governs the enterprise under its 
own responsibility, acting in the interests of the BMW Group 
with the aim of achieving sustainable growth in value. It 
thus determines the strategic orientation of the enterprise 
and ensures its implementation. The Board of Management 
is furthermore responsible for compliance with all provisions 
of the law and internal regulations as well as for adequate 
risk management and risk controlling. The Supervisory Board 
advises and supervises the Board of Management in conducting 
its duties (dual management system). GRI G434, GRI G439 


Sustainability is a component of our corporate strategy. For 
this reason, our Sustainability and Environmental Protection 
department has been directly incorporated into our Corporate 
Planning and Product Strategy unit since 2007, under the 
mandate of the Chairman of the Board. This unit is responsi
ble for the sustainability strategy and sustainability manage
ment worldwide. Some of the department’s tasks are: 


 – To identify and take an internal approach to addressing 
core challenges.


 – To develop and monitor sustainability goals.


 – To further develop, specify and integrate our sustainability 
initiatives into individual divisions, taking account of 
the entire value chain.


 – To ensure the cooperation of all departments in 
the  company involved in sustainability.


 – To provide a central corporate function for environmental 
protection (Group Representative) and manage 
the  environmental protection network.


 – To manage global centres of competence on a range of 
environmental issues.


5.5 Reinforcing  sustainability
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REWARDING SUSTAINABLE BUSINESS SUCCESS 


The Supervisory Board decides on the level of compensation 
received by members of the Board of Management, orienting 
its decisions on the sustainable development of the 
BMW Group. Bonuses are also based in part on personal per
formance, evaluated primarily according to qualitative criteria. 
These criteria include ecological innovation (e.g. reduction of 
carbon emissions), customer focus, leadership accomplish
ments and the ability to lead change processes.


Further key performance indicators for measuring contribu
tions made to the sustainable development and future viability 
of the company are enhancing its attractiveness as an employer, 
progress in the implementation of the diversity concept as 
well as activities in the field of corporate social responsibility 
 > Compensation Report in the 2015 Annual Report . GRI G444, GRI G451


You can find further information and data on fundamentals at 
>  Further key indicators.


For example, the Supervisory Board has established the 
Board of Management’s obligation to report on the subject of 
diversity. GRI G444 The Sustainability Circle, which comprises 
department heads from all divisions, prepares decisions for 
presentation to the Sustainability Board >  Figure  5.03. 
GRI G435, GRI G436, GRI G442, GRI G443 


The BMW Group management principles are also set down 
in the  > Corporate Governance Code .


INTEGRATING SUSTAINABILITY AS A STRATEGIC 
 CORPORATE OBJECTIVE 


Sustainability has been established at the BMW Group since 
2009 as a strategic corporate objective based on specific targets 
and key performance indicators. Sustainability is therefore 
an explicit component of the BMW Group’s management 
system. This means on the one hand that every major project 
must be measurable in terms of “Sustainability” as a corpo r ate 
objective, ensuring that, in addition to economic factors, 
environmental and social aspects are also accounted for in 
the decisionmaking process. 


It also means that sustainability as a corporate objective is 
broken down to the level of business areas and divisions. As 
a result, the personal targets set for managers include sustain
ability aspects and criteria which have an effect on their 
performancebased remuneration.
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Research and development expenditure


in € million and € per employee


5,000        


4,500        


4,000        


3,500        


3,000        


2,500        


       


   11   12   13   14   15  


 


€ million 3,373 3,952 4,793 4,566 5,169  


€ per employee1 36,998 41,275 47,939 43,180 46,191  


1  Based on the average number of people employed during the financial year (not including trainees and 
 students  gaining work experience).


In the reporting period, expenditure on research and development, in particular for future technologies, rose by 13.2% 
to €5,169 million (2014: €0,000 million). It accounted for 5.6 % of revenues (2014: 5.7 %) thus remaining on the level 
of the previous year.


T 1.02


Further key indicators: Strategy
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Fleet consumption of BMW Group vehicles sold in the USA (according to CAFE¹)


in mpg²
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  02  03  04  05  06  07  08  09  10  11  12  13  14  15³  


 


 Fleet value of cars sold   Fleet value of “light trucks” sold (X3 xDrive/X4/ X5/X6)


1  CAFE: corporate average fuel economy.
2  mpg: miles per gallon.
3 BMW Group forecast, not yet officially confirmed by National Highway Traffic Safety Administration (NHTSA).


The BMW Group’s Efficient Dynamics strategy calls for fuel economy technologies to be made accessible to all customers worldwide as soon as possible. Efficient Dynamics are thus part of the standard equipment in our 
vehicles. The slight decrease is primarily due to the drop in fuel prices and the accompanying increase in customer demand for larger models and more powerful engines. 


GRI G4-EN27
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Fuel consumption and CO² emissions of the most efficient and best-selling BMW Group models in 2015¹
 


  l/100 km  l/100 km  g CO²/km  g CO²/km  kWh/100 km  
Manual


transmission
(combined)


Automatic
transmission


(combined)


Manual
transmission


Automatic
transmission


 


Most efficient models worldwide


BMW 116d EfficientDynamics Edition 5-door  3.8 – 3.4  –  101 – 89  –  –  


Mini One D 3-door  3.5 – 3.4  –  92 – 89  –  –  


X5 xdrive 40e  –  3.4 – 3.3  –  78 – 77  15.4 – 15.3²  


BMW i8  –  2.1  –  49  11.9²  


BMW i3 (with range extender)  –  0 (0.6)  –  0 (13)  12.9 (13.5)³  


Best-selling models in Germany


BMW 116i Hatch 5-door  5.4 – 5.0  –  126 – 116  –  –  


BMW 320d Touring  4.7 – 4.3  4.5 – 4.1  123 – 113  119 – 109  –  


Best-selling models in EU-28


BMW X3 xDrive20d  5.5 – 5.1  5.3 – 4.9  145 – 135  139 – 129  –  


BMW 116d Hatch 5-door  4.1 – 3.7  4.1 – 3.6  107 – 97  107 – 96  –  


As at 3 / 2016. Further, regularly updated information on the vehicles referred to in this publication can be found at www.bmw.com, www.mini.com and www.rolls-roycemotorcars.com.
1  Fuel consumption is determined in accordance with the ECE driving cycle. Detailed information on the local and long-distance consumption of the vehicles listed here can be found in the table “Fuel consumption and CO² emission values 


of the  vehicles referred to in this publication”.
2 Combined electricity consumption (in addition fuel consumption).
3 Average total energy consumption.
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Coverage rate of the production locations with 
quality management systems


as a % of production location workforce
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 100 100 100 100 100  
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Energy consumption in detail


in MWh


   11   12   13   14   15 ¹  


 


Total energy consumption (upper heating value in case of fossil fuels)  


Total energy consumption    4,278,582   4,549,788   4,721,174   4,867,094   5,479,002  


  of which vehicle production    4,278,582   4,549,788   4,721,174   4,867,094   5,054,722  


  of which motorcycle plant in Berlin/DE     –   –   –   80,535  


  of which corporate functions, development and administration in Munich/DE     –   –   –   343,745  


Total energy consumption in detail (upper heating value in case of fossil fuels)  


Electricity (external source)    1,702,157   1,790,534   1,910,065   2,141,222   2,485,881  


Community heating    200,808   249,123   316,532   281,216   366,593  


Community cooling in MWh    –   –   –   –   1,002  


Fossil fuels  


Fuel oil    12,176   12,622   14,023   7,459   4,667  


Natural gas    2,034,529   2,169,059   2,165,362   2,198,202   2,393,723  


  of which CHP losses    211,680   210,514   191,840   210,740   214,569  


Non-fossil fuels  


Biogas (landfill gas)    328,912   328,450   315,192   238,654   226,146  


  of which CHP losses    91,600   103,422   94,486   73,638   98,670  


Wood pellets    –   –   –   –   430  


Regenerative fuels  


Solar energy (photovoltaics)    0   114   142   341   559  


1 To further increase transparency, energy consumption from the corporate functions, development and administration in Munich/DE as well as the motorcycle plant in Berlin/DE are included in the report for the first time.


GRI G4-EN3
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Certified environmental management systems in production facilities of the BMW Group


Site Environmental management systems Most recent year of certification


 


Berlin plant, DE ISO 14001/ EMAS January 2015


Dingolfing plant, DE ISO 14001/ EMAS January 2015


Eisenach plant, DE ISO 14001/ EMAS January 2015


Goodwood plant, UK ISO 14001 January 2015


Hams Hall plant, UK ISO 14001 January 2015


Landshut plant, DE ISO 14001/ EMAS January 2015


Leipzig plant, DE ISO 14001/ EMAS January 2015


Munich plant, DE ISO 14001/ EMAS January 2015


Oxford plant, UK ISO 14001 January 2015


Regensburg, plant, DE ISO 14001/ EMAS January 2015


Rosslyn plant, ZA ISO 14001 January 2015


Spartanburg plant, US ISO 14001 January 2015


Steyr plant, AT ISO 14001/ EMAS January 2015


Swindon plant, UK ISO 14001 January 2015


Wackersdorf plant, DE ISO 14001/ EMAS January 2015


CKD plant, Araquari, BR ISO 14001 planned in March 2016


CKD plant, Chennai, IN ISO 14001 January 2015


CKD plant, Jakarta, ID (external production) ISO 14001 May 2013


CKD plant, Cairo, EG (external production) ISO 14001 October 2014


CKD plant, Kaliningrad, RU (external production) ISO 14001 July 2014


CKD plant, Kulim, MY (external production) ISO 14001 November 2013


CKD plant, Manaus, BR (external production) National standard Introduced


CKD plant, Rayong, TH ISO 14001 January 2015


BMW Brilliance Automotive, Shenyang, CN (joint venture) ISO 14001 December 2012


SGL Automotive Moses Lake, US (joint venture) ISO 14001 January 2016


SGL Automotive Wackersdorf, DE (joint venture) ISO 14001 January 2015


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) ISO 14001/ EMAS July 2015


VDL Nedcar, Born, NL (contract production) ISO 14001 October 2014


Environmental management systems are in place at all BMW Group production facilities worldwide as well as in the central planning departments. With the exception of the Manaus/BR plant, these systems are certified in 
accordance with ISO 14001. The German and Austrian sites additionally meet the EMAS European environmental management standard. The environmental management system in accordance with ISO 14001 is currently 
being introduced at the Araquari/BR plant. 
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Average distribution of materials in BMW Group vehicles¹


in %


 


a) Steel and iron   56 f) Textile   1


b) Non-ferrous metals   18 g) M.O.N.³   1


c) Thermoplastic resins   12 h) Other   5


d) Elastomers²   4 i) Operating fluids   1


e) Duromers   2


1  Calculation of representative vehicles includes: BMW 1 Series, BMW 3 Series, BMW 5 Series, 
BMW 7 Series, BMW X1, BMW X5, MINI Hatchback, MINI Countryman, RR, i3, i8.


2  Such as tyres and seals.
3  Modified organic natural materials.


T 3.14
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Investment in environmental protection¹


in € million
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 Germany 32.6 50.9 78.6 68.2 69.7  
 Entire 


 production network 134.4 148.1 149.8 109.6  


1  Calculation of integrated environmental investments of the BMW Group according to VDA standard.


Total investment by the BMW Group in environmental protection decreased compared to 2014, amounting 
to €109.6 million in the reporting period, while investment in Germany remained on a comparably high level 
(€69.7 million). One of the main reasons for the decrease in investment volume in our non-German plants 
is that the large-scale investment in the modernisation of the paint shop systems at the plant in Spartanburg/
USA was almost completed in 2014. 
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BMW Group input/output assessment for 2015 vehicle production


Input  Output  


  


Raw materials¹   Vehicles   


 Steel  2,419,434 t   BMW Group vehicles produced 5  2,139,829  


 Plastics ²  544,618 t   Vehicles produced (contracted)  139,674  


 Aluminium  582,928 t  Total waste4  754,747 t  


 Magnesium  6,992 t   of which recyclable  745,986 t  


Operating fluids ³  69,445 t   of which waste for disposal  8,761 t  


Water 4  4,819,684 m³  Total waste water  4  3,108,587 m³  


Energy 4  5,054,722 MWh  CO² emissions 4  1,266,697 t6  


Volatile organic compounds (VOC)5  2,618 t  


NOX 5  602 t  


CO 5  367 t  


SO² 5  6 t  


Particulates, dust 5  59 t  


1  Due to the fact that internal reporting has a different scope, this figure excludes BMW Brilliance (CH) but includes Magna Steyr/AT.
2 Component weight.
3   Operating fluid for products (e.g. engine and gear oil, brake and cooling fluid, cooling agent, fuel for production refuelling). As the data is captured via the central purchasing system, this figure excludes BMW Brilliance (CH) and Magna Steyr/AT.
4 Incl. BMW Brilliance (CH), excluding contract production.
5 BMW Group measurements/capture as well as calculations based on energy consumption (primarily heating oil and gas) with the aid of the VDA emission factors. 
6 Calculated using updated emissions factors. If 2014 factors were used: 1,355,037 t CO².


The number of vehicles produced again showed a robust increase in the reporting period (+5.3 %). On the input side, the shift from steel to aluminium reported in 2014 continued due to the increase in lightweight 
 construction. Aluminium grew by 5.7 %, a much faster rate than steel (0.9 %). In addition, the efficiency indicators energy/water consumption, process waste water, waste for disposal, VOC and CO² emissions per vehicle 
improved by an average of 7.0 % compared to 2014.


GRI G4-EN1, GRI G4-EN2, GRI G4-EN3, GRI G4-EN8, GRI G4-EN15, GRI G4-EN21, GRI G4-EN22, GRI G4-EN23
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Water consumption¹


  11  12  13  14  15  


 


Water consumption in m³  3,678,738  3,910,923  4,105,937  4,434,595  4,819,684  


 of which drinking water in %  88  88  86  87  86  


 of which groundwater in %  12  12  14  13  14  


 of which surface water in %  0  0  0  0  0  


 of which rainwater in %  0  0  0  0  0  


1 This figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


Measured against the increase in production at the BMW Group incl. BMW Brilliance (5.8 %), total water consumption rose disproportionately, by 8.7 % compared to 2014. The very hot and dry summer played a significant role in this increase 
at  many locations. On the other hand, a large number of continuous improvement measures were taken.


GRI G4-EN8
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Waste water¹


  11  12  13  14  15  


 


Total waste water in m³  2,557,493  2,535,980  2,825,825  2,965,615  3,108,587  


 of which process waste water in m³  935,750  896,137  882,978  949,601  960,234  


 of which waste water from sanitary facilities in m³  1,621,743  1,639,843  1,942,847  2,016,015  2,148,353  


Total heavy metals and heavy metal compounds in kg  463  474  465  492  502  


CSB² in kg  1,681,776  1,617,183  1,770,577  2,081,473  2,152,073  


AOX³ in kg  81  77  79  74  87  


1  The key performance indicator “Process waste water” is measured after waste water treatment in BMW Group plants (incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN) has taken place. Together with the waste water from 
sanitary facilities at the plants, this is the figure for total waste water. Due to factors such as evaporation, water input does not correspond to total waste water.


2  COD = chemical oxygen demand.
3  AOX = adsorbable organic halides in water.


Materials input into waste water should be limited to volumes that will not overtax natural decomposition processes. At all of our plants, we have introduced our own BMW-specific waste water standards, 
which exceed local regulations in many cases.


GRI G4-EN22
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Waste¹


in t


  11  12  13  14  15  


 


Total waste  594,791  664,752  680,299  727,079  754,747  


 Hazardous waste for recovery  18,413  19,979  21,884  28,503  31,099  


 Hazardous waste for disposal  8,720  8,127  7,668  7,439  5,483  


 Non-hazardous waste for recovery  562,482  633,394  647,725  688,237  714,887  


 Non-hazardous waste for disposal  5,176  3,252  3,022  2,900  3,278  


Materials for recycling  580,895  653,373  669,609  716,740  745,986  


 Metals for recycling (scrap)  449,900  494,894  500,589  525,812  569,959  


Waste for disposal  13,896  11,379  10,690  10,339  8,761  


1  The indicators refer to the production locations of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


Waste for disposal was reduced to 8,761 tonnes in 2015 (2014: 10,339). This is a decrease of 15.3 %, in spite of an increase in production at the BMW Group locations, incl. BMW Brilliance, of 5.8 %. This reduction 
was primarily the result of the modification of the emulsion processing system at the Steyr/AT engine plant. At the same time, the proportion of materials for recycling or reuse increased again in 2015, reaching 99 % 
(rounded up  figure) of total waste volume.


GRI G4-EN23
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Modes of transport of BMW AG employees¹


  12  13  14  15²  


 


  in %  in t CO²  in %  in t CO²  in %  in t CO²  in %  in t CO²  


 


Cars  47  53,036  50  59,882  51  60,009  52  65,922  


Public transport  17  3,738  17  3,914  16  3,461  16  3,750  


Plant bus  30  15,869  27  13,432  26  14,244  25  14,552  


Bicycle/on foot  6  0  6  0  7  0  7  0  


Total 100 72,643 100 77,228 100 77,714 100 84,225


1  Headquarters, including Research and Innovation Centre Munich/DE, the Munich/DE, Dingolfing/DE, Regensburg/DE, Landshut/DE, Leipzig/DE and Berlin/DE plants.
2  63 % of BMW Group employees, 92 % of employees in Germany.w


Total CO² emissions increased by 8 % due to a significant growth of 6 % in the workforce nationwide in Germany and by 12 % at German locations that have insufficient public transport infrastructure (e.g. Leipzig/DE and 
Landshut/DE). This also means that mobility patterns shifted towards more car journeys in 2015 compared to 2014. As the specific CO² vehicle emissions continued to decrease in the current portfolio of vehicles (e.g. due to 
i3 vehicles being used by employees for the first time), overall average CO² emissions per employee and production day were just below the previous year’s level (4.46 kg/employee/day).


GRI G4-EN17
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Logistics: carriers and CO² emissions¹


  11  12  13  14  15  


 


Inbound (material provision of the plants and spare parts delivery)


Transport capacity in million tkm  9,072  10,703  11,560  12,682 13,822  


CO² emissions in t  518,157  547,049  580,616  630,215 467,023  


Outbound (distribution vehicles and spare parts)


Transport capacity in million tkm  18,854  20,195  22,226  24,537 25,584  


CO² emissions in t  677,730  700,051  803,158  888,089 935,059  


Total (inbound and outbound)


Transport capacity in million tkm  27,926  30,898  33,786  37,219 39,406  


CO² emissions in t  1,195,887  1,247,100  1,383,774  1,518,304 1,402,082  


Percentage share of carriers in total (inbound and outbound) in terms of transport volume and CO² emissions


  tkm  g CO²  tkm  g CO²  tkm  g CO²  tkm  g CO²  tkm  g CO²  


 


Sea  78.9  51.3  79.2  53.1  78.9  51.6  77.8  50.1 78.9 57.0 %  


Road  11.9  24.2  10.7  20.2  12.4  23.1  13.5  24.3 13.5 27.8 %  


Rail  8.2  5.5  8.9  4.6  7.5  3.8  7.3  2.7 7.0 3.2 %  


Air  1.0  19.0  1.2  22.1  1.2  21.5  1.4  22.9 0.6 12.0 %  


1   Figures refer to BMW and MINI, excluding Rolls-Royce automobiles. CO² emissions calculated in accordance with DIN EN 16258. Since the 2011 financial year, the scope has expanded significantly and currently comprises: inbound volumes 
 (material supplies to plants and spare parts delivery) for BMW and MINI vehicles in Germany, UK, USA, South Africa, China, Thailand, India and CKD/SKD locations as well as for delivery of spare parts to the parts supply centre ZTA in  Dingolfing/DE. 
Outbound volumes (vehicle distribution and spare parts) as far as the distribution centres in the worldwide markets and in certain markets as far as the dealership.


Transport volume increased by 5.9 % compared to 2014. This increase correlates with the rise in the number of BMW and MINI vehicles produced (+5.3 %) and shipped (+6.1 %). Total CO² emissions dropped by 7.7 % year on year, 
and even over 12 % per unit when the figure relates to the number of vehicles. This positive trend was achieved primarily due to a significant reduction of over 50 % in the share of air freight in transport volume. It is also reflected in 
the shifts in shares of modes of transport in transport volume and CO² emissions figures.
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Occupational health and safety management systems at BMW Group sites


Plant occupational health and safety certification Occupational health and 
safety management system


Most recent year of certification


 


Berlin plant, DE OHSAS 18001 December 2014


Dingolfing plant, DE OHRIS May 2015


Eisenach plant, DE OHSAS 18001 September 2015


Goodwood plant, UK OHSAS 18001 September 2015


Hams Hall plant, UK¹ HS(G) 65³ Introduced


Landshut plant, DE OHRIS October 2015


Leipzig plant, DE OHRIS March 2013


Munich plant, DE OHRIS August 2015


Oxford plant, UK OHSAS 18001 December 2015 6


Regensburg plant, DE OHRIS July 2015


Rosslyn plant, ZA OHSAS 18001 December 2014


Spartanburg plant, US OHSAS 18001 February 2013


Steyr plant, AT OHSAS 18001 October 2015 6


Swindon plant, UK OHSAS 18001 December 2015 6


Wackersdorf plant, DE 4 OHRIS July 2015


CKD production Araquari, BR OHSAS 18001 Planned 2016


CKD production Chennai, IN OHSAS 18001 January 2013


CKD production Jakarta, ID (external production) OHSAS 18001 January 2014


CKD production Cairo, EG (external production) OHSAS 18001 October 2014


CKD production Kaliningrad, RU 5 (external production) National standard Introduced


CKD production Kulim, MY (external production) OHSAS 18001 December 2012


CKD production Manaus, BR (external production) National standard Introduced


CKD production Rayong, TH OHSAS 18001 January 2013


BMW Brilliance Automotive, Shenyang, CN² (joint venture) OHSAS 18001 January 2013


SGL Automotive Moses Lake, US (joint venture) OHSAS 18001 December 2015 6


SGL Automotive Wackersdorf, DE  (joint venture) OHSAS 18001 December 2015 6


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) OHSAS 18001 July 2015


VDL Nedcar, Born, NL (contract production) in accordance with OHSAS 18001 Not planned


1 OHSAS certification planned 2016.
2 Includes the Dadong/CN, Tiexi/CN and Powertrain/CN plants.
3 HS(G) 65, Successful health and safety management, British Government guidelines on safety at the workplace. Does not require certification.
4 Jointly certified with BMW Regensburg/DE plant.
5 GOST (state standard specification) 12.0230-2007SSBT. Does not require certification.
6 Date of issue of certificates January 2016.


The BMW Group currently has certified occupational health and safety management systems in accordance with OHRIS and OHSAS in place at 25 of its 30 production locations, and corresponding systems in accordance with 
national standards at four further sites. The Eisenach/DE and Goodwood/UK locations completed the certification process in 2015. Certification of the Hams Hall plant in the UK as well as Araquari in Brazil is planned for 2016.


T 4.14
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Occupational safety at BMW Group


Rate / number of participants / number


  11  12  13  14  15  


 


Accident frequency rate¹ BMW Group  7.1  5.8  4.8  5.14  4.45  


Accident frequency rate¹ BMW AG  7.9  6.6  5.3  5.8 (4.9 6)  5.0 (4.3 6)  


Safety training by BMW AG
occupational safety association  1,059  4,315  2,387  2,750  1,809  


Web-based training in occupational
safety at BMW Group²    11,935  15,902  17,180  23,548  


Other training courses in occupational
safety at BMW Group²    16,513  10,892  10,984  17,536  


 Employees at BMW Group (number)    10,626  9,611  6,941  13,635  


 Employees of third-party companies (number)    5,887  1,281  4,043  3,901  


BMW Group risk assessments³  21,612  26,040  26,462  27,300  69,887 7  


1  Number of occupational accidents with at least one day absent per one million hours worked.
2   Training courses captured in 2012 for the first time.
3  Number of safety assessments of workplaces, including with regard to possible ergonomic and health strains. Figures are cumulative and refer to the BMW Group.
4  Figure not directly comparable to previous years’ figures due to addition of German dealerships to Scope (2014 figure not including dealerships: 4.4). Around 88 % of BMW Group employees captured.
5  Figure not directly comparable to previous years’ figures due to addition of plants in Brazil, Thailand and India to Scope (2015 figure in 2014 Scope: 4.5). Around 90 % of BMW Group employees captured.
6  BMW AG, not including dealerships.
7  Figure not directly comparable to previous years’ figures. The figure shown is the sum of the safety assessments of workplaces in the tariff-bound production area carried out so far in accordance with the ABATech method (30,451) 


and the hazard assessments in the non-tariff areas, which were captured for the first time (39,436). The figures are cumulative and refer to the BMW Group.


The accident frequency rate at the BMW Group decreased by 13.7 % in 2015 (BMW AG: 13.8 %) compared to 2014. This is due to continuous improvement processes as well as dedicated safety training courses and ongoing 
improvement of technical safety conditions at workstations. In addition to training by the occupational safety association, a large number of internal training courses are carried out, data on which has been captured since 
2012. A total of 17,536 employees of the BMW Group as well as employees of third-party companies took part in internal safety training courses. In addition 5,153 people underwent training in first aid in Germany alone.


GRI G4-LA6


T 4.15


BMW Group employees


  11  12  13  14  15  


 


Workforce according to segment


 Automotive  91,517  96,518  100,682   106,064  111,410  


 Motorcycles  2,867  2,939  2,726   2,894  3,021  


 Financial Services  5,801  6,295  6,823   7,245  7,697  


 Other  121  124  120   121  116  


Share of employees with fixed-term contracts¹ in %  3.1  3.8   3.9   4.2  4.7  


1  Excluding vocational trainees, interns and students.


GRI G4-10
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Accident frequency rate at BMW Group by region¹


per one million hours worked


  Accident frequency  


 


Germany  5.0  


Brazil²  0.0  


UK and Ireland³  3.5  


India4  0.0  


North America5  2.1  


Austria6  7.3  


South Africa7  1.9  


Thailand8  2.7  


1  Occupational accidents with at least one day of absence from work per one million hours worked. 
2  Aquari/BR plant.
3  Plants in Oxford/UK, Swindon/UK, Hams Hall/UK, Goodwood/UK, Financial Services, sales centres, distribution 


 centre and Alphabet.
4  Chennai/IN plant.
5  Spartanburg/US plant, Financial Services, sales centres.
6  Steyr/AT plant.
7  Rosslyn/ZA plant, Financial Services, sales centres.
8  Rayong/TH plant.


Occupational accidents are currently captured in Germany as well as in the regions in which the BMW Group 
has its plants. At the end of 2015, we began to create the conditions for calculation of Group-wide accident 
frequency rates into which all companies will gradually be integrated.


GRI G4-LA6


T 4.17 Sickness rate at BMW AG


in %


5.0        


4.5        


4.0        


3.5        


3.0        


2.5        


       


   11   12   13   14   15  


 


 4.5 4.4 4.3 4.2 4.6  


The sickness rate at BMW AG (4.6 %) is 0.4 % higher than in the previous year. The main reason for this is 
a significantly higher number of employees suffering from influenza at the beginning of the year – this was 
also indicated by the influenza index of the Robert Koch Institute.


GRI G4-LA6


T 4.18


Total days of work missed at BMW AG¹


Number


18,000        


16,000        


14,000        


12,000        


10,000        


8,000        


6,000        


4,000        


2,000        


       


   11   12   13   14   15  


 


Total 15,892 12,737 14,853 13,952 18,774  


 Due to a notifiable work accident.  Due to a notifiable accident on the way to or from work.


1  Figures for BMW AG, including dealerships. Days of absence from work due to occupational accidents and/or 
 accidents on the way to or from work with at least one day of absence from work. 


The number of occupational accidents with days absent from work dropped by 9.6 % in 2015 compared 
to the previous year.


GRI G4-LA6


T 4.20


Share of performance-related compensation in 
BMW AG salaries, by employee category¹


in % of salary group


  13  14  15  


 


Upper
management  53 – 69  53 – 72  52 – 71  


Middle
management  37 – 40  37 – 41  37 – 41  


Lower
management  10  10  9  


Performance-based remuneration comprises a personal bonus and a corporate earnings-related bonus. 
The amount of the personal bonus depends on personal performance as well as achievement of the indi-
vidual’s targets. The amount of the corporate bonus depends on the company’s performance. The variable 
part of remuneration increases as more responsibility is taken within the company.
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Profit-sharing scheme at BMW AG by year of payment¹


in % of monthly salary/in % of personal base value


200        


175        


150        


125        


100        


75        


       


   11   12   13   14   15  


 


 98.0 153.0 152.6 162.8 167.3  


1 New employees receive full bonuses after four years of employment.


Since the 2010 financial year (payout in 2011), bonuses at BMW AG have been determined according to a 
uniform system across all hierarchical levels. Starting in the 2011 financial year (payout in 2012) this system 
was also introduced for employees worldwide as a standardised corporate success component in nearly all 
BMW Group companies. The consistency of this component is thus ensured both hierarchically (from 
production worker to board member) and geographically (worldwide). This portion of the bonus depends on 
the earnings performance of the BMW Group and is calculated according to these three parameters: group 
earnings after tax, after-tax return on sales, and dividends. Including the post-tax return on sales in the 
calculation of bonuses (also for the Board of Management and the upper executives) in particular ensures an 
orientation towards the profitable, and hence sustainable, growth of the BMW Group.


T 4.21 Total number of employees leaving BMW AG, by reason for leaving¹


Number


3,000        


2,500        


2,000        


1,500        


1,000        


500        


       


   11   12   13   14   15  


 


Total 1,389 2,561 2,371 1,014 1,577  


 Number dismissed by employer.
 Voluntarily left company (termination or suspension of employment contract by employee).
 Pension, death, pre-retirement part-time working arrangements.


1 Figures refer to employees with permanent contracts.


The sharp rise in the number of people leaving the company for age-related reasons (retirement, pre-retire-
ment part-time working arrangements) compared to 2014 led to an increase in the overall figure. The share 
of women in the total number of people leaving the company (1,577) was 14.0 % in 2015. The share of women 
among newly recruited employees was 22.4 %.


GRI G4-LA1


T 4.22


Share of women in the workforce per country 
with production site(s) in 2015


in %


a) Germany  15.8 %


b) UK  14.8 %


c) USA  24.5 %


d) Austria  11.2 %


e) South Africa  20.9 %


f) India  8.8 %


g) Thailand  37.9 %


h) China  45.7 %


i) Brazil  24.5 %


j) Other countries  34.2 %


The share of women in the workforce varies strongly in the different functional areas: the share of 
women in production-related activities is less than 10 %, while it is over 20 % in sales-related activities. 
The employee share and share of women is therefore lower in production-intensive countries.


GRI G4-LA12


T 4.23
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BMW Group apprentices as at 31 December


Number


5,000        


4,500        


4,000        


3,500        


3,000        


2,500        


       


   11   12   13   14   15  


 


Total 3,899 4,266 4,445 4,595 4,700  


In 2015, the BMW Group expanded its international training activities by opening new training centres 
in Brazil, Mexico and Thailand. The number of people starting their careers at the company’s German 
training centres remained constant, at 1,200. Overall, more than 1,500 trainees signed contracts with the 
BMW Group in 2015. On the reporting date, 4,700 young people had vocational training contracts or were 
employed in young talent promotion programmes (2014: 4,595).


T 4.24


Average training hours at the BMW AG Academy, 
by employee category¹


Number of employees


  13  14  15  


 


Non-tariff
employees  31.2  30.5  26.6  


“Meister”
(master craftsmen)  40.7  35.0  36.8  


Tariff²  17.0  17.5  18.2  


Days of further training for managers in the BMW Group


Number  18,843  18,920  18,775  


1  (w/o “Meister”) + vocational trainees + other.


The training academy founded in 2009 coordinates vocational training at Munich/DE as well as training 
and further education for all company locations in Germany and the UK under one roof. This facilitates the 
coordination of training courses and generates synergies through the use of shared resources. In 2015, 
the BMW Group’s training offensive provided similar results to the previous year. Both the average amount 
of time spent on training as well as expenditure were at a similar level to the previous year. This trend can 
be observed throughout the entire company. In addition to classical training courses and e-learning, brand-
new education programmes were launched, such as bachelor’s and master’s degrees in cooperation with 
universities. The BMW Group invests continuously in training its managers worldwide.


GRI G4-LA9


T 4.26


Investment in further education and training at the BMW Group¹


in € million


400        


350        


300        


250        


200        


150        


       


   11   12   13   14   15  


 


 246 282 288 335 352  


1   BMW Group investments are dependent on current further education and training requirements, 
which may lead to year-on-year fluctuations.


The BMW Group sees targeted employee training as an investment in the future. For this purpose, 
 investment in education and further training was increased by 5 % in 2015. Building up and maintaining 
skills expertise within the Group’s workforce are key aspects of strategic corporate governance.


T 4.25


Share of employees per country with production site(s) in 2015


in %


 


a) Germany 71.2 f) India 0.6


b) UK 6.2 g) Thailand 0.3


c) USA 6.9 h) China 1.5


d) Austria 2.9 i) Brazil 0.7


e) South Africa 3.0 j) Other countries 6.7


Nearly three-quarters of employees at the BMW Group work in Germany, followed by the USA with 6.9 % 
and the UK with 6.2 %.


GRI G4-10
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Share of employees represented by a trade union or falling under collective agreements


in %


  11  12  13  14  15  


 


Germany ²  100  100  100  100  100  


UK¹  94  86  86  86  86  


China (plant)  100  100  100  100  100  


Austria ²  100  100  100  100  100  


South Africa  51  61  61  60  59  


USA (no collective agreements exist)  0  0  0  0  0  


1  From 2012 onwards, all employees in corporate functions as well as the employees at the Goodwood/UK plant were included in this figure.
2  Excluding executives. 


At the BMW Group, institutionalised co-determination is implemented Group-wide according to the applicable national regulations. At all BMW AG plants and dealerships as well as in Austria and the UK, elected works councils 
observe co-determination for the employees. In China and South Africa, employees are represented by local workers’ representatives, while at the company locations in the USA no collective agreements exist in general.


GRI G4-11


T 4.29


Share of local employees in management positions at major company locations¹


in %


  11  12  13  14  15  


 


Munich plant, DE  99.2  98.8  98.8  98.9  99.0  


Dingolfing plant, DE  99.7  99.7  99.7  99.7  99.7  


Berlin plant, DE  100.0  100.0  100.0  100.0  100.0  


Landshut plant, DE  100.0  100.0  99.2  100.0  100.0  


Leipzig plant, DE  100.0  100.0  98.2  99.2  99.2  


Regensburg plant, DE  100.0  100.0  100.0  100.0  100.0  


UK  92.5  92.5  89.3  85.2  85.2  


USA  90.9  91.2  89.0  86.8  86.1  


Austria  88.8  83.0  84.7  86.2  75.1  


South Africa  91.5  89.2  89.0  89.9  85.4  


China ² (incl. joint venture)  43.3  28.4  63.0  50.6  65.2  


India  56.0  54.8  59.5  61.8  71.1  


Thailand  70.4  68.0  75.0  61.3  72.4  


1 “Local” refers to managers with local contracts. Persons deployed to work at the location who do not have a local employment contract are not included. Such persons are reflected in the difference from 100 % in each case.
2 Including employees of the joint venture BMW Brilliance Automotive, which is not consolidated in the BMW Group. 


GRI G4-LA12
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BMW Group personnel costs per employee¹


in €


95,000        


90,000        


85,000        


80,000        


75,000        


70,000        
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 84,887 89,161 89,869 92,337 97,136  


1  Figures exclude suspended employment contracts, employees in non-work phases of pre-retirement  part-time ar-
rangements, trainees, students and low income earners.


Maintaining a competitive level of expenditure on personnel plays a major role in the success of the BMW 
Group. In addition to focusing on cost, the aim is also to increase efficiency at all levels of the business. The 
high degree of motivation amongst employees and the positive approach taken by the company towards 
the workforce are underscored by rewards that are determined individually on the basis of performance and 
success.


GRI G4-EC1


T 5.04 Pension provisions 


in € million


6,000        


5,000        


4,000        


3,000        


2,000        


1,000        


       


   11   12   13   14   15  


 


 2,183 3,813 2,303 4,604 3,000  


The bulk of the agreed pension benefits are covered in full by fund-based pension systems as well as accounting 
 provisions. Fund assets amounted to €16,930 million in 2015 (2014: €15,861 million). Pension provisions decreased 
to €3,000 million (2014: €4,604 million). The main reason for this was lower projected benefit obligations of 
the  pensions entitlements combined with a simultaneous rise in the market value of the fund assets. From a legal 
 perspective, the BMW Group’s fund assets are managed in trusts, separately from its corporate assets.


GRI G4-EC1, GRI G4-EC3


T 5.05


Public sector grants: public subsidies in the form of reduced 
taxes on assets and consumption-based taxes


in € million
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 47 45 45 54 71  


As in the previous years, public sector grants consisted of two parts in 2015. First, production costs were reduced due 
to public subsidies in the form of reduced taxes on assets and consumption-based taxes amounting to €71 million 
(2014: €54 million). Second, other operating income at the BMW Group also includes allowances from public institu-
tions of €132 million (2014: €73 million).


GRI G4-EC4


T 5.06
Public sector grants: allowances from public institutions


in € million
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 13 19 73 73 132  
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GRI G4 Content Index


STRATEGY AND ANALYSIS


G4-1 Statement from the most senior  decision-maker 
pages 3–4


G4-2  Key impacts, risks, and opportunities  
concerning sustainability 
Impacts, risks and opportunities regarding  
Products and services, page 19 
Production and value chain, page 36 
Employees and society, page 59 
Fundamentals, page 81 
Business case for sustainability, pages 15–16


ORGANISATIONAL PROFILE


G4-3 Name of the organisation  
page 154 


G4-4 Primary brands, products and services 
page 7


G4-5 Location of the organisation's headquarters 
page 154


G4-6 Countries with significant operations 
 > BMW Group Annual Report 2015  
BMW Group sales of vehicles by region 
and  market, page 29 
Vehicle production of BMW Group  
by plant, page 32 
Sales subsidiaries, pages 200–201


*


GENERAL STANDARD DISCLOSURE


Code Topics and page references Omissions and comments External verification
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G4-7 Nature of ownership and legal form 


 > BMW Group Annual Report 2015  
Business model, page 18  
Disclosures relevant for takeovers 
and explanatory comments, page 83 
Consolidated financial statements, pages 90–167


*


G4-8 Markets served 
 > BMW Group Annual Report 2015  
BMW Group vehicle sales by region and  
market, page 29 
Vehicle production of BMW Group by plant, 
page 32 
Sales subsidiaries, pages 200–201


*


G4-9 Scale of the organization 
page 5, page 84


G4-10 Employees by employment type,  
gender and region 
page 66, page 68 
Further key indicators, page 108, page 111


The number of employees in the BMW Group had increased 
worldwide by the end of 2015 to a total of 122,244 (2014: 
116,324 employees / +5.1 %). The ratio of tariff-bound pro duction 
employees in the BMW Group was 36.3 %. The ratio of women 
in the overall workforce continues to increase. The share of 
women at BMW AG, for example, rose from 14.8 to 15.3 % and in 
the BMW Group from 17.8 to 18.1 %.


The number of non-managerial staff is subject to very strong 
short-term fluctuations particularly in the summer during the main 
holiday period of the core workforce. Statements about the 
number of non-managerial staff as well as their composition 
by gender are therefore valid only for a very short time. Freelance 
staff are not relevant for most of the work in the BMW Group.


(UNGC 6)¹


Code Topics and page references Omissions and comments External verification
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G4-11 Ratio of employees under collective  
agreements 
Further key indicators, page 112


The BMW Group complies with conventions 87 and 98 of the 
ILO (International Labour Organization), which guarantee workers 
freedom of association and the right to collective bargaining. 
This also includes the right to establish and to join independent 
trade unions and other advocacy organisations as well as pro-
tection against discrimination on the grounds of membership in 
an employee representative body. Freedom of association is 
thus one of the principles set down in the  > Joint Declaration on 
Human Rights and Working Conditions at the BMW Group .


The timely and comprehensive involvement of employee repre-
sentatives is ensured in the BMW Group by the Supervisory 
Board of BMW AG with equal representation of all parties as well 
as by works councils and local employee representatives.


(UNGC 3)¹


G4-12 Description of the supply chain 
page 6, page 53


G4-13 Significant changes during the reporting period 
page 150
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G4-14 Implementation of the precautionary principle  
Observing the precautionary principle through our 
comprehensive and integrated strategy,  
pages 8–17


Observing the precautionary principle through 
a comprehensive understanding of product 
 responsibility, pages 18–34


Environmental protection within the organization  
and Clean Production approach, pages 35–50


Precautions through supplier selection and  
management, pages 51–57


Safeguarding employees through a healthy 
 work environment, pages 61–64


Fostering understanding between different  
nations, religions and ethnic groups, pages 75–79


 > BMW Group Annual Report 2015  
Prevention through comprehensive compliance, 
pages 184–187 
Risk management, pages 68–80


(UNGC 7)1


G4-15 External initiatives that the organisation 
endorses 
page 87


G4-16 Significant memberships in industry  
and business associations  


Memberships in national associations: the German Association 
of the Automotive Industry (VDA), the Bavarian Employers' 
Associations for the Metalworking and Electrical Industries 
(bayme vbm), the Federation of German Industries (BDI), 
the Confederation of German Employers' Associations (BDA), 
international industry associations: European Automobile 
Manufacturers' Association (ACEA), Alliance of Automobile 
Manufacturers (Auto Alliance).
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IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES


G4-17 Entities included in the consolidated  
financial statements 
page 149


G4-18 Process for defining the report content 
page 11


G4-19 Material aspects identified 
pages 11, page 147–148


G4-20 Aspect boundaries within the organization  
pages 147–148


G4-21 Aspect boundaries outside the organization 
pages 147–148


G4-22 Restatements of information provided  
in previous reports


Where necessary and possible, restatements are explained in 
footnotes to the respective graphics.  


G4-23 Significant changes in the scope and  
aspect boundaries 
page 150


STAKEHOLDER ENGAGEMENT


G4-24 Stakeholder groups engaged 
page 90


G4-25 Identification and selection of stakeholders 
page 89
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G4-26 Approach to stakeholder engagement  
and frequency 
page 11, page 90


Continuous worldwide in all locations and markets with a variety 
of different stakeholder groups. Specific stakeholder dialogues 
are listed as part of the definition of the report content.


G4-27 Key topics and concerns raised through  
stakeholder engagement and response  
page 11, page 91


The Materiality Matrix is illustrated in Chapter 1. The topics 
therein and their relevance were determined in a stakeholder 
survey.


REPORT PROFILE


G4-28 Reporting period 
page 150


G4-29 Date of most recent previous report 
page 150


G4-30 Reporting cycle 
page 150


G4-31 Contact point for questions regarding  
the report 
page 155


G4-32 “In accordance” option with GRI  
and context index chosen 
pages 114–148, page 150   


G4-33 External verification of the report 
page 151
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GOVERNANCE


G4-34 Governance structure, including committees of 
the highest governance body  
page 93


 > BMW Group Annual Report 2015  
Overview of Supervisory Board Committees,  
page 179


The BMW Group governance principles are set down in 
the  > Corporate Governance Code  dargelegt. 


*


G4-35 Process for delegating authority for economic, 
environmental and social topics 
page 94


The Supervisory Board does not delegate any authority.


G4-36 Executive-level position with responsibility 
for economic, environmental and social topics 
page 94


G4-37   Processes for consultation between stake-
holders and the highest governance body 


 


 > BMW Group Annual Report 2015   
Statement on Corporate Governance: 
Employee representatives (company employees) 
on the Supervisory Board, page 168 
Employee representatives (union representatives) 
on the Supervisory Board, page 168 
Annual General Meeting, page 168


*
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Code Topics and page references Omissions and comments External verification


G4-38 Composition of the highest governance body  
and its committees 
Diversity, page 72


 > BMW Group Company Profile  
Term 
Stakeholder representation


 > BMW Group Annual Report 2015   
Management:  
Members of the Board of Management/ 
Members of the Supervisory Board, page 170 
Composition and Work Procedures of the 
 Supervisory Board of BMW AG and its 
 Committees, page 176


Independence:  
Composition objectives of the  
Supervisory Board, pages 171–173


Mandates:  
Members of the Board of Management /  
Members of the Supervisory Board,  
pages 170–173


Gender:  
Members of the Executive Board /  
Members of the Supervisory Board, page 170


Social groups:  
Composition objectives of the Supervisory Board, 
pages 180–181


Stakeholder representation: 
Members of Supervisory Board, page 170


Competencies:  
Composition objectives of the Supervisory Board, 
pages 180–181


*
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G4-39 Independence of the Chair of the highest  
governance body  


page 93


 > BMW Group Annual Report 2015  
page 176


The Chairman of the Supervisory Board has no executive function. *


G4-40 Nomination and selection process for the 
highest governance body 


 > BMW Group Annual Report 2015  
Composition and Work Procedures of the Board  
of Management of BMW AG and its Committees,  
pages 174–17 
Composition and Work Procedures of the  
Supervisory Board of BMW AG and its 
 Committees, pages 176–179


*


G4-41 Process for avoiding conflicts of interest 
 > BMW Group Legal Compliance Code  
 
 > BMW Group Annual Report 2015  
Shareholdings of members of the Board of 
 Mangement and Supervisory Board, page 161 


There are already upper limits for mandates as well as a legal 
prohibition on certain ties pursuant to § 100 of the German 
Stock Corporation Act (AktG). Mandates in Supervisory Board 
committees and comparable governance bodies of commercial 
enterprises are published in the Annual Report.


The Board of Management and Supervisory Board have pledged 
to observe the provisions for conflicts of interest in section 5.5 of 
the German Corporate Governance Code, in particular to dis-
close conflicts of interest and report on how they are dealt with.


Business done with related parties or entities is reported in the 
financial reports in accordance with the IAS 24 standard 
(Related Party Disclosures). A quarterly survey of the members 
of the Board of Management and Supervisory Board is con-
ducted for this purpose.


*


G4-42 Highest governance body's role concerning 
strategy and goals  
page 94
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G4-43 Measures taken concerning the highest  
governance body's knowledge in sustainability 
issues 
pages 92–94


G4-44 Evaluation of the highest governance body's 
performance concerning sustainability 
page 94


G4-45 Highest governance body's role concerning 
risks and opportunities 


 > BMW Group Annual Report 2015  
Risk management system, pages 68–69


The Board of Management informs the Supervisory Board by 
way of the Audit Committee on risk management and the risk 
situation.


*


G4-46 Highest governance body's role concerning 
effectiveness of risk management  


 > BMW Group Annual Report 2015  
Report of the Supervisory Board, pages 7–13 
Risk management system, pages 68–69


*


G4-47 Frequency of the highest governance body's 
review of sustainability impacts, risks and 
opportunities 
page 93


 > BMW Group Annual Report 2015  
Risk management system, pages 68–69


*


G4-48 Highest committee that formally reviews and 
approves the Sustainability Report 
page 151
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G4-49 Process for communicating critical concerns 
to the highest governance body  


 > BMW Group Annual Report 2015  
Compliance in the BMW Group, pages 184–187


The chair of the BMW Group Compliance Committee and the 
heads of Group Reporting, Corporate Audit and Group Control-
ling report directly to the Audit Committee of the Supervisory 
Board on a regular basis. Shareholders have the opportunity to 
voice their concerns to the BMW Group at the Annual General 
Meeting. Employees can use their Compliance Contact or the 
BMW SpeakUp line for this purpose. 
Our regular stakeholder dialogues ensure that we proactively 
address the concerns of our various stakeholder groups.


*


G4-50 Critical concerns that were communicated 
to the highest governance body


This information is confidential and  is not communicated exter-
nally by the BMW Group.


G4-51 Remuneration policies for the highest  
governance body and senior executives 
page 94


 > BMW Group Annual Report 2015  
Compensation Report, pages 188–195


*


G4-52 Process for determining remuneration 
 > BMW Group Annual Report 2015  
Compensation Report, pages 188–195 
Overview of compensation system and 
 compensation components, page 190 
External compensation consultant: Report of the 
Supervisory Board, pages 6–13


*


G4-53 Stakeholders' views regarding remuneration 


 > BMW Group Annual Report 2015  
Employee representatives on the Supervisory 
Board, pages 171–173 
Information on the Company's Governing  
Constitution, page 168 
Supervisory Board compensation, responsibilities, 
regulation pursuant to Articles of Incorporation, 
pages 194–195


*
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G4-54 Ratio of the highest annual total compensation 
to the median annual total compensation


The BMW Group policies for remuneration and additional benefits 
apply for all of our companies, in connection with the guiding 
principle that the total remuneration package must be above the 
average for the respective labour market across all hierarchy levels. 


We conduct annual compensation studies worldwide to determine 
our current market positioning so that we can continue to align 
overall compensation with the market. This approach and our 
basic philosophy apply to each and every employee and all 
companies of the BMW Group. This ensures that every employee 
receives compensation commensurate with the relevant labour 
market.


The ratio of the annual compensation of the highest-paid 
employee to the median level of all employees is also in keeping 
with the market thanks to our globally applied approach; it can 
however vary greatly depending on the market spread between 
countries. For this reason, no definitive statement can be made. 
The percentage increase in annual compensation is decided 
based on various factors such as the inflation rate and in principle 
follows the market trend.


G4-55 Ratio of percentage increase in the highest 
annual total compensation


Cf. G4-54
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Code Topics and page references Omissions and comments External verification


ETHICS AND INTEGRITY


G4-56 Values, principles, standards and norms 
of behaviour 
International conventions and guidelines: page 87


 > Core principles of the BMW Group 


 > BMW Group Legal Compliance Code 


 >  BMW Group values-oriented human 
 resources policies 


 >  Joint Declaration on Human Rights and  
Working Conditions at the BMW Group 


 > BMW Group environmental guidelines 


 >  BMW Group sustainability standard for 
the  supplier network  


(UNGC 10)1


G4-57 Mechanisms for seeking advice on ethical 
and lawful behaviour 


 > BMW Group Annual Report 2015  
Compliance in the BMW Group, pages 184–187


(UNGC 10)1 *


G4-58 Mechanisms for reporting concerns about 
unethical and unlawful behaviour 


 > BMW Group Annual Report 2015  
Compliance in the BMW Group, pages 184–187


(UNGC 10)1 *
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ECONOMIC PERFORMANCE
Management approach: pages 84–86


(UNGC 7)1


G4-EC1 Direct economic value created and  
distributed
page 78, page 79, page 85, page 113


Indicator is not reported by market.


G4-EC2 Financial implications and other risks and 
opportunities due to climate change  
page 15, pages 21–22, page 25, pages 27–28, 
pages 30–31


G4-EC3 Coverage of benefit plan obligations  
Further key indicators, page 113


 > BMW Group Annual Report 2015  
Provisions for pensions, pages 134–142


*


G4-EC4 Financial assistance received from 
 government  
Further key indicators, page 113 


Indicator is not reported by market. *


INDIRECT ECONOMIC IMPACTS
Management approach: pages 75–79, pages 84–86


G4-EC7 Infrastructure investments and services 
provided 
pages 52–53, pages 84–86


G4-EC8 Indirect economic impacts  
pages 52–53, pages 84–86


SPECIFIC STANDARD DISCLOSURE
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MATERIALS
Management approach: 
page 17, page 40, page 57


(UNGC 7, 8)1


G4-EN1 Materials used by weight or volume  
Further key indicators, page 103  


G4-EN2 Percentage of materials used that are 
recycled input materials  
page 40


ENERGY
Management approach:
pages 22–25, pages 41–43, page 56


(UNGC 7, 8, 9)1


G4-EN3 Energy consumption within the 
 organization  
page 100, page 103


G4-EN4 Energy consumption outside of  
the organization 
page 43


Primary energy consumption in the utilisation  
phase is not reported as this is managed based  
on the CO² emissions per kilometre


G4-EN5 Energy intensity 
page 41


G4-EN6 Reduction of energy consumption 
page 41


G4-EN7 Reductions in energy requirements  
of products and services  
page 22
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EMISSIONS
Management approach:
pages 18–34, pages 41–43, page 56


(UNGC 7, 8, 9)1


G4-EN15 Direct greenhouse gas (GHG) 
 emissions (Scope 1) 
page 43, page 103


G4-EN16 Energyrelated indirect greenhouse gas 
(GHG)  
emissions (Scope 2) 
page 43


G4-EN17 Other indirect greenhouse gas (GHG) 
 emissions (Scope 3) 
pages 22–23, page 43, pages 105–106


G4-EN18 Intensity of greenhouse gas emissions  
page 42


G4-EN19 Reduction of greenhouse gas (GHG) 
 emissions 
page 22, pages 42–43


G4-EN20 Emissions of ozone-depleting substances 
(ODS) 


According to a BMW Group internal standard, substances with 
ozone-depleting potential as listed in the legal provisions are not 
allowed. The BMW standard “Prohibited and declarable sub-
stances” contains a ban on chlorofluorocarbons and thus sub-
stances that have a strong ozone-depleting potential. The 
BMW Group thus not only regulates emissions of these sub-
stances but prevents them from being used at all.


G4-EN21 NOx, SOx and other significant air 
 emissions 
Further key indicators, page 103
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PRODUCTS AND SERVICES
Management approach: pages 17–34


(UNGC 9)1


G4-EN27 Mitigation of environmental impacts of 
 products and services 
Complete life-cycle assessments: page 17 
Efficient Dynamics: pages 22–23 
Design for Recycling: page 40 
Further key indicators, page 97


G4-EN28 Reclaimed products and packaging 
page 40


Products: The BMW Group does not take back any products. 
Established systems for the recovery of end-of-life vehicles, 
components and materials ensure that they are reintegrated into 
the raw materials cycle.


Packaging: Vehicles are delivered to the end customer without 
packaging. We use covered rail wagons or protective film for 
transporting vehicles to the dealership. All protective film is 
recycled after use. When parts are shipped to regional distribution 
centres, any packaging materials (packaging materials for trans-
port and parts protection for separate parts) are professionally 
 disposed of there.


In the further supply chain from the regional distribution centres 
to the BMW Group dealerships, responsibility for disposal of 
packaging materials lies with the dealership. Customers who 
purchase spare parts or lifestyle articles can return the packaging 
material to the BMW Group dealership.


Code Topics and page references Omissions and comments External verification
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SUPPLIER ENVIRONMENTAL ASSESSMENT
Management approach: pages 51–57


(UNGC 1, 2)1


G4-EN32 Percentage of new suppliers who were 
reviewed according to environmental 
criteria   
page 54


In 2015, 86 % of BMW AG's new suppliers for direct purchasing 
with a contract value of over euro 2 million as well as 91 % 
of new suppliers for indirect purchasing with a contract value of 
over euro 5 million were audited on the basis of the OEM 
 questionnaire.


G4-EN33 Significant environmental impacts in the 
supply chain 
page 55


In 2015, around 1,900 suppliers were reviewed in terms of 
actual and potential negative environmental impacts. 
At around 400 supplier operations, potential negative impacts 
were identified. Action plans and improvements were agreed 
with all of them based on the evaluation. 
Examples of reasons why suppliers could have possible negative 
environmental impacts were:


–  Lack of a sustainability policy for suppliers and their 
 sub-suppliers


–  Lack of a policy for observing human rights


–  Lack of a compliance management system


–  Lack of work instructions for the correct handling of chemicals


–  Lack of a social management system


None of the working relationships was terminated, because the 
risk management process already excludes suppliers with actual 
or potential sustainability deficits unless a concrete plan of 
action is agreed and implemented. We are not aware of any 
significant negative impact in our supplier network.
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EMPLOYMENT
Management approach: pages 59, pages 66–70
 >  Joint Declaration on Human Rights and 
 Working Conditions at the BMW Group 


G4-LA1 New employee hires and employee turnover 
page 70
Further key indicators, page 110


The turnover rate for BMW AG and hence for 70 % of all employ-
ees is recorded centrally. The turnover rate at individual inter-
national locations is also recorded, but not consolidated at the 
BMW Group level. 


This indicator is not fully reported because it is not possible with 
the current system to break down the absolute and percentage 
values for employee hires and resignations by region and gender.
We plan to integrate this indicator in our data collection process 
by 2018.


G4-LA2 Benefits provided to full-time employees 
page 66


Our principles apply to all employees. There is no distinction 
made between full-time employees and those with fixed-term 
contracts or part-time employees. For part-time employees, the 
principle of proportionate remuneration is applied, with some 
additional benefits even being granted on a full-time basis.


G4-LA3 Return to work after parental leave 
page 68


The current system records only the number of BMW AG 
employees (approximately 70 % of the employees of the 
BMW Group) on parental leave. We plan to integrate detailed 
data for the entire BMW Group into our data collection process 
by 2018. Nearly 100 % of the returnees stay in their jobs for 
longer than 12 months.
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OCCUPATIONAL HEALTH AND SAFETY
Management approach: pages 59, pages 61–64
>  Joint Declaration on Human Rights and Working 
 Conditions at the BMW Group 


G4-LA5 Percentage of total workforce represented in 
health and safety committees 
page 63


Special committees on occupational health and safety with 
representatives from both the employer and employee side are 
active at all BMW Group locations. They are structured in various 
ways, in some cases with union participation, and they adopt 
so-called company agreements that often go well beyond the 
statutory requirements. The ratio of workers represented in the 
occupational health and safety committees is well above 90 %.


Code Topics and page references Omissions and comments External verification
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G4-LA6 Injuries, occupational diseases, lost days  
and work-related fatalities 
page 63 
Further key indicators, pages 108–109  


Occupational diseases are defined differently in different 
regions, so that an aggregate statement for the BMW Group is 
not possible. Work-related diseases are recorded in the English-
speaking countries. In Germany, this is not permitted for data 
privacy reasons. Instead, German figures for occupational 
diseases are based on the precise definition in the German 
Social Insurance Code. According to this definition, BMW AG has 
a rate of occupational diseases in the range of 0.1 per thousand 
(cases per employee), so that we do not monitor diseases per 
individual location of the BMW Group. Through a systematic 
analysis of all jobs in the BMW Group with the help of the IT tools 
ABATech, ZEUS and BAPA, both as a risk assessment and under 
ergonomic aspects, negative impacts on the health of our em - 
ployees are identified and excluded using appropriate measures.


Thanks to central planning based in Germany, the working 
conditions for handling hazardous substances and the ergo-
nomic design of workplaces are identical in all BMW Group 
plants worldwide. In analogy, it can be assumed that the rate of 
occupational diseases abroad is the same as in Germany.


With regard to working conditions (occupational safety), there 
are no gender-specific differences. Therefore, no gender- 
specific analysis is currently published and none is planned in the 
future. We follow the rules and regulations for accident statistics 
set forth in Book VII of the German Social Insurance Code.


The BMW Group does not collect data from contractors active 
at our locations, as this information is subject to confidentiality 
clauses in our contracts. On-site contractors are instructed in 
occu pational health and safety precautions before taking up 
their work.


G4-LA7 Workers with high incidence or  
risk of diseases 
page 63


Employees of the BMW Group are not subject to an increased risk.


Code Topics and page references Omissions and comments External verification
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G4-LA8 Health and safety topics covered in formal 
agreements with trade unions 
page 63


Occupational health and safety are regulated by law through the 
German Occupational Safety and Health Act. There are no formal 
agreements with trade unions on occupational health and safety 
issues. In the BMW Group, occupational health and safety topics 
are regulated in cooperation with the works councils. For exam-
ple, in the 2014 financial year, a new statutory requirement 
(ArbMedVV) led to a company agreement being adopted in 
collaboration with the works council stipulating the implemen-
tation of medical screenings for occupational fitness for jobs 
involving driving, technical control or monitoring activities.


TRAINING AND EDUCATION
Management approach:  
pages 59, page 65, pages 68–69
 >  Joint Declaration on Human Rights and Working 
Conditions at the BMW Group 


G4-LA9 Average hours of training 
pages 68–69 
further key indicators, page 111  


We report on the average days of training and education for 
employees of the BMW Group. However, our current system 
allows us to break down this training by employee category only 
for the BMW AG Academy (over 50 % of training). There are no 
gender-specific differences in training volumes. 


Due to the current prioritisation of other topics, a suitable tool 
add-on for collecting this data can be defined at the earliest in 
2018 and then implemented step by step throughout the 
BMW Group.


G4-LA10 Programmes that support the continued 
employability of employees 
page 69


Through our yearly skills analysis process, which also serves as 
the basis for planning Group-wide and individual training, we 
assist our employees in building and maintaining skills through-
out their career. We also offer seminars helping employees 
prepare for retirement from active working life.


Code Topics and page references Omissions and comments External verification
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G4-LA11 Percentage of employees receiving regular 
performance and career development 
reviews 
page 68


Every BMW Group employee receives a consistent and com-
prehensive individual performance and career development 
review at least once a year.


DIVERSITY AND EQUAL OPPORTUNITY
Management approach: pages 59, pages 71–74
 >  Joint Declaration on Human Rights and Working 
Conditions at the BMW Group 


(UNGC 6)1


G4-LA12 Composition of governance bodies and 
breakdown of employees by aspects of 
diversity 
pages 72–74
Further key indicators, page 110, page 112


EQUAL REMUNERATION FOR WOMEN  
AND MEN
Management approach: pages 66–67
 >  Joint Declaration on Human Rights and Working 
Conditions at the BMW Group 


(UNGC 6)1


G4-LA13 Ratio of basic salary and remuneration  
of women to men  
page 67


The BMW Group policies for remuneration and additional bene-
fits apply for all of our companies, in connection with the guiding 
principle that the total remuneration package must be above the 
average for the respective labour market across all hierarchy 
levels. We conduct annual compensation studies worldwide to 
determine our current market positioning so that we can con-
tinue to align overall compensation with the market. This 
approach and our basic philosophy apply to each and every 
employee and all companies of the BMW Group. This ensures 
that every employee receives compensation commensurate 
with the relevant labour market.
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SUPPLIER ASSESSMENT FOR  
LABOUR PRACTICES
Management approach: pages 51–57


(UNGC 1, 2, 3, 4, 5, 6)1


G4-LA14 Percentage of new suppliers that were 
screened using labour practices criteria 
page 54


In 2015, 86 % of BMW AG's new suppliers for direct purchasing 
with a contract value of over euro 2 million as well as 91 % of new 
suppliers for indirect purchasing with a contract value of over euro 
5 million were audited on the basis of the OEM questionnaire.


G4-LA15 Significant impacts for labour practices  
in the supply chain 
page 55


In 2015, around 1,900 suppliers were reviewed in terms of 
actual and potential negative impacts for labour practices. 
At around 400 supplier operations, potential negative impacts 
were identified. Action plans and improvements were agreed 
with all of them based on the evaluation.


Examples of reasons why suppliers could have potential 
 negative impacts were:


–  Lack of a sustainability policy for suppliers and  
their sub-suppliers 


–  Lack of a policy for observing human rights 


–  Lack of a compliance management system 


–  Lack of work instructions for the correct handling of chemi-
cals 


–  Lack of a social management system 


None of the working relationships was terminated, because the 
risk management process already excludes suppliers with 
actual or potential sustainability deficits unless a concrete plan 
of action is agreed and implemented. We are not aware of any 
significant negative impact in our supplier network.


Code Topics and page references Omissions and comments External verification
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INVESTMENT
Management approach: pages 87–88


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR1 Significant investment agreements  
and contracts that include human rights 
clauses  
page 88


Significant investment volumes are investments that account for 
at least 95 % of the total investment in tangible assets reported 
in the 2015 Annual Report.


G4-HR2 Employee training on human rights issues 
page 88


After the adoption of the UN Guiding Principles on Business and 
Human Rights, we informed our employees via the hierarchy 
cascade of the BMW Group's position and the requirements with 
regard to human rights. Employees in purchasing in particular 
have since then been required to take part in ongoing compul-
sory training. In the reporting period, for example, we trained 
247 purchasing employees on the OEM sustainability question-
naire, which includes human rights requirements. Human rights 
are also part of the training for managers in their capacity as 
multipliers as well as the Web-based training on sustainability. 
As human rights are an integral part of this training, the actual 
hours of training are not recorded at present.


NON-DISCRIMINATION
Management approach: pages 71–74 
 >  Joint Declaration on Human Rights and Working 
Conditions at the BMW Group 


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR3 Incidents of discrimination and corrective 
actions taken 
page 72
 
 > BMW Group Annual Report 2015  
Report of Supervisory Board, pages 7-13
Compliance in the BMW Group, pages 184-187


The BMW Group is not currently involved in any court or arbi-
tration proceedings that in the company's estimation might have 
a significant impact on its financial condition. Further informa-
tion on cases of discrimination is subject to internal confidential-
ity regulations.


*
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ASSESSMENT
Management approach: pages 87–88


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR9 Operations that have been subject to human 
rights reviews 
page 87


Following publication of the UN Guiding Principles on Business 
and Human Rights, we performed a systematic analysis of the 
rights cited in the Universal Declaration of Human Rights with 
regard to their relevance and implications for different business 
units. Based on the results, we reviewed our strategic alignment 
and used what we learned to continuously develop our due 
diligence process for the company and in relation to our business 
partners.


Human rights are moreover an integral part of the assessment 
process for new operation sites.


SUPPLIER HUMAN RIGHTS ASSESSMENT
Management approach: pages 51-57


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR10 Percentage of new suppliers that were 
screened 
page 54


In 2015, 86 % of BMW AG's new suppliers for direct purchasing 
with a contract value of over euro 2 million as well as 91 % 
of new suppliers for indirect purchasing with a contract value 
of over euro 5 million were audited on the basis of the OEM 
 questionnaire.
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Code Topics and page references Omissions and comments External verification


G4-HR11 Significant human rights impacts in  
the supply chain 
page 55


In 2015, around 1,900 suppliers were reviewed with regard to 
actual and potential negative human rights impacts. At around 
400 supplier operations, potential negative impacts were identi-
fied. Action plans and improvements were agreed with all of them 
based on the evaluation. Examples of reasons why suppliers 
could have potential negative impacts were:


–  Lack of a sustainability policy for suppliers and  
their sub-suppliers 


–  Lack of a policy for observing human rights 


–  Lack of a compliance management system 


–  Lack of work instructions for the correct handling of chemicals 


–  Lack of a social management system 


None of the working relationships was terminated, because the 
risk management process already excludes suppliers with actual 
or potential sustainability deficits unless a concrete plan of action 
is agreed and implemented. We are not aware of any significant 
negative impact in our supplier network.


HUMAN RIGHTS GRIEVANCE 
MECHANISMS
Management approach: page 88


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR12 Grievances about human rights impacts 
page 88


ANTI-CORRUPTION 
Management approach: page 87


 > BMW Group Annual Report 2015 ,  
Compliance in the BMW Group, pages 184–187


Anti-corruption is part of the BMW Group Compliance 
Management System.


(UNGC 10)1


*
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Code Topics and page references Omissions and comments External verification


G4-SO3 Percentage of operations assessed for risks 
related to corruption and risks identified 
page 87


 > BMW Group Annual Report 2015 ,  
Compliance in the BMW Group, pages 184–187


*


G4-SO4 Communication and training on  
anti-corruption 
 > BMW Group Annual Report 2015  
Compliance in the BMW Group, page 185


More than 31,500 managers and staff worldwide have received 
training in compliance and anti-corruption basics since the 
introduction of the BMW Group Compliance Management 
System. Participation in the training programme is mandatory for 
all BMW Group managers and is ensured through corresponding 
personnel processes. In this way, the BMW Group achieves full 
training coverage for its managers in compliance matters. In 
addition, compliance training is also available to all other 
employees throughout the BMW Group. Managers are responsi-
ble for selecting tariff-based employees for training and ensuring 
its implementation. Detailed information on the number of these 
participants in the BMW Group is not available due to labour law 
restrictions.


*


G4-SO5 Confirmed incidents of corruption  
and actions taken 
 > BMW Group Annual Report 2015  
Report of Supervisory Board, 
page 7–13 
Compliance in the BMW Group, 
pages 184–187


Major violations of the BMW Group Legal Compliance Code or the 
BMW Group Policy “Corruption Prevention” (according to the anti-
corruption directive) are reported in the BMW AG Annual Report 
in the compliance section, including their legal investigation.


In 2015, no such legal violations or infringements against the rules 
came to light. Nor were any legal proceedings concerning corrupt 
practices concluded during the reporting period. Currently, the 
BMW Group does not dispose over Group-wide information about 
employment-contract sanctions as a result of breaches of the law. 
For this reason, this aspect of the indicator is not fully reported. 
We plan to incorporate this data in our data collection system by 
2016 if possible.


Detailed data on the total number of cases in which contracts with 
business partners were not renewed due to violations related to 
corruption are not currently available. We plan to incorporate this 
data as well into our data collection system, by 2018 if possible.


*
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ANTI-COMPETITIVE BEHAVIOUR 
Management approach: page 87


Anti-competitive behaviour is part of the BMW Group Compli-
ance Management System. 
(UNGC 10)1


*


G4-SO7 Legal actions for anti-competitive 
 behaviour, anti-trust and monopoly 
 practices 
 > BMW Group Annual Report 2015  ,  
Report of Supervisory Board, pages 7–13 
Compliance in the BMW Group, pages 184–187


The reports received and breaches identified in individual cases 
in 2015 gave no indication of serious or systemically-caused 
breaches of Compliance.


*


SUPPLIER ASSESSMENT FOR IMPACTS 
ON SOCIETY
Management approach: pages 51–57


(UNGC 10)1


G4-SO9 Percentage of new suppliers that were 
screened using criteria for impacts on 
society 
page 54


In 2015, 86 % of new direct suppliers with a BMW AG procure-
ment volume over €2 million and 91 % of new indirect suppliers 
with a BMW AG procurement volume over €5 million were 
reviewed using the OEM questionnaire.
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G4-SO10 Negative impacts on society in the supply 
chain and actions taken 
page 55


In 2015, around 1,900 suppliers were reviewed with regard to 
actual and potential negative impacts on society. At around 
400 supplier operations, potential negative impacts were identi-
fied. Action plans and improvements were agreed with all of 
them based on the evaluation.


Examples of reasons why suppliers could have potential negative 
impacts were:


–  Lack of a sustainability policy for suppliers and  
their sub-suppliers 


–  Lack of a policy for observing human rights 


–  Lack of a compliance management system 


–  Lack of work instructions for the correct handling of chemicals 


–  Lack of a social management system 


None of the working relationships was terminated, because the 
risk management process already excludes suppliers with actual 
or potential sustainability deficits unless a concrete plan of 
action is agreed and implemented. We are not aware of any 
significant negative impact in our supplier network.


CUSTOMER HEALTH AND SAFETY
Management approach: pages 32–33


G4-PR1 Percentage of significant product and  
service categories for which health and  
safety impacts are assessed 
pages 24, pages 32–33


All BMW Group products are developed in strict compliance with 
quality management systems. Vehicle safety is tested exten-
sively to determine potential for improvement.
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G4-PR2 Incidents of non-compliance with  
regulations and voluntary codes  
concerning product and service  
information and labelling 
 
 > BMW Group Annual Report 2015  
Report of Supervisory Board, pages 7–13 
Compliance in the BMW Group, pages 184–187


BMW Group products are developed and manufactured in strict 
compliance with quality management systems. The BMW Group 
monitors its products on the market and examines all feedback 
on the topic of safety. If necessary, the responsible authorities 
are informed without delay and all measures that serve customer 
safety are initiated. The BMW Group has established the relevant 
committees, processes and organisations for this purpose. Joint 
events are held on a regular basis with fire departments, rescue 
forces and salvage operations to actively communicate our 
safety concepts. Our driver safety training also plays a part in 
improving safety. For all compliance-relevant matters, the 
following applies in general: the reports received and breaches 
identified in individual cases in 2015 gave no indication of 
serious or systemically-caused breaches of Compliance.


*


PRODUCT AND SERVICE LABELLING
Management approach: pages 82–83


G4-PR3 Principles and procedures for product and 
service information and labelling


A technical and legal assessment during the release process 
ensures that product and service information for customers 
(manuals in particular) meets all legal requirements with regard 
to product liability. Each component of our vehicles can be 
tracked back to the supplier via the chassis number.


G4-PR4 Incidents of non-compliance with regulations 
and voluntary codes concerning product and 
service information and labelling 
 > BMW Group Annual Report 2015  
Report of Supervisory Board, pages 7–13 
Compliance in the BMW Group, pages 184–187


A technical and legal assessment during the release process 
ensures that product and service information for customers 
(manuals in particular) meets all legal requirements with regard 
to product liability. For all compliance-relevant matters, the 
following applies in general: the reports received and breaches 
identified in individual cases in 2015 gave no indication of 
serious or systemically-caused breaches of Compliance.


*


G4-PR5 Results of surveys measuring 
 customer  satisfaction 
page 82
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CUSTOMER PRIVACY
Management approach: page 33


G4-PR8 Substantiated complaints regarding  
breaches of data protection 
page 33


The protection of information and data is an integral component 
of our business processes and is based on the International 
Security Standard ISO/IEC 27001. If customers or prospects 
lodge any complaints regarding data protection, for example with 
respect to advertising campaigns, such complaints are promptly 
addressed. The BMW Group is committed to the principles of 
data processing transparency and data minimisation. In 2014, 
the BMW Group was thus the first carmaker worldwide to success-
fully complete the validation process for the Binding Corporate 
Rules (BCR) scheme. The BCR guarantee a data protection 
standard that is to be upheld and maintained by BMW AG and all 
its subsidiaries. This ensures that in the BMW Group personal 
data is always handled at a uniformly high security level, regard-
less of whether the data are processed for example in Europe, 
Asia or America. An international network of local data protec-
tion coordinators ensures compliance with the Binding Corpo-
rate Rules. In the field of vehicle communication ( connected 
drive) as well, transparency for the customer as well as data 
security and prevention of misuse are key concerns. The number 
of cases is subject to internal confidentiality regulations.


1  UNGC : References to the Global Compact Principles of the United Nations
* Aligned with the audited section of the BMW Group Annual Report 2015
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IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES OF THE BMW GROUP


Material GRI aspects of the BMW Group within the BMW Group: outside the BMW Group:  
G4-19  G4-20 G4-21


Socio-economic impacts on society 
Economic performance 
Indirect economic impacts


 
significant 
significant


 
Supply chain 
Supply chain


Design for Recycling  
Materials 
Products and services


 
significant 
significant


 
Supply chain, Disposal firms 
Supply chain, Disposal firms


Energy efficiency and CO² emissions in the value chain 
Energy 
Emissions


  
significant 
significant


 
Supply chain 
Supply chain


Fuel efficiency and vehicle CO² emissions 
Energy 
Emissions


 
significant 
significant


 
Dealerships, Customers 
Dealerships, Customers


Vehicle pollutant emissions 
Emissions


 
significant


 
Supply chain, Dealerships, 
Customers


Pollutant emissions in the value chain 
Emissions


 
significant


 
Supply chain


Alternative drivetrain technologies 
Emissions


 
significant


 
Supply chain, Dealerships, 
Customers


Attractive workplace, talent identification and retention 
Employment 
Equal remuneration for women and men


 
significant 
significant


 
— 
—


Occupational safety and health 
Work safety and safeguarding health


 
significant


 
Supply chain, Dealerships


Employee development, training and education 
Training and education


 
significant


 
—
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Material GRI aspects of the BMW Group within the BMW Group: outside the BMW Group:  
G4-19  G4-20 G4-21


Diversity and equal opportunity 
Diversity and equal opportunity 
Equal remuneration for women and men 
Non-discrimination


 
significant 
significant 
significant


 
Supply chain 
— 
Supply chain


Human rights 
Investments 
Product testing 
Supplier human rights assessment 
Human rights grievance mechanism


 
significant 
significant 
significant 
significant


 
Supply chain 
Supply chain 
Supply chain 
Supply chain


Combatting corruption and anti-competitive behaviour 
Combatting corruption 
Anti-competitive behaviour


 
significant 
significant


 
Supply chain, Dealerships 
Supply chain, Dealerships


Product safety 
Customer health and safety


 
significant


 
Customers


Customer satisfaction 
Product and service information and labelling


 
significant


 
Dealerships


Data protection 
Customer privacy


 
significant


 
Dealerships


Environmental and social standards in the supply chain –  
sustainable procurement 
Supplier environmental assessment 
Supplier assessment for labour practices 
Supplier human rights assessment 
Supplier assessment for impacts on society


 
 
significant 
significant 
significant 
significant


 
 
Supply chain 
Supply chain 
Supply chain 
Supply chain


Networked and autonomous driving 
—


 
significant


 
—


Mobility products and services 
—


 
significant


 
—
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The BMW Group Sustainable Value Report (SVR) 2015 has 
been published to provide stakeholders with comprehensive 
information about the company’s sustainability strategy 
and the progress made in integrating sustainability into its 
corporate processes.


In accordance with the “Comprehensive” option of the  
  >  Global Reporting Initiative (GRI) .


For the first time, the BMW Group’s Sustainable Value 
Report 2015 has been compiled in accordance with 
the “Comprehensive” option of the Global Reporting 
Initiative (GRI G4) guidelines.


Structure of report
The report is structured along the long-term sustainability 
goals of the BMW Group. In addition, the weighting of the 
topics in the report is based on the results of our systematic 
materiality process >  Chapter 1. GRI G4-23 As a result, changes in 
content have primarily been made in the areas of Compliance 
and Risk Management, which refer more extensively to the 
Annual Report in the SVR 2015.


Each chapter starts with a one-page overview of the main facts. 
The sub-sections of each chapter are introduced by a state-
ment of the long-term sustainability goal of the BMW Group. 
The report contains the key performance indicators that 
control and monitor the BMW Group’s sustainability perfor-
mance. Where appropriate, references are also provided to 
supplementary information in the Annual Report or on other 
BMW Group websites.


In addition to the key indicators presented in the main text, 
the Annex contains further key indicators on sustainability, 
including explanatory notes.


The report is published in German and English. For reasons 
of clarity and to avoid double references, generic references 
to the masculine in this document should be understood as 
referring to both sexes.


Reporting period
The reporting period is the 2015 calendar year. The effective 
date for all figures and facts is 31 December 2015. GRI G4-28 
The figures and facts section generally maps the key indica
tors for 2011–2015 (with the exception of key figures that 
only became relevant after 2011). They refer to the entire 
BMW Group. There are, however, some exceptions concerning 
sitespecific topics and local sustainability programmes. 
Wherever this is the case, the entity the figures apply to is 
specified accordingly, e.g. BMW AG. The statements made 
in the SVR 2015 about the BMW Group generally refer to the 
group of consolidated companies in the 2015 Annual Report. 
Any deviations from the group of consolidated companies 
referred to in the 2015 Annual Report with regard to specific 
key indicators are indicated and their scope specified in the 
footnotes of the respective tables and charts. GRI G4-17 Calcu-
lation methods are explained in footnotes to the re spect ive 
charts. Nothing has changed with regard to the structure 
of the supply chain and relationships with suppliers, including 
the selection and termination of contracts. GRI G4-13


The Sustainable Value Report (SVR) is published annually. 
GRI G4-30 The last SVR was published in March 2015 as an 
interactive pdf covering financial year 2014. GRI G4-29


The BMW Group Sustainable Value Report is published on 
the BMW Group website. The next Sustainable Value Report 
will be published in early 2017. 


About this report
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FORWARD-LOOKING STATEMENTS 


The BMW Group Sustainable Value Report 2015 contains various 
forward-looking statements about future developments which 
are based on the current status of the BMW Group’s assumptions 
and forecasts. They are thus subject to a variety of predictable 
and unpredictable risks, uncertainties and other factors, so that 
the actual outcome, including the company’s financial and assets 
position, its development or performance could differ consider-
ably. The BMW Group makes no commitment to update such 
forward-looking statements or to adapt them to future events 
or developments.


UN GLOBAL COMPACT – COMMUNICATION ON PROGRESS


The BMW Group committed to implement the principles of 
the  >  Global Compact  in 2001, and in this report once again 
reports on progress achieved in complying with these 
principles. References to the Global Compact principles have 
been integrated into the >  GRI G4 Content Index.


Third-party verification
The entire report (the texts of all chapters as well as further 
key indicators were audited by Pricewaterhouse Coopers AG, 
with limited assurance in accordance with ISAE3000 
(revised) >  Assurance Report. GRI G4-33 Indicators from the areas 
of environmental protection and occupational health and 
safety were audited by external auditors and experts in 
accordance with ISO 14001, EMAS and OHSAS.


The Corporate Reporting, Corporate Communications and 
Policy as well as Corporate Planning and Product Strategy 
departments select the external auditors for the SVR. 
Ms. Ursula Mathar, Head of Sustainability and Environ-
mental Protection, and Dr. Thomas Becker, Vice President of 
Governmental and External Affairs, are responsible for expert 
approval of the SVR. Overall responsibility lies with the Board 
of the BMW Group (see Assurance Report). Third-party 
auditing enables us to document for the public the reliability 
and trustworthiness of the information provided. In addition, 
we regularly receive impetus for improvement and inno-
vation in the reporting process. GRI G4-33, GRI G4-48
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Independent Practitioner’s Limited Assurance Report


TO BMW AG, MUNICH


We have been engaged to perform a limited assurance engagement on 
the sustainability information in the Sustainable Value Report 2015 of 
BMW AG, Munich, (hereinafter the “Company”), for the period 1 January 
to 31 December 2015 (hereinafter the “Sustainable Value Report”).¹  


MANAGEMENT’S RESPONSIBILITY  


Company’s Management is responsible for the preparation and presentation 
of the Sustainable Value Report in accordance with the criteria as set 
out in the G4 Sustainability Reporting Guidelines of the Global Reporting 
Initiative (GRI) (hereinafter the “GRI Criteria”).
 
This responsibility includes the selection and application of appropriate 
methods to prepare the Sustainable Value Report as well as the use of 
assumptions and estimates for individual sustainability disclosures which 
are reasonable in the circumstances. Furthermore, the responsibility 
includes designing, implementing and maintaining systems and processes 
relevant for the preparation of the Sustainable Value Report, which is free 
of material misstatements due to intentional or unintentional errors.


AUDIT FIRM’S INDEPENDENCE AND QUALITY CONTROL


We have complied with the German professional provisions regarding 
independence as well as other ethical requirements.


The audit firm applies the national legal requirements and professional 
standards – in particular the Professional Code for German Public Auditors 
and German Chartered Auditors (“Berufssatzung für Wirtschaftsprüfer 
und vereidigte Buchprüfer”: “BS WP/vBP”) as well as the joint opinion of 
the Wirtschaftsprüferkammer (Chamber of  German Public Auditors; 
WPK) and the Institut der Wirtschaftsprüfer (Institute of  Public Auditors 
in Germany; IDW): requirements to quality control for audit firms 
(“Gemeinsamen Stellungnahme der WPK und des IDW: Anforderungen 


an die Qualitätssicherung in der Wirtschaftsprüferpraxis”: “VO 1/2006”) – 
and accordingly maintains a comprehensive system of quality control 
including documented policies and procedures regarding compliance with 
ethical requirements, professional standards and applicable legal and 
regulatory requirements.


PRACTITIONER’S RESPONSIBILITY


Our responsibility is to express an opinion on the sustainability information 
in the Sustainable Value Report based on our work performed. 


Within the scope of our engagement we did not perform an audit on 
external sources of information or expert opinions, referred to in the 
Sustainable Value Report. 


We conducted our work in accordance with the International Standard on 
Assurance Engagements (ISAE) 3000 (Revised): “Assurance Engagements 
other than Audits or Reviews of Historical Financial Information” published 
by IAASB. This Standard requires that we plan and perform the assurance 
engagement to obtain limited assurance whether any matters have come 
to our attention that cause us to believe that the sustainability information 
in the Sustainable Value Report has not been prepared, in all material 
respects, in accordance with the GRI-Criteria.


In a limited assurance engagement the evidence-gathering procedures 
are more limited than for a reasonable assurance engagement and therefore 
significantly less assurance is obtained than in a reasonable assurance 
engagement. The procedures selected depend on the practitioner’s 
judgement. This includes the assessment of the risks of material misstate-
ments of the sustainability information in the Sustainable Value Report 
with regard to the GRI Criteria. 


1  Our engagement applies to the German version of the Sustainable Value Report. This text is a translation of the Independent Assurance Report issued in the German  language – the German text is authoritative. 
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Independent Practitioner’s Limited Assurance Report


Within the scope of our work we performed amongst others the following 
procedures:


–  Obtaining an understanding of the structure of the sustainability 
organisation and of the stakeholder engagement; 


–  Inquiries of personnel involved in the preparation of the Sustainable 
Value Report regarding the preparation process, the underlying internal 
control system and selected sustainability information;


–  Performance of site visits as part of the inspection of processes for 
collecting, analysing and aggregating selected data:


 –  in the corporate headquarters in Munich
 –  in the production plant in Berlin (Germany)
 –  in the production plant in Dingolfing (Germany)
 –  in the production plant in Goodwood (UK)
 –  in the production plant in Spartanburg (USA)


–  Analytical procedures on selected sustainability information of 
the  Sustainable Value Report;


–  Inquiries of personnel responsible for the reporting of fleet emissions 
and fuel consumption, as well as reconciliation of selected data points 
regarding fleet emissions and fuel consumptions with the official 
 infor mation available from the Federal Office for Motor Traffic of Germany;


–  Comparison of selected sustainability information with corresponding 
data in the consolidated financial statements and in the group 
 man agement report; 


–  Assessment of the presentation of selected sustainability information in 
the Sustainable Value Report regarding the sustainability performance.


CONCLUSION


Based on our limited assurance engagement, nothing has come to our 
attention that causes us to believe that the sustainability information in the 
Sustainable Value Report of the Company for the period 1 January to 31 
December 2015 has not been prepared, in all material respects, in accord-
ance with the GRI Criteria.


EMPHASIS OF MATTER – RECOMMENDATIONS


Without qualifying our conclusion above, we make the following recom-
mendations for the further development of the Company’s sustainability 
management and sustainability reporting:


–  Further standardisation and formalisation of reporting processes and 
the internal control system for sustainability information


–  More focused representation of Disclosure on Management Approaches, 
as well as stronger inclusion of challenges, especially with regard to a 
more balanced reporting


RESTRICTION ON USE AND DISTRIBUTION


We issue this report on the basis of the engagement agreed with the Com-
pany. The audit has been performed for purposes of the Company and 
is solely intended to inform the Company about the results of the audit. 
The report is not intended for any third parties to base any (financial) 
deci sion thereon. We do not assume any responsibility towards third parties. 


Munich, March 16, 2016 


PricewaterhouseCoopers
Aktiengesellschaft
Wirtschaftsprüfungsgesellschaft


sgn. Andreas Fell sgn. Hendrik Fink
Wirtschaftsprüfer Wirtschaftsprüfer
(German Public Auditor) (German Public Auditor)
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Fuel consumption and CO² emissions ratings 
for the vehicles referred to in this report


Model    Urban 
(l/100 km)


  Extra-urban 
(l/100 km)


  Combined
(l/100 km)


  CO² emissions 
combined (g/km)


 


 


BMW 116d   
EfficientDynamics 
Edition 5-door


  4.4 – 3.9 [–]   3.5 – 3.1 [–]   3.8 – 3.4 [–]   101 – 89 [–]  


BMW 116i Hatch   
5-door


  6.8 – 6.3 [ – ]   4.6 – 4.2 [–]   5.4 – 5.0 [–]   126 – 116 [–]  


BMW 116d Hatch   
5-door


  4.8 – 4.3 [4.6 – 4.1]   3.7 – 3.3 [3.8 – 3.4]   4.1 – 3.7 [4.1 – 3.6]   107 – 97 [107 – 96]  


BMW 320d Touring    5.7 – 5.2 [5.4 – 4.9]   4.1 – 3.8 [4.0 – 3.7]   4.7 – 4.3 [4.5 – 4.1]   123 – 113 [119 – 109]  


BMW X3 xDrive 20d    6.3 – 5.8 [5.7 – 5.3]   5.0 – 4.7 [5.1 – 4.7]   5.5 – 5.1 [5.3 – 4.9]   145 – 135 [139 – 129]  


Mini One D 3-door    4.0 – 3.9   3.2 – 3.1   3.5 – 3.4   92 – 89  


Model    Urban
(l/100 km)


  Extra-urban
(l/100 km)


  Combined
(l/100 km)


  CO² emissions 
combined (g/km)


  Average total energy 
consumption 


(kWh/100 km)


 


BMW i3   
(Range Extender)


  omitted   omitted   − [0.6]   − [13]   − [13.5]


BMW i3    omitted   omitted   − [0]   − [0]   − [12.9]


Model    Urban
(l/100 km)


  Extra-urban
(l/100 km)


  Combined
(l/100 km)


  CO² emissions 
combined (g/km)


  Electricity 
consumption combined


 (in addition to fuel 
consumption) 
(kWh/100 km)


 


BMW i8    omitted   omitted   – [2.1]   – [49]   – [11.9]


BMW X5 xDrive40e    omitted   omitted   – [3.4 – 3.3]   – [78 – 77]   – [15.4 – 15.3]


Figures in brackets apply to automatic transmission. Fuel consumption and CO² emissions are dependent on wheel and tyre size. Fuel consumption is determined in accordance with the ECE driving cycle. Valid for 
vehicles with a European country specification. All engines comply with at least Euro 5 emissions standards. Further information on the official fuel consumption, specific official CO² emissions and power consumption 
of new passenger vehicles can be found in the “Guideline for fuel consumption, CO²  emissions and electric power consumption of new passenger vehicles”, available free of charge from all sales outlets, the 
Deutsche Automobil Treuhand GmbH (DAT), Hellmuth-Hirth-Straße 1, 73760 Ostfildern – Scharnhauser Park, Germany and at http://www.dat.de/angebote/verlagsprodukte/leitfaden-kraftstoffverbrauch.html.


As at March 2016.
Further, regularly updated information on the vehicles referred to in this publication can be found at www.bmw.com, www.mini.com and www.rolls-roycemotorcars.com .
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We look forward to hearing from you


BMW GROUP
Petuelring 130 
80788 Munich 
Telephone: +49 89 382-0 
www.bmwgroup.com


MORE FROM THE BMW GROUP
www.bmwgroup-classic.com 
www.bmw-welt.com


SOCIAL MEDIA
Facebook: www.facebook.com/BMWGroup 
Twitter:  www.twitter.com/BMWGroup 
YouTube: www.youtube.com/BMWGroupview 
Google+:  www.google.com/+BMWGroup


THE BMW GROUP BRANDS ON THE INTERNET
www.bmw.com 
www.mini.com 
www.rolls-roycemotorcars.com 
www.bmw-motorrad.com


Numerous BMW Group employees participated in creating this 
 Sustainable Value Report 2015. We will be happy to answer your 
 questions and forward them to the relevant departments if needed.


KAI ZÖBELEIN
Sustainability Communications
Telephone:  +49 89 382-211 70 
E-mail: Kai.Zoebelein @ bmwgroup.com


MILENA PIGHI
Corporate citizenship Communications
Telephone:  +49 89 382-665 63
E-mail:  Milena.PA.Pighi @ bmwgroup.com
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The BMW Group Sustainable Value Report (SVR) has been 
published to provide stakeholders with comprehensive infor-
mation about the company’s sustainability strategy and the 
progress made in integrating sustainability into its corporate 
processes. The Sustainable Value Report is published at the 
same time as the Annual Report on the date of the Annual 
Accounts Press Conference.


The requirements of the German CSR Directive Implementa-
tion Act (CSR RUG) obligate Bayerische Motoren Werke Ak-
tiengesellschaft (BMW AG) to publish a non-financial state-
ment at company and Group level. This will be published 
jointly as an integrated, separate non-financial report (here-
inafter referred to as “separate non-financial report”) within 
this Sustainable Value Report for BMW AG and BMW Group.


In the SVR 2018 we focused, above all, on providing informa-
tion that is required in order to comply with the German 
CSR Directive Implementation Act and the GRI Standards. 
We then added more detailed information on topics with 
strategic relevance for the BMW Group. Current examples on 
measures that support implementing our sustainability tar-
gets can be found on  • our website.


Each chapter starts with a one-page overview of key per-
formance indicators. The sub-sections of each chapter begin 
with an overview of the information required to comply with 
the relevant legislation. Further topics of strategic relevance 
to the BMW Group and information pertaining to the GRI 
Standards, beyond the legal reporting requirements, are out-
lined in more detail on the subsequent pages.


1 Diversity Concept in Board of Management and Supervisory Board is contained in the Statement on Corporate 
Governance. •  see Annual Report 2018.


You can find the legally required information1 on the fol-
lowing pages, which are highlighted in beige:


– Business model:   
Introduction, an overview of the BMW Group, page 6 
as well as Annual Report 2018


– Integration of top management: 
Chapter 1.1 Sustainability strategy, pages 10–12 
Chapter 1.2 Sustainability management, pages 17–19


– Environmental matters:  
Chapter 2 Products and services, 
pages 32–36 and pages 41–44 
Chapter 3 Production and value creation, 
pages 56–59 and pages 76–84


– Employee matters:  
Chapter 4 Employees and society, pages 89–90 
Chapter 4.1 Health and performance, pages 92–95 
Chapter 4.2 Long-term employee development, 
pages 100–104 
Chapter 4.3 Diversity, pages 110–112


– Social matters:   
Chapter 1.3 Stakeholder dialogue, page 20 
Chapter 1.5 Product safety, pages 29–30 
Chapter 4.4 Corporate citizenship, pages 116– 119


– Respect for human rights:  
Chapter 1.4 Compliance and human rights,  
pages 25–27 
Chapter 3.3 Sustainable, resource-efficient supply 
chain, pages 80–84


– Combating corruption and bribery:  
Chapter 1.4 Compliance and human rights,  
pages 25–27 as well as Annual Report 2018


You can find further information on our reporting concept 
in the appendix. • see Our reporting concept


2



https://www.bmwgroup.com/en/responsibility/sustainable-value-report.html

https://www.bmwgroup.com/en/investor-relations/financial-reports.html
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Preface


Harald  
Krüger


Chairman of the Board of Management of BMW AG


Preface 


Dear readers,


Sustainable operations are becoming an increasingly deci-
sive factor for the future of any business. Our claim: with 
our products and services we are a part of the solution. 
This means that we are shaping the future of mobility. In 
this way we create value for our company and society. 
This is true for Germany and all the countries we are  
active in.


Electrification and innovations


For us as carmakers, climate protection is particularly 
relevant. We have been  continuously  increasing  the  effi-
ciency of our combustion engines for many years. Our 
goal is emission-free mobility. With its sustainable 360- 
degree approach, our BMW i3 was a pioneer in electric 
mobility.


Today, we are the European market leaders in electric ve-
hicles. In 2018, we delivered more than 140,000 electric 
vehicles and plug-in hybrids worldwide. We are electrify-
ing all brands and model series. 


Our  four  strategic  innovation  fields  are  consistently 
geared towards the future of mobility: automated dri ving, 
connectivity, electrification and services.  In  this way we 
are not just reducing emissions and increasing sustain-
ability in individual mobility–we are also extending our 
customers’ digital world into their cars. All these are inte-
gral parts of our Strategy NUMBER ONE > NEXT.
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Efficient supply chain


We also make sure that we keep our environmental foot-
print as small as possible in our manufacturing processes. 
In Europe, we are already using electricity generated 
 exclusively from renewable sources. By 2020 we want all 
our plants worldwide to run on green electricity. 


In addition, we are continuously optimising our value 
chain. By signing the BMW Group Code on Human Rights 
and Working Conditions, we have made a clear statement. 
It focuses on equality, diversity, safety in the workplace 
and the protection of personal data. We also have our  
suppliers and sales partners commit to this code.


Urban mobility


In 2018, we intensified our dialogue with stakeholders in 
the world’s urban centres.


In Los Angeles, Melbourne, Shenzhen, Rotterdam and 
Berlin, we analysed the effects  increasing traffic has on 
those cities and which solutions can be provided by the 
BMW Group. 


In this way we are improving the quality of urban life. It 
is crucial that the worlds of politics, business and society 
develop solutions together.


Our contribution


We are already implementing this collaborative approach 
by entering into partnerships in many areas. These range 
from our membership in the UN Global Compact and 
partnerships along the supply chain to product develop-
ment alliances with new tech players. 


The 2018 Sustainable Value Report shows once again that 
we make an invaluable contribution to our customers’ 
mobility and act for the common good and that we 
will continue to do so going forward. With innovations, 
courage and tenacity.


For me, our Sustainable Value Report is not just a look 
back on what we have achieved already. It also provides a 
vision for our future – with clear objectives and meas-
ures that we are setting for ourselves and implementing.


Because one of the guiding principles at the BMW Group 
is always: 


We take on responsibility.


Harald Krüger
Chairman of the Board of  Management of


Bayerische Motoren Werke Aktiengesellschaft
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AN OVERVIEW OF THE BMW GROUP


•  GRI 102-2, 102-7


Profit before tax   
in € million 


9,815
2018


10,6751 9,665
2017 2016


1  The figures for the previous financial year were 
adjusted in line with first-time application of IFRS 
15, see [6] in the Group appendix.


Sales volume automobiles  
in thousand units 


2,490.7
2018


 2,463.5 2,367.6
2017 2016


CO2 emissions of BMW Group 
Automobiles (EU-28) in g / km 


128
20182


128 122 124
20172 20173 20163


2  adjusted value due to introduction of WLTP (World-
wide Harmonised Light Vehicles Test Procedure) 


3  using NEDC test procedure


Research and development 
 expenditure in € million 


6,890
2018


6,108 5,164
2017 2016


BMW Group employees at  
year-end 2018 in numbers 


134,682
2018


129,932 124,729
2017 2016


Investment in further education 
and training in € million 


373
2018


349 352
2017 2016


Our vision


”The BMW Group  
is the most  


successful and sustainable 
premium provider  


of  individual mobility.“
 


Our business model


Cars and  
motorcycles


Brands: BMW, MINI, Rolls-Royce;
31 production and assembly facilities in  
15 countries; global sales network with 


dealerships in over 140 countries


 Mobility 
services


Financial 
services


 


• See Annual Report 2018
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Combined separate non-financial report



http://www.bmwgroup.com/gri/en

https://www.bmwgroup.com/en/investor-relations/financial-reports.html





 5-year overview
 2014 2015 2016 2017 2018


Change to   
previous year in %


BUSINESS ACTIVITIES        


Revenues (in € million) 1 80,401 92,175 94,163 98,282 97,480 –0.8


Profit before tax (in € million) 1 8,707 9,224  9,665 10,675 9,815 –8.1


Sales volume automobiles (in thousand units) 2,118.0 2,247.5 2,367.6 2,463.5 2,490.7 1.1


PRODUCTS AND SERVICES            


CO2 emissions of BMW Group Automobiles2 (EU-28) (in g / km) 130 127 124 128 3 128 0.0


Sales of electric and electrified vehicles (number) 17,805 32,474 62,264 103,080 142,617 38.4


DriveNow and ReachNow users (number) 4 395,000 579,000 853,000 1,108,000 1,279,000 15.3


PRODUCTION AND VALUE CREATION            


Energy consumption per vehicle produced (in MWh /vehicle) 2.25 2.19 2.21 2.17 2.12 – 2.3


Water consumption per vehicle produced (in m³/vehicle) 2.18 2.24 2.25 2.22 2.39 7.7


Process waste water per vehicle produced (in m³/vehicle) 0.47 0.45 0.42 0.40 0.45 12.5


CO2 emissions per vehicle produced (in t/vehicle) 0.66 0.57 0.54 0.41 0.40 – 2.4


Waste for disposal per vehicle produced (in kg/vehicle) 4.93 4.00 3.51 3.86 4.27 10.6


Volatile organic compounds (VOC) per vehicle produced  
(in kg/vehicle)) 1.29 1.22 1.14 1.03 0.93 – 9.7


Share of renewable energy purchased from third parties (in %) 5 51 58 63 81 79 – 2.5


Share of production-relevant purchasing volume in the  
CDP Supply Chain Programme (in %) 45 53 69 77 75 – 2.6


EMPLOYEES AND SOCIETY            


BMW Group employees at end of year (number) 116,324 122,244 124,729 129,932 134,682 3.7


Attrition rate at BMW AG (as a percentage of workforce) 1.41 2.08 2.70 2.64 2.78 5.3


Share of women in the entire workforce of the BMW Group (in %) 17.8 18.1 18.70 19.3 19.9 3.1


Share of women in management positions at BMW Group (in %) 14.2 14.5 15.30 16.0 17.2 7.5


Average days of further training per BMW Group employee  
(days per employee) 3.9 4.1 3.80 3.4 3.4 0.0


Accident frequency at BMW Group (per one million hours worked) 5.1 4.4 4.00 3.6 3.5 – 2.8


Expenditure on corporate citizenship (in thousand €) 34,524 39,109 87,8376 33,436 37,242 11.4


Expenditure on donations by the BMW Group (in thousand €) 10,199 17,066 70,3566 16,205 15,829 – 2.3


1  The figures for the previous financial year were adjusted in line with first-time application of IFRS 15, see [6] in the Group appendix.
2  Since 09/2018 all vehicles in the EU must be licensed according to the new WLTP test cycle. However, the calculation of CO2 emissions from fleet vehicles will only be switched to WLTP in 2021 by the European 


Commission. Therefore, it is necessary to calculate WLTP fleet emissions back to NEDC values up to and including 2020 for reporting purposes. The changed WLTP test constraints lead to higher NEDC emissions 
(NEDC correlated) due to the reversed calculations. In order to ensure comparability, the CO2 fleet emissions for 2017 (122 g/km NEDC) were converted to a correlated NEDC value of 128 g/km under WLTP test 
constraints and published originally with the 2/2018 quarterly report.


3  Adjusted value in line with planned change to WLTP (World Light Vehicle Harmonized Test Procedure).
4   Rounded up/down to the nearest thousand.
5  Calculated based on volumes of green energy purchased as well as the conservative calculation of country-specific energy shares from renewables purchased from third parties. 
6  Significantly higher amount compared to other years due to a one-off donation to the BMW Foundation in the centenary year 2016.


KEY SUSTAINABILITY INDICATORS
7


Introduction


Preface


An overview of the BMW Group


Key sustainability indicators


 Transformation of the BMW Group


1
Fundamentals


2
Products and services


3
Production and  
value creation


4
Employees and society


Appendix


·







The BMW Group is currently undergoing a fundamental 
transformation process that presents both opportunities 
and risks for the business. While in the past they were 
purely hardware products, automobiles are now becoming 
part of an interconnected mobility world. This is not a 
 linear process. The new worlds of mobility develop at 
 different  speeds,  sometimes  in  parallel  and  sometimes 
they build on one another. We expect a significantly trans-
formed and more complex future that will also make it 
possible to achieve the same degree of mobility with fewer 
cars and thus to increase the quality of life in our cities.


As part of the transformation process the BMW Group 
value chain will also undergo profound changes over the 
coming years. The driving concepts in this process are: 
“Automated”, “Connected”, “Electrified” and “Shared and 
services” (ACES). Building on our expertise as carmakers, 
the BMW Group is looking in particular at the opportun-
ities arising in the areas of “Smart vehicle & digital services”, 
“Vehicle as a service” and “Mobility as a service”.


Service 
Carmakers offer their customers vehicles 
to buy outright or via financing and leasing 
options.


Customer 
The customer wants to own a car in order to 
be completely mobile in all situations (family, 
job).


Service 
Mobility service providers deliver comprehensive 
mobility solutions across different means of 
transport and tailored to individual needs. They 
 bundle and act as agents for mobility solutions 
and services to provide a comprehensive range 
of products and services.


Customer 
The customer is provided with mobility solu-
tions for all situations under one roof, in order 
to reach the intended destination and does not 
need to arrange and organise these solutions 
him- or herself.


Service 
The vehicle is becoming a smart device, with 
added value from software- and data-based 
functionality, real-time applications and 
 services (connected, seamlessly integrated).


Customer 
The customer expects smart functionality 
and services in and around the integration of 
the vehicle into his or her digital environment. 
The new personalised and automated experi-
ence also leads to new  possible uses.


Service 
Fleet operators provide mobility solutions via 
car- / ride-sharing and carpooling services.  


Customer 
The customer can avail flexibly of a suitable 
vehicle or a “being-driven service”–without 
the need for long-term buying decisions, 
investments and operating costs.


Traditional  
carmaker


Smart vehicle &  
digital services


Always connected


Vehicle only


Prospects for future worlds of mobility


Vehicle as a service


Any vehicle, anytime,  
anywhere


Mobility as a service


Getting anywhere  
anytime


TRANSFORMATION OF THE BMW GROUP


Transformation of the BMW Group
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Combined separate non-financial report


1.1   
SUSTAINABILITY STRATEGY


OUR MISSION


The BMW Group is the world’s most successful and sus-
tainable premium provider of individual mobility.


In order to maintain our position in future, we consistently 
integrate sustainability into our business model. We see 
global challenges like climate change or urbanisation as 
opportunities for the development of innovative products 
and services. Sustainability thus secures our economic suc-
cess on a long-term basis. Our innovations are not only  
developed to enhance the benefits for our customers – we 
also want them to have a positive impact on society and 
the  environment.


Taking social and environmental responsibility for all we 
do is an integral part of how we perceive ourselves as a 
company. We are convinced that the lasting economic suc-
cess of any enterprise in today’s world comes down to act-
ing responsibly and ensuring social acceptance. We achieve 
a clear competitive advantage with efficient and resource- 
friendly production processes and state-of-the-art solutions 
for sustainable individual mobility for our customers. For 
this reason, sustainability is a key component of our corpo-
rate Strategy NUMBER ONE > NEXT.


The targeted objective of our Strategy NUMBER ONE > 
NEXT is proactive participation in the digital transforma-
tion. NUMBER ONE > NEXT  defines  the  framework  of 
action for the long-term development of the BMW Group, 
sets  out  our  goals  and  specifies  our  strategic  directions 
through to 2025. With a focus on customer orientation, 
electric mobility, autonomous driving and digitalisation, 


• see 
graphic 1.01


our action plan takes individual mobility into a new di-
mension: electric, connected and autonomous. As innova-
tion drivers, it is our mission to take the leading role in 
the automotive industry in these areas.


Strategy NUMBER ONE > NEXT
1.01 


 


Mission
Competitive  


edge


Strategic  
approach


Culture


To create added value for the company, the environment 
and society, the BMW Group integrates sustainability 
along the entire value chain and into all basic processes. 
This covers everything from sustainability requirements 
for the procurement process and the design of our prod-
ucts through to the development of new lines of busi-
ness. •  GRI 102-11


Pursuing long-term sustainability goals
To pursue our mission to be the most successful and most 
sustainable premium provider of individual mobility, the 
BMW Group set out ten strategic goals in 2012. We con-
sistently  follow  these  goals,  which  have  been  defined 
through to 2020. Our focus is on three key areas of ac-
tion:


– Products and services
– Production and value creation
– Employees and society
Graphic G1.02 illustrates the ten goals in these action 
 areas:


• G


• see 
graphic 1.02
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Combined separate non-financial report


The ten sustainability goals of the BMW Group and their potential influence on the SDGs*
1.02 


 


*  In the context of our materiality analysis in 2018, we identified the areas that would have the most significant impact on the SDGs. Direct and/or indirect impact are 
represented by correspondingly large or small SDG icons in the graphic.


• G
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Corporate  


citizenship
 


Diversity


The BMW Group  
is the most successful  


and sustainable  
premium provider  


of individual  
mobility.


Find employees,  
tap into young talent, 


develop potential  
and secure  


employability


•  Chapter 4.2


Foster individual  
 responsibility and 


design the working 
environment


•  Chapter 4.1


Leader in the use of  
renewable energy in  


production and  
value creation


•  Chapter 3.2


Water, energy, waste,  
solvents per vehicle  


reduced by 45%  
(base year 2006)


•  Chapter 3.1


Leader in taking  
a holistic approach  


to premium  
electromobility


•  Chapter 2.2


Permanently changed 
 mobility patterns in  


selected metropolitan areas 
by introducing integrated 


mobility services


•  Chapter 2.3


Increased transparency 
and resource efficiency in 


the supply chain


•  Chapter 3.3


Leader in  
intercultural  


understanding


•  Chapter 4.4


Reduced by at least 50% 
in the European  
new vehicle fleet  
(base year 1995)


•  Chapter 2.1


Increase 
 competitiveness and 
enhance innovative 


strength


•  Chapter 4.3


PRODUCTION  


AND VALUE CREATION


•


EMPLOYEES AND 


SOCIETY


•
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Combined separate non-financial report


In addition to pursuing our ten long-term goals, we con-
tinuously address sustainability topics in the current pub-
lic discourse and discuss our points of view on these is-
sues with the stakeholders. These include, for example, 
the diesel debate, discussions on critical issues of the sup-
ply chain or the global regulation of CO2 and contam-
inants, as well as the definition of favourable framework 
conditions for electromobility.


Our next steps:


In order to keep pursuing our existing activities with the 
same consistency while also allowing for external develop-
ments – in particular the increasing demands due to regu-
latory requirements, the capital market and civil society – 
we began reviewing our sustainability strategy in 2018. The 
full details of the updated strategy are to be revealed in 
2019.


The updated sustainability strategy is based on the materi-
ality analysis conducted in 2018. It consists of the following 
six key topics: mobility solutions, decarbonisation, environ-
mental and social standards in the supplier network, circu-
lar economy, employees and culture as well as responsibili-
ty and partnerships. Once again, we have set ourselves stra-
tegic sustainability goals in these key areas, which will 
extend through to 2030.
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For the second step, BMW Group conducted an internal 
workshop with experts on sustainability and strategy de-
velopment in order to discuss the outcomes of the stake-
holder dialogues. As a result, we updated the list of key 
 issues from a corporate perspective. Inspired by the feed-
back from the stakeholders that we needed to narrow 
down our focus, we downgraded the importance of several 
issues in which the ecological, social and economic impact 
of the BMW Group is limited. •  GRI 102-46


The outcome of this process was an updated list of 15 key 
issues for the BMW Group. These include issues that were 
classified as highly relevant both by stakeholders and by 
the company and which involve significant opportunities 
for the BMW Group to work towards sustainable develop-
ment. For the purpose of concentrating our sustainability 
activities and communication with even more emphasis 
on relevant, overall areas of action, we defined six clusters 
in the workshop mentioned above, which channel the  
responsibilities of the BMW Group for environment and 
society. Our 15 high-materiality issues are included with-
in these. •  GRI 102-47• see 


graphic 1.03


Defining fundamental sustainability issues
In order to identify in good time which topics may bring op-
portunities and risks to our business, today or in the future, 
and to focus our activities accordingly, we observe external 
trends on an ongoing basis using an “environmental radar”. 
This means keeping track of the public discourse and the 
political agenda, such as the World Climate Conference and 
the goals set out by the United Nations for sustainable de-
velopment, the • Sustainable  Development Goals (SDGs). Feed-
back from our stakeholders during BMW Group dia-
logue meetings also helps us to always stay informed 
about the most important trends and expectations with 
regard to sustainability.


We also carry out a materiality analysis at regular intervals 
in order to identify essential issues. This forms the basis for 
the definition of our priority areas and  for  the content of 
this report. •  GRI 102-46


In the year under review, we undertook a fundamental re-
vision of our 2015 materiality analysis. The first step was to 
hold stakeholder interviews, which are also a component of 
our strategy revision. Altogether, we interviewed 20 repre-
sentatives of different interest groups about the key issues 
that were included in our materiality matrix in 2015. These 
stakeholders included scientists, capital market partici-
pants, affiliates in our supply chain, members of generation 
Y (15–25 year-olds), representatives of relevant NGOs and 
politicians as well as experts in sustainability from other 
companies. The BMW Group asked stakeholders for an 
assessment of the relevance of the selected issues as well 
as an overall evaluation of the materiality matrix from the 
year 2015. 


The results were very informative. Although stakeholders 
viewed the majority of the issues as important on an indi-
vidual basis, a common response among the general feed-
back was that BMW Group should concentrate more 
strongly on fewer, particularly relevant topics and that the 
significance of the key issues for the SDGs could still be 
spelled out more clearly. • GRI 102-43, 102-44, 102-46
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Key sustainability issues for the BMW Group
1.03 


Cluster Main topics


Mobility solutions Vehicle pollutant emissions


Alternative drivetrain technologies


Product safety


Connected and autonomous driving


Mobility concepts and services


Decarbonisation Fuel efficiency and vehicle CO2 emissions


Energy efficiency and CO2 emissions in the value 
chain


Alternative drivetrain technologies


Environmental and social standards in the  
supply chain


Mobility concepts and services


Design for Recycling


Circular economy Design for Recycling


Environmental and social standards in the  
supply chain


Sustainable supply chain Human rights


Energy efficiency and C02 emissions in the  
value chain


Occupational safety and health


Environmental and social standards in the 
supply chain


Combatting corruption and anti-competitive  
behaviour


Employees and culture Occupational safety and health


Attractive workplace, talent identification and  
retention


Diversity and equal opportunity


Employee development, training and education


Responsibility and 
 partnerships General issues


Contributing to the achievement of the  
Sustainable Development Goals
In autumn 2015, the General Assembly of the United Na-
tions announced the • Sustainable  Development Goals (SDGs). 
The SDGs are at the core of the 2030 Agenda, a global 
action plan with the aim of shaping economic progress 
in an environmentally compatible manner and in accord-
ance with social equity.  


• G


• see 
graphic 1.02


We are convinced that companies, governments and other 
organisations can make a positive contribution towards 
the attainment of the SDGs. We also believe that it is our 
duty to uphold this social contract. We too are committed 
to supporting the goals formulated within it as part of our 
sustainability strategy and with a focus on our value chain. 
For us, this also means factoring in the 2 °C target set out 
in the Paris climate agreement.


Developing positive impacts on the economy and society
As a global company, the BMW Group acknowledges its 
responsibility to contribute to social prosperity wher ever 
we are active. For this reason, our mission is not only to 
aspire to continuous improvement in our own value cre-
ation, but also to make specific contributions towards 
economic development and quality of life at our loca-
tions. 


Lasting profitable growth of the BMW Group not only 
facilitates a reasonable return for investors, but also at-
tractive salaries for employees, as well as our contribu-
tion to society through income tax payments. These are 
direct economic effects which are quantified by calculat-
ing the net value added.


The net value added of the BMW Group is at a consist-
ently high level of €24,746 million (2017: € 24,977 mil-
lion1). The largest share of our net value added benefits 
our employees (2018: 50.4%, 2017: 48.2%1). The propor-
tion applied to providers of finance declined to 9.2% com-
pared to the previous year. For the government / public 
sector (including deferred tax expense), this amounted to 
11.2%. The proportion of net value added applied to share-
holders, at 9.3%, was lower than in the previous year. 


1  The figures for the previous financial year were adjusted in line with the  
first-time application of IFRS 15, see [6] in the Group appendix. 


• see 
graphic 1.04
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 Calculation of BMW Group net value added
1.04 


 
2018 


in € million 
2018 


in%
20171 


in € million 
2017 


in%
Change  


in%


ORIGIN OF VALUE ADDED          


Sales revenues 97,480 98.2 98,282 98.2 –0.8


Financial income 989 1.0 1,123 1.1 –11.9


Other income 774 0.8 720 0.7 7.5


Company performance  99,243 100.0 100,125 100.0 –0.9


Material expenses2 53,132 53.5 51,043 51.0 4.1


Other expenditures 12,924 13.1 15,630 15.6 –17.3


Payments in advance  66,056 66.7 66,673 66.6 –0.9


Gross value added 33,187 33.4 33,452 33.4 –0.8


Depreciation and amortisation of total fixed assets 8,441 8.5 8,455 8.4 –0.2


Net value added  24,746 24.9 24,997 25.0 –1.0


DISTRIBUTION OF NET VALUE ADDED          


Employees 12,479 50.4 12,052 48.2 3.5


Providers of finance 2,283 9.2 2,066 8.3 10.5


Government/public sector 2,777 11.2 2,204 8.9 26.0


Shareholders 2,303 9.3 2,630 10.5 –12.4


Group 4,814 19.5 5,959 23.8 –19.4


Other partners 90 0.4 86 0.3 4.7


Net value added  24,746 100.0 24,997 100.0 –1.0


1 The figures for the previous financial year were adjusted in line with the first-time application of IFRS 15, see [6] in the Group appendix.
2 Expenditure for material and supplies covers both the original material costs of the vehicle production as well as additional material costs (for example, tariffs, insurances and freight). 


The BMW Group currently employs 134,682 people (2017: 
129,932) and is training 4,964 young people at its loca-
tions worldwide (2017: 4,750). Our purchase of inter mediate 
products also secures jobs worldwide in our supply chains. 
As we source the main components for vehicle produc-
tion locally whenever possible, our business activities 
create jobs and increase prosperity at our locations. 


• G


By paying income taxes, and indirectly through the tax 
payments of our employees and suppliers, we boost the 
tax  revenues  of  the  regions  where  we  and/or  our  sup-
pliers operate. The BMW Group paid around 2,575 mil-
lion in income taxes in 2018 (2017: €2,00001 million). In 
addition, we are helping to fund public budgets by paying 
tariffs and import duties.


1  The figures for the previous financial year were adjusted in line with the  
first-time application of IFRS 15, see [6] in the Group appendix. 
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Case study: South Carolina / USA


An impact assessment study by the University of South Carolina in 2018 
shows that the BMW Group made an appreciable economic impact on the 
prosperity of the US federal state of South Carolina. 


The overall contribution to economic output was estimated at US$ 21 bil-
lion, achieved by the generation of jobs, contributions to local household 
incomes and the impact on the gross domestic product of the state. Thus, 
the BMW Group creates considerable economic multiplier effects in 
South Carolina. The study in San Luis Potosi / MX delivered equally posi-
tive results.


 


 


BMW Group’s position on the 
 recommendations of the Task Force on 
 Climate-related Financial Disclosures


The Task Force on Climate-related Financial Disclosures (TCFD) was 
created by the  • Financial Stability Board in order to define volun-
tary, standardised disclosures on climate-related financial risks. In 
summer 2017, the Task Force published recommendations for trans-
parent business reporting on climate risks and opportunities in the con-
text of business and financial reporting, which focus on four core areas: 
corporate management, strategy, risk management and key perform-
ance indicators and targets.


Climate change is one of the greatest social challenges of our time. With 
our range of efficient combustion engines, electric and hybrid drives as 
well as integrated mobility services, we are continuously reducing the 
CO2 emissions and pollutant outputs of our vehicles. Likewise, we are 
lowering CO2 emissions across the locations of the BMW Group by im- 


  proving resource efficiency and expanding the use of renewable energy 
sources. 


We share the opinion that the disclosure of relevant sustainability in-
formation by companies and financial establishments should be en-
couraged. For this reason, we already report in detail on corporate 
management, strategy and risk management with regard to climate 
change issues, as well as the relevant key performance indicators and 
targets, which are published in our business and sustainability report 
(Sustainable Value Report) as well as in the CDP ratings.


The TCFD recommendations were integrated into the reworked CDP 
questionnaire during the revision that was carried out in 2018. In ac-
cordance with the CDP evaluation scale, based on detailed and exten-
sive answers to the questionnaire and compliance with the four core  
areas of the TCFD, the BMW Group received the appropriate score for 
inclusion in the A-list. On the basis of the reputation assessment, 
which represents a part of the CDP Ratings, the company was placed 
in the category Leadership with an overall assessment of A-.
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1.2  
SUSTAINABILITY 
MANAGEMENT


The BMW Group manages its business in accordance 
with responsible corporate governance principles geared 
to sustainable value creation in all areas of the company. 
To ensure compliance with these principles across all div-
isions of the company, we have defined clear guidelines 
and responsibilities. These are supported by control and 
incentive systems.


Involving the Board in sustainability management
The Board of Management governs the BMW Group under 
its own responsibility, acting in the interests of the com-
pany and with the aim of achieving sustainable growth in 
value. It determines the strategic orientation of the enter-
prise and ensures its implementation. The Board of Man-
agement is also responsible for ensuring compliance with 
all provisions of the law and internal regulations as well as 
for adequate risk management and controlling. The Super-
visory Board advises and supervises the Board of Manage-
ment in conducting its duties (dual management system). 


• GRI 102-18


Sustainability is a component of our corporate strategy. 
For this reason, our Sustainability and Environmental 
Protection department has been directly under the man-
date of the Chairman of the Board of Management since 
2007. This unit is responsible for sustainability strategy 
and sustainability management worldwide. Its tasks in-
clude the following:


–  To identify challenges and opportunities for 
 sustainable operations


–  To develop and monitor sustainability goals


–  To further develop, specify and integrate our 
 sustainability initiatives into individual divisions, 
 taking the entire value chain into account


–  To ensure the cooperation of all departments in the 
company involved in sustainability


–  To plan environmental protection activities  
(Group representative) and manage the environmental 
protection network


–  To manage global centres of competence on a range of 
environmental issues


Managing sustainability on a long-term basis
The Sustainability Board makes decisions on the long-
term alignment of the sustainability-related areas of ac-
tion included in Strategy NUMBER ONE > NEXT. The 
entire Board of Management is represented on the Sus-
tainability Board, along with the heads of Sustainability 
and Environmental Protection and of Corporate Commu-
nications. The Sustainability Board convenes at least once 
a year to assess the company’s progress on economic, 
envir onmental and social issues as well as the degree to 
which sustainability principles have been integrated into 
the various divisions. The decisions of the Sustainability 
Board are prepared in the so-called Structure Circle. It 
consists of departmental managers within the enterprise 
and convenes at least twice a year with the explicit pur-
pose of discussing sustainability issues. To discuss these 
topics, the so-called Structure Circle brings together the 
head of Sustainability and Environmental Protection as 
well  as  the  head  of  Governmental  and  External  Affairs. 
The BMW Group management principles are also set 
down in the • Corporate Governance Code. • GRI 102-18, 102-19, 102-20, 


102-26, 102-27, 102-30, 102-31


• see 
graphic 1.05
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Rewarding sustainable business success
The Supervisory Board decides on the level of compensa-
tion received by members of the Board of Management, 
orienting its decisions on the sustainable development of 
the BMW Group. Bonuses are also based in part on per-
sonal performance, evaluated primarily according to quali-
tative criteria. These criteria include environmental inno-
vation (e.g. reduction of carbon emissions), leadership ac-
complishments and the ability to lead change processes. 
Additional criteria are: enhancing the company’s attract-
iveness as an employer, progress in the implementation of 
the diversity concept, which is presented to the Supervis-
ory Board in a report, as well as activities that advance cor-
porate citizenship in the BMW Group • Remuneration report 


in the Annual report 2018. •  GRI 102-27, 102-28, 102-35


Operating as a sustainable participant in the  
financial market
In March 2018 the European Union Commission presented 
its “Sustainable Finance” action plan for the financing of sus-
tainable growth, which  specified  the  contents of proposals 
for legally binding regulations in May  2018. With the pro-
posed regulation for a European Union classification system 
(“taxonomy”),  standardised criteria are  to be established to 
determine whether the economic activity of an enterprise is 
(environmentally) sustainable, for the purpose of promoting 
the transition of the economy in the European Union to a 
more environmentally friendly and sustainable circular 
economy. From the BMW Group’s perspective, these devel-
opments cannot be permitted to result in disproportionate 
disadvantages for European companies in the face of inter-
national competition. 


A regular, in-depth dialogue with the capital market has al-
ways been regarded as a high priority for the BMW Group. 
Investors and analysts are giving increasing consideration to 
environmental, social and governance (ESG) aspects in their 
investment recommendations and decisions.


Through face-to-face meetings and telephone calls, as well 
as roadshows and conferences held at international finan-
cial  centres, we  inform members of  the financial  commu-


Organisation of sustainability in the BMW Group
1.05  


 


Sustainability Board
Comprises the entire Board of Management


Chairman: Chairman of the Board of Management
Responsible for strategic alignment


Structure Circle
Comprises department heads from all divisions
Responsible for decision-making preparations


At least twice a year for discussion about sustainability issues


Specialist departments
Implement the sustainability goals 


by means of appropriate measures and processes


Sustainability established as corporate objective
Sustainability has been integrated “top-down” at all corpor-
ate levels of the BMW Group since 2009 as a strategic ob-
jective based on specific targets and key performance indi-
cators. Sustainability is therefore an explicit component of 
the company’s management system. On the one hand, this 
means that every major issue and project must be measur-
able in terms of sustainability as a corporate objective. 
This way, we ensure that, in addition to economic factors, 
environmental and social aspects are also accounted for in 
the decision-making process. It also means that sustain-
ability as a corporate objective is broken down to the level 
of business areas and divisions. As a result, the personal 
targets set for managers include sustainability aspects and 
criteria which are also taken into account for their per-
form ance-based remuneration. •  GRI 102-19, 102-28


• G


18


Introduction


1
Fundamentals


1.1 Sustainability strategy


1.2 Sustainability management


1.3 Stakeholder dialogue


1.4 Compliance and  human rights


1.5 Product safety


2
Products and services


3
Production and  
value creation


4
Employees and society


 
Appendix


·



http://geschaeftsbericht2017.bmwgroup.com

http://www.bmwgroup.com/gri/en

http://www.bmwgroup.com/gri/en





Combined separate non-financial report


nity about the latest developments in the area of sustain-
ability, as well as the key focus issues of our Strategy 
NUMBER ONE > NEXT. 


Sustainability is a factor that the BMW Group also takes 
into consideration for investments. The company regularly 
examines compliance with sustainability standards during 
the process of allocation of asset management mandates. 
The BMW pension fund is already selectively invested in 
assets with a targeted ESG focus.


Capital market ratings for sustainability
The consistent integration of sustainability is evidenced by 
the fact that, among other things, the BMW Group is listed 
in numerous sustainability indices and ratings. 


The graphic below provides an overview of the positions of 
the BMW Group in 2018 in the capital market sustainabil-
ity ratings that are most relevant to us: 


Sustainability ratings
1.06  


  


RATINGS   


ASSESSMENT AND RESULT   


In 2018, the BMW Group was the only German automobile 
 manufacturer to be listed once again in the • Dow Jones 
 Sustainability Indices (DJSI) “World” and “Europe” and is 
therefore the only company in the automotive industry that has 
been continuously listed on the index since the very beginning.


For the • CDP rating (formerly: Carbon Disclosure Project), 
the company was ranked in the category of Leadership with a 
rating of A- in the year under review.


The BMW Group is listed once again in the year 2018. The 
• FTSE4Good index is part of the British index family on 
 sustainability and corporate governance provided by FTSE in 
London. 
 
 
 


• see 
graphic 1.06


• G
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1.3  
STAKEHOLDER DIALOGUE


As a globally active enterprise, the BMW Group operates in 
a sensitive, highly connected environment. Our produc-
tion and our products have an impact on the environment 
and affect the interests of our diverse stakeholders. At the 
same time, the viewpoints, decisions and actions of our 
stakeholders have a decisive impact on the success of our 
enterprise. The BMW Group therefore engages in ongoing 
dialogue regarding sustainability topics with its stakehold-
ers in relevant markets and at all its locations.


In dialogue with our stakeholders, we want to build trust, 
understand positions, identify trends as well as build on 
and consolidate partnerships. In doing so, we also deliber-
ately address critical issues and debates. This helps us to 
analyse more effectively what next steps are required or 
are expected of us in the individual areas of action in sus-
tainability management. At the same time, by engaging in 
dialogue, we can show in a transparent manner what scope 
we see for action when confronted with current challenges 
and the prerequisites and framework conditions that are 
important to us. All of our stakeholder dialogue formats 
follow the same basic principle. The feedback from our 
stakeholders is integrated into the strategic deliberations of 
the company. •  GRI 102-44


Our • Stakeholder Engagement Policy forms the basis for  con- 
tinuous  dialogue.  It  defines  the  goals  of  the  dialogue,  
determines the criteria for identifying and prioritising our 
stakeholders and provides a template for a range of suit-
able dialogue formats and communication channels.  


•  GRI 102-42


Continuous and systematic identification and prioritisation 
of relevant stakeholders and their topics of interest is a cor-
nerstone of stakeholder dialogue. To this end, we regularly 
carry out “stakeholder mapping” on strategically important 
topics at all relevant locations.


Our next steps:


The BMW Group plans to continue to engage in dialogue 
with our stakeholders next year, both regionally and glob-
ally. In addition to ongoing dialogue, we apply our estab-
lished formats in order to meet the need of our stakehold-
ers to discuss current topics.


As in the previous years, we plan to hold stakeholder dia-
logues in 2019 in our most important core markets: Europe, 
Asia and North America. In accordance with our goal of 
 effecting  a  sustainable  change  in mobility  patterns  in 
 metropolitan regions, we will continue our dialogue on 
“digitalisation” and “urban mobility” in order to gain new 
perspectives in these areas.


Likewise, we also want to continue to engage in dialogue 
with our investors. Apart from our daily communication 
with investors and analysts, we plan to participate in 
 Socially Responsible Investment (SRI) roadshows and con-
ferences in the global financial centres in 2019 again.


• see 
graphic 1.08
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Other strategically relevant topics


Transforming urban mobility
Traffic jams, high levels of air pollution and associated re-
strictions on quality of life present enormous challenges, 
particularly in regional conurbations. We discuss these 
problems and possible solutions at our dialogue meet-
ings with our stakeholders around the world. Increasing 
numbers of participants have expressed their expecta-
tions that companies should take responsibility for the 
transformation of urban mobility. Through our Centre of 
Competence for Urban Mobility, we are also involved in 
ongoing in-depth communication with cities and munici-
palities.


Particularly in our four BMW Group Technology Offices 
in Mountain View/US, Shanghai/CN, Tokyo/JP and Seoul/
KR, we develop new approaches for sustainable mobility. 
Proximity to the technological hotspots of the world facili-
tates exchange with important stakeholders in order to  
develop innovations and technologies for urban transform-
ation. The challenges and needs determined on this basis 
are then channelled into specific research projects.


Promoting ACES topics
Decarbonisation and digitalisation are currently in the 
spotlight of political and social debate. With our focus on 
the  strategic  innovation  fields  “Automated  Driving”, 
“Connectivity”, “Electrification” and “Shared and Services” 
(ACES), we are paving the way for the development of 
lower- carbon, more  efficient mobility. We also presented 
our solutions at our stakeholder dialogue meetings in 
2018. The participants confirmed that innovations in auto-
mated driving and the provision of innovative mobility 
services should be prioritised in future development.


• see 
chapter 2.3


In addition to the creation of corresponding ACES products, 
supportive framework conditions are also crucial in the 
BMW Group’s point of view. When engaging in dialogue 
with political stakeholders in the main markets, the follow-
ing topics are key for the BMW Group:


– Promotion of electric mobility and comprehensive 
expansion of the charging infrastructure


–  Continued development of the regulatory framework 
for autonomous driving and digital networks


–  Political control of emission limits without discriminat-
ing against individual vehicle categories


–  Support for new efficiency technologies


–  Realistic relationship between emission targets and 
emission measurement methods


–  Consistency of supply-side and demand-side policy 
 measures for decarbonisation


–  Ensuring sufficient supply of critical raw materials.


Main feedback from our stakeholders in the 2018 
 dialogues on the topic “Cities in progress”
In 2018,  five BMW Group dialogue meetings were held 
once again  to discuss  the  topic areas of  “urban mobility” 
and “digitalisation”. During the meetings we talked with 
students, experts and other stakeholders about the chal-
lenges of sustainable urban development. In 2018, these 
events  were  held  in  Los  Angeles/US,  Melbourne/AU, 
Shenzhen/CN, Rotterdam/NL and Berlin/DE.


• see 
chapter 2.2 and 


chapter 2.3


• see 
graphic 1.07
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In May 2018, experts at the BMW Group and stakeholders 
in  Berlin/DE held  joint  discussions  regarding  critical  raw 
material supply chains.


In the year under review, we received several inquiries 
about our supply chain. This shows the high expecta-
tions that our stakeholders have of us. We will therefore 
continue the discourse on sustainable raw material pro-
curement with our partners and suppliers in order to work 
on common solutions for a more transparent, more social 
and more environmentally compatible supply chain.


• see 
chapter 3.3


The most important stakeholder feedback on urban mobility (market survey* and dialogues 2018)
1.07  


Among the greatest challenges the 
municipalities face are high traffic 
 volumes, poor air quality and the 
 negative impacts of traffic planning 
on the cityscape, and thus on  people’s 
quality of life. The results of the 
market survey on the most immediate 
challenges for urban mobility confirm 
this (traffic jams 65%, lack of parking 
spaces 48% and air pollution 39%)1  
•  Chapter 2


Traffic jams, lack of 
space and air quality 
are most immediate 
challenges


According to stakeholders, to 
 address these urban mobility chal-
lenges, the municipalities themselves 
have a  particularly large responsibility 
to contribute towards a solution.  
40% of the participants in our online 
survey also shared this opinion.2


Responsibility 
for solution lies 
 primarily with 
municipalities


Combustion engines are expected to 
play a less important role in cities in 
the future. The BMW Group should 
 offer primarily emission-free vehicles. 
This was also supported by 45% of the 
participants in the market survey.3


•  Chapter 2.2


Expansion of  
range of  
electric vehicles


The expansion of mobility services 
offered by the BMW Group plays an 
ever more important role for  urban 
mobility from the point of view of 
our stakeholders. 49% of the par-
ticipants in the market survey con-
firm this.4


•  Chapter 2.3


Expansion of  
range of  
mobility services


The goal for urban transformation is 
to achieve a combination of individual 
and public transport use. Digitalisa-
tion can increasingly play a role here 
in optimising individual route plan-
ning using different means of trans-
port. •  Chapter 2.3


Establishment of 
 multimodal solutions 
for urban mobility


*  The numbers shown refer to an online survey of 500 women and men in each city (Los Angeles/US, Berlin/DE, Melbourne/AU, Rotterdam/NL, Shenzhen/CN)  
from a variety of income brackets, age groups, occupations and educational backgrounds. Total number of survey participants: 2,500 people.


1 Online survey 2018 (n = 2,500), Question 6:  What in your opinion are the largest challenges for urban mobility in your city?
2 Online survey 2018 (n = 2,500), Question 7:  Who in your opinion is primarily responsible for addressing these challenges in your city?
3 Online survey 2018 (n = 2,500), Question 11:  What do you expect from the BMW Group in order to improve urban mobility?
4 Online survey 2018 (n = 2,500), Question 10:  What do you expect from the BMW Group in the future?


•  GRI 102-44


Enforcing human rights and environmental standards  
in the supply chain through collective action and  
transparency
The discourse around sustainable raw material procure-
ment is of great importance for the BMW Group. Cobalt 
is  a  key  component  in  the  production  of  electrified  ve-
hicles and large amounts of it are contained in high-volt-
age batteries of electric vehicles and plug-in hybrids. As 
cobalt mining runs the risk of human rights violations, 
we are working on a number of levels to increasing trans-
parency of the cobalt supply chain. In addition to intern-
al measures to increase transparency in the supply chain, 
we are involved in projects such as the Responsible Cobalt 
Initiative (RCI).


• G
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Stakeholders expect systematic consideration of  
animal welfare 
Numerous enquiries in the year under review have 
spelled out how important animal welfare is to our stake-
holders. In response, we carried out a relevance analysis 
during the year, in which we evaluated both the aspects 
of “animal testing” and “animal products”. In order to se-
cure the systematic consideration of animal welfare in 
the context of our own activities and with our suppliers, 
we made appropriate additions to the code of practice for 
employees. In addition, we have extended our sustain-
ability standards for the supplier network, which stipu-
late that animal testing is to be avoided unless it is pre-
scribed by law. Likewise, we have also supplemented our 
general contractual conditions for indirect purchasing. 
Additionally, we plan to supplement the international 
purchasing conditions for production material and motor 
vehicle components during the next revision, which is 
scheduled to take place in 2021, in order to stipulate re-
quirements for the assurance of animal welfare.
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 Stakeholder groups and forms of dialogue
1.08 


BMW Group 
in dialogue


 
Dialogue, conferences and technology workshops with 
 investors and analysts Capital market
Dialogue in the context of industry initiatives, joint events, 
training courses, presentations, supplier risk assessments,  
Learning from Suppliers forum Suppliers
Participation of Board members, technical experts or  
subject specialists in a number of initiatives, forums and events,  
memberships of initiatives and associations


Networks and 
 associations


Workshops on key topics, regular “Green Tables” with German parliamentarians, 
CSR Forum in Germany Policymakers
Round tables, visits from universities, lectures, discussions,  
BMW Group Dialogue with students, SDG scientific platform Research
Dialogue within the context of press trips, press releases,  
information events on new products, test drives, trade fairs Mass media
Dialogue with sales organisations and the association of German BMW dealerships, 
business conferences, dialogue via the central coordinating units of importers Business partners
One-on-one dialogue, plant visits, neighbourhood dialogue,  
press events Local stakeholders


Face-to-face meetings/dialogue, 
responding to enquiries


Civil society and 
NGOs


Dialogue with employees and managers, employee survey, 
 idea management, internal media Employees
Surveys (including a  Corporate Reputation Study), social media, 
trade fairs, mass media Customers


 


•  GRI 102-40, 102-43


  


• G
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Combined separate non-financial report


1.4  
COMPLIANCE AND 
 HUMAN RIGHTS


Sustainability goal: 


The aim of our compliance management system is to 
 ensure legal conformity of all BMW Group activities


Responsible and lawful conduct, with respect for human 
rights, is firmly established as part of the BMW Group’s 
corporate culture. We also expect this from our business 
partners throughout the value chain. In our view, integrity 
and compliance with the law are basic requirements for 
long-term business relationships. Practising these values 
within the company builds trust among our customers, 
shareholders, business partners and the general public, 
thereby ensuring the long-term success of our company. 


Key measures: 


Establishing legal conformity and implementing labour 
standards worldwide
The BMW Group Legal Compliance Code forms the basis 
of our compliance management system. It spells out the 
Board of Management’s commitment to compliance as a 
joint responsibility and underlines all employees’ obliga-
tion to act responsibly and in compliance with applicable 
laws. 


In 2018, the BMW Group published its • BMW Group Code on 


Human Rights and Working Conditions, which supplements the 
Joint Declaration on Human Rights and Working Condi-
tions at the BMW Group of 2010. The Code is based on a 
due diligence process that allows us to identify relevant 
 aspects and take appropriate action. It strengthens our 


commitment to human rights and outlines how the 
BMW Group promotes respect for human rights and imple-
ments the core labour standards of the ILO in its business 
activities worldwide. 


Managing compliance
Our group-wide compliance management system is oriented 
towards the BMW Group’s risk situation and also covers 
the Financial Services segment. With defined structures 
and processes, it creates the necessary regulatory frame-
work, so that every employee is aware of their compliance 
responsibility and lawful conduct is systematically ensured. 
Key components of this system include internal compliance 
regulations, legal monitoring, complaint and case manage-
ment, compliance controls and compliance reporting as 
well as employee training and communications activities.  


• Annual Report 2018 


In 2018, we implemented a group-wide communications 
campaign aimed at boosting integrity and responsibility 
among all employees. The IT-based applications of the com-
pliance management system have been further expanded 
and use of compliance IT systems rolled out at our locations 
worldwide. 


The compliance management system is applied to all com-
pliance topics: in particular, to prevent corruption and 
anti -competitive conduct and to ensure respect for human 
rights – especially the ILO core labour standards – at all 
our locations. 


In our annual compliance reporting, we ask all organisa-
tional units of the BMW Group, amongst others, for a local 
risk assessment for human rights violations. Their responses 
form the basis for developing local measures to minimise 
risks. •  GRI 412-1
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Combined separate non-financial report


Employees can turn to their managers or the BMW Group 
Compliance Contact with questions relating to compliance. 
Non-employees may also use this method to report possible 
infringements. Within the company, possible violations of 
the law can be reported anonymously via the BMW Group 
SpeakUP Line. The BMW Group Compliance Committee 
Office investigates reports and initiates measures to address 
any issues.


Identifying and minimising risk in the  
financial services business
Due to the nature of its products and processes, the financial 
services business entails specific risks. The focus here is on 
anti-money laundering measures, data protection, fraud pre-
vention, legislative and regulatory monitoring as well as 
consumer lending protection. To address the risks in these 
areas, a  “compliance coordination”  function was created 
within the Financial Services segment as a delegated func-
tion of the BMW  Group Compliance Committee Office. 
Based on an annual trend analysis, it identifies new or mod-
ified regulatory requirements in the financial services sector 
and defines the necessary measures. Implementation by the 
BMW Group’s financial services companies worldwide is fol-
lowed through on a quarterly basis. Compliance is incorp-
orated into the target process for the Financial Services seg-
ment. Integration of specific targets into our balanced score-
card system underlines the importance of the topic and 
helps monitor implementation. We also use a management 
system to identify risks of non-compliance with internal and 
external regulations at an early stage.


Demanding respect for human rights 
Specific human rights risks arise in the supply chain due 
to the international and collaborative nature of value cre-
ation processes in the automotive industry. For this reason, 
we have integrated human rights into the BMW Group sus-
tainability standard for the supplier network • GRI 412-3  and 
established an appropriate risk management process. 


In addition to the company’s international purchasing 
terms and conditions, BMW Group importer contracts also 
contain a clause on compliance and human rights, which 
will gradually be included in all dealer contracts worldwide 
by 2020. Human rights obligations are also taken into 
 account in choosing sites and in investment decisions. 


• GRI 205-2, 412-3


Due diligence processes:


Systematically ensuring lawful conduct
To provide systematic protection against compliance-related 
and reputational risks, the Board of Management created a 
Compliance Committee in 2007 to control and monitor the 
necessary activities. The scope and intensity of our compli-
ance activities are determined on the basis of a group-wide 
compliance risk assessment that is updated annually. 
Group-wide compliance management activities are imple-
mented at operational level by the BMW Group Com-
pliance Committee Office, supported by local compliance 
functions. These functions were expanded in the year 
 under review.


Compliance with and implementation of the BMW Group 
Legal Compliance Code and internal compliance regula-
tions are audited regularly by Corporate Audit. The 
BMW Group Compliance Committee Office also conducts 
spot checks in conjunction with a forensic service provider, 
focusing primarily on corruption prevention. In 2018, spe-
cific antitrust validations were introduced, in addition, to 
identity and audit possible antitrust risks at the company. 
The organisational units for audit are selected on the basis 
of a group-wide compliance risk assessment. •  GRI 205-1


• see 
chapter 3.3
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We restructured the online training “Antitrust Compliance” 
in 2018. This training is mandatory for managers and staff 
whose functions or assignments expose them to antitrust 
risks. We also continued to offer classroom training on 
 antitrust law.


We organise specific internal and external training on the 
subject of human rights. In 2018, human rights was a topic 
at our conference for Eastern European and African import 
companies and covered in the employee training at our 
leasing company in China, for example. These internal 
training courses are primarily geared towards managers 
and focus groups such as purchasing staff. •  GRI 412-2


Our next steps: 


In 2019, we will continue to focus on antitrust compliance, 
corruption prevention and anti-money laundering meas-
ures.


Next year, we intend to host a worldwide compliance day 
to anchor awareness for integrity and our compliance 
 culture even more firmly throughout the company. We are 
also planning a communications campaign on the new  


• BMW Group Code on Human Rights and Working Conditions. 


On the training side, we will continue to enhance our 
training management processes. A new training module 
on human rights is also planned for our Human Resources 
departments worldwide.


Results and performance indicators: 


Compliance and human rights training stepped up
Training plays an important role in reinforcing compliance 
in our corporate culture. In 2018, training management for 
the online courses “Compliance Essentials” and “Antitrust 
Compliance” was switched to a central training platform. 
These training modules must be repeated by the required 
target groups every two years. 


Number of employees* with a valid 
 “Compliance Essentials” certificate: 


over  
44,000


Number of employees* with a valid 
 “Antitrust Compliance” certificate: 


over  
22,000
*  No comparison with previous year possible for 2018 due to system changeover.


The “Compliance Essentials” training uses case studies to 
convey the content of the BMW Group Legal Compliance 
Code. The section on corruption prevention also covers 
the aspects of corporate hospitality and gifts. The training 
is mandatory for BMW Group managers and optional for 
all other employees. •  GRI 205-1, 205-2, 412-2
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Other strategically relevant topics


BMW Group position on antitrust allegations
In July 2017, the media reported on suspected antitrust in-
fringements by the German automotive industry. Follow-
ing an inspection at the BMW Group in October 2017, the 
European Commission opened formal proceedings in con-
nection  with  antitrust  allegations  against  five  German 
auto mobile manufacturers on 18 September 2018. This 
constitutes a formal step without prejudice to any possible 
antitrust infringement.  


– The BMW Group has assisted the European 
 Commission with its work from the beginning and 
will continue to do so.


– In this context, the BMW Group wishes to emphasise 
the clear distinction between potential violations 
of antitrust law, on the one hand, and illegal manipu-
lation of exhaust gas treatment, on the other. The 
BMW Group has not been accused of the latter.


– The BMW Group is looking into the allegations of 
 possible violations of antitrust law very closely. We are 
fully committed to the principles of the market 
 economy and fair competition.


The BMW Group is unable to comment further on the pro-
ceedings while the investigation is still ongoing. • GRI 206-1


 


International conventions and principles


Our models for ensuring compliance with environmental and social stand-
ards throughout the value chain are based on various internationally 
 recognised guidelines. This especially applies to the • Guidelines for 
Multinational Enterprises issued by the Organisation for Economic 
 Cooperation and Development (OECD), the • UN Guiding Principles on 
Business and Human Rights, the contents of the • ICC Business 
Charter for Sustainable Development and the • United Nations 
Environment Programme’s (UNEP) International Declaration on 
Cleaner Production.


By signing the • United Nations Global Compact by the BMW AG 
Board of Management in 2001 and issuing a • Joint Declaration on 
Human Rights and Working Conditions in the BMW Group, we com-
mitted to abide by internationally recognised human rights and the core 
labour standards of the • International Labour Organization (ILO). 
This commitment is also reflected in the • BMW Group Code on 
 Human Rights and Working Conditions, which has been ratified by 
the Board of Management and employee representatives. Our due 
 diligence process for human rights is geared towards the UN Guiding 
Principles on Business and Human Rights. •  GRI 102-12, 102-16
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1.5  
PRODUCT SAFETY


Sustainability goal: 


The BMW Group offers its customers and other road users 
the highest safety standards


The safety of our vehicles is the central component of our 
product responsibility. The BMW Group considers product 
safety to be a holistic challenge. By incorporating active and 
passive safety systems in our vehicles, excluding hazardous 
materials, offering safe driving courses and providing 
 appropriate product information, we want to contribute 
 towards safety in road traffic and meet the requirements of 
our customers.


Key measures: 


Comprehensively addressing product responsibility
In order to minimise the risk of accident and injury for our 
customers and other road users, we equip our vehicles with 
active and passive safety systems that meet the latest tech-
nical standards. These safety measures include perfect 
chassis tuning, strengthened passenger compartments, ef-
fective brakes, airbags and driver assistance systems.


With the BMW and MINI Driving Experience, we also of-
fer training courses in 30 countries for BMWs, MINIs and 
BMW motorcycles which help to ensure the safety of our 
customers and other road users. In the year under review, 
we expanded our range of training courses in response to 
customer needs and the increasing significance of electric 
mobility. In total, we trained over 124,000 participants at 
international training locations in 2018.


Starting at the design stage of our vehicles, we pay atten-
tion to the avoidance of potential hazardous materials and 
minimisation of emissions in the passenger compartment. 
In this way, we ensure that the legal requirements in terms 
of product safety, protection of human health and the en-
vironment are complied with worldwide for each phase of 
the vehicle life cycle (from development to utilisation, 
through to recycling and disposal). In addition, all vehicles 
that belong to the BMW, MINI and Rolls-Royce brands are 
equipped with passenger compartment air filters, which fil-
ter out pollutants and particles such as dust or pollen from 
the outside air.


We also provide our customers with comprehensive infor-
mation on how to use our products and mobility services 
correctly. Information on the safety of our vehicles and on 
the protection of our customers’ health is available in the 
in-vehicle operating manuals, in printed form or as an app 
for smartphones and on the Internet. This data is supple-
mented by information on the vehicle and additional back-
ground information on services, accessories and compon-
ents.
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a component may be faulty, but does not present an imme-
diate danger. This involves an inspection of the vehicles 
and if necessary, the exchange of the faulty components. In 
the event of a safety risk, we conduct recall campaigns in 
cooperation with the responsible authorities. For this pur-
pose, the BMW Group has established appropriate commit-
tees, processes and organisations, which are managed by 
the head department for Product Support, Technical Cam-
paigns and Warranty Costs. •  GRI 416-1


Results and performance indicators: 


Continuous improvement of safety
With ongoing innovation and development in safety sys-
tems, we continue to enhance the safety of the people who 
use our vehicles. At the same time, our measures contribute 
towards increasing the safety of other road traffic partici-
pants.


Our next steps:


In the years to come, we will keep working to even further 
enhance the safety of our vehicles. Our particular focus 
will be on connected and autonomous driving.


As a basic principle, the BMW Group follows the funda-
mental premise of “safety first”. This means that the safety 
requirements must be  fulfilled before offering any solu-
tions. Safety is an important prerequisite for customer con-
fidence  in  connected  and  autonomous  driving.  The 
BMW Group has created appropriate structures for this 
purpose.


In view of the increasing impact of digitalisation, aspects 
such as data privacy, data security and cybersecurity are 
becoming ever more important. “Privacy by Design” means 
that the BMW Group ensure data privacy by providing cus-
tomers with transparency, informational self-determina-
tion and data security. In order to maintain an appropriate 
level of protection, we apply our “Security by Design” ap-
proach. This involves examining products and services for 
safety aspects throughout the entire product life cycle. 


We use a secure backend for encrypted data communica-
tion between the vehicle and the BMW Group. This serves 
to minimise  the vulnerability of  the vehicle fleet  to un-
authorised access by preventing a direct, often unprotect-
ed, data transfer from the vehicle to third parties. For con-
tinuous improvement in the level of protection, the 
BMW Group engages in an ongoing exchange of informa-
tion with national and international security and cyber-
security authorities.


Due diligence processes: 


Guaranteeing security through systematic management
BMW Group products are developed and manufactured in 
strict compliance with quality management systems. All 
models are subject to thorough audits with regard to ve hicle 
safety. 


Our quality management also covers the use of the vehicles. 
We also monitor our vehicles on the market and follow up 
on any reports relating to safety. If required, we immedi-
ately inform the responsible authorities and introduce all 
necessary measures to protect our customers. We carry out 
voluntary technical campaigns if there is an indication that 
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2


PRODUCTS AND SERVICES


Global developments such as climate change and urbanisation constitute considerable challenges for 
the automotive industry. Added to this are sharply diverging market conditions. At the same, however, 
these offer great opportunities for companies that operate in a sustainable manner. The BMW Group is 
therefore pressing ahead with the transformation of its product portfolio. We are constantly working on 
making our vehicle platforms, vehicle designs and production processes more flexible. In future, this 
will allow us to offer our models equipped with fully electric drivetrains, as plug-in hybrid vehicles or 
with highly efficient combustion engines, depending on requirements. We continually enhance our 
 mobility services with innovative solutions for urban mobility and are pressing ahead with digitalisation. 
In doing so, we intend to improve the quality of life in cities and also take advantage of market opportu-
nities for sustainable premium products. 


Focus on Sustainable Development Goals (SDGs):
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PERFORMANCE INDICATORS
Combined separate non-financial report


CO2 emissions of BMW Group 
 Automobiles (EU-28) in g /km 


128
20181


128 122 124
20171 20172 20162


1  Figure adjusted due to introduction of the WLTP test procedure
2 According to NEDC test procedure


CO2 emission reduction of BMW Group 
Automobiles (EU-28) compared to the base 
year 1995 in %


42
2018


42 41
2017 2016


Electric and electrified vehicles  
Annual sales


142,617
2018


103,080 62,264
2017 2016


Electric and electrified vehicles  
Cumulated number since 2013


358,551
2018


215,934 112,854
2017 2016


DriveNow and ReachNow users 
in numbers  


1,279,000
2018


1,108,000 853,000
2017 2016


 Public charging points accessible with 
ChargeNow in numbers


223,000
2018


137,000 62,000
2017 2016
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Efficient and cost-effective: the BMW 320d* consumes  
between 4.6 and 4.4 l/100 km according to WLTP. 
*Consumption and CO2 data, p. 125.


EMISSIONS OF CO2 AND POLLUTANTS 


By 2020, the BMW Group will have reduced  
CO2 emissions in the European new vehicle fleet 
(EU-28) by at least 50% compared to the  
base year 1995.


Sustainability goal 
Products and services







Combined separate non-financial report


2.1 
EMISSIONS OF  
CO2 AND POLLUTANTS


Sustainability goal: 


By 2020, the BMW Group will have reduced CO2 emissions 
in the European new vehicle fleet (EU-28) by at least 50% 
compared to the base year 1995


Climate change and the burdens placed on air quality, espe-
cially in cities, are among the key challenges we face. We 
therefore consistently strive to reduce emissions of CO2 and 
pollutants in the development of our vehicle fleet. In redu-
cing emissions of CO2 and pollutants, we intend to continue 
to meet the statutory limit worldwide in future. Incentives 
for sustainable mobility also play an important role in the 
purchase decision of customers. Besides buyer’s premiums 
and reduced taxes, examples of these include exceptions to 
potential traffic restrictions as well as preferential treatment 
in lane usage and concessions in parking policies for electri-
fied vehicles. We respond to the growing environmental 
awareness of many customers by expanding our portfolio of 
low-emission, efficient vehicles. 


With these measures, we intend to contribute in particular 
to the SDGs 3 (Good health and well-being for people), 
9  (Industry, innovation and infrastructure), 12 (Responsible 
consumption and production) and 13 (Climate action).


Key measures: 


Lowering emissions from vehicle use with efficiency 
technologies and solutions for pollutant reduction
In our conventional drive vehicles, we currently achieve 
the most effective impact on lowering CO2 and pollutant 
emissions through our efficiency technologies and through 
specific solutions for pollutant reduction.


A reduction in local emissions of nitrogen oxide (NOx) in 
particular is needed to improve urban air quality. All  diesel 
models of the BMW Group have been fitted with a highly 
effective combination of a NOx storage catalytic converter 
(NSC) and a SCR system (SCR, Selective Catalytic Reduc-
tion) with urea injection (AdBlue) since mid-2018 (except 
for MINI 3-door cars, 5-door cars and convertible models). 
The larger MINI diesel models also use these technologies.1 


In terms of climate protection, reducing global CO2 emis-
sions is imperative. Since 2007, our Efficient Dynamics 
projects have helped us integrate efficiency technologies 
in our vehicles, in accordance with the specific require-
ments of individual models, engines and the respective 
markets.


Offering more low-emission electrified models
Models with electric drivetrains in our new vehicle fleet  also 
do their part in lowering CO2 and pollutant emissions. To 
 familiarise customers as well as possible with electromobil ity, 
we launched the fully electric battery model (BEV) BMW i3* 
in 2013 and the plug-in hybrid model (PHEV) BMW i8* in 
2014. In addition to the BMWi vehicles, we have six BMW 
PHEV models and a MINI plug-in hybrid that we offer our 
customers worldwide. By 2025, we plan to offer 25 electri-
fied models, of which twelve will be purely electric.


1    This applies to the diesel models available for order in Europe and to the regions that 
adhere to European exhaust emissions legislation on diesel engines, for example through 
the UN Economic Commission for Europe. Generally speaking, only diesel models of the 
BMW Group with the NSC and SCR combination system are offered in the USA (MINIs with 
diesel engines are not available).


*   See consumption and CO2 data, p. 125.
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Combined separate non-financial report


vehicle projects, which are achieved for example through 
Efficient Dynamics measures.


Results and performance indicators:  


Further reduction in emissions 
The BMW Group reduced CO2 emissions of its newly sold ve-
hicles in Europe by around 42 % between 1995 and 2018 
(2017: 42 %). In 2018, our European new vehicle fleet (EU-28) 
had an average fuel consumption of 4.9 l diesel / 100 km1 and 
6 l petrol / 100 km1 and average CO2 emissions of 128 g / km1 


(internal BMW calculation; 2017: 128 g / km1). • GRI 302-5, 305-5


Despite a further reduction in the share of diesel vehicles, 
fleet CO2 emissions in 2018 were maintained at the same 
level as the previous year, which is in part due to the growth 
in  sales of  electrified models  in Germany. With 142,617 
units sold (2017: 103,080), the BMW Group exceeded the 
previously announced annual target of 140,000 electrified 
vehicles.


We intend to continue to meet the EU emissions targets in 
2020 and 2021, and beyond.


In the USA, the average fuel consumption for the model year 
2018 was 33.62 mpg (model year 2017: 33.5 mpg) and the  
average CO2 emissions were 168 g CO2 / km2 (model year 
2017: 168 g CO2 / km, internal BMW calculation). In China, 
average petrol consumption was 6.2 l / 100km3 in 2018 (2017: 
6.5  l / 100 km), and the median CO2 emissions were 147 g 
CO2 / km3 (2017: 154 g CO2 / km). • GRI 302-5, 305-5


1  Since September 2018, all vehicles in the EU must be approved in accordance with the new 
WLTP test cycle. However, the EU Commission will not start using WLTP to calculate fleet 
CO2 emissions until 2021. For this reason, the WLTP fleet emissions will need to be 
retroac tively calculated as NEDC values for the purposes of reporting up to and in 2020. 
The amended WLTP test constraints result in higher NEDC emissions (NEDC-correlated) in 
the retroactive calculation. To guarantee comparability, the fleet CO2 emissions in 2017 
(122 g / km NEDC) were converted into a correlated NEDC value of 128 g / km under WLTP 
test constraints and disclosed for the first time in the second quarterly report of 2018.


2 Basis: USC (United States Combined). 
3 Basis: NEDC (New European Driving Cycle).


Supporting the development of harmonised regulations  
The diversity and lack of harmonisation of different regu-
lations at the national and supranational level present us 
with huge challenges and have a significant impact on cus-
tomer demand. The BMW Group supports the develop-
ment of nationally, and where possible internationally, 
harmonised guidelines, since they make an important 
contribution towards combatting climate change and im-
proving air quality. In the EU, for example, we have the 
harmonised test procedure WLTP (Worldwide Harmo-
nized Light Vehicles Test Procedure) through the VDA 
(German Association of the Automotive Industry) and 
ACEA (European Automobile Manufacturers’ Association). 


• GRI 102-13 


Due diligence processes: 


Systematically taking account of emission reduction  
in product development
The above-mentioned aspects of product responsibility are 
an integral part of the target systems and organisational 
processes in our vehicle development units.


We consistently take our reduction targets and market- 
specific fleet requirements into account during product de-
velopment. To do so, we define specific targets for emission 
reduction over the whole life cycle for new vehicle projects 
in each product line. This extends from the development of 
vehicles and services, via the supply chain and production, 
right up to utilisation, and finally vehicle recycling. Life 
 Cycle Engineering helps us carry through our vision of 
achieving a substantial improvement from one vehicle gen-
eration to the next. We manage the implementation of tar-
gets and evaluation of progress in the development process 
by applying the Life Cycle Assessment in accordance with 
ISO standard 14040 / 44.


The BMW Group’s Strategy unit is responsible for monitor-
ing and refining our  targets.  In addition,  the Complete 
 Vehicle Architecture unit coordinates the development and 
implementation of fuel-saving technologies in individual 
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Combined separate non-financial report


Our Efficient Dynamics package of measures has played a 
role in significantly reducing fuel consumption, CO2 emis-
sions and our vehicle emissions since 2007. We want to con-
tinue on this successful path with innovative approaches in 
the areas of combustion engines, aerodynamics and light-
weight design.


We see further potential for reducing fuel consumption and 
pollutant emissions in the electrification of the drivetrain 
and digitalisation. We are developing new models for 2019 
(BEV: MINI, PHEV: X3) and 2020 (BEV: BMW iX3) and of-
fering the PHEV models BMW 2-Series, 3-Series, 5-Series, 
7-Series and X5 with improved electric range in 2019. In 
2021, we will make a start on the above-mentioned radically 
new concepts BMW i4 Vision Dynamics and BMW iNext. 
Following initial success with navigation-data-supported 
transmission control and the driving assistant, we are also 
investing in further research and development in this area.


From the perspective of the BMW Group, modern diesel en-
gines will continue to play an important role. We will there-
fore continue to work on highly effective air-purity technolo-
gies for our vehicle portfolio in 2019. And we will keep on 
optimising our combustion engines with 48-volt recupera-
tion systems and maximum emission reduction. With more 
than 300 model versions available to order ex works, the 
product portfolio of the BMW Group will largely be 
switched over to the exhaust emission standard Euro 
6d-TEMP by the end of the first quarter of 2019, which will 
apply to all new vehicles in Europe as of 1 September 2019. 
All of these models are standardly available to order. The 
delivery time is around three months on average, as is cus-
tomary. The changeover of the remaining model versions to 
the exhaust emission standard Euro 6c is running accord-
ing to plan.


In the coming year, we will continue to address any critical 
questions our customers and the public have about the fu-
ture of diesel technology. We will rebuild trust in the auto-
motive sector through transparency and open discussion.


Taking due consideration of the above-mentioned cycle in the 
EU, 141g CO2 / km1 was the average fleet CO2 emissions of the 
BMW Group per kilometre in 2018 (calculation for the key 
markets of EU-28, USA, China, Japan and Korea), a reduction 
of 1.4% compared to the previous year (2017: 143g CO2 / km1). 


• GRI 305-3, 305-5


Since the beginning of the 90s, we have significantly reduced 
pollutant emissions by refining our technologies. In Europe, 
emissions of nitrogen (NOx) and particulate matter (PM) in 
the new vehicle fleet were lowered by over 90% between 1992 
and 2018, in accordance with the limit values of the Euro stan-
dards. • GRI 305-7


The introduction of new models with drive technologies that 
ensure lower emissions and pollutants continues to have a 
positive effect on our average fleet CO2 emissions. We ex-
panded our product range to eleven electrified models at the 
end of 2018. For example, the BMW 225xe* Active Tourer 
can save 50% more CO2 emissions in WLTP compared to a 
similar model with a combustion engine, such as the BMW 
220i*.


In September 2018, the NEDC was replaced by the more 
 realistic test procedure WLTP. The changeover of BMW 
models went according to plan and has been completed.


Falling fuel prices and the associated changes in customer 
demand make it harder for us to achieve the fleet targets set 
for 2020. In addition, there are regional variations in fleet use 
due to influencing factors such as the drivetrain and segment 
combination, the respective relevant rates and the individ-
ual purchase and road performance.


Our next steps:


The BMW Group sees itself as a driving force in the devel-
opment of sustainable individual mobility. In this process, 
we focus on both increasingly efficient, clean combustion 
engines as well as electromobility.
1 Correlated NEDC (EU), NEFZ (China, Korea), USC (USA); JC08 (Japan Cycle 08, Japan).
* See consumption and CO2 data, p. 125. 


• see 
chapter 2.2
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Other strategically relevant topics


Emissions caused by diesel engines
More and more cities worldwide are taking action to im-
prove air quality and reduce CO2 emissions, particularly in 
highly congested city centres. Reducing vehicle emissions 
is an  important starting point. Besides promoting alterna-
tive emission-free drivetrains and an improved range of 
mobility  services,  some  cities  are  also  introducing  traffic 
restrictions for vehicles entering into or driving through 
the city.


Older petrol models (exhaust emission standards Euro 0 
and 1) and diesel-engine cars (Euro 0 to 2) are perma nently 
prohibited from entering the green zone in Paris / FR. Driv-
ers of older vehicles (Euro 0 to 3) are required to pay an ex-
tra fee in the inner city of London / GB. In Germany, older 
vehicles (Euro 0 to 3, depending on the classification of the 
green zone) have been banned since 2007 from entering cer-
tain city regions through the introduction of environmental 
badges. A total of 58 such green zones, of which 57 carry the 
maximum restriction of at least Euro 4 or Euro 3 with parti-
cle filter, now exist  in German cities. Despite  these meas-
ures, the debate still centred around urban air quality, par-
ticularly in Germany, in the reporting period. In  several 
German cities, much stricter traffic restrictions for older die-
sel models (Euro 4 and 5) have already been  decided upon 
and, in some cases, introduced.


In this regard, the German government assists the federal 
states and affected cities  in complying with  the applicable 
air quality limits as quickly as possible and in exploiting the 
full potential of all measures seeking to reduce nitrogen 
without restricting mobility. These include modern air pro-
tection plans and municipal measures, such as creating in-
telligent infrastructure, converting diesel buses and taxis, 
digitalising  traffic  systems  and  expanding  electromobility. 
The BMW Group welcomes this concept and, in addition to 
the national • BMW UMWELTPRÄMIE (environmental premium), 
has been offering the • BMW UMWELTPRÄMIE+ (environmental 
premium plus) in selected cities since October 2018, which 
aims to speed up the rejuvenation of the car fleet and thus 


make a quick and effective contribution  towards reducing 
nitrogen oxide emissions. • GRI 416-2


In addition, the BMW Group engages in continuous dia-
logue with cities, inhabitants and authorities in order to de-
velop joint solutions and prevent the restriction of mobility. 
We offer  our  customers  electrified  vehicles,  access  to mo -
bility services and low-emission petrol and diesel engines. 
From the perspective of the BMW Group, the modern diesel 
engine can also continue to make an important contribu-
tion towards improving air quality and achieving national 
and international CO2 reduction goals in the short and  
medium term. A diesel engine emits 15% less CO2 than a 
petrol engine on average and there is still no adequate infra-
structure for alternative drivetrain technologies. Political 
framework conditions in Europe can provide important in-
centives for speeding up the market penetration of low-emis-
sion diesel.


Retrofitting the hardware of cars, which is currently a topic 
of political discussion in Germany only, does not make 
sense in our opinion. The priority is to improve air quality 
as quickly as possible. Considering the high quality require-
ments and strong customer interest in this regard, we do 
not  consider  hardware-retrofitting  to  be  a  solution  that 
would bring about the desired results in the short term. Fur-
thermore, such action would have a negative impact on the 
quality, consumption and CO2 emissions as well as on the 
performance of vehicles due to the necessary vehicle modifi-
cation and higher weight.


CO2 limits stepped up in the EU
In December, the EU decided to step up CO2 limits by 
2030. By then, CO2 emissions of new vehicles are expected 
to be reduced by 37.5% compared to 2021. From the  
perspective of the BMW Group, this goal can only be 
achieved by significantly  increasing the share of electri-
fied  vehicles.  We  already  offer  our  customers  a  broad 
portfolio of models that we are continually expanding. 
However, the trends in our various markets show that 
this  range  is perceived  in different ways. As one of  the 
market leaders for electromobility in Europe, we find that 


• see 
chapter 1.3
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the political factors promoting electromobility have a con-
siderable impact on our sales. In our view, the fact that EU 
requirements placed on vehicle manufacturers are not ac-
companied by an ambitious programme to increase the 
demand for electrified vehicles is risky. Instead, there are 
fragmented  and  largely  ineffective  national  policies  in  a 
number of large markets.


 


• see 
graphic 2.03
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WLTP test cycle. A comparison of the reduction in CO2 in the 
BMW Group’s new vehicle fleet and the average fleet value in 
the EU is therefore only useful for the period between 1995 
and 2017, i. e. on the basis of the old NEDC test cycle.  This 
reveals that the BMW Group continues to move closer to the 
average fleet emissions of all new vehicles in the EU and is 
almost on par in terms of CO2 reduction, despite the fact 
that the majority of our vehicles are in the premium seg-
ment. • GRI 305-5


Development of CO2 emissions of BMW Group new vehicle fleet in the European Union
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  Development of CO2 emissions of BMW Group new vehicle fleet in 
the EU from 1995 to 2017 (on the basis of the NEDC test cycle).


  Development of CO2 emissions of the BMW Group new vehicle 
fleet in the EU from 2017 to 2018 (calculated on the basis of the 
new WLTP test cycle, retroactively calculated as a NEDC value for 
the purposes of comparability).


  Development of CO2 emissions of the entire new vehicle 
fleet in the EU (on the basis of the NEDC test cycle; 
 provisional value for 2017). Source: the International 
 Council on Clean Transportation (ICCT), 1995–2009; 
 European Environment Agency (EEA), 2010–2017.


• see 
graphic 2.01
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Further key indicators


Development of CO2 emissions of BMW Group  
new vehicle fleet in the European Union
We have significantly reduced the CO2 emissions of our new 
vehicle  fleet  since  1995  thanks  to  improvements  in  effi-
ciency (for example through BMW Efficient Dynamics) and 
the electrification strategy. Since September 2018, all vehi-
cles in the EU must be approved in accordance with the new 
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*  Since September 2018, all vehicles in the EU must be approved in accordance with the new 
WLTP test cycle. However, the EU Commission will not start using WLTP to calculate fleet CO2 
emissions until 2021. As a result, WLTP fleet emissions must be retroactively calculated as 
NEDC values for the purposes of reporting until and in 2020. The amended WLTP test con-
straints result in higher NEDC emissions (NEDC-correlated) in the retroactive calculation. To 
guarantee comparability, the EU fleet CO2 emissions in 2017 (122 g / km NEDC) were con-
verted into a correlated NEDC value of 128 g / km under WLTP test constraints and disclosed 
for the first time in the second quarterly report of 2018. This value remained at 128 g / km in 
2018.  
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Autonomous driving, connectivity, electrification and services: 
the BMW vision iNEXT combines all strategic areas of innovation
of the BMW Group in a visionary vehicle.


ELECTROMOBILITY 


The BMW Group is a leader in taking a holistic 
approach to premium electromobility.


Sustainability goal 
Products and services







Combined separate non-financial report


2.2 
ELECTROMOBILITY


Sustainability goal:  


The BMW Group is a leader in taking a holistic approach to 
premium electromobility


Electromobility is one of the central topics of the future 
when it comes to making urban living and traffic sustain-
able. This is reflected again and again in our dialogue with 
stakeholders. Fully electric battery models (BEVs) have zero 
local emissions and can significantly reduce the emission of 
CO2 and air pollutants over the whole product life cycle, 
while also markedly reducing traffic noise in cities. The 
BMW Group develops electrified vehicles1 that combine the 
advantages of sustainable mobility with a new driving ex-
perience for customers. The enhanced efficiency of the elec-
tric engine, compared to the conventional drivetrain tech-
nology, the quicker acceleration and innovative, spacious 
vehicle interior concepts are the crucial selling points here.


We intend to set standards in electromobility. To underline 
our claim to leadership, we are aiming to sell 500,000 ve-
hicles with electric and plug-in hybrid drivetrains by the 
end of 2019. In doing so, we want to contribute to SDGs 7 
(Affordable and clean energy), 9 (Industry, innovation and 
infrastructure), 11 (Sustainable cities and communities), 12 
(Responsible consumption and production) and 13 (Climate 
action).


1  The term ‘electrified vehicles’ has varying definitions in the automotive industry. The 
BMW Group defines these as fully electric and plug-in hybrid vehicles that can be charged 
and driven purely electrically.


Key measures:  


Improving life cycle, range and framework conditions
From the very beginning of the BMW i project, we have pur-
sued the goal of reducing the emissions of CO2 and other 
 pollutants throughout the entire life cycle of our electrified 
vehicles. To this end, we rely on light construction, renewable 
resources and particularly  resource-efficient and environ-
mentally friendly production processes. The BMW value 
chain stands out for its use of renewable energy sources: 
from the manufacture of energy-intensive materials such as 
CFRP (carbon fibre reinforced polymer), to vehicle produc-
tion and the BMW Green Energy package we offer our cus-
tomers when they purchase their vehicle. Other approaches 
include the recycling and reuse of batteries, for example in 
stationary storage units for improved use of renewables.


A key challenge for the success of electromobility is improv-
ing the range of our vehicles. We are working towards this 
goal with a number of measures. According to the NEDC 
 cycle, the range of the BMW X5 PHEV* increased from 
31 km in 2015, to 80 km2, and the range of the BMW i3 BEV* 
from 300 km in 2016, to 359 km3). In collaboration with oth-
er carmakers, charging station operators, energy suppliers 
and grid operators, we are attempting to simplify access to 
charging stations and the charging procedure. We are work-
ing to achieve this by deploying both our specialist expertise 
and with financial support. With the joint venture IONITY, 
we plan to establish a high-performing rapid charging net-
work with 400 rapid charging stations along major transport 
axes by 2020 at the European level. This will facilitate 
charging that is one to seven times faster than normal 50-
kW stations. Charging times of ten to 15 minutes will thus 
be realistic for appropriately equipped vehicles.


• see 
chapter 3.2


*  See consumption and CO2 data, p. 125.  
2  Range already calculated on the basis of the new WLTP test cycle and retroactively 


 calculated as a NEDC value for the purposes of comparability. Range dependent on various 
factors, particularly personal driving style, route characteristics, ambient temperature, 
heating / climate control and preheating / precooling. Provisional value.


3  Range previously calculated on the basis of the new WLTP test cycle and retroactively 
 calculated as a NEDC value for the purposes of comparability. Range dependent on various 
factors, particularly personal driving style, route characteristics, ambient temperature, 
heating / climate control and preheating / precooling.
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Combined separate non-financial report


Due diligence processes:  


Anchoring carbon footprints in product development  
A holistic, life cycle-oriented regard for environmental im-
pact is an integral part of the target systems and organisa-
tional processes in our vehicle development.


We manage the implementation of targets and evaluation 
of progress in the development process by applying the 
Life Cycle Assessment in accordance with ISO standard 
14040  / 44. These carbon footprints allow us to determine at 
the development stage the environmental impact the ve-
hicle will have during its life cycle. This also allows for 
comparison with predecessor models. 


As an example, the • BMW 530e iPerformance* Environmental 
Report shows that, assuming standard consumption levels, 
the life cycle CO2 footprint of a plug-in hybrid vehicle is 
around 15% lower than in a conventional reference vehicle, 
taking account of the EU-28 electricity mix. Furthermore, 
when charging electricity comes from renewable energy, 
the CO2 footprint is reduced by around 47%. The green-
house gas potential of the purely electric • BMW i3* can be 
reduced by more than 50%.


We consistently take our reduction targets and market- 
specific  fleet  requirements  into  account  during  product 
 development. To do so, we define specific targets for opti-
misation over the whole life cycle for new vehicle projects 
in each product line. The BMW Group’s Strategy unit is 
 responsible for monitoring and refining our targets.


*  See consumption and CO2 data, p. 125


We want to make electromobility even more convenient for 
private and fleet customers and continue to expand our 
BMW 360° ELECTRIC product and service portfolio for 
state-of-the-art charging solutions. To promote electro-
mobility among our own employees, we are increasing the 
number of charging points in BMW Group locations. We 
are also continuing to refine the BMW Group ChargeNow 
service  and  merging  charging  stations  of  different 
 providers within one expanding network. BMW subsid-
iary Digital Charging Solutions, founded in 2017, offers 
other OEMs (Original Equipment Manufacturers) access 
to the ChargeNow network as a product – the first custom-
er was the PSA Group in France. 


In many countries, there is still a need for governments to 
catch up in terms of political support for electromobility. 
The BMW Group seeks out dialogue with policy-makers 
 regarding the consistency of policy measures on the supply 
and demand sides. We are involved, for example, in the 
“Nationale Plattform Elektromobilität” (National Platform 
for Electromobility – NPE) in Germany and the “Agora 
Verkehrswende” (Agora traffic transition). Internationally, 
the BMW Group is a member of the international advisory 
committee of China EV 100, as well as VELOZ, a non-profit 
organisation in the US state of California which promotes 
electromobility.


To ensure that we reach sales targets for our electric and 
 hybrid vehicles, we are gradually expanding our product 
portfolio. We are therefore offering the BMW i3 as part of 
our DriveNow car-sharing programme. We are always 
 expanding our network of dealerships and training spe-
cialised staff. This package of measures is rounded out with 
 focused marketing campaigns and financing offers.
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Combined separate non-financial report


BMW i3* to be charged to 80% in around 45 minutes. A total 
of 45 of the 400 IONITY rapid charging stations planned by 
2020 have already been installed. Our ChargeNow service 
currently provides access to around 223,000 public charging 
points from different providers worldwide. After integration 
of the charging stations of subsidiary DCS GmbH and over 
100,000 additional charging points in countries like China 
and the USA via the “referrer model”, a significantly larger 
number of charging stations have been available since 2018.


In the reporting period, we also pursued and expanded 
our approaches to the holistic environmental optimisation 
of BMW’s electromobility. As part of BMW i 360° Electric 
services, we already offer our customers electricity from 
renewable sources in many markets. We also further im-
proved our expertise in the recycling of batteries and 
worked on developing recycling methods that can be 
scaled at an industrial level.


 Sustainability over the entire life cycle
2.02 


   


 1. 
Development


Key measures


Alternative Drive Concepts
Efficient Dynamics


Design for Recycling
Life Cycle Engineering


Material Selection


 4. 
Recycling


Key measures


Vehicle Component Management
Take-back Systems Second Life Use


Recycling Concepts


 2. 
Production including 
upstream chain and 


logistics
Key measures


Sustainability Standards for Suppliers 
Clean Production


Green Logistics Concepts


  3. 
  Utilisation phase


Key measures


Green Electricity Supply
Concepts for Energy-Efficient Driving


Active and Passive Safety
Traffic Management Concepts


Mobility Services
Alternative Drivetrains


*  See consumption and CO2 data, p. 125.


• G


Results and performance indicators: 


Electrified vehicles improved holistically and  
sales increased
In total, we have already sold around 360,000 vehicles with 
electric and plug-in hybrid drivetrains. In 2018, the 
BMW Group delivered 142,617  electrified  vehicles  (2017: 
103,080), thus confirming its leading role in electromobility. 
Since 2018, new and existing customers have been able to 
opt for a BMW i3* model and the third generation of 
high-voltage batteries with a capacity of 42 kilowatt hours.


From 2015 to the end of 2018, the BMW Group was also 
active in over 50 projects for improving the charging infra-
structure and initiated the installation of over 13,000 
charging points. High-performing and increasingly wide-
spread 50-kW direct current charging points enable a 
 


• see 
performance 
indicators
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Combined separate non-financial report


Our next steps:


We are continuing to invest in the planning and develop-
ment of new vehicle models in order to expand our port-
folio to 25 electrified models  in all vehicle segments by 
2025, twelve of which will be fully electric. We are intend-
ing  to  offer  our  high-volume  models  as  pure  battery 
 vehicles as well. Depending on the segment, we want to ex-
tend the range of our fully electric vehicles to up to 700  km. 
The next steps are the launch of the BMW iX3 (2020) and a 
battery-driven electric model of the MINI brand (2019).


The BMW Group  is  deliberately  focusing  its  efforts  on 
building a broad drivetrain technology base so that in the 
coming years we can continue to offer innovative solutions 
for the mobility needs of our customers worldwide. With 
the BMW iNext in 2021, we will be introducing the fifth 
generation of our electric drivetrains. The vehicles in this 
range will be available as scalable modular assembly units. 
This uncouples the vehicle architecture from the drivetrain 
technology. This means that every model can be fitted with 
a conventional, electric or hybrid drivetrain as required. 
We are pressing ahead with the development of hydrogen 
fuel cell vehicles as a complementary electrification option, 
with a view to preserving flexibility in terms of alternative 
drivetrains. BMW also supports the development of hydro-
gen infrastructure as an associated partner of H2 Mobility 
Deutschland.


In 2019, we will take further steps to optimise our electri-
fied vehicles environmentally over their whole life cycle. 
We plan to further improve the recycling process for bat-
tery cells in order to increase the recycling rate to over 90% 
and avoid downcycling to low-value secondary materials. 
In the reporting period we established a technology con-
sortium together with Northvolt and Umicore. The aim of 
the initiative is to make batteries more sustainable, from 
the development and production stages right through to 
recycling, by closing material cycles. We will inaugurate 
our new competence centre for battery cells in the sum-
mer of 2019. This will allow us to enhance our research 
 capacities and we intend to expand our expertise, particu-
larly in the area of battery design and cellular chemistry.


• see 
chapter 2.3
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Supporting positive framework conditions  
for electromobility
Expanding the charging infrastructure is a fundamental 
condition for the breakthrough of electromobility. Posi-
tive regulatory incentives, both financial and functional, 
are a catalyst for the rapid shift from the combustion 
 engine to the electrified vehicle. Such incentives that are 
facilitated at the national level and put into practice by 
communal policy are now the main reason why our cus-
tomers actively opt for an electric vehicle. Regarding the 
financial  incentives,  there  is  still  the  issue  of  the  wide 
variation in the intensity and type of promotional meas-
ures from country to country, region to region and city to 
city. In addition, customers currently react very quickly 
when incentives are removed (e. g. tax incentives), which 
is reflected in a reduction in demand. This is apparent in 
the Netherlands. After removing tax benefits for plug-in 
hybrids in 2017, demand for these vehicles almost disap-
peared (–94% compared to the previous year).


With regard to functional incentives, for example the pri -
oritisation of electrified vehicles over combustion  engines 
in car parks, local authorities need to independently devel-
op, communicate and implement an electrification strate-
gy. This would encompass all planned measures, build 
trust in the new technology and thus create security of  
investment for private companies, particularly for the 
costly development of charging infrastructure. The 
BMW Group concluded a corresponding agreement with 
the city of Hamburg in 2017 with a view to solving the 
chicken-and-egg problem on a collaborative basis. It was 
agreed that the city, as described above, would further 
 expand the public charging infrastructure and create 
privileged  parking  spaces  for  electrified  vehicles.  The 
BMW Group has heavily invested its own funds into 
 gradually electrifying the carsharing fleet of DriveNow in 
Hamburg. In the view of the BMW Group, this coopera-
tive approach is a suitable blueprint for other cities.


Other strategically relevant topics


Opening up business models for the energy transition
Back in 2015, we founded Digital Energy Solutions, a joint 
venture company in collaboration with the Viessmann 
Group. Digital Energy Solutions offers its customers intel-
ligent solutions for optimal energy consumption in the 
areas of mobility, heat and electricity. In addition to the 
installation and networking of charging infrastructure 
for customers, the portfolio includes digital services, 
 intelligent IT solutions as well as the development and 
digital networking of storage solutions.


This allows us to tap into new business areas that are 
emerging at the interface between mobility and energy in 
the course of the energy transition. Our common goal is, 
for  example,  to  help  fleet  operators make  the  switch  to 
electromobility and support small and medium-sized 
companies in reducing their energy requirements and  
optimising energy flows. An energy management system 
developed by BMW is applied in this process to minimise 
the energy consumption of customers. Stationary electrici-
ty storage facilities or an electric car fleet can easily be inte-
grated to balance out peak loads. This is key to reducing 
operating expenses in industrial enterprises with energy- 
intensive production. Customers benefit from this service 
in three ways: their energy costs are optimised holistically, 
their carbon footprint is reduced sustainably and they can 
be sure of improved security of supply at their company  
locations.


Sustainable solutions for fleet customers are taking on in-
creasing importance. This is the speciality of Alphabet 
Fuhrpark Management GmbH, through which we provide 
customers with targeted advice on the adoption of electro-
mobility solutions.
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Overall,  there  are  marked  differences  in  conditions 
worldwide. We would like to see all markets take simi-
larly  effective  measures  to  promote  electromobility  as 
those already in place in Norway, China and California. 
Particularly within the EU, harmonising the support 
measures and expanding the charging infrastructure 
more intensively would be welcome. This could also con-
tribute towards achieving EU emission reduction targets.
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frastructure. This becomes clear when looking at the sales 
of the BMW Group in Europe.


If  you  compare  the number  of  electrified  vehicles  of  the 
BMW Group in Europe, it is apparent that our share of elec-
tric vehicles is relatively low, particularly in the high volume 
markets. The general share of electrified vehicles, for exam-
ple, in Germany (2018: 1.9%)* or United Kingdom and Ireland 
(2018: 2.3%) is still relatively low. To achieve the new EU 2030 
CO2 emissions targets, we believe that effective promotional 
measures, combined with the comprehensive expansion of 
the charging infrastructure, which will significantly increase 
the  share of electrified vehicles,  are  required  throughout 
Europe as well as in the volume markets.


• see 
graphic 2.03 


and 2.04


Further key indicators


The market for electromobility in Europe
With  its share of electrified vehicles,  the BMW brand is 
currently the market leader in Europe* and a key driver of 
electromobility. Nevertheless, we have noticed that our 
range of electrified vehicles is received very differently by 
customers in the individual European countries. Despite 
offering the same range across countries, there are some 
clear differences in market penetration. In the view of the 
BMW Group, this fragmentation is directly related to the 
extremely heterogeneous national support and framework 
conditions and the required expansion of the charging in-


• see 
graphic 2.03


Share of electrified vehicles in BMW Group 
sales in Europe according to country as at 
December 2018 (BEV and PHEV)


BMW Group Ø  Europe market share 
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MOBILITY PATTERNS 


The BMW Group will have permanently changed 
 mobility patterns in selected metropolitan areas by 
2020 through the introduction of integrated mobility 
services.


BMW Group in dialogue: in 2018, the BMW Group discussed 
future solutions for sustainable mobility with 
stakeholders in five international metropolises.


Sustainability goal 
Products and services







Combined separate non-financial report


2.3 
MOBILITY PATTERNS


Sustainability goal: 


The BMW Group will have permanently changed mobility 
patterns in selected metropolitan areas by 2020 through 
the introduction of integrated mobility services


The BMW Group offers its customers individual mobility 
at premium quality. The focus is always on our brand 
promise of driving enjoyment. This has become a chal-
lenge, especially in densely populated urban spaces, but 
 also on the motorways around large cities. By 2030, a pro-
jected 60% of people worldwide will live in cities. The 
 increasing volume of traffic in cities often goes hand in 
hand with a significant rise in noise and air pollution, con-
sumption of space as well as increased risk of accidents. 
We are proactive in taking these challenges into account as 
we develop our networked vehicles and mobility services. 
Our measures are designed to contribute to SDGs 9 (Indus-
try, innovation and infrastructure), 11 (Sustainable cities 
and communities) and 13 (Climate action).


Renewing our business model is also necessary due to 
 profound changes in the mobility market. The integration 
of cars into an intermodal, increasingly digital transport 
system – especially in urban areas – is seen as a great 
 entrepreneurial challenge. The technological shift towards 
electrification, digitalisation and new providers for mobil-
ity services is fundamentally changing the sector.


Key measures: 


Improving urban quality of life with networked  
and automated driving
Automated and digitally networked vehicles have the po-
tential to significantly reduce the frequency of traffic jams, 
lower the risk of accidents, reduce emissions and improve 
the quality of life in cities. This applies especially when  
using electrification. State-of-the-art driver assistance sys-
tems are already available in the 5-Series and 7-Series BMW 
models as well as in the BMW X3 and BMW X5. At present, 
the first highly automated research vehicles not only drive 
on motorways but are also being used for testing purposes 
in city traffic in Munich / DE as well as in selected cities in 
China and the USA. During these tests, drivers who can 
take over control in any situation are always in the vehicle.


We want to bring the first highly automated vehicle, the BMW 
iNEXT, onto the market in 2021. The driver can delegate 
driving to the car during longer periods on motorways and 
up to a speed of 130  km / h. In the same year, a test fleet of 
BMW iNEXT vehicles will put automated driving in the ur-
ban environment to the test in several cities on various con-
tinents. With regard to development, we are relying both on 
our own technological strength and collaboration with inno-
vative partners. In this way, we also intend to establish an 
open industry standard for highly and fully automated driv-
ing (“non-exclusive industry platform”).


Facilitating sustainable mobility patterns with services
The BMW Group continually refines its mobility services in 
order to facilitate more efficient and less resource-intensive 
transportation. This allows us to provide more and more 
 people with on-demand mobility services with DriveNow in 
Europe and ReachNow in the USA and China. ReachNow 
provides an ecosystem of mobility services in one app in 
 Seattle’s innovation market. In addition to carsharing and 
ride hailing, subscription models and B2B offers are also 
 being developed and piloted. ChargeNow is the world’s 
largest service for the public charging of vehicles. The 


ChargeNow, 
• see 


chapter 2.2
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Combined separate non-financial report


Preventively protecting information and customer data 
The protection of information and data is an integral part of 
business processes at the BMW Group. Data protection ad-
heres to the relevant laws, in particular the EU General Data 
Protection Regulation. Our information protection complies 
with the international security standard ISO / IEC 27001. Per-
sonal data from customers is only collected, processed or 
used if this is legally permissible and the person in question 
has given consent. We address complaints in a timely way. 


In order to protect our digital systems from manipulations, 
we systematically search out weak points and close any 
 potential gaps in good time before releasing the respective 
component. We continuously convert new insights into 
 mandatory standards. There are also clear guidelines for in-
formation and data protection for cooperation and partner 
relationships. 


In 2017, we introduced BMW CarData in Europe. This is a 
service that gives customers the option of deciding about the 
utilisation and transmission of data from their vehicles to 
third parties in compliance with data protection legislation. 
We now want to establish this service in other core markets 
such as the USA.


Results and performance indicators:  


Autonomous driving further advanced with BMW Vision 
iNext, and artificial intelligence and cooperation network 
expanded
The presentation of BMW Vision iNext in 2018 was another 
important milestone on the road to the autonomous vehicle. 
And we officially opened our Autonomous Driving Campus 
in Unterschleissheim, Germany, with capacity for around 
1,800 employees. 


Artificial intelligence has been used in the new BMW X5 
since 2018 to anticipate typical hazardous situations, for 
 example  when  vehicles  merge  in  traffic  and  respond 
 accordingly. The learning process always takes place on the 
central computer system of our development unit, so that 
all  vehicles  are  fitted  with  identical  and  safeguarded 


BMW i3*  integrates  different  modes  of  transport  into 
 personal route planning (intermodal routing). This is the 
BMW Group’s  contribution towards increasing intermodal 
mobility in cities. The innovative digital parking service Park-
Now facilitates ticketless and cashless parking on the street 
and in the car park. It has been available in many cities in 
Germany, Austria, France and Switzerland as an app or as an 
integrated service through Connected Drive in the naviga-
tion system of BMW models since 2016. We are also convey-
ing the benefits of our mobility services in pilot projects in  
selected cities.


Due diligence processes: 


Taking changes and effects of urban mobility  
behaviour into account at an early stage
In order to understand changes, impacts and needs of ur-
ban mobility patterns worldwide in good time, the 
BMW Group takes part in projects focused on dialogue, ini-
tiators and research. These include the BMW Institute for 
Mobility Research (ifmo) and the BMW Group Dialogues 
with stakeholders. We systematically integrate the insights 
gained from these into the development processes for new 
vehicle models and services. The BMW Group Urban Mobil-
ity competence centre is also responsible for implementing 
scalable solutions in cooperation with cities by improving 
framework conditions. One example of this is our agree-
ment with the city of Hamburg. We manage the develop-
ment of our mobility services and fully automated driving 
centrally via the business divisions of the same name.


*    See consumption and CO2 data, p. 125  


• see 
chapter 2.2
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Combined separate non-financial report


Investment in new mobility concepts
In 2018, the BMW Group once again invested through 
 iVentures in innovative mobility concepts in the • Mapillary, 


• Vera and • Lime start-ups, among others. Mapillary opti-
mises maps by acquiring more precise data by means of com-
puter vision from an extensive database of streetscapes. Vera  
develops data-centric safety and control solutions that facili-
tate the simple monitoring, control and management of data 
access and access rights. Lime provides on-demand micro- 
mobility services, often exclusively, in the USA and Europe. 
These include bicycles, e-bikes and electric scooters.


Our next steps:


We will continue to work on the intelligent interconnection 
of mobility services, vehicles and infrastructure in order to 
make urban mobility more flexible, convenient, sustainable 
and safe. We want to rapidly expand this business model 
in order to allow for a quick, global scaling of the offering. 
To do this, we are planning to merge our mobility services 
with those of Daimler AG in a joint venture. The relevant 
competition authorities approved the plan last year. The 
50/50 joint venture will comprise the following activities 
and services: multimodal and on-demand mobility (moovel 
and ReachNow), carsharing (car2go and DriveNow), ride- 
hailing  (mytaxi, Chauffeur Privé, Clever Taxi and Beat), 
parking  (ParkNow  and  Parkmobile  Group / Parkmobile 
LLC) and charging (ChargeNow and Digital Charging 
Solutions).


According to forecasts, by 2030 many vehicles in urban 
traffic will be automated, networked and electric. In dia-
logue with municipalities and in public partnerships, we 
will  contribute  more  towards  offering  sustainable  and 
 tailored mobility offers like the DriveNow and ReachNow 
on-demand services to all residents. We will also markedly 
expand the availability of our intelligent parking and 
charging services ParkNow and ChargeNow. Besides indi-
vidual comfort for our customers, our focus is on reducing 
traffic  volumes  and  associated  emissions  as well  as  on 
 recovering urban space for inhabitants.


 features. To ensure that the use of artificial intelligence is 
 always hazard-free for humans, we have developed our 
own  process to methodically safeguard this. We share our 
experiences in the German research project PEGASUS with 
the goal of establishing industry-wide standards in the area 
of testing through to the approval of highly automated 
 driving functions by mid-2019. In 2018, we also signed a 
Memorandum of Understanding on accession to Apollo, the 
open platform for autonomous driving of the Chinese tech-
nology company Baidu.


We have further expanded our cooperation network to 
 ensure that we reach our targets for automated and net-
worked vehicles by 2021. Fiat Chrysler Automobiles is a new 
partner in the existing alliance with Intel and Mobileye. 


Increase in number of customers of mobility services  
By 31 December 2018, the DriveNow car-sharing service had 
1,175,000 customers across Europe (2017: 1,026,000) and is 
now available in twelve European cities. The DriveNow fleet 
currently comprises around 6,500 vehicles, of which around 
15% are purely electric BMW i3 vehicles. Over 420,000 cus-
tomers have driven more than 29.6 million emission-free 
 kilometres with the electric BMW i3 since 2013. DriveNow is 
one of the strongest drivers of electromobility in Germany. 


Our ReachNow service in the USA counted more than 
103,000 customers by the end of the year (2017: 82,000). More 
than 1,000 vehicles are available to members, of which 
around 8% are purely electric BMW i3 models. 


The ParkNow Group served more than 29 million customers 
worldwide across all brands in 2018.


*    See consumption and CO2 data, p. 125.  
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https://www.mapillary.com/

https://www.vera.com/

https://www.li.me/





Combined separate non-financial report


To bring technologies into series production as quickly as 
possible and to further build on our autonomous driving 
expertise, we are setting up new development and testing 
grounds in the Czech Republic, which are expected to be 
completed in 2022. Particularly complex (everyday) au-
tonomous driving conditions will then be tested there in a 
 real-life but controlled environment. 


At the start of 2019, we  are  planning  to  offer  the  new 
BMW 3 Series with the new artificial intelligence features 
in addition to the BMW X5. 
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Addressing framework conditions and challenges  
of automated driving
At the centre of our concepts and technical develop-
ments for automated driving are the safety of drivers, 
passengers, pedestrians and other road users. Therefore, 
clear legal framework conditions need to accompany the 
introduction and advancement of this technology. The 
data transfer that accompanies digitalisation and automa-
tion also  intensifies  the requirements placed on aspects 
of manipulation and data privacy. We are meeting these 
requirements appropriately.


With an increasing degree of automation, the challenges 
are not only legal in nature, but also societal and ethical. 
The legal framework is being adjusted worldwide. For ex-
ample, up to 100,000 vehicles can be licensed with special 
permits in the USA. With regard to legislation about 
 automated driving, Germany is currently playing a lead-
ing role. Also, a separate ethics commission on behalf of 
the federal government has developed 20 guidelines for 
programming automated drive systems. The BMW Group 
sees that there is still a way to go in terms of European 
approval of automated driving systems that are regulated 
in UN bodies. For this very reason, the EU commission 
is pushing ahead with a exemption regulation similar to 
that in the USA. A number of activities have been 
launched in China to create a regulatory framework for 
automated driving.


In the view of the BMW Group, additional regulations 
are also required in relation to the rolling out of fleets of 
automated vehicles for customer operations in cities in 
conjunction with mobility services such as ride-sharing 
or ride-pooling. For example passengers should be able to 
enter or exit the vehicle at locations they are already used 
to when taking conventional taxis, such as at entrances 
and in lay-bys. In conjunction with the above-mentioned 
mobility services, the Urban Mobility competence centre 
of the BMW Group cooperates with many cities through 


Other strategically relevant topics


Promoting electromobility and on-demand  
mobility services in urban areas
The BMW Group believes that designing urban mobility 
with the goals of quality of life and economic growth ne-
cessitates a change in mindset. Accordingly, we focus on 
developing innovative technologies and concepts. How 
successful electromobility and on-demand mobility ser-
vices are in becoming established also depends to a large 
degree on the prevailing framework conditions. A signifi-
cant market penetration of electromobility requires more 
than the availability of charging infrastructure and  
further purchasing incentives. If the users of electric or 
car-sharing vehicles gain privileged access to public park-
ing spaces, for example, then this means a significant ad-
vantage they can enjoy on a daily basis. Such support 
measures have the potential to influence purchasing and 
utilisation decisions in the desired direction.


The German electromobility and car-sharing laws allow 
the granting of privileges for the respective vehicles in 
public spaces. However, privileging certain vehicles can 
also cause conflict, especially because parking spaces in 
cities are so scarce and in high demand. To debate the 
existing opportunities with residents and local stake-
holders, and develop and implement these, the 
BMW Group has initiated pilot projects in • Hamburg / DE, 
• Berlin / DE and • Munich / DE. The point is to start the ball 
rolling with residents and to communicate the results to 
other cities and communities. In our view, this contributes 
to a faster dissemination of sustainable mobility concepts.
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http://www.city2share.de/city2share.html





the • Urbane Mobilität (urban mobility) platform of the  
German Association of the Automotive Industry (VDA), 
among others, in order to exploit the opportunities that 
new technologies offer for cities and their citizens.
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3


PRODUCTION AND  
VALUE CREATION


Climate change, scarcity of resources and social inequality are some of the greatest challenges 
 facing society today. In order to live up to our claim of being the most sustainable premium manufac-
turer, we are continuously reducing CO2 emissions and resources used per vehicle produced and are 
setting a good example within our own production network. We are increasingly using renewable 
 energies at our locations worldwide. At the same time, we foster the implementation of social and 
 environmental standards as well as transparency and resource efficiency in our supply chain. We 
place particular emphasis on the support of initiatives to ensure that sustainability criteria are met 
in the mining and processing of critical raw materials. As electromobility spreads, these measures 
are becoming increasingly important. In this manner, we want to make a contribution towards solving 
the challenges faced by society, decrease risks and reduce production costs.


Focus on sustainable development goals (SDGs): 
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PERFORMANCE INDICATORS


Improvement in resource consumption and 
emissions per vehicle produced1 since 2006 
in %


52
2018


53 50
2017 2016 1  Average value


Change in resource consumption and 
emissions per vehicle produced compared 
with the previous year in %


2.7
2018


– 5.3 – 4.9
2017 2016


Share of production-relevant purchasing 
volume in the CDP Supply Chain 
 Programme in % 


75
2018


77 69
2017 2016


Share of suppliers in the CDP Supply Chain 
Programme with at least a B rating in %2  


30
2018


25 
2017      2  Indicator calculated for the first time in 2017


Share of renewable energy purchased from 
third parties in %


79
2018


81 63
2017 2016


Supplier locations evaluated using the sus-
tainability questionnaire in numbers


4,168
2018


4,886 4,112
2017 2016
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CONSUMPTION OF RESOURCES 


The BMW Group will reduce its resource consump-
tion (energy, water, waste, solvents) per vehicle 
produced by 45% by 2020 (base year 2006).


Resource-friendly production processes throughout: by using the latest 
technologies in paint processes at the BMW Group Dingolfing/DE plant, the 
BMW Group significantly reduces electricity consumption, CO2 emissions and 
solvent use.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.1 
CONSUMPTION OF 
RESOURCES


Sustainability goal:


The BMW Group will reduce its resource consumption  
(energy, water, waste, solvents) per vehicle produced by 
45% by 2020 (base year 2006)


The effects of climate change, depletion of resources and the 
impact of a growing global population’s increasing consump-
tion on the environment present enormous challenges for our 
society. In order to fulfil our vision of being the most sustain-
able premium manufacturer, we are continuously improving 
our energy- and resource-efficiency and reducing CO2 emis-
sions in our production processes. With these measures we 
meet our stakeholders’ expectations and also reduce produc-
tion costs in the medium term while at the same time prepar-
ing for expected new legal requirements. In addition, we are 
striving to contribute to fulfilling SDGs 9 (Industry, innova-
tion and infrastructure), 12 (Responsible consumption and 
production) and 13 (Climate action).


Key measures:


Conserving resources by means of optimising processes 
and new technologies
In order to reduce CO2 emissions and energy consumption, 
we optimise processes and invest in more efficient technolo-
gies. By finalising the switch to LED lighting in the reporting 
year in our Munich / DE, Dingolfing / DE, Berlin / DE, Lands-
hut / DE, Regensburg / DE, Wackersdorf / DE, Leipzig / DE and 
Eisenach / DE plants, we are able to achieve significant en ergy 
and cost reductions. In addition, we have introduced new 
painting  technologies  at  our  plants  in  Munich / DE  and 


 Oxford / UK,  reducing VOC (volatile organic compounds) 
emissions, which occur in particular during the painting 
 process. 


We also rely on optimised processes and state-of-the-art 
technology to reduce our water consumption and waste  
water. In this context, key measures are introducing water-
less processes in our foundries, repeatedly using treated  
process waste water as well as further optimising processes 
in our paint shops and waste water treatment plants.


In order to minimise waste, we develop recycling and  
re- usage concepts that are customised for waste streams in 
the different plants, varying legal requirements and existing 
disposal structures. In addition, starting in the product 
 development phase, we make economical use of resources 
and design products with the aim of ensuring that as  many 
material cycles as possible can be closed. 


Due diligence processes:


Controlling consumption of resources with environmen-
tal management
In 2001, the BMW Group signed the United Nations En-
vironment Programme’s “International Declaration on 
Cleaner Production” and expressly committed to keeping 
the environmental impact and resource consumption of 
our production activities as low as possible.


Management and control of resource consumption along 
with the identification of potential risks in order to achieve 
our goals form an integral part of environmental manage-
ment at our plants. The steering committee of the 
BMW Group’s international environmental network con-
trols these measures. Each machine, building and space in 
each plant is allocated to an operator. This person is respon-
sible for the processes and procedures, machines and tech-
nical systems as well as their environmental impacts in their 
allocated area.


• see 
further key 
indicators
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Combined separate non-financial report


in water consumption as well as waste for disposal per ve-
hicle produced.


 Improvement in resource consumption and emissions 
from vehicle production since 2006


3.01 


 


Energy consumption – 38.0%


CO2 emissions – 61.9%


Waste for disposal – 77.5%


Water consumption – 26.7%


Process waste water – 45.1%


Solvent emissions – 62.9%


Our main focus is currently on energy and water consump-
tion. In this area, we systematically follow our reduction 
plans in order to achieve our objectives. And we also con-
tinue to work on making further improvements in other 
 areas where we have already achieved our internal targets.  


Our next steps:


In the area of energy, we will focus on continuously utilising 
the potential of continuous process improvements in the 
coming years. In this way we will further reduce energy con-
sumption and CO2 emissions in our production processes. 
We will achieve this, for example, by reducing the base-
load – the amount of energy that is consumed in the plant, 
even when production is at a standstill.


In addition, we want to significantly improve resource effi-
ciency by modernising our technical equipment at our 
plants in Dingolfing / DE, Regensburg / DE, Leipzig / DE and 
Rosslyn / ZA by 2020. From its first full production year in 
2020, our new plant in Mexico is to become the most 
 resource-efficient plant of the BMW Group.


• G


We have established environmental management systems 
at all of our existing production plants and plan to roll 
them out at all future locations. With the exception of 
 motorcycle production in Manaus / BR, where this step is 
planned in the near future, all of our production locations 
worldwide, all German locations including the Research 
and Innovation Centre in Munich / DE as well as six others 
in Europe (Vienna / AT, Zurich / CH, Rome / IT, Milan / IT, 
Madrid / ES and Barcelona / ES) are ISO 14001 certified. In 
accordance with ISO 50001, we incorporated the energy 
management system into our environmental management 
system.


The BMW Group has five environmental centres of compe-
tence in the areas of emissions, water, waste, training and 
environmental management system. They are staffed by 
environmental experts from the different plants and by 
specialists from Corporate Environmental Protection. All 
participating managers of the plants as well as the Corpor-
ate Energy Management department of the BMW Group 
work closely together in the area of energy efficiency. Both 
the competence centres and Energy Management discuss 
legal requirements and best practice solutions with tech-
nology experts from the production plants and develop 
reference systems on which to base future planning and 
process improvements. Environmental improvements that 
have been effective at one location are implemented at other 
locations wherever possible. Furthermore, we pass on our 
experiences to our suppliers in order to foster sustain-
ability in our supply chain as well.


Results and performance indicators:


Resource efficiency slightly below previous year’s level
Since 2006, the BMW Group has reduced its consumption 
of energy and water in vehicle production, waste and waste 
water volume as well as solvents and CO2 emissions per ve-
hicle produced by an average of 52.0%. In the same period, 
due to our efficient use of resources, we made cost savings 
totalling € 167 million. Compared to the previous year, util-
isation of resources and emissions per vehicle produced in 
2018 increased by an average of 2.7%. This is due to the rise 


• see 
performance 
indicators
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Other topics with strategic relevance


Circular economy 


Using Design for Recycling 
Life Cycle Engineering ensures the environmentally 
friendly use of raw materials as early as the vehicle devel-
opment phase. The requirements for recycling-optimised 
development and production of our vehicles as well as se-
lection  and use  of  secondary materials  are defined  in  a 
separate BMW Group standard. We design our supply 
chains and material flows accordingly.


When using potentially supply-critical raw materials such 
as rare earths, we carefully consider weight, function and 
costs. Wherever it makes technical and environmental 
sense, we replace artificial materials with renewable ma-
terials.


In our BMW i3* in particular, we use a large proportion of 
recycled plastics and natural fabrics. We are currently re-
searching how we can also use plastic that has been re-
covered from rivers or the sea.


The BMW Group is an active member of “Circular Econ-
omy Initiative Deutschland”. The initiative was set up in 
2018 by acatech, the German National Academy of Sci-
ence and Engineering in collaboration with SYSTEMIQ. 
The initiative is aimed at driving the transformation to-
wards a circular economy with the support of representa-
tives from politics, science, industry and society.


*    See consumption and CO2 figures, page 125. 


• see 
graphic 2.02


End-of-life vehicle recovery and recycling
We do not consider end-of-life vehicles as waste to be dis-
posed of, but rather as a secondary source of raw mater-
ials. Established recovery systems for end-of-life vehicles, 
components and materials ensure that they are reinte-
grated into the raw materials cycle. Together with its sales 
organisations in each country, the BMW Group has in-
stalled recovery systems for end-of-life vehicles in 30 na-
tions  and offers  vehicle  owners  environmentally  friendly 
vehicle recycling at more than 2,500 recovery centres. 
GRI 301-3 All BMW Group vehicles brought onto the 
market since 2008 meet the strictest global requirements 
set for the recycling of end-of-life vehicles, components 
and materials. This results in 95% total recycling, with 
85% reuse and material recycling. • GRI 301-3


In order to increase our recycling rate even further, we con-
tinuously test recycling concepts for new vehicle compo-
nents at our recycling and dismantling centre. Further-
more, we promote the implementation of new technologies, 
such as the recycling of batteries and carbon fibre compo-
nents, through cooperation with research institutes and 
suppliers.


Reusing and recycling batteries
Batteries that are no longer suitable for vehicles may be 
given a new lease of life in stationary storage systems. 
In this way they contribute to integrating renewable en-
ergy into the power grid, increasing grid stability and 
reducing electricity costs for the consumer. We are also 
gradually installing battery storage systems at our own 
sites. 


For batteries that are no longer suitable for use even as a 
stationary storage unit, we aim to achieve the highest pos-
sible rate of recycling of the valuable resources they con-
tain. In collaboration with a university partner, the 
BMW Group has developed a procedure by which we can 
achieve a recycling rate of more than 90% compared to con-
ventional recycling methods, which achieve just above 50%. 
Here, we want to ensure that resources are not downcycled 
to low-value secondary materials and, if possible, generate 


• see 
chapter 3.2
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recyclates of suitable quality for producing new lithium-ion 
batteries. Currently, for example, we are engaged in a bat-
tery technology development project in collaboration with 
Duesenfeld GmbH to investigate how we can recycle elec-
trolytes and graphite into secondary material that is suit-
able to be used in batteries. Our aim is to be able to do this 
by 2020.


In the summer of 2019,  we  are  officially  opening  our 
 hi-tech competence centre for battery cells. This will 
 expand our research capacities and we want to widen 
our expertise, in particular in the area of battery design 
and cellular chemistry. Furthermore, we have set up a 
technology consortium with Northvolt and Umicore. 
The initiative is aimed at making battery cells more sus-
tainable, from production to recycling, by closing gaps 
in the material cycles.
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The entire upstream railway system for supplying our inter-
national production plants, for example, has been switched 
to green electricity, from a separate branch line owned by 
BMW Group, to the export sea ports in Germany. More 
than half of all new vehicles (2018: 51.4%, 2017: 55.4%) leave 
our plants by rail. Furthermore, we are also using all-elec-
tric as well as gas-powered lorries in plant supply in coop-
eration with logistics service providers. 


With the Design for Recycling principle, we want to ensure 
that as many of the components as possible flow back into 
the materials cycle once the vehicle has reached the end of 
its life cycle. This leads to lower CO2 emissions in the value 
chain.


The company’s total CO2 emissions along the entire value 
chain have increased over the years. This is due to growing 
production and sales volumes. Although emissions per ve-
hicle have gone down over time, we are aware that we also 
need to contribute to protecting the climate by lowering the 
Group’s overall emissions. This is one of the key strategic 
challenges we are faced with.


Further key indicators


BMW Group CO2 footprint
CO2 emissions at the BMW Group locations are generated 
directly from burning fossil fuels (Scope 1 emissions) and 
indirectly through the company’s electricity and heat con-
sumption (Scope 2 emissions). We focus on reducing CO2 
emissions from our production facilities, which account for 
around 90% of these emissions. We are pursuing our vision 
of carbon-free energy supply at all locations.


Both upstream and downstream in the value chain, we con-
tinually reduce emissions caused by the use and disposal of 
our products, in our supply chain, in transport logistics and 
by employees commuting to and from work (Scope 3 emis-
sions1). Almost 70% of these emissions are generated during 
utilisation of the vehicles sold. The emissions generated 
during fuel production are not counted here. With our Effi-
cient Dynamics technologies and our electrification strategy 
we are continually reducing the average fleet emissions of 
CO2 per kilometre. 


Around a fifth of Scope 3 emissions are generated in the up-
stream supply chain. We constantly work with our suppliers 
to  look  for  further  possibilities  to  use  resources more  effi-
ciently.  


Furthermore, around 2% of Scope 3 emissions are caused by 
the global transport volume required to supply our produc-
tion plants with materials, to deliver our vehicles and to sup-
ply spare parts to the markets. In order to keep these CO2 
emissions to an absolute minimum, we work on the prin-
ciple “production follows the market”. We also continuously 
work on expanding utilisation of low-carbon energy and 
transport modes.


1  Differentiation of Scope 1, 2, 3 according to the Greenhouse Gas Protocol, a partnership of 
World Resources Institute (WRI) and World Business Council for Sustainable Development 
(WBCSD).


• see 
chapter 2.1 and 
chapter 2.2


• see 
chapter 3.3


• see 
graphic 3.07
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 BMW Group CO2 footprint
3.02 


in t CO2 2014 2015 2016 2017 2018


Total emissions 1 66,913,264 68,991,955 70,818,970 72,850,7242 74,213,4023


SCOPE 1: DIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 494,931 536,168 562,146 625,072 581,703


Emissions of BMW Group locations4 403,810 443,575 472,021 529,728 487,249


Emissions of company vehicles 85,695 87,358 85,008 88,782 88,272


Emissions of company-owned planes  5,426  5,235 5,117 6,562 6,182


SCOPE 2: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 5 966,067 923,313 868,089 510,911 538,622


Electricity/heat purchased by BMW Group locations 6 966,067 923,313 868,089 510,911 538,622


SCOPE 3: INDIRECT GREENHOUSE GAS EMISSIONS           


Total emissions 65,452,266 67,532,474 69,388,735 71,714,7412 73,093,0773


Emissions of logistics 1,518,304 1,402,082 1,427,399 1,497,0752 1,563,919


Emissions of business trips 137,601 138,522 142,250 169,233 159,039


Emissions of employees’ commuter traffic 121,428 133,690 139,797 140,187 136,608


Emissions of upstream chain 6 14,331,118 14,886,300 15,391,154 16,786,192 17,221,109


Emissions of utilisation phase 7 48,239,470 49,582,958 51,079,073 51,887,708 52,759,5673


Emissions of disposal 6 1,104,345 1,145,158 1,185,148 1,234,346 1,252,835


1  Addition of emissions from employees’ commuter traffic, from 2012 onwards emissions from supply chain, utilisation phase and disposal as well as from 2015 onwards BMW Group location emissions from 
BMW Motorrad Berlin / DE and corporate functions, development and administration in Munich / DE. The emissions listed account for around 90% Scope 1 to Scope 3 emissions of the BMW Group. Climate-relevant 
gases other than CO2 are not included in Scope 1 and 2 emissions.


2  Due to new input data from an external service provider, the figures for 2017 were adjusted.
3  Figure not directly comparable to previous years’ figures. Calculated using EU fleet emissions according to NEDC correlated. Using NEDC correlated values in 2017 would result in a value of 52,933,132 t of CO2. 


This is equivalent to a reduction of absolute emissions by 0.3% in 2018.  
4  Figures from 2015 onwards not directly comparable to previous years’ figures due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin / DE as well as 


administration, development and central distribution centres. Application of VDA emissions factors revised in 2017.
5  Figure from 2015 onwards not directly comparable to previous year due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin / DE as well as adminis-


tration, development and central distribution centres. Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Application of VDA emissions factors revised in 2017. Scope 2 emissions 
calculated using “location-based” method (overall third-party electricity and heat purchased calculated using VDA factors): 1,539,378 t CO2.


6  Thinkstep’s LCA tool Gabi calculates emissions from supply chain and disposal processes based on the carbon footprints of representative vehicles from the product lines (including the climate-relevant gases CO2, 
CH4, N2O, SF6, NF3, among others). Corresponding with the CO2-e emissions, energy consumption (lower heating value) is calculated based on the environmental footprints: around 79,737,000 MWh in the supply 
chain as well as 512,000 MWh at the disposal companies.  


7  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.
•  GRI 302-2, 305-1, 305-2, 305-3


• G
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Solvent emissions per vehicle produced
VOC (volatile organic compounds) emissions, which occur 
in particular during the painting process, were reduced to 
0.93  kg per vehicle in the reporting year (2017: 1.03  kg).


Solvent emissions per vehicle produced *
3.04 


in kg / vehicle


2.0


1.0


0


   


2014 2015 2016 2017 2018


 


*  Efficiency indicator = VOC emissions from vehicle production divided by the total number of 
vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, Shenyang / CN, not 
including the vehicles from the Magna Steyr / AT and Nedcar contract production plants.


• G


1.03 0.93
1.14


1.29 1.22


CO2 emissions per vehicle produced
CO2 emissions from vehicle production per vehicle pro-
duced decreased slightly to 0.40  t in the reporting period 
compared to the previous year, (2017: 0.41 t CO2 per ve-
hicle). We were also able to reduce absolute emissions in 
the production network slightly, with the production vol-
ume remaining almost unchanged (2018: 962,545  t CO2; 
2017: 989,111 t CO2).  


We see the consistent decrease in CO2 emissions in recent 
years as confirmation that our measures are working.


CO2 emissions per vehicle produced*
3.03 


in t / vehicle


1.0


0.5 


0


   


2014 2015 2016 2017 2018


 


*  Efficiency indicator = CO2 emissions (from vehicle production, without motorcycles) from 
Scope 1 and Scope 2 minus CHP losses divided by the total number of vehicles produced, incl. 
BMW Brilliance Automotive Ltd. joint venture, Shenyang / CN, not including the vehicles from 
the Magna Steyr / AT and Nedcar contract production plants.


1  Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Climate- 
affecting gases other than CO2 not included.


•  GRI 305-4, 305-5


• G


0.66
0.57


0.41 0.40


0.541
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Energy consumption in detail
Despite increased consumption due to the installation of 
new machinery, an increase in extreme weather situ-
ations and a slight decrease of production volume with 
the shift model remaining unchanged in some plants, we 
were able to keep our energy consumption in 2018 at the 
same level as in the previous year. We were able to com-
pensate for the additional consumption in the reporting 
year with our measures  for  increasing energy efficiency 
and save a total of 143  GWh of energy. In this context, fi-
nalising the LED roll-out, optimising existing equipment, 
e. g. ventilation systems, as well as heat  regeneration  in 
production processes, were all important contributing 
factors. • GRI 302-1


Energy consumption per vehicle produced
In 2018, we were also able to reduce energy consumption 
from our vehicle production by 2.3% compared to the pre-
vious year to 2.12  MWh per vehicle produced. 


We regard the reduced energy consumption per vehicle 
produced  as  confirmation  of  the  effectiveness  of  our 
meas ures for increasing energy efficiency in our produc-
tion processes.


Energy consumption per vehicle produced *
3.05 


in MWh/vehicle


3.0


1.5


0


   


2014 2015 2016 2017 2018


 


*  Efficiency indicator = electricity, heat, natural gas and heating oil consumption from vehicle 
production (without motorcycles) minus CHP losses, divided by the total number of vehicles 
produced, excluding vehicles from the Magna Steyr / AT and Nedcar contract production 
plants, plus energy consumption of the engine plants and electric engines as well as battery 
production, divided by engine production in Hams Hall / UK, Steyr / AT, Munich / DE and BMW 
Brilliance Automotive Ltd. in Shenyang / CN. 


•  GRI 302-3, 302-4


• G


2.25 2.19 2.17 2.122.21
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Energy consumption in detail
3.06 


in MWh 2014 2015 1 2016 1 2017 1,2 2018 1,2


TOTAL ENERGY CONSUMPTION 
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)           


Total energy consumption   4,867,094  5,479,002 5,783,841 5,852,666 5,788,965 


of which vehicle production  4,867,094  5,054,722 5,328,856 5,362,618 5,169,266


of which motorcycle production  —  80,535 85,559 95,493 89,300


of which non-manufacturing areas  —  343,745 369,426 394,555 530,399 3


TOTAL ENERGY CONSUMPTION IN DETAIL  
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)            


Electricity (external source)  2,141,222  2,485,881 2,584,570 2,588,409 2,513,308 


Community heating  281,216  366,593 381,340 408,735 395,609 


Community cooling in MWh  —  1,002 1,084 1,095 1,072 


FOSSIL FUELS           


Fuel oil  7,459 4,829 3,698 4,450 2,888 


Natural gas  2,198,202  2,393,723 2,575,089 2,624,557 2,669,457 


of which CHP losses  210,740  214,569 245,899 258,380 294,724


NON-FOSSIL FUELS          


Biogas (landfill gas)  238,654  226,146 237,446 224,819 205,320 


of which CHP losses  73,638  98,670 108,536 84,166 86,787


Wood pellets  —  430 220 220 220 


RENEWABLES          


Solar (photovoltaics)  341  397 394 381 1,091 


1  To further increase transparency, energy consumption from the corporate functions, development and administration in Munich/DE as well as the motorcycle plant in Berlin/DE were included in the report for the 
first time in 2015.


2  Including motorcycle production in Manaus/BR and Rayong/TH as well as central areas in Tiexi/CN since 2017.
3   Figures not directly comparable to previous years’ figures, mainly due to a more refined distinction between production and non-manufacturing areas (e.g. administration, development, central distribution  


centres).
•  GRI 302-1


• G
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With regard to the requirements of the Paris Climate Agree-
ment, we have developed our “Green Logistics Strategy 
2050”, which will guide our future activities. The focus here 
is on low-carbon solutions for road and sea transport.


Logistics: carriers and CO2 emissions
BMW Group prioritises low-carbon energy sources and 
modes of transport. For example, in October 2018, we es-
tablished a ferry link between Turkey and Italy to supply 
our European production plants. Previously, the produc-
tion parts manufactured in Turkey were transported by 
road. These are mostly supply-critical components such as 
engine parts and wheels, for which a reliable supply route 
is of particular relevance. In future, all transports from 
Turkey to Germany and the UK will travel on this ferry 
route. In early 2019, we are switching the route from the 
port of Trieste / IT to the freight company’s hub from road 
to rail.


We will also continue to transport more than 50% of the 
finished  vehicles  by  rail.  In  addition,  we  were  able  to 
 reduce air miles by using the improved rail services to 
distribute parts from the regional warehouses in China.


Furthermore, during the reporting period we developed 
strategically relevant and environmentally sustainable 
 logistics concepts in collaboration with freight forwarders, 
infrastructure operators and producers of commercial 
 vehicles. 


The first  “Green Logistics Strategy 2050” projects have al-
ready been implemented. A total of nine electric lorries are 
on the road for the plant logistics departments at the  
Munich / DE, Landshut / DE, Leipzig / DE and Regensburg /DE 
sites. In addition, five gas-powered lorries are already in 
use at the Leipzig / DE plant. 


Despite our efforts, CO2 emissions from transport in 2018 
increased by 4.5% compared to the previous year. This is 
mainly due to the increased proportion of air-freight in 
the reporting year. This in turn is the result of the high 
number of starts and discontinuations of vehicle projects 
in the entire plant network as well as the preparations for 
commissioning the new plant in Mexico.
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Logistics: carriers and CO2 emissions*
3.07 


 2014 2015 2016 2017 2018


INBOUND (MATERIAL PROVISION OF THE PLANTS  
AND SPARE PARTS DELIVERY)          


Transport volume in million tkm 12,682 13,822 15,202 14,5451 14,491


CO2 emissions in t 630,215 467,023 506,604 537,9281 589,730


OUTBOUND (DISTRIBUTION OF VEHICLES AND SPARE PARTS)          


Transport volume in million tkm 24,537 25,584 25,006 25,881 25,777


CO2 emissions in t 888,089 935,059 920,795 959,147 974,189


TOTAL (INBOUND AND OUTBOUND)          


Transport volume in million tkm  37,219 39,406 40,208 40,4261 40,268


CO2 emissions in t  1,518,304 1,402,082 1,427,399 1,497,0751 1,563,919


PERCENTAGE SHARE OF CARRIERS IN TOTAL  
(INBOUND AND OUTBOUND) IN TERMS OF TRANSPORT 
VOLUME AND CO2 EMISSIONS   tkm g CO2  tkm g CO2  tkm g CO2 tkm g CO2 tkm g CO2 


           


Sea 77.8 50.1 78.9 57.0 77.7 55.0 75.8 52.91 75.0 50.3


Road 13.5 24.3 13.5 27.8 14.9 30.8 17.2 31.71 17.6 31.1


Rail 7.3 2.7 7.0 3.2 6.9 3.1 6.31 2.5 6.5 2.3


Air 1.4 22.9 0.6 12.0 0.5 11.1 0.71 12.91 0.9 16.3


*  Figures refer to BMW and MINI, excluding Rolls-Royce Automobiles. CO2 emissions calculated in accordance with DIN EN 16258 and TREMOD 5.2 (airfreight only – belly/freighter). Scope: inbound volumes  
(material supplies to plants and spare parts delivery) for BMW and MINI vehicle plants worldwide as well as for delivery of spare parts to the parts supply centre. Outbound volumes (vehicle distribution and spare 
parts) as far as the distribution centres in the worldwide markets and in certain markets as far as the dealership.


1   Due to new input data from an external service provider, the 2017 values were adjusted.
•  GRI 305-3


Average distribution of materials in BMW Group vehicles
Graphic 3.08 shows an overview of material composition 
of BMW  Group  vehicles,  which  the  input/output  assess-
ment is based on.


The calculation is based on data on representative vehicles 
from all product lines. The average is calculated using 
weighted numbers of units.


Compared to 2017 there is no significant change in aver-
age distribution. 


• G


Average distribution of materials in  
BMW Group vehicles*


3.08 


in %


19
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(e.g. aluminium)
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*  Calculation based on aggregated mean values of vehicles of the BMW 1, 2, 3, 4, 5, 6, 7, X1, X2, 
X3, X4, X5, and X6 series, MINI and MINI Countryman as well as the i3 and i8 BMW i models and 
the PHEV versions of BMW 3, 5, 7, X1 and X5 series and MINI Countryman.


•  GRI 301-1


• G
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BMW Group vehicles. • GRI 301-1 We want to further in-
crease the use of secondary raw materials in our vehicles. 
Therefore, we already use the Life Cycle Engineering ap-
proach in vehicle development for selected materials and 
components. Up to 20% of the thermoplastic materials in our 
vehicles is made from recyclates. These thermoplastic mater-
ials account for an average of 12% of vehicle weight. We use 
up to 50% secondary aluminium in high-strength cast alu-
minium parts. • GRI 301-2


 BMW Group input/output assessment for 2018 vehicle production
3.09 


    


INPUT  


Water 1 5,425,073 m3


Energy 1 5,169,266 MWh


OUTPUT  


Total waste1 789,817 t


of which recyclable 779,911 t


of which waste for disposal 9,906 t


Total waste water 1 3,432,982 m3


CO2 emissions 1, 3 962,545 t


Volatile org. compounds (VOC) 1, 2 2,083 t


NOx 
1, 2 722 t


CO 1, 2 562 t


SO2 
1, 2 11 t


Particulates, dust 1, 2 57 t


1  Incl. BMW Brilliance Automotive Ltd., Shenyang/CN, not including contract production.
2  BMW Group measurements/capture as well as calculations based on energy consumption (primarily heating oil and gas) with the aid of the VDA emission factors.
3  Calculated using revised emissions factors. 


•  GRI 301-1, 302-1, 305-1, 305-7


• see 
graphic 3.08


• G


BMW Group input/output assessment for  
2018 vehicle production
The number of vehicles produced in the reporting period 
remained almost unchanged compared to the previous 
year, at 2.54 million vehicles (including BMW Brilliance) 
(2017: approximately 2.51 million). Based on an average 
weight of BMW Group vehicles of around 1,600  kg, the  
total weight of input materials is around 4 million t. To cal-
culate  the  individual  material  flows,  the  total  weight  is 
multiplied by the average distribution of the materials in 
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Water consumption
Total water consumption in 2018 rose compared to 2017. 
At 2.39 m³ (2017: 2.22 m³), water consumption per vehicle 
was also considerably higher than in the previous year. 
This is mainly due to exceptionally high temperatures at 
our locations, which have a direct impact on our water 
consumption rates.


In the reporting period, no sensitive water sources were im-
pacted by water removal (water from nature conservation 
areas), nor are there any plans in this regard in the future.


Water consumption *
3.10 


 2014 2015 2016 2017 2018


Water consumption in m 3 4,434,595 4,819,684 5,017,816 5,073,220 5,425,073


of which drinking water in % 87 86 87.1 88.0 90.4


of which groundwater in % 13 14 12.5 11.7 9.6


of which surface water in % 0 0 0.5 0.3 0.0


of which rainwater in % 0 0 0.0 0.0 0.0


*  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


• G


Water consumption per vehicle produced*
3.11 


in m3 / vehicle
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*  Efficiency indicator = water consumption from vehicle production divided by the total num-
ber of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture in Shenyang /  
CN, not including vehicles from the Magna Steyr / AT and Nedcar contract production plants. 


• G


2.18 2.24 2.22 2.392.25
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Waste water
Materials input into waste water should be limited to vol-
umes that will not overtax natural decomposition processes. 
At all of our plants, we have thus introduced our own 
BMW-specific waste water  standards,  some of which  con-
siderably exceed local regulations. By reducing waste water 
from sanitary facilities, we were able to slightly reduce the 


overall volume of waste water. However, process waste water 
volume slightly increased compared to the previous year. 
This is due to the start-up of new paint shops in Rosslyn / ZA 
and Dadong / CN, the first full year of operation of the new 
paint shop in Munich / DE as well as process changes in the 
Oxford / UK and Spartanburg / US paint shops.


Waste water *
3.12 


 2014 2015 2016 2017 2018


Total waste water in m³ 2,965,615 3,108,587 3,312,562 3,633,306 3,432,982


of which process waste water in m³ 949,601 960,234 944,008 914,016 1,015,736


of which waste water from sanitary facilities in m³ 2,016,015 2,148,353 2,368,554 2,719,290 2,417,246


Total heavy metals and heavy metal compounds in kg 492 502 742 406 461


COD 1 in kg 2,081,473 2,152,073 2,085,398 2,273,678 1,902,577


AOX 2 in kg 74 87 131 101 64


*  The key performance indicator “Process waste water” is measured after waste water treatment in BMW Group plants (incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN) has taken place. 
Together with the waste water from sanitary facilities at the plants, this is the figure for total waste water. Due to factors such as evaporation, water input does not correspond to total waste water.


1  COD = chemical oxygen demand.
2  AOX = absorbable organic halides in water.


• G


Process waste water per vehicle produced*
3.13 
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*  Efficiency indicator = process waste water from vehicle production divided by the total number 
of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN, not 
including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


• G
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Waste
The  figures  for  waste  in  the  reporting  year  started  to 
 increase again compared to 2017, but on a low level. The 
increase in waste for disposal per vehicle produced was 
10.6% (2018: 4.27 kg, 2017: 3.86 kg). The main reason for 
this was structural changes at the waste disposal com-


Waste for disposal per vehicle produced*
3.15 


in kg / vehicle
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*  Efficiency indicator = waste for disposal from vehicle production divided by the total number 
of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, Shenyang/CN, not 
including vehicles from the Magna Steyr/AT and Nedcar contract production plants.


• G


4.93
4.00 3.86 4.27


3.51


panies at the Shenyang / CN site. This resulted in specific 
waste flows, e. g. sludge from the waste water treatment 
facility, not being able to be recycled in the reporting 
year. In addition, high moisture content in waste similar 
to household waste at the plant in Rosslyn / ZA prevented 
its recycling.


Waste *
3.14 


in t 2014 2015 2016 2017 2018


Total waste 727,079 754,747 762,924 785,209 789,817


Hazardous waste for recovery 28,503 31,099 30,855 36,379 37,259


Hazardous waste for disposal 7,439 5,483 4,219 4,992 4,717


Non-hazardous waste for recovery 688,237 714,887 723,632 739,799 742,652


Non-hazardous waste for disposal 2,900 3,278 3,732 4,039 5,189


Materials for recycling 716,740 745,986 754,486 776,179 779,911


Material for recycling (scrap) 525,812 569,959 569,841 571,685 560,164


Waste for disposal  10,339  8,761 7,951 9,031 9,906


*  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


• G
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Certified environmental management systems in pro-
duction facilities of the BMW Group
Environmental management systems are in place at all 
BMW Group production facilities worldwide as well as in 
the central planning departments. With the exception of 
the Manaus / BR plant,  these  systems are  certified  in ac-
cordance with ISO 14001:2015. External auditors con-
firmed that  the German and Austrian sites additionally 
meet the EMAS European environmental management 
standard. The San Luis Potosí / MX plant is due to be cer-
tified in 2019.


Investment in environmental protection
Total investment by the BMW Group in environmental 
protection  increased  to  € 161 million in the reporting 
 pe riod (2017: € 119 million). The increase is mainly due to 
 investments in the paint shops, in particular in the 
Leipzig / DE and Araquari / BR plants. In addition, our im-
plementation of environmental management measures 
meant  that  there were no significant environmental  inci-
dences in the entire production network in the reporting 
period. As in previous years, no penalties were imposed.


Investment in environmental protection*
3.16 


in € million 
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*  Calculation of integrated environmental investments of the BMW Group production  
 facilities according to VDA standard.
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Certified environmental management systems in production facilities of the BMW Group
3.17  


Site Management system Most recent year of certification


BMW GROUP PLANTS


Araquari/BR plant ISO 14001 January 2018 


Berlin/DE plant ISO 14001/ EMAS January 2018 


Chennai/IN plant ISO 14001 January 2018 


Dingolfing/DE plant ISO 14001/ EMAS January 2018 


Eisenach/DE plant ISO 14001/ EMAS January 2018 


Goodwood/UK plant ISO 14001 January 2018 


Hams Hall/UK plant ISO 14001 January 2018


Landshut/DE plant ISO 14001/ EMAS January 2018 


Leipzig/DE plant ISO 14001/ EMAS January 2018 


Manaus/BR plant National standard 1 Implemented


Munich/DE plant ISO 14001/ EMAS January 2018 


Oxford/UK plant ISO 14001 January 2018 


Rayong/TH plant ISO 14001 January 2018 


Regensburg/DE plant ISO 14001/ EMAS January 2018 


Rosslyn/ZA plant ISO 14001 January 2018 


San Luis Potosí/MX2 plant National standard 1 Implemented 3


Spartanburg/US plant ISO 14001 January 2018 


Steyr/AT plant ISO 14001/ EMAS January 2018 


Swindon/UK plant ISO 14001 January 2018 


Wackersdorf/DE plant ISO 14001/ EMAS January 2018 


ASSEMBLY PLANTS


Jakarta/ID assembly plant ISO 14001 July 2018


Cairo/EG assembly plant ISO 14001 November 2018


Kaliningrad/RU assembly plant ISO 14001 August 2017


Kulim/MY assembly plant ISO 14001 November 2016


BMW BRILLIANCE AUTOMOTIVE HOLDINGS LTD. JOINT VENTURE


BMW Brilliance Automotive, Shenyang/CN (Joint Venture)4 ISO 14001 December 2018


CONTRACT PRODUCTION


Chongqing/CN ISO 14001 August 2018


Magna Steyr Fahrzeugtechnik Graz/AT ISO 14001/ EMAS July 2018


TVS Motor Company Hosur/IN ISO 14001 January 2017


VDL Nedcar, Born/NL ISO 14001 July 2018


1  Fulfilment of legal requirements.
2  Pre-production only in 2018, opening 2019.
3  Certification planned for 2019.
4  The joint venture comprises three locations.


• G
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RENEWABLE ENERGY 


The BMW Group is the leader in the use  
of renewable energy in production and  
value creation.


Genuine green electricity: the Bio2Watt biogas system in South 
Africa, which supplies the Rosslyn/ZA plant, is a prime example 
of how renewable energy is used for production in the 
BMW Group.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.2 
RENEWABLE ENERGY


Sustainability goal: 


The BMW Group is the leader in the use of renewable 
 energy in production and value creation


The use of renewable energy in our production processes is 
essential in order to reduce CO2 emissions and thus help 
prevent the effects of climate change. Therefore, the 
BMW Group has set itself the objective to supply all produc-
tion plants worldwide exclusively with electricity from re-
newable sources by 2020. In addition, we are also expanding 
our own renewable generation capacities at our sites. In this 
way, we improve our environmental performance and match 
our stakeholders’ expectation to keep emissions from ve hicle 
production to a minimum and to use a holistic approach  
towards implementing sustainability in mobility. At the same 
time, we are striving to contribute to fulfilling SDGs 7 (Af-
fordable and clean energy), 9 (Industry, innovation and infra-
structure) and 13 (Climate action).


Key measures:


Using renewable energy at our plants
We use renewable energy mainly in our own plants. In or-
der to decide which renewable energy sources are best 
suited to a particular location, we regularly carry out 
country-specific analyses to evaluate the technical, poli t-
ical and economic conditions. We use different technolo-
gies and solutions accordingly. We always make produc-
ing our own electricity a priority. If this is not entirely 
feas ible due to prevailing technical and economic condi-
tions, we purchase additional electricity from local renew-
able sources if possible. However, this is not always easy, 
in particular in energy markets that are strictly regulated 
by the state or closed, like in China, for example, since 
availability of electricity from renewable sources depends 
on political decisions.


Stabilising the grid by storing energy
In addition, we continuously work on innovative solutions 
for using and storing renewable energy. On our battery 
farm on  the premises of our Leipzig / DE plant, we use 
high-voltage batteries from the BMW i3. The storage farm 
is connected to the public electricity grid and can take 
load off the grid in times of renewable energy peak gener-
ation. When supply is low, the storage system can feed the 
electricity back into the grid. In this way the BMW Group 
contributes to keeping the public electricity grids stable.


Promoting renewable energy in the supply chain
More than a fifth of our total emissions (Scope 1, 2 and 3), 
and thus many times the CO2 emissions at our own plant 
locations, is generated at our suppliers. That’s why we sup-
port the use of renewable energy in our supply chain too. 
As part of the • Supply Chain Programme of the Carbon Disclosure 


Project (CDP) we ask our suppliers for details on their CO2 
emissions and the proportion of renewable energy in their 
overall energy consumption. In addition, we ask suppliers 
with a good CDP rating to set themselves emission targets. 
In this way they are making a measurable contribution to-
wards achieving the international climate goal of keeping 
global warming below 2 °C.


• see 
graphic 3.02


• see 
chapter 3.2
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Combined separate non-financial report


As part of the CDP Supply Chain Programme, we ask our 
suppliers to take measures to reduce their CO2 emissions 
and track their overall progress using their CDP rating. 
The BMW Group has set specific targets for participating 
suppliers’ resource efficiency.


Results and performance indicators: 


Consistently high levels of renewable energy
In 2018 we covered 79% of our electricity supply with renew-
able energy (2017: 81%). Despite this decrease in the share of 
renewable energy, we were able to reduce the relative CO2 
emissions in production from 0.41 t (2017) to 0.40 t per ve-
hicle (2018). The absolute CO2 emissions in the production 
network were also reduced by 2.7% (2018: 962,545 t CO2; 
2017: 989,111 t CO2). Our strategy to expand renewable en-
ergy has proven to be an effective foundation for the plan-
ning of concrete measures and can be applied in a wide var-
iety of country contexts. In addition to our production loca-
tions in Europe that are already supplied exclusively with 
electricity from renewable sources, our plant in Brazil also 
covered 100% of its consumption with green electricity in 
2018 (2017: 77%). We have also further expanded our use of 
renewable energy at our locations in Asia. In the reporting 
period we commissioned the photovoltaics system at our 
plant in China and expanded the system at our plant in In-
dia. We regard the continuous growth in the share of renew-
able energy in our production plants as confirmation that 
our measures are having the desired effect.


• see 
performance 


indicators


• see 
chapter 3.1


Due diligence processes: 


Central management and local tracking of the use of 
 renewable energies  
The Real Estate, Facility Management and Corporate 
 Security unit manages and controls the use of renewable 
energy in the BMW Group buildings. A steering group is 
responsible for coordinating current and future measures 
and for evaluating regularly whether the targets are being 
achieved. We have defined independent processes through-
out the Group for the planning and implementation of 
measures, which assign clear roles and responsibilities to 
the central strategy departments, regional control stations 
as well as plants at the local level. 


Furthermore, the BMW Group works in close cooperation 
with its energy suppliers in the local markets in order to be 
able to respond to any changes in the supplied electricity 
quality in terms of the green electricity share and CO2 
freight. 


Changes in the relevant regulations often present us with 
great challenges, as they make long-term planning more 
difficult. The monitoring process, also with external sup-
port, helps the BMW Group to respond to corresponding 
developments at an early stage in order to find both tech-
nically and economically as well as politically viable solu-
tions.
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Combined separate non-financial report


Our next steps: 


Next year we will continue our efforts towards supplying 
all our plants worldwide exclusively with electricity gener-
ated from renewable sources. We will focus mainly on our 
plants in Asia. 


Expanding the use of renewable energy throughout the 
supply chain is becoming an integral part of our strategy. 
In this context, we also want to increase the use of renew-
able  energy  significantly  and  also  encourage  more  sup-
pliers to introduce a “2 °C compliant” set of objectives.


Share of green electricity purchased from  
third parties*


3.18 


in %
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*  Calculated based on volumes of green energy purchased (among other things via certificates 
of origin) as well as the conservative calculation of country-specific green energy shares for 
the rest of electricity purchased from third parties. Figures from 2015 onwards not directly 
comparable to figures for 2014. Figures from 2015 onwards include all BMW Group produc-
tion locations, incl. BMW Brilliance Automotive Ltd. joint venture, Shenyang / CN, as well as 
corporate functions, development and administration in Munich / DE.


In our supply chain too, we were able to achieve a share of 
renewable energy in our suppliers’ overall energy consump-
tion of an average of 31% on the basis of CDP Supply Chain 
Programme agreements. 


In addition, in 2018, a total of 31 (2017: 27) of the suppliers 
out of 190 (2017: 189) who participate in the CDP pro-
gramme reported to have a target in place that is at least 
“2  °C-compliant”.  55 further suppliers (2017: 44) are plan-
ning to define such a target within the next two years. Clear 
strategies for the use of renewable energy are required in 
order to reach the “2  °C target”. For this reason, we consider 
the definition of a “2  °C target” to be an important indicator 
of a strategy change by the suppliers. By asking the sup-
pliers to set such targets, we make our expectations clear 
and  still  give  them  sufficient  time  to  make  this  strategy 
change.


• G
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Transparent collaboration: together with the DRÄXLMAIER Group, the 
BMW Group is working on a pilot project to make the copper supply chain 
for the vehicles’ electrical system more transparent.


SUSTAINABLE,  
RESOURCE-EFFICIENT  
SUPPLY CHAIN 


The BMW Group will significantly increase  
supply chain transparency and resource efficiency 
by 2020. 


Sustainability goal 
Production and value creation
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3.3  
SUSTAINABLE, 
RESOURCE-EFFICIENT 
SUPPLY CHAIN


Sustainability goal:


The BMW Group will significantly increase supply chain 
transparency and resource efficiency by 2020


Environmental and social standards being adhered to along 
the entire value chain is of the utmost importance for the 
BMW Group and its stakeholders. Since our network of ap-
proximately 12,000 suppliers accounts for around 80% of our 
value creation, it is vitally important that it uses resources ef-
ficiently and safeguards social standards. The increasing com-
plexity of the supply chains presents us with great challeng-
es. With electromobility consistently expanding, our demand 
for raw materials is changing. These specialised supply 
chains can carry particular environmental and social risks. 
Therefore, we work closely with our direct suppliers in order 
to make our supply chains more transparent. • GRI 102-9


In addition, the BMW Group increasingly supports initiatives 
for standardising sustainability requirements and introduc-
ing monitoring mechanisms, for example in mining and pro-
cessing critical raw materials. We are convinced that only con-
tinuous and collaborative supplier development and consis-
tent supplier management will increase resource efficiency 
and foster compliance with environmental and social stand-
ards. With our measures along the supply chain we want to 
contribute towards fulfilling SDGs 8 (Decent work and eco-
nomic growth), 10 (Reduced inequalities) and 12 (Responsible 
consumption and production).


Key measures:


Integrating and advancing sustainability in the  
supply chains
The due diligence process is at the heart of how we imple-
ment our sustainability requirements in the supply chains. 
As a pioneer in the automotive sector, we have made sus-
tainability an integral part of our procurement process since 
2014. Our sustainability requirements apply to all suppliers 
of production materials as well as service providers.


We identified raw materials and other materials that are 
particularly critical in terms of sustainability as early as 
2012. Since then, we have analysed the impact of these re-
sources on the environment and society along the entire 
supply chain and we carry out pilot projects to increase 
sustainability performance. We use our experiences from 
these projects in the • Drive Sustainability and • Responsible 


Minerals initiatives as well as other programmes. The aim is 
to drive the standardisation of sustainability requirements 
as strongly as possible along the entire supply chain.  


In 2017, an analysis of the most important raw materials 
was carried out at the European company network CSR 
Eur ope at the suggestion of the BMW Group and with the 
support of the other nine carmakers who form part of the 
Drive Sustainability initiative. The results were published 
in the 2018 • Material Change Report by the two standardisa-
tion initiatives mentioned above as well as • The Dragonfly 


 Initiative. The report identified and evaluated opportunities 
and risks in terms of sustainability for 18 key raw materials 
used in vehicle production. It is intended as a basis to be 
used to discuss potential for improvement in order to sup-
port the development of joint solutions in the automotive 
and electronics sectors. In this context, in 2018 we have 
looked in particular at steel, aluminium, cobalt, copper and 
natural rubber and the specific supply chains of the conflict 
minerals tin, tungsten, tantalum and gold. We have already 
made significant progress  in  this area. • Other topics with 


 strategic relevance
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In 2018, we initiated a working group in collaboration with 
other companies from the automotive sector in order to 
further advance the implementation of the CDP Supply 
Chain Programme along the entire supply chain. In this 
group we exchange experiences and viewpoints and joint-
ly hold information events for suppliers.


Due diligence processes:


Increasing transparency and minimising risks
The increase of transparency and resource efficiency in 
our supply chains is based on compliance with environ-
mental and social standards as defined in the • BMW Group 


sustainability standard for the supplier network. The standard is an 
integral part of the application documents for suppliers 
and must be taken into account at the time of preparing an 
offer. In addition, all supplier agreements concluded by the 
BMW Group for materials required for production as well 
as for materials not required for production contain spe-
cific clauses in the • purchasing conditions. These conditions 
are based on the principles of the • UN Global Compact and 
the  • International Labour Organization (ILO) • GRI 412-3 and 
contain specifications for resource efficiency. When they 
sign the contract, our suppliers also commit to ensuring 
that their own suppliers in turn comply with these agree-
ments. Our employees in Strategic Purchasing are respon-
sible for sustainability topics concerning the supply chain. 
We use due diligence processes to monitor the implemen-
tation of sustainability standards at our suppliers.


In 2018, the BMW Group was nominated as a member of 
the OECD stakeholder group. During the various talks 
and discussions, we brought our experiences with cobalt 
as a raw material to the table and contributed some valu-
able ideas for making sustainability criteria part of the 
procurement process. In addition, we joined the cross-sec-
tor initiative • Responsible Business Alliance (RBA). In our 
“supporter” role, we investigate how suppliers can be audit-
ed more efficiently and campaign for more efficiency in the 
supply chains. Furthermore, we were elected to the Board 
of the Responsible Minerals Initiative in 2018, a subsidiary 
organisation of RBA. This organisation, which had ori-
ginally been concerned exclusively with conflict minerals, 
is now increasingly opening up to other critical materials 
and thus provides us with an opportunity to utilise proven 
tools and methods in our key supply chains.


In addition, we worked on the pilot for a joint auditing pro-
gramme as part of a specific working group of the German 
Association of the Automotive Industry (VDA), which was 
chaired by the BMW Group. The aim is to make results of 
audits that were carried out or initiated by one VDA mem-
ber available to other members.


Addressing resource efficiency and CO2 emissions at our 
suppliers
By encouraging them to participate in the Carbon Dis-
closure Project’s (CDP) • Supply Chain Programme, we support 
our suppliers in their efforts to reduce the impact of their 
business activities on the climate. The annual reports for 
the programme take a large number of aspects into ac-
count: from making climate protection part of the compa-
ny strategy to actively managing potential risks. In this 
context, measures for reducing CO2 emissions and increas-
ing the share of renewable energy play an important role. 
The  reporting results in an overall evaluation reflecting the 
 increase in resource efficiency and the reduction of emis-
sions. It is our aim that 60% of our suppliers participating 
in the CDP Supply Chain Programme achieve at least a B 
rating by 2020 (A is the highest and D is the lowest rating 
in terms of implementing the CDP criteria).
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information and initiate immediate measures with the sup-
plier if required. They may also commission more in-depth 
analyses of the matter in question through third-party 
 audits or BMW Group assessments should they deem it 
necessary to do so.


Observing due diligence at the BMW Group*
3.19 


 


1
Observing due diligence  
in measures and manage-
ment systems


—  BMW Group Legal 
 Compliance Code


—  BMW Group 
 sustainability standard 
for the supplier network


—  BMW Group terms and 
conditions of purchase 
for direct and indirect 
material


2
Identifying and evaluating 
negative effects  
in business operations, in 
the supply chain and in 
business relations  


—  BMW-specific risk filter
— Media screening
—  Cross-OEM sustainability 


questionnaire
—  Third-party (external) 


sustainability audits
—  Second-party (in-


ternal) sustainability 
 assessments


—  Supply chain 
 assessments


3
Elimination, prevention or 
limitation  
of negative effects


—  Cross-OEM sustainability 
questionnaire


—  Third-party (external) 
sustainability audits


—  Second-party (in-
ternal) sustainability 
 assessments


—  Supply chain 
 assessments


— Escalation process


4
Audit
of implementation and results


—   Media screening
—  Cross-OEM sustainability 


questionnaire
—  Third-party (external) 


sustainability audits
—  Second-party (in-


ternal) sustainability 
 assessments


—  Supply chain 
 assessments


5
Communication
about how we manage 
effects
 
—  Sustainability report
— Stakeholder dialogues
— CDP Supply Chain
— DJSI


6
Damage repair
through our own measures 
or collaborations 


—  BMW Group Human 
Rights Contact  
(complaint procedure) 


— Ad-hoc team
— Escalation process


1


Observing due diligence


2


Identifying and  
evaluating negative 
effects


3
Elimination, 
prevention or 
limitation


5
Communication


4
Audit


*  Based on OECD Due Diligence Guidance for Responsible Business Conduct.


6
Damage repair


Any information about potential breaches of our sustain-
ability standards for the supply chain is processed by the 
Supply Chain Response Team. In addition, we have es-
tablished the Human Rights Contact Supply Chain as a 
central contact point, which can be reached by phone 


• + 49 89 382-71230 and • e-mail to anonymously report 
 potential infringements against social and also environ-
mental standards by our suppliers. In the reporting period, 
we also launched a pilot version of a smartphone app, 
which enables BMW Group employees such as quality 
 assurance engineers or purchasers to record suspicious 
sustainability-related matters when visiting suppliers. Our 
experts in the Supply Chain Response Team evaluate this 


• G
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We received information through the relevant channels on 
nine instances of potential breaches of our sustainability 
standards for the supply chain in the year under review. 
The notifications concerned human rights in mining, work-
ing conditions in the logistics sector, animal welfare at 
leather supply companies and child labour, among other 
things. We were able to investigate and close all enquiries 
in 2018 before the end of the year.  • GRI 308-2, 414-2


Increase in transparency due to the  
CDP Supply Chain Programme
In 2018, a total of 190 of our suppliers (2017: 189) reported 
their resource efficiency through the CDP Supply Chain 
Programme. These suppliers account for 75% of the 
production- relevant purchase volume of the BMW Group 
(2017: 77%). The decrease is due to the fact that some large 
suppliers did not submit reports. 


As in the previous year, our participating suppliers, includ-
ing the 20 companies that entered the programme in 2018, 
achieved an average rating of C. 30% achieved a rating of B 
and higher (2017: 25%).  There  have  been  significant  im-
provements at suppliers who have been reporting for at 
least three years. We regard this as evidence that the pro-
gramme is well established at the companies that have 
been participating for longer periods and that it yields the 
expected results.


Participating suppliers reduced their CO2 emissions by 
39 million t in 2018 (2017: 34 million t). This was mainly 
due to two larger divestments, renewable energy projects 
and an increase in energy efficiency.


The positive results that have been achieved thus far by the 
programme would seem to indicate that our efforts to  in-
crease transparency and resource efficiency in the supply 
chain are effective.


Results and performance indicators:


Relevant supplier locations evaluated
In the period under review, we assessed 4,168 (2017: 4,886) 
nominated and potential supplier locations on the basis of 
the industry-wide sustainability questionnaire. Our focus 
is on suppliers with a large tendering volume. Therefore, 
the evaluation included 97% (2017: 94%) of suppliers of ma-
terials required for production with a tendering volume of 
more than € 2 million from BMW AG, as well as 80% (2017: 
77%) of new suppliers of materials that are not required for 
production with a tendering volume of more than € 10 mil-
lion from BMW AG.  • GRI 308-1, 412-1, 414-1 


Sustainability deficits were identified at 2,320 potential and 
existing supplier locations, for example in the area of en-
vironmental management or with regard to a human rights 
policy not being in place at the company in question. Cor-
rective measures to remedy the sustainability deficits were 
 defined for 1,123 of those cases.


In our terms and conditions of purchase for materials 
 required for production and in our general contract terms for 
materials not required for production, we stipulate the 
 requirement for a certified environmental management sys-
tem according to ISO 14001 or EMAS. In addition, 79 audits 
and ten assessments were carried out by or on behalf of the 
BMW Group in 2018. Crucial areas of action identified by 
 audits and assessments have been highlighted, particularly 
in the areas of hazardous substance management, waste 
management and working conditions or occupational safety. 


• GRI 308-1, 308-2, 414-1, 414-2


A total of 193 supplier locations were not commissioned 
because they did not meet the sustainability requirements 
of the BMW Group, among other things. We did not, how-
ever, terminate any existing cooperation in 2018. We re-
gard this as confirmation of the success of our approach of 
addressing and demanding sustainability requirements 
early on in the procurement process. • GRI 308-2, 414-2


• see 
performance 
indicators
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Our next steps:


From 1 January 2019, the new evaluation system for the 
sustainability questionnaire, which we completely revised 
in 2018, will  take effect.  In  future, we will,  for  example, 
require our suppliers to have an ISO 45001 certified occu-
pational health and safety management system in place.


In the coming years, we will continue to support our sup-
pliers in their efforts to improve resource efficiency with 
the help of the CDP Supply Chain Programme.
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and which we officially  joined after  it was  formalised  in 
the reporting period. The objective of this initiative is to 
increase the level of transparency and to implement meas-
ures pertaining to overcoming social and environmental 
risks in the cobalt supply chain. In collaboration with the 
Responsible Minerals Initiative and the Chinese Chamber 
of Commerce (CCCMC), we developed an auditing stan-
dard and an auditing process for refineries and smelters, 
which are being validated and further refined by means of 
pilot audits in 2018 and 2019.


In addition, we have, in collaboration with partner com-
panies from our supply chain, commissioned the German 
development agency Gesellschaft für Internationale 
Zusammenarbeit (GIZ) to run a three-year project to in-
vestigate how working and living conditions in small-scale 
mining in the Democratic Republic of Congo can be im-
proved. The project focuses on a pilot mine where cobalt 
is extracted using artisanal methods. The pilot project, 
which is 100% privately funded was set up to test ap-
proaches for improving the working and living conditions 
for miners and the people in the surrounding commu-
nities. If the project is successful, these approaches can then 
also be used for other artisanal mines in the long term.


Copper
With the electrification of our fleet, the demand for copper 
is also on the rise, since large amounts of the material are 
contained in the vehicles’ electrical systems as well as the 
high-voltage battery and the drivetrain. Therefore, in this 
supply chain as well, we want to address potential negative 
effects on the environment and society. We collaborate with 
the state-owned Chilean copper producer Codelco and are 
committed to increasing transparency in the copper supply 
chain and ensuring sustainability from mine to production 
line. To this end, we are working in collaboration with the 
copper industry, representatives from civil society and end 
consumers to establish a cross-industry initiative that will 
develop a sustainability standard for copper.


Other topics with strategic relevance


Action taken on selected raw materials


Steel and aluminium
In terms of weight, steel and aluminium make up the largest 
share of materials used in our vehicles. Therefore, we are 
consistently  looking  for  ways  to  increase  efficiency  and 
transparency in the supply chains and to ensure that we 
source our materials in an environmentally friendly and so-
cially viable manner.


As a founding member of the Aluminium Stewardship Ini-
tiative (ASI), we have helped define the standard for a trans-
parent and sustainable supply chain from mine to vehicle 
from the outset (Performance Standard, Chain of Custody). 
We  are  currently working  on  getting  certification  for  our 
own manufacturing processes and those of our suppliers.


We have also been supporting the formalisation of the Re-
sponsible Steel Initiative (RSI) for a long time and we are 
actively contributing towards developing a sustainability 
standard. This year, we have joined the initiative officially 
in order to meet our responsibilities.


Cobalt
Another relevant raw material is cobalt, a key component 
in the production of electrified vehicles. Large amounts of 
cobalt are contained in batteries of electric vehicles and 
plug-in hybrids. As cobalt mining is associated with high 
risks, in particular in terms of human rights, we are work-
ing towards establishing maximum transparency in the 
supply chain. We are in constant contact with our sup-
pliers and, for some years now, we have asked them to dis-
close the origin of this raw material. At the end of 2017, 
we made information on smelters and countries of origin 
of cobalt • available to the public, and we update this on a 
regular basis.  


We are also a founding member of the Responsible Cobalt 
Initiative (RCI), where we are represented on the Board 
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training, information and support for the suppliers. In or-
der to improve our understanding of the processes in the 
mineral-processing sector, we  visited selected European 
smelting works in 2018.


In addition, we have set up a pilot project with DRÄXL-
MAIER Group, one of our suppliers, to make the copper 
supply chain for the vehicles’ electrical system more trans-
parent. Together with our partners from the supply chain 
we are using supply chain mapping to thoroughly analyse 
all steps along the chain. We utilise the transparency that 
we gain in this way in order to identify and manage sus-
tainability risks and opportunities.


Natural rubber
Fostering sustainability in the natural rubber supply 
chains, a raw material which is mainly used in tyre 
 products, is also particularly important to us. The 
BMW Group initiated talks with suppliers and NGOs on 
this topic as early as 2015. Since then, we have been seek-
ing opportunities for dialogue and collaboration with the 
relevant stakeholders in this sector in order to establish a 
multi-stakeholder initiative on this topic. Our objective 
is to make consensus decisions and come up with joint 
solutions. In April 2018, the BMW Group hosted a round 
table, organised by Drive Sustainability, on the topic of 
sustainable natural rubber for representatives from civil 
society, tyre manufacturers, carmakers and representa-
tives from standardisation organisations.


Conflict minerals
In order to promote responsible supply chains from con-
flict-affected and high-risk areas (in particular the De mo-
cratic Republic of Congo and neighbouring countries, in-
cluding Rwanda, Uganda and Burundi), the BMW Group 
uses the relevant OECD Due Diligence Guidance. In 
view of the EU Conflict Minerals Regulation, which is set 
to come into force on 21 January 2021, we want to foster 
transparency with regard to the origins of minerals. In 
this context we are focusing initially on the BMW Group 
suppliers with the highest turnover and are asking to fill 
out a • standardised form to provide information about 
their supply chain from mine to smelter. This survey is 
part  of  the  sector-specific  sustainability  questionnaire 
and thus an integral part of our procurement process. In 
addition, the BMW Group • conflict  minerals team provides 
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Further key indicators


Distribution of BMW Group purchase volumes
It is the BMW Group’s strategy to maintain a good long-
term balance of sales, production and purchasing volumes 
in the various regions. The BMW Group plans the develop-
ment of regional purchasing volumes in such a way that it 
correlates to the global distribution of development, invest-
ment, production and sales activities.


Regional distribution of the direct and  
indirect BMW Group purchase volumes


3.20 


Basis: direct production material1, in € billion Basis: indirect goods and services2, in € billion


Eastern Europe 22.4%


North America 14.9%


Rest of  
Western Europe 17.0%


Asia/Australia 6.5%


Rest 1.2%


Germany 38.0%


Total  


40.3 Rest of  
Western Europe 16.9%


North America 11.6%


Asia/Australia 5.4%


Eastern Europe 0.8%Rest 1.3%


Germany 64.0%


Total  


18.2


1  Incl. raw materials based on production locations.
2  Incl. production partners; based on order locations.


•  GRI 102-9


• G
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Foresight and flexibility are what is called for when it comes to the far-reaching changes in the working 
world brought about by digitalisation and automation coupled with a greater diversity of lifestyles. As a 
company that is currently active in over 140 countries, the BMW Group is responding to these develop-
ments worldwide. Through secure and attractive jobs and the targeted promotion of diversity, we offer 
our employees long-term career prospects. We foster their individual talents and potential and thereby 
lay the groundwork for our future success. We are convinced that our approach contributes to over-
coming societal challenges and to intercultural understanding.


Focus on Sustainable Development Goals (SDGs): 







PERFORMANCE INDICATORS
Combined separate non-financial report


BMW Group employees at end of year  
in numbers 


134,682
2018


129,932 124,729
2017 2016


Attrition rate at BMW AG  
in  % of workforce2  


2.8
2018


2.6 2.7
2017 2016   


2  The attrition rate is not consolidated to BMW Group level.


Employee satisfaction  
in %1 


87
2017


88
2015  


1  The employee survey is carried out 
every two years. The last survey was 
conducted in 2017.


Average days of further training 
per employee


3.4
2018


3.4 3.8
2017 2016


Share of female employees in total work-
force in % 


19.9
2018


19.3 18.7
2017 2016


Share of female employees in management 
positions in %


17.2
2018


16.0 15.3
2017 2016
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Combined separate non-financial report


PERFORMANCE INDICATORS


Expenditure on donations worldwide  
in € thousand     


15,829
2018


16,205 70,356
2017 2016


Accident frequency in numbers of accidents with 


 at least one day absent per one million hours worked 


3.5
2018


3.6 4.0
2017 2016


Total expenditure on corporate citizenship 
in € thousand 


37,242
2018


33,436 87,837
2017 2016


Sickness rate at BMW AG  
in  %1 


4.9
2018


4.6 4.6
2017 2016


    1  The sickness rate is not consolidated to BMW Group level.
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BMW’s LeaseRad bike scheme  
offers employees a good-value option  
for more exercise on the way to work.


HEALTH  
AND PERFORMANCE 


To preserve the health and the  
performance of its employees  
in the long term, the BMW Group 
promotes personal responsibility  
and an appropriately designed  
work environment.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.1 
HEALTH AND PERFORMANCE


Sustainability goal:


To preserve the health and the performance of its employees 
in the long term, the BMW Group promotes personal respon-
sibility and an appropriately designed work environment 


Our employees are the BMW Group’s most important suc-
cess factor. Maintaining their health and performance is 
therefore a top priority for us. High demands are sometimes 
placed on employees at work, and, what's more, there is often 
additional mental stress. As an employer, the BMW Group 
has to be able to react flexibly to changes in lifestyles and the 
needs of an ageing society. Our occupational health and safe-
ty concept therefore includes a holistic health management 
programme, work safety and er gonomics, ageing-appropriate 
work systems and a wide  variety of healthy food in our can-
teens. These programmes also help us contribute towards 
achieving SDGs 3 (Good health and well-being for people) 
and 8 (Decent work and economic growth).


Key measures:


Promoting health
Since 2011, our “Health Initiative” has been coordinating 
the measures to promote the health and performance of 
our employees in the three areas of health management, 
work safety and ergonomics as well as corporate catering. 


As part of this initiative, we have developed an extensive 
prevention and rehabilitation programme covering the 
 areas of nutrition, exercise, relaxation and addiction pre-
vention. International campaigns are designed to promote 
health awareness among employees – in 2018, for example, 
under the headings “Burn what you eat” and “Keep mov-
ing”. In addition, we hold campaign days, dialogue events, 
courses and training for executives in order to regularly in-
form our employees about current health topics such as 
cancer prevention, the dangers of addiction, and resilience.


And since 2014, the “Health Management 2020” (GM 2020) 
programme has been running in collaboration with the 
company’s doctors. It is designed to strengthen employee’s 
sense of individual responsibility and to provide a work 
environment that meets the respective requirements for 
optimal health and performance. The programme includes 
a health check-up and an employee survey about their 
working environment. Subsequently, participants receive 
an extensive personal medical report and have the option 
of consulting a physician for advice on any preventive 
measures required. In Germany, for example, we had com-
piled around 28,500 personal medical reports by the end 
of 2018. Internationally, too, the Health Management 2020 
programme forms the basis for prevention measures within 
the respective country’s local conditions.


After the check-up, the participating employees’ depart-
ments receive an anonymous overall report laying out the 
relevant health aspects and information on how to struc-
ture the working environment. By the end of 2018, around 
750 reports had been compiled for the various departments 
of the company. While they do not allow identification of any 
individual person, they do help to determine general areas 
for improvement. 
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Enabling long-term employment
A workforce that is increasing in average age brings with it 
new health challenges. Our “Today for Tomorrow > NEXT”, 
programme, which started to be introduced company-wide 
in 2018, is helping to ensure that our employees remain 
healthy and able to work as they age. The programme fo-
cuses on muscular-skeletal disease as well as physical indi-
cations.  It includes measures for employees and executives 
in the four action areas of prevention, ergonomics, manage-
ment of employee’s work and leadership. In Germany, the 
programme additionally includes a prevention and integra-
tion process that integrates employees with health limita-
tions as best as possible into the work processes.


Due diligence processes:


Evaluating risks and implementing measures  
at our locations
The BMW Group carries out comprehensive risk manage-
ment in the area of occupational health and safety. • GRI 102-11 


For example, the health check-ups of the Health Management 
2020 programme help with prevention. At present, 27 of our 
31 production locations have occupational health and safety 
management systems certified according to OHRIS (Occupa-
tional Health and Risk Management System) or OHSAS 
18001 (Occupational Health and Safety Assessment Series). 
Both systems are designed to reduce risk of injury and acci-
dent and prevent work-related illness. In addition, occupa-
tional health and safety committees with representation from 
both the employer and employee sides are active at almost all 
BMW Group locations, making continuous improvements in 
health and safety standards at the workplace. • GRI 403-4 89.2% 
of employees are represented on the occupational health 
and safety committees, for example by union representa-
tives (2017: 88.4%). This figure also  includes  temporary 
workers, interns, thesis students working at the company 
as well as doctoral candidates. •  GRI 403-1


As an evaluation of the Health Management 2020 pro-
gramme carried out in 2017 was positive, we continued to 
implement it in 2018.


Managing occupational health and safety
At all of our locations, we continually evaluate and im-
prove work safety on the basis of certifications, through 
health and safety committees, and with the help of risk as-
sessments such as the Safety and Ergonomics Risk Assess-
ment system (SERA). This system was introduced in 2016 
and expanded by 2018 to a total of twelve locations world-
wide.


In order to avoid accidents even more effectively, a “Be-
haviour Based Safety” project was piloted in 2017 in the 
corporate catering area of the Research and Innovation 
Centre in Munich / DE. This project entails an extensive 
training programme for executives and employees, during 
which they are supported by a trainer in analysing risks in 
their working area and defining long-term accident pre-
vention measures. After the successful pilot phase and a 
decrease in accident numbers, corporate catering began to 
implement the project at the Munich plant in 2018. 


An analysis of accidents at the BMW Group dealerships 
showed that most occupational accidents in the workshops 
result in cuts or bruises. In 2018 we therefore introduced 
a campaign to prevent these types of injury. 


It is of the utmost importance to us that all third-party 
companies that are present at the BMW Group locations 
work as safely as possible. Safe collaboration with contract-
ors is regulated by the contractor declaration, which de-
termines risks and derives protective measures from the 
first day of work onwards. In addition, all employees of ex-
ternal companies who are working on the large construc-
tion sites receive safety instruction above and beyond the 
statutory stipulations from a specialist BMW trainer (on 
smaller construction sites this is the task of the external 
company).
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Results and performance indicators:


The success of our efforts is demonstrated by the accident 
frequency rate, the rate of absenteeism due to illness (sick-
ness rate) and the number of days missed.


Further reduction in accident frequency
Accident frequency was further reduced, with 3.5 accidents 
per one million hours worked (2017: 3.6). On-site occupa-
tional health and safety management systems, the continu-
ous improvement of safety conditions in the workplace as 
well as targeted safety training are decisive factors for this 
success. By 2015, we had already attained the target we set 
in 2011 to reduce this rate to below 4.5 worldwide by 2020, 
thus more than halving it. •  GRI 403-2


Unfortunately, there was a fatal accident in October 2018 at 
the Steyr / AT plant. The BMW Group is currently investi-
gating the details of the cause of the accident. •  GRI 403-2


Accident frequency rate at BMW Group*
4.01 


in %
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4.0
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*  Number of occupational accidents with at least one day of absence from work per  
one million hours worked.


1  Figure not directly comparable to those in previous years due to expansion of scope to 
include the German dealerships. Around 88% of BMW Group employees captured.


2  Figure not directly comparable to previous year’s figures due to addition of plants in Brazil, 
Thailand and India to scope. Around 90% of BMW Group employees captured.


3  Expansion of scope to include 100% of BMW Group employees.
•  GRI 403-2
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In order to identify work-related risks, we carry out a num-
ber of risk and stress analyses. For example, we record men-
tal stress experienced at the workplace by conducting obser-
vational interviews. The risk analysis in production plants 
and  in  production-adjacent  areas  was  simplified  by 
the  SERA risk analysis. Further measures include the office 
workstation analysis (BAPA) and the central logging system 
for environmentally relevant substances (ZEUS). 


The right to health and safety at the workplace is a key com-
ponent of our new • BMW Group Code on Human Rights and Work-


ing Conditions. In it, the BMW Group undertakes to consist-
ently comply with the currently applicable occupational 
health and safety legislation worldwide and in addition to 
set its own standards for improving occupational safety.  


All  issues within  the  company  that  affect occupational 
health and safety are consolidated within the “Work Envir-
onment and Health” unit, which  is part of our Human 
 Resources portfolio within the Board of Management.  
Internationally, occupational health and safety manage-
ment is under the charge of regional hubs at the different 
locations. In general, the on-site managers are responsible 
for all operational processes. The health management and 
 occupational health and safety teams (company doctors, 
medical  assistants,  safety  experts  and officers)  support 
and advise the respective departments in carrying out the 
statutory tasks involved in occupational health and safety.
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Our next steps:


Due to the positive evaluation results of Health Manage-
ment 2020, we decided to continue the programme and 
extend it under the name Health Management 2025 (GM 
2025). In addition, we will continue to run the Health 
 Initiative as well as the Today for Tomorrow > NEXT pro-
gramme in 2019.


Days of absence and sickness rate kept at a low level 
The number of days of absence, which has been consoli dated 
at BMW Group level since 2017 and maps the degree of 
 severity of accidents (number of days of absence due to an 
occupational accident per one million working hours), in-
creased slightly compared to the previous year (2017: 68.7, 
2018: 71.3). • GRI 403-2 Based on the slight change of 3.8%, we 
cannot currently identify any trend in accident severity at the 
BMW Group.


The sickness rate (number of hours of absenteeism due to ill-
ness, divided by the contractually agreed number of hours 
to be worked) was 4.9%* (2017: 4.6%), slightly higher than in 
the previous years. However, as in the previous years, the 
rate was below the average for the industry. • GRI 403-2 


*  This figure refers only to BMW AG, as the sickness rate is not consolidated to BMW Group level. 


Sickness rate at BMW AG*
4.02 
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*  Number of hours: absenteeism due to illness, divided by the contractually agreed number 
of hours to be worked. This figure refers only to BMW AG, as the sickness rate is not con-
solidated to BMW Group level. 
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Further key indicators


Graphic G4.03 shows the main activities during which 
accidents occur at the BMW Group. It shows that most 
accidents happen while employees are walking or doing 
assembly and dismantling work. Walking accidents can 
result in injuries such as concussions, fractures, sprains 
and contusions. To counteract this, we continued to im-
plement the BMW  Group  “safe  walking”  campaign 
launched in 2016. In 2018, we launched a campaign at 
the dealerships to reduce accidents that could lead to 
cuts and bruises during assembly and dismantling work. 
This includes employee and manager surveys (before 
and after the campaign), communication materials (such 
as flyers and posters) as well as one-day workshops on 
behaviour-related occupational safety with the master 
craftspeople and safety officers at the dealerships.  


•  GRI 403-2


Main accident factors
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Long-term employment for people with  
performance limitations
At our  locations, we make every effort  to enable employ-
ees with health-related performance limitations to remain 
in long-term employment with us. The share of employees 
with severe disabilities at BMW AG was 6.4%, thus re-
maining on a similar level as in the previous years (2017: 
6.3%).


Share of employees with severe disabilities at  
BMW AG*


4.04 


in %
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*  The share of employees with severe disabilities is based on the statutory requirements in 
accordance with the German Social Code (SGB IX). In addition, the BMW Group awarded con-
tracts amounting to around € 33.6 million to workshops for the severely disabled in Germany 
in 2018, of which around € 9.0 million can be written off in accordance with the compensatory 
levy act. The volume of orders was thus at a consistently high level in 2018 again.
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Occupational health and safety management systems at BMW Group production plants
4.05 


Production plant Management system Most recent year of certification


BMW GROUP PLANTS


Aquari / BR plant OHSAS 18001 December 2016


Berlin / DE plant OHSAS 18001 December 2017


Chennai / IN plant OHSAS 18001 December 2018


Dingolfing / DE plant OHRIS May 2018


Eisenach / DE plant OHSAS 18001 September 2018


Goodwood / UK plant OHSAS 18001 September 2018


Hams Hall / UK plant OHSAS 18001 January 2017


Landshut / DE plant OHRIS October 2018


Leipzig / DE plant OHRIS March 2016


Manaus / BR plant National standard 1 Implemented


Munich / DE plant OHRIS March 2018


Oxford / UK plant OHSAS 18001 January 2016


Rayong / TH plant OHSAS 18001 November 2018


Regensburg / DE plant OHRIS June 2018


Rosslyn / ZA plant OHSAS 18001 December 2017


San Luis Potosí / MX plant2 National standard 1 Implemented 3


Spartanburg / US plant OHSAS 18001 April 2016


Steyr / AT plant OHSAS 18001 January 2016


Swindon / UK plant OHSAS 18001 December 2018


Wackersdorf / DE plant OHRIS June 2018


PARTNER PLANTS


Cairo / EG production plant OHSAS 18001 August 2017


Jakarta / ID production plant OHSAS 18001 March 2017


Kaliningrad / RU production plant National standard 1 Implemented


Kulim / MY0 production plant OHSAS 18001 December 2018


BMW BRILLIANCE AUTOMOTIVE HOLDINGS LTD. JOINT VENTURE


BMW Brilliance Automotive Ltd., Shenyang / CN ( joint venture)4 OHSAS 18001 December 2016


CONTRACT PRODUCTION


Chongqing / CN OHSAS 18001 January 2018


Magna Steyr Fahrzeugtechnik Graz / AT OHSAS 18001 August 2018


TVS Motor Company Hosur / IN OHSAS 18001 January 2017


VDL Nedcar, Born / NL National standard 1 Implemented


1   Legal requirements complied with.  2  2018 only pre-series production, opening in 2019.  3  ISO 45001 certification planned for 2020. 4  The joint venture comprises three locations.
The BMW Group (including all contract manufacturers and external production companies) currently has certified occupational health and safety management systems in accordance with OHRIS and OHSAS in 
place at 27 of its 31 production locations and corresponding systems in accordance with national standards at four further sites.


• G
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Accident frequency rate at BMW Group by country *
4.06 


per one million hours worked Accident frequency


Australia 1.5


Austria 6.2


Belgium 3.6


Brazil 1.0


Bulgaria 0.0


Canada 0.0


China 1 0.0


Czech Republic 0.0


Denmark 0.0


Finland 0.0


France 5.2


Germany 4.3


Greece 0.0


Hungary 0.0


India 0.0


Indonesia 0.0


Ireland 0.0


Italy 5.7


Japan 1.4


Malaysia 0.0


Mexico 0.0


Netherlands 0.0


New Zealand 0.0


Norway 0.0


Poland 0.0


Portugal 0.0


Rumania 0.0


Russia 0.0


Singapore 0.0


Slovakia 0.0


Slovenia 0.0


South Africa 2.0


South Korea 1.4


Spain 0.7


Sweden 0.0


Switzerland 1.4


Thailand 0.0


UK 2.0


United Arab Emirates 0.0


USA 2.4


*  Reported occupational accidents with at least one day of absence from work per one million 
hours worked.


1   Excluding BMW Brilliance Automotive Ltd., Shenyang / CN joint venture.
•  GRI 403-2


• G


Accident frequency rate at BMW Group by country
The regional differences in accident frequency are due to 
differences in type and size of the individual companies 
of the BMW Group (e. g. dealerships, plants) and their in-
dividual scopes of activity and corresponding risk poten-
tial. •  GRI 403-2


While countermeasures are taken at all locations where acci-
dents happen, special focus is placed on the locations with 
higher accident frequency rates. Based on an analysis of typ-
ical accident areas, targeted preventive measures are imple-
mented at these locations. For example, a workshop took 
place at the Vienna dealership in order to counteract the 
high accident frequency rate there. Initial assessment indi-
cates that such workshops are effective.


98


Introduction


1
Fundamentals


2
Products and services


3
Production and  
value creation


4
Employees and society


4.1 Health and performance


4.2 Long-term  
employee development


4.3 Diversity


4.4 Corporate citizenship


Appendix


·



http://www.bmwgroup.com/gri/en





Attractiveness as an employer: in 2018 another 4,964 young people 
started their vocational education at the BMW Group locations all over 
the world, for example here at BMW Motorrad in Berlin/DE.


LONG-TERM  
EMPLOYEE DEVELOPMENT 


The BMW Group ensures long-term 
employee development by seeking out 
the right employees, making the most 
of their talents, developing potential 
and ensuring employability.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.2 
LONG-TERM  
EMPLOYEE DEVELOPMENT


Sustainability goal: 


The BMW Group ensures long-term employee develop-
ment by seeking out the right employees, making the 
most of their talents, developing potential and ensuring 
employability


The success of the BMW Group is based on the dedication 
and technical expertise of its employees. We make every  
effort to recruit and keep the best people. This means offer-
ing them attractive and secure jobs, comprehensive develop-
ment and training opportunities, as well as a range of  
options for achieving a better work-life balance. In doing  
this, we are also fulfilling our commitment to SDGs 4 (High- 
quality education) and 8 (Decent work and economic growth).


Especially in these times of digitalisation and technological 
change, it is vital for the BMW Group to be an attractive em-
ployer. The company is facing considerable challenges in 
terms of increasing competition with leading technology 
companies, a global scarcity of qualified technical workers 
and demographic change. With this in mind, it is essential 
for us to invest in our employees, to offer them opportunities 
and to foster continuous learning. This approach to long-
term employee development helps us to fulfil this vision.


Key measures:


Offering attractive overall remuneration
We aim to ensure that the total remuneration package is 
above the average for the respective labour market. To ver-
ify this, we carry out annual remuneration studies world-
wide. The total compensation package is made up of month-
ly remuneration, a variable compensation component and a 
wide  range  of  additional  benefits,  such  as  a  company  
pension. 


The same remuneration policies apply for all of the 
BMW Group companies – regardless of employees’ gender, 
religion, origin, age, disability, sexual orientation or coun-
try-specific characteristics. Our remuneration policy is thus 
an integral part of a consistent and transparent process of 
employee development. •  GRI 401-2


Encouraging work-life balance
The working hours that function best for employees vary 
depending on what phase of life they are in, their individ-
ual life plans and their work situation. For this reason, the 
BMW Group offers all employees a range of options to help 
them find the right work-life balance – for example through 
flexible working hours, sabbaticals or mobile working. In 
addition, we have for many years been offering employees 
family support services.


Offering a wide range of training and further  
education options
The BMW Group also invests on an ongoing basis in train-
ing its employees and fostering their talents. This lets us 
ensure that they have the skills needed to keep pace with 
future challenges. We follow the principle of life-long learn-
ing with a focus on the digital transformation. Thus, our 
medium-term goal is to switch to agile working and leader-
ship methods. •  GRI 404-2
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Surveying employees, achieving improvements
We want our employees to identify with the company and 
to translate their passion into top performance each and 
every day. We therefore conduct an employee survey every 
two years to identify potential for improvement.


Due diligence processes:


Systematically identifying and managing need for action
Our • BMW Group Code on Human Rights and Working Conditions, 
published for the first time in 2018, sets down our prin-
ciple of exceeding minimum standards with regard to our 
working conditions.


The BMW Group has established a strategic process for 
human resources planning in recent years in order to de-
tect new skills required at the company in good time and 
promptly find the right people for the tasks at hand. This 
process takes place every year, and is steered by the 
“Group Human Resources, Strategy and Goals” depart-
ment. The planning results serve as a basis for the system-
atic alignment and success tracking of our training and 
further education programmes as well as relevant HR 
tools such as personnel marketing, recruitment and 
young talent programmes.  


In order to ensure gender parity in remuneration, the 
BMW Group has established a monitoring process that 
compares the monthly pay of men and women based on 
the categories of full-time, part-time, pay grade and age. 
The analysis carried out in the year 2018 found no signif-
icant differences between the overall compensation pack-
ages of women and men. •  GRI 405-2 


Vocational training at the BMW Group is being redesigned 
worldwide due to digitalisation and the spread of electrifica-
tion. In addition to three new vocational training occupa-
tions in the areas of IT and electronics, training year 2018 
saw the introduction of twelve STEM-subject bachelor’s 
 degrees in the German dual system (STEM: sciences, tech-
nology, engineering, mathematics). We modified the content 
of the existing 27 vocational occupations to focus on the fu-
ture topics of big data analytics, agile development methods, 
robotics as well as smart production and logistics. Our long-
term need for skilled workers in the company is being served 
by the introduction of new skill sets, modern equipment and 
innovative teaching methods.


To foster young talent, in addition to its regular scholar-
ship programmes, the BMW Group offers entry to highly 
talented graduates via the Global Leader Development 
Programme.  It focuses among other things on teaching 
personal, professional and intercultural as well as team 
and collaboration skills. The programme is offered at the 
BMW Group locations worldwide.


In 2018, we considerably expanded our range of specialist 
training courses. Here, the focus was on new skill set areas 
such as data analytics.


Fundamentally, our aim is to develop leaders who stand out 
as much for their personal initiative as for their ability to 
work well with others to successfully manage teams and 
build networks. To achieve this, we continuously refine our 
training programmes for executives and have added new 
courses focusing on “Leadership in the digital age”.


In addition, every BMW Group employee receives a consist-
ent and comprehensive performance and behaviour review 
at least once a year in order to support their individual devel-
opment. •  GRI 404-3
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ness as an employer (88%), social benefits (86%) and job  
security (87%). The 2017 survey also demonstrated that 
employees have responded very well to our Strategy 
NUMBER ONE > NEXT. At the same time, we noticed that 
external factors such as the diesel affair, electromobility 
and digitalisation are on employees’ minds. This has led 
to the BMW Group launching initiatives in the areas of 
culture, values and leadership in order to further establish 
system changes for long-term development of the business 
and culture in the interest of operational excellence and 
new ways of thinking. The next Group-wide employee 
survey is planned for 2019.


Group-wide BMW Group employee survey in 2017*
4.07 
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*  The employee survey is carried out every two years. The last survey took place in 2017.
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performance 
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Results and performance indicators:


Attractiveness as an employer confirmed
In studies on the attractiveness of employers conducted by 
the  consultancy  firms  trendence  and  Universum,  the 
BMW Group was once again given top ratings in 2018. 
These results demonstrate that we are one of the most at-
tractive employers both in Germany and worldwide. This 
is  also  confirmed  by  the  low  attrition  rate  of  2.8% at 
BMW AG as well as by our most recent employee survey 
conducted in summer 2017. Compared to the 2015 survey, 
the ratings fell slightly but are still at a very high level. 
Very positive ratings were given for example to attractive-  
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Combined separate non-financial report


As in the previous year, the average time spent in training 
and further education per employee was 3.4 days (2017: 
3.4). On the one hand, web-based preparation increased 
the level of knowledge before courses started, leading to a 
reduction in the amount of face-to-face training time re-
quired. And on the other hand, we used new e-learning 
formats to make employees less time dependent and to in-
crease efficiency by offering condensed learning content. 


•  GRI 404-1 


Average days of further training  
per employee*


4.09 


Number of days


5.0


2.5


0


   


2014 2015 2016 2017 2018


 


*  Data retrieved by direct representation of the number of participants as well as a small 
share by qualified extrapolation. The data also includes e-learning formats.


•  GRI 404-1


• see 
performance 


indicators


• G


3.9 4.1


3.4 3.4
3.8


Further training programmes expanded
We were able to expand our range of education and train-
ing programmes in 2018 and to equip our employees with 
up-to-date skills where needed. On the reporting date, 
4,964 young people had vocational training contracts or 
were employed in youth talent programmes at the 
BMW Group (2017: 4,750). The number of people starting 
their working life at the company’s German training 
 centres remained constant at 1,200 (2017: 1,200). 


Apprentices and participants in youth talent 
 programmes 


4.08 


Number


5,000


4,500


4,000


   


2014 2015 2016 2017 2018
 


• G


4,750


4,964


4,6134,595
4,700
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Combined separate non-financial report


Our next steps:


In order to make sure that the right skills are available in 
good time as digital and cultural transformation pro-
gresses within the company, ongoing strategic HR plan-
ning processes are in place. The results of these are inte-
grated into our vocational education, student promotion 
and further education programmes.


BMW Group expenditure on training and further education 
in 2018 increased to € 373 million (2017: € 349 million). Our 
commitment to human resources is an investment in the fu-
ture. It lets us maintain our standing as an attractive em-
ployer and ensures that we achieve our goal of long-term 
employee development.  


Investment in further education and training
4.10 


in € million


400


300


200


   


2014 2015 2016 2017 2018


 


• G


335
352 349


373
352
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IT specialists for future-related topics such as digitalisa-
tion, autonomous driving and electromobility. 3.7% of 
the entire workforce are on fixed-term contracts.• GRI 102-7, 


102-8 


BMW Group employees at end of year
4.11 


 2014 2015 2016 2017 2018


Workforce by segment      


Automotive 106,064 111,410 112,869 117,664 121,994


Motorcycles 2,894 3,021 3,351 3,506 3,709


Financial Services 7,245 7,697 8,394 8,645 8,860


Other 121 116 115 117 119


Share of employees with fixed-term contracts 1, 2 4,563 5,359 4,270 4,685 4,638


Employees in part-time employment  4,271 4,497 4,753 5,553 6,299


1  Figures exclude suspended employment contracts, employees in non-work phases of pre-retirement part-time arrangements, low income earners, trainees and students.
2  Within BMW AG (which employs around two-thirds of the entire workforce of BMW Group), 0.4% of the 1.5% of fixed-term contracts are women. For systemic reasons these data are only calculated for BMW AG.
•  GRI 102-8


• G


 Further key indicators


BMW Group employees
The number of employees working for the BMW Group in-
creased worldwide by 3.7% to a total of 134,682 by the end 
of 2018. The company continues to recruit experts and 
 


• see 
performance 
indicators


BMW Group employees at end of year*
4.12 


Number of employees


200,000


100,000


0


   


2014 2015 2016 2017 2018


 


*  Figures exclude suspended employment contracts, employees in non-work phases of pre- 
retirement part-time arrangements, low income earners, trainees and students.


1  Of whom 36.1% are tariff-bound production employees of the BMW Group.
2  Of whom 36.3% are tariff-bound production employees of the BMW Group
3  Of whom 35.4% are tariff-bound production employees of the BMW Group.
4  Of whom 35.7% are tariff-bound production employees of the BMW Group.
5  Of whom 35.3% are tariff-bound production employees of the BMW Group.
•  GRI 102-7


• G


Employees in 
foreign countries


Employees in 
Germany


116,3241 122,2442 129,9324
134,6825


124,7293


Share of employees per country with production 
 location(s) in 2018 


4.13 


Number of employees


Germany 92,333 
of which fixed-term 1,603


Thailand 592 
of which fixed-term 155


South Africa 3,889 
of which fixed-term 925


Other countries 10,829 
of which fixed-term 587


China 2,000 
of which fixed-term 829 


USA 11,665 
of which fixed-term 13


India 705 
of which fixed-term 20


UK 7,623 
of which fixed-term 243


Austria 4,073 
of which fixed-term 241


Brazil 973 
of which fixed-term 22


A good two-thirds of BMW Group employees are employed in Germany, 
followed by the USA with 8.7% and the UK with 5.7%.


•  GRI 102-8


• G
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Number of people leaving and employee attrition rate at 
BMW AG
The number of people leaving BMW AG was at the same 
level as the previous year. The share of women in the total 
of 2,247 people who left the company was 14% in 2018, the 
same level as the previous year (2017: 14%). The number  
of newly recruited permanent employees also remained 


• see 
performance 
indicators


constant at 22%  (2017: 22%). The attrition rate at BMW AG 
remained on a very low level in 2018, at 2.8% (2017: 2.6%). 
If  figures  for  retirement,  part-time  pre- retirement  and 
death are excluded, the attrition rate for 2018 was 1.2% 
(2017: 1.1%). Overall, our programmes and measures 
help to ensure that the BMW Group can continue to  
position itself as an attractive employer. • GRI 401-1


Total number of employees leaving BMW AG, by reason for leaving*
4.14 


 Number 2014 2015 2016 2017 2018


Total 1,014 1,577 2,067 2,077 2,247


Part-time retirement, retirement, death 363 978 1,199 1,207 1,314


Voluntarily left company (termination or suspension of employment contract  
by employee) 609 556 809 809 873


Dismissed by employer 42 43 59 61 60


• G


*  Figures refer to employees with permanent contracts.
•  GRI 401-1


Employee attrition rate at BMW AG *
4.15 


in  %


5.0


2.5


0


   


2014 2015 2016 2017 2018


 


*  Number of employees on unlimited employment contracts leaving the company.


•  GRI 401-1


• G


2.64 2.782.70


1.41
2.08


Alternative work forms at BMW AG
In 2018, over 34,000 employees, or around 66% of those 
working outside the direct production areas, chose to work 
at least one partial and / or full day on a mobile basis (2017: 
63%). This represents a renewed increase compared to 2017. 
Mobile working at the BMW Group stands for a culture of 
trust and constructive dialogue. Outside of agreed working 
hours, employees have  the right  to switch off and be un-
available. Our  flexible working  programmes  thus meet  a 
real need.
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Alternative ways of working at BMW AG *
4.16 


Number of employees 2014 2015 2016 2017 2018


Part-time workers 1 3,739 3,943 4,294 4,572 5,000


in % of total number of employees 5.1 5.1 5.0 5.2 5.6


Teleworking positions 2 22,297  25,072 28,088 31,754 34,339


in % of total number of employees 49.9 53.0 59.4 63.3 66.1


Number of employees who use “Vollzeit Select” 2,668 3,592 3,998 4,690 5,508


in % of total number of employees 3 3.6 4.7 5.1 5.3 6.1


Sabbaticals 516 462 598 567 648


in % of total number of employees 0.7 0.6 0.7 0.6 0.7


Parental leave 2,271 2,535 3,028 3,389 3,675


in % of total number of employees 3.1 3.3 3.5 3.9 4.1


*  Figures refer to employees with permanent and part-time contracts.
1  At BMW AG, 3,416 women work part-time. For systemic reasons, this number is only calculated for BMW AG. 
2  Administrative positions. Number of employees who engaged in teleworking.
3  Statistical population not including apprentices, interns, thesis students working at the company and doctoral candidates.


•  GRI 102-8, 401-3


Investment in further education and training at the 
BMW Group
Worldwide, the company invests continuously in training 
its managers. In Germany the number of days of partici-
pation in the standard management training courses was 
slightly below that of the previous year. 


In 2018, a total of over 1,696 managers took part in dia-
logue-based training to prepare them for the future leader-
ship challenges resulting from the digital transformation. 


Accordingly, 1,424 days of participation in management 
 dialogue events (such as  “Treffpunkt Führung Next”) were 
logged. •  GRI 404-1


• G


Average training hours at the BMW AG Academy,  
by employee category 


4.17 


Employee category 2016 2017 2018


Non-tariff employees 30.0 19.2 22.7


“Meister” (master craftsmen) 27.8 17.7 17.7


Tariff 17.3 12.8 11.9


Days of further training for managers in the 
BMW Group    


Number 16,985 16,883 15,151


•  GRI 404-1


• G
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Unions and collective bargaining
As laid down in the • BMW Group Code on Human Rights and 


Working Conditions, the company recognises the rights of all 
employees to set up employee representation and carry 
out collective bargaining to regulate working conditions. 
At the BMW Group, institutionalised co-determination is 
implemented Group-wide according to the applicable 
 national regulations. At all BMW AG plants and dealer-
ships as well as in Austria and the UK, elected works 
councils observe co-determination for the employees. In 
China and South Africa, employees are represented by 
 local workers’ councils. At locations that have no workers’ 
representatives, the BMW Group encourages regular dia-
logue between employees and the company.


The BMW Group complies with conventions 87 and 98 of 
the ILO (International Labour Organization), which guar-
antee workers freedom of association and the right to col-
lective bargaining. This also includes the right to establish 
and to join independent C93 trade unions and other advo-
cacy organisations as well as protection against discrimi-
nation on the grounds of membership in an employee rep-
resentative body. Freedom of association is thus one of the 
principles set down in the • Joint Declaration on Human Rights 


and Working Conditions at the BMW Group. The timely and com-
prehensive involvement of employee representatives is en-
sured in the BMW Group by the Supervisory Board of 
BMW AG with equal representation of all parties as well 
as by works councils and local employee representatives. 
•  GRI 102-41


Share of employees represented by a trade union or falling under collective agreements
4.18 


in % 2014 2015 2016 2017 2018


Germany 1 100 100 100 100 100


UK 2 86 86 85 86 85


China (plant) 100 100 100 100 100


Austria 1 100 100 100 100 100


South Africa 60 59 58 53 62


USA (no collective agreements exist) 0 0 0 0 0


1  Excluding executives. 
2  From 2012 onwards, all employees in corporate functions as well as the employees at the Goodwood / UK plant were included in this figure.


•  GRI 102-41


• G
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Diversity as a driver: in 2018, employees from a total of 124 countries 
were working together successfully at BMW AG alone.


DIVERSITY 


Through its diverse workforce, the BMW Group 
increases its competitiveness and enhances its 
innovative strength.


Sustainability goal 
Employees and society







Combined separate non-financial report


Key measures: 


Promoting diversity and equal opportunity in the company 
The • BMW Group Code on Human Rights and Working Conditions, 
published in 2018, declares that equal treatment of all em-
ployees is a fundamental principle of our corporate policy. 
The Diversity Concept for the BMW Group workforce 
passed by our Board of Management in 2010 defines three 
dimensions where diversity is to be strengthened Group-
wide while taking due consideration of local conditions: 
gender, cultural background, age/experience.


The BMW Group focuses for this purpose on event and dia-
logue formats designed to raise awareness of diversity issues 
among managers and employees. We also take measures in 
the areas of recruitment and human resources development 
to foster diversity and equal opportunity throughout the com-
pany. In addition, we develop formats that address different 
target groups in specific company portfolios and divisions. 
For example, female production managers take part in a spe-
cial onboarding programme when they join the company. 


In 2018 a special focus was placed on communications and 
events. We developed for example a new communications 
concept to draw attention throughout the year to the topic of 
diversity.


Diversity-promoting concepts were also developed for the 
management boards (Board of Management and Supervisory 
Board). We report in detail on these concepts and their imple-
mentation in our • Annual Report 2018. 


To further promote an international perspective and inter-
cultural understanding among our new employees, we de-
signed our young talent programmes such as the “Global 
Leader Development Programme” with the needs of inter-
national participants in mind. We also focus on recruiting 
managers with international experience, while working to 
increase the share of employees of non-German origin in 
the long term.


4.3 
DIVERSITY


Sustainability goal: 


Through its diverse workforce, the BMW Group increases 
its competitiveness and enhances its innovative strength


Modern society is characterised by a variety of different back-
grounds and lifestyles. The BMW Group is aware of its social 
responsibility as an employer to promote equal opportunities 
in an increasingly versatile society through a diverse work-
force. As a global enterprise, the BMW Group regards an 
 intercultural workforce, an appropriate gender balance and a 
good age mix as very beneficial to our business. We are con-
vinced that a diverse workforce increases our innovative 
strength and further enhances our competitiveness, for exam-
ple by helping us to better understand customers’ needs. The 
action we are taking in this area is also designed to achieve 
SDGs 5 (Gender equality) and 10 (Reduced inequalities).
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Combined separate non-financial report


ures specified by our Diversity Concept. We report on the 
responsibility for diversity concepts in the Board of Man-
agement and Supervisory Board and the monitoring of 
their implementation in our • Annual Report 2018.


Results and performance indicators:


Further increase in diversity in the company
We have been able to increase the proportion of women in 
the total workforce from 19.3% (2017) to 19.9% (2018). This 
is above our self-imposed target range of 15–17%. The 
share of female managers in the BMW Group rose to 17.2% 
(2017: 16.0%). In the young talent groups, the proportion of 
women in the year under review was around 44% for the 
trainee programme and about 28% for the academic youth 
talent programmes. With a share of 30.0% of women on 
the Supervisory Board, we are in compliance with the 
 recommendation of the German Corporate Governance 
Code. • GRI 405-1


Share of female employees in management positions 
and in the entire workforce*


4.19 


in  % 


20.0


15.0


10.0


   


2014 2015 2016 2017 2018


*  The share of female employees at BMW AG is 16.5% of the total workforce and 15.1% in 
management positions. The share of women on the Supervisory Board is 30.0% and 12.5% 
on the Board of Management.


•  GRI 405-1


• see 
performance 


indicators


• see 
performance 


indicators


• G


Management 
positions


Entire 
workforce


19.9


17.2


19.3


16.0


17.8


13.5


18.1


14.3


18.7


15.3


The international character of the Board of Management 
and  the  Supervisory  Board  likewise  reflects  the  global 
scope of the company’s business.


We benefit from the age diversity of our workforce by lever-
aging the strengths of different age groups and fostering 
the exchange of knowledge and experience between the 
generations. When setting up new locations or divisions we 
recruit people from a range of age groups. 


Since 2013, the share of BMW Group employees aged be-
tween 30 and 50 has been steadily decreasing. At the same 
time, the proportion of those over 50 years of age has grown.  


•  GRI 405-1 To maintain employees’ performance as the work-
force  ages,  we  adapted  the  “Today  for  Tomorrow”  pro-
gramme in 2017. To complement this, we raise awareness 
among managers of the opportunities and challenges posed 
by mixed-age teams. • GRI 404-2


Due diligence processes:


Counteracting discrimination through clear policies and 
grievance mechanisms
The BMW Group Legal Compliance Code prohibits dis-
crimination of any sort. Employees can address related 
queries to their own managers, the relevant offices of the 
BMW Group, the HR department or the works council. The 
BMW Group SpeakUP Line, a telephone hotline available 
in over 30 languages, furthermore gives our employees 
worldwide a way to anonymously and confidentially report 
possible breaches of the Legal Compliance Code.


In addition, a grievance office for discrimination, staffed based 
on equal representation, was installed at our Munich / DE loca-
tion in 2018. This provides employees with a downstream pro-
cedure so that they can track the progress of their grievance.


The department of Human Resources Policy and Strategy, 
in cooperation with the operational human resources staff 
and the disciplinary executives, is responsible for all meas-


• see 
graphic 4.20


• see 
chapter 4.1
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Combined separate non-financial report


Our next steps:


The BMW Group will continue to pursue an integrated  
diversity strategy – in particular with regard to gender, 
age and cultural background. The measures already imple-
mented will be continued and intensified next year.


In the area of cultural diversity, we continue to benefit from 
the great variety of cultural backgrounds in our workforce. 
In 2018, employees from a total of 124 countries were work-
ing together successfully at BMW AG alone (2017: 118 coun-
tries). When it comes to securing talent for the future, we 
 also take an international approach: young people from 
eight countries took part in the Global Leader Development 
Programme that fosters young talent.


We also continued to promote age diversity in 2018. At 
BMW AG1 the share of employees over the age of 50 in-
creased from 28.3% (2017) to 29.1%. This is the result not 
only of demographic change but also of our efforts to sup-
port age(ing)-appropriate working conditions. •  GRI 405-1


BMW AG employees according to age group, divided 
into functions and gender *


4.20 


in  %


< 30  
years 


old


30–50 
years 


old


> 50  
years 


old


2016 total 12.5 60.2 27.3


2017 total 12.0 59.7 28.3


2018 total 11.7 59.2 29.1


 direct 1 15.7 52.6 31.7


 indirect 2 9.2 63.4 27.4


 male 10.4 58.8 30.8


 female 18.7 61.5 19.8


*  Figures refer to employees with permanent contracts.
1  Clock-controlled and production employees.
2  All employees without clock control.  


•  GRI 405-1


These figures confirm the effectiveness of our measures to 
further strengthen diversity in the BMW Group.


We report in detail on the achievement of diversity goals 
in the Board of Management and Supervisory Board in 
our • Annual Report 2018.


1 This figure is currently not consolidated to BMW Group level.


• G
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 Further key indicators


Share of women in the workforce per country with 
 production site(s)
The share of women in our workforce varies strongly in 
the different functional areas: the share of women in pro-
duction-related activities in Germany is less than 8%, 
while it is over 21% in sales-related activities. At interna-
tional level too, the share of women is lower in produc-
tion-intensive countries. •  GRI 405-1


Share of women in the workforce by country with 
production site(s)


4.21 


in  %


  17.1 Germany


  16.8 UK


  25.6 USA


  15.1 Austria


  23.3 South Africa


  9.2 India


  32.4 Thailand
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•  GTRI 405-1
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Share of local employees in leadership positions at major 
company locations 
While the share of local employees in leadership pos itions 
in Germany is very high and is around 87% at other west-
ern locations, the share at our locations in threshold coun-
tries is somewhere between 57% and 83%. • GRI 405-1


Share of local employees in management positions at major company locations *
4.22 


in % 2014 2015 2016 2017 2018


Munich plant / DE 98.9 99.0 99.1 99.2 99.2


Dingolfing plant / DE 99.7 99.7 99.7 100.0 100.0


Berlin plant / DE 100.0 100.0 100.0 100.0 100.0


Landshut plant / DE 100.0 100.0 100.0 100.0 100.0


Leipzig plant / DE 99.2 99.2 100.0 99.3 99.3


Regensburg plant / DE 100.0 100.0 99.5 100.0 99.5


UK 85.2 85.2 87.5 86.3 86.9


USA 86.8 86.1 89.4 87.7 88.3


Austria 86.2 75.1 84.8 82.8 85.6


South Africa 89.9 85.4 85.4 83.0 82.8


China 1 50.6 65.2 65.8 76.5 76.7


India 61.8 71.1 66.7 70.0 74.4


Thailand 61.3 72.4 65.6 56.8 56.8


*  “Local” refers to managers with local contracts. People deployed to work at the location who do not have a local employment contract are not included.  
These are reflected in the difference to 100 in each case.


1  Including employees of the joint venture BMW Brilliance Automotive Ltd., Shenyang / CN, which is not consolidated in the BMW Group.
•  GRI 405-1


• G
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The BMW Group is active all over the world in a wide range of social 
projects. The Care4Water initiative in Mexico gives people access to clean 
drinking water.


CORPORATE 
CITIZENSHIP 


 
The BMW Group is a leader   
in  intercultural understanding.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.4 
CORPORATE CITIZENSHIP


Sustainability goal: 


The BMW Group is a leader in intercultural understanding


Effective corporate citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. As a 
global company, we take responsibility and address current 
issues in society, focusing on areas where we can best bring 
our competencies to bear to achieve measurable improve-
ments. We are convinced that our activities contribute to over-
coming societal challenges while also creating added value for 
the company. This is accomplished, for example, by imple-
menting new ideas that arise when a variety of social stake-
holders work together. Experiences thus gained can also go 
 towards strengthening innovation in our core business. With 
our projects, we also want to make a contribution towards 
achieving the SDGs, specifically SDG 4 (High-quality educa-
tion), 5 (Gender equality), 8 (Decent work and economic 
growth), 10 (Reduced inequalities) as well as 17 (Partnerships 
to achieve the goals).


Key measures:


Actively promoting intercultural understanding and 
 social inclusion
Corporate citizenship at the BMW Group focuses on long-
term solutions that are internationally transferable and 
bring lasting results according to the principle of “helping 
people to help themselves”. We therefore concentrate on 
our core competencies: intercultural understanding and 
social inclusion. 


As a global corporation with a multinational workforce, the 
BMW Group has a vital interest in tolerance and under-


standing between different nations, religions and ethnic 
groups. With the annual • Intercultural Innovation Award, we 
collaborate with the • United Nations Alliance of Civilizations 


 (UNAOC) to recognise innovative projects that pursue solu-
tions to intercultural tensions and conflict. The winning 
individuals and initiatives receive support in the form of 
both a grant and expert advice. The main focus here is on 
projects that promote gender equality.


Globally, the BMW Group fosters social inclusion through 
education projects – from primary level right through to 
higher education. We make a lasting contribution to more 
equality of opportunity by helping disadvantaged young 
people to gain entry to the labour market. We conduct cor-
responding projects at our company locations that are tai-
lored to the respective local needs – in 2018 in such coun-
tries as the USA, Thailand, India, Brazil, Mexico, China, 
Korea and Germany.  


One example of this is the “Joy Home” initiative of the 
BMW Warm Heart Fund in China. This initiative was set 
up so that we can provide facilities for children who live 
far away from their parents – e. g. if the parents are work-
ing in other provinces. Thanks to a modern education pro-
gramme combined with plenty of games and sports activ-
ities, we aim to bolster the physical and mental health of 
the children who have been left behind and to equip them 
for the future. Our “Livelihood for Youth” in India teaches 
young people English and basic computer skills so that 
they can realise their potential on the labour market. The 
BMW Araquari plant in Brazil runs a social and leisure 
centre where children up to nine years of age receive 
meals and educational support. In England, the “BMW 
Edu cation” programme gives children and adolescents in-
sights into sustainable mobility of the future. And finally, 
in  the  “Young Engineers Dream” programme  in South 
 Korea, BMW and MINI engineers share their knowledge 
and experience with senior pupils in technical secondary 
schools. The experts are also available to the pupils as 
mentors, working with them to develop life goals and 
 career plans. The one-year programme consists of month-
ly day-long workshops, mentor meetings, basic training at 
the BMW Group Korea Trainings Academy, a visit to an 
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We want to make sure that our corporate citizenship ef-
forts address actual needs and have a lasting impact. With 
this in mind, the Corporate Citizenship department leads 
and coordinates the activities. It collaborates with the dif-
ferent locations in shaping and evaluating corporate citi-
zenship efforts. To obtain a complete overview of all activ-
ities, the department conducts an annual global survey in 
all relevant areas of the company.


Based in Munich / DE, the department also reviews the im-
pact of the BMW Group as a whole with respect to corporate 
citizenship. Since 2010, the iooi (Input Output Outcome Im-
pact) method has been used for this purpose. By listing the 
resources deployed (inputs), the services provided (outputs), 
the results achieved (outcomes) and the effects attained (im-
pacts), this method makes it possible to differentiate corpor-
ate citizenship activities according to the effort involved and 
the benefits realised, making their impact measurable and 
demonstrable. This gives us a basis for evaluating and fur-
ther developing our projects. 


Results and performance indicators:


Further increase in people reached 
We regularly formulate clear objectives that allow us to 
meas ure the impact of our sponsorship measures. For ex-
ample, between 2011 and 2025, we want to reach six mil-
lion people through the diverse projects recognised by the 
Intercultural Innovation Award. We are on the right track. 
Between 2011 and the end of 2018, we were able to help 
over 2.58 million people through the winning projects, 
meaning we had already reached over 43% of our target.


automotive trade fair and even a trip to a BMW plant in 
Germany. For further information, see the BMW Group 


• website Corporate citizenship.


Fostering responsible leadership through the BMW 
Foundation Herbert Quandt 
We also foster responsible leadership through the BMW 
Foundation Herbert Quandt. This foundation encourages 
leaders worldwide to take on their responsibility to society 
in line with the Agenda 2030. With its leadership pro-
grammes, its network of around 1,500 members and its 
investments, the foundation gives managers a platform 
for personal and professional engagement. The founda-
tion also uses its own budget to fund initiatives from the 
network as well as social organisations that achieve a 
proven and sustainable impact. Through the Eberhard 
von Kuenheim Fund, the foundation additionally invests 
a share of  its  core assets  in  realising not only financial  
returns but also positive effects on society. For further in-
formation on the BMW Foundation Herbert Quandt, see 


• website.


Due diligence processes:


Avoiding risks by applying clear guidelines and systemat-
ically evaluating impact
The hallmarks of all of the corporate citizenship activities 
undertaken by the BMW Group are transparency, compli-
ance with all statutory requirements as well as careful doc-
umentation of the measures taken. The BMW Group pol-
icy on  “Sponsorship, donations and memberships” was 
drafted for this purpose in 2011. It prescribes binding rules 
of conduct for all internal departments and locations of the 
BMW Group.
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In addition, between 2017 and 2025 we intend to provide 
an education of good quality to one million young people – 
particularly in technical areas. Our education and training 
programmes had already reached 316,000 young people at 
international BMW locations by the end of 2018 (2017: 
150,000). This represents a 31.6% achievement of our target. 


These results are proof of our contribution to strengthening 
intercultural understanding and social inclusion worldwide.


People reached by corporate citizenship activities of the BMW Group
4.23 


in %


People reached by BMW Group 
education programmes


By the end of 2018:  
over 2.58 million


People reached by  
Intercultural Innovation Award 
winning projects since 2011


By the end of 2018: 
316,000 thousand


Target 2025: 
1 million


Target 2025: 
6 million


• G


In 2018, we spent a total of € 37.2 million on our corporate 
citizenship activities (2017:  € 33.4 million). To see how 
these funds were allocated to our various areas, please 
 refer to graphics 4.24 and 4.25. BMW Group expenditure 
on community investment and commercial activities rose 
compared to fiscal 2017. This is a result both of new edu-
cation projects at our locations and of new activities and 
projects that were initiated in 2018 in the area of sustain-
able urban development. 


• see 
performance 
indicators


118


Introduction


1
Fundamentals


2
Products and services


3
Production and  
value creation


4
Employees and society


4.1 Health and performance


4.2 Long-term  
employee development


4.3 Diversity


4.4 Corporate citizenship


Appendix


·







Combined separate non-financial report


Donations worldwide
4.25 


in %, total €15,828,558*


Politics 0.15.9 Sport


Science/Education 59.6


0.2 Environment/Sustainability


22.8 Society/Community


11.4 Culture


*  in the form of cash and payments in kind.


Our next steps:


In 2019, we will adapt education and research at vocational 
education facilities and third-level colleges close to our loca-
tions to the latest technical innovations and we will pro-
mote training in the area of electromobility. We aim to de-
velop solutions towards creating more equality of oppor-
tunity at the beginning of people’s careers. The measures 
and projects we are implementing over the next year will 
move us towards achieving our targets through to 2025.


• G


Total expenditure on corporate citizenship,  
by type of activity*


4.24 


in thousand €


100,000


50,000


0


   


2014 2015 20161 2017 2018


 


*    The activities of the BMW Group in the area of corporate citizenship are divided into three 
main areas: monetary donations and donations in kind; community investment, which refers 
to investment in project initiatives, collaborations and partnerships conceived in-house, 
as well as corporate volunteering by BMW Group employees; commercial activities, 
 i. e. sponsorship and cause-related marketing. 


1    The relatively high amount in 2016 is due to a one-off donation to increase the capital of the 
BMW Foundation in the BMW centenary year 2016 from €50 million to €100 million.


• G


Commercial 
activities


Community 
investment
Donations/ 


contributions 
in kind


33,436
37,242


87,837


34,524 39,109
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OUR REPORTING CONCEPT


The BMW Group Sustainable Value Report (SVR) 2018 has 
been published to provide stakeholders with comprehensive 
information about the company’s sustainability strategy and 
the progress made in integrating sustainability into its corpo-
rate processes. The requirements of the German CSR Direc-
tive Implementation Act (CSR RUG) obligate Bayerische  
Motoren Werke Aktiengesellschaft (BMW AG) to publish a 
non-financial report at company and Group level. This will 
be published as an integrated, separate non-financial Group 
report within this Sustainable Value Report. The legally  
required information1 will be provided in the chapter 
sub-sections on the beige-coloured pages. If information on-
ly applies to parts of the BMW Group (e. g. to BMW AG), this 
will be indicated. This report has been prepared in accord-
ance with the GRI Standards: Comprehensive option.   


•  GRI 102-54


1 Diversity Concept in Board of Management and Supervisory Board is contained in the Statement on Corporate 
Governance. •  see Annual Report 2018


CSR Directive Implementation Act
Main topics


Based on the results of the materiality analysis updated in 
the year under review in accordance with the Global Report-
ing Initiative (GRI) as well as the current long-term sustain-
ability goals of the BMW Group, we derived the main topics 
to be complied with pursuant to the legislation. Both our 
own business activities, products and services as well as 
business relationships, e. g. along the supply chain, were 
 taken into consideration. The topics of high relevance are 
 presented in the integrated, separate non-financial report.


The order of the topics described is aligned with the long-
term sustainability goals of the BMW Group and does not 
represent any particular weighting of the topics. An overview 
of the information on the main topics that is relevant to the 
legislation is presented at the beginning of each sub- 
section of the respective chapter. Here, in accordance with 
the statutory materiality requirements, we have compiled 
the information that in each case is required for an under-
standing of the business performance, the financial result 
and the current situation of the BMW Group and which 
clearly expresses the effects of business activities on the 
non-financial aspects specified in the legislation.


The main topics for the BMW Group’s financial services 
were determined in 2017 by an internal workshop. They are 
described in  Chapter 1.4.


Risks
During the reporting process, we assessed whether any 
risks are associated with our own business activities, our 
business relationships and the products and services, 
which would very probably have, either currently or in the 
future, severe negative effects on the non-financial aspects 
specified in the legislation. Based on this net-risk assess-
ment as well as the general legal requirement on selecting 
the main reporting content, we have no risks to report in 
the context of the CSR RUG.


• see 
chapter 1.1


• see 
chapter 1.4


120


Introduction


1
Fundamentals


2
Products and services


3
Production and  
value creation


4
Employees and society


Appendix


Our reporting concept


Independent Practitioners’ 
Limited Assurance Report


Fuel consumption and CO2 
emissions ratings


Imprint


·



http://www.bmwgroup.com/gri/en





Combined separate non-financial report


Connection to figures in financial statements
For each topic, an assessment was carried out to identify 
any figures in the financial statements that are required in 
order to understand the combined separate non-financial 
report and are therefore to be reported and explained. The 
assessment concluded that no such information is required.


Assurance engagement
The entire report (including the integrated, separate non- 
financial report) was audited by PricewaterhouseCoopers 
GmbH Wirtschaftsprüfungsgesellschaft, with limited 
 assurance in accordance with ISAE 3000 (revised). •  Assur-


ance report  •  GRI 102-56


With the exception of the auditors of the legislation-relevant 
information – who were selected by the Supervisory Board 
of BMW AG – the Corporate Reporting, Corporate Commu-
nications and Policy as well as Corporate Planning and 
Prod uct Strategy departments selected the external auditors 
for the Sustainable Value Report. Ms Ursula Mathar, Head of 
Sustainability and Environmental Protection and Dr Thomas 
Becker, Vice President of Governmental and External 
 Affairs  are  responsible  for  expert  approval  of  the  SVR. 
Overall responsibility lies with the Board of the BMW Group. 
The Supervisory Board is responsible for reviewing the CSR 
RUG-relevant information. The external auditors support 
the Supervisory Board in fulfilling its obligation to under-
take audits within the context of the CSR RUG. 


References to information external to the report are consid-
ered additional information that is not part of the audit. 
Third-party auditing enables us to document for the public 
the reliability and trustworthiness of the information pro-
vided. In addition, we receive impetus for improvement 
and innovation in the reporting process. •  GRI 102-32, 102-56
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Report content in compliance with 
GRI standard


The weighting of the topics in the report is based on the re-
sults of our materiality process. When updating our list of 
main topics in the year under review, we sharpened our 
 focus based on suggestions from our stakeholders. There-
fore, although some topics continue to form part of our  
sustainability management, they are no longer described in 
detail in the SVR 2018. The topics referred to here are  
customer satisfaction, data protection, hazardous substance 
emissions in the value chain as well as socio-environmental 
impact on society. •  GRI 102-49


Reporting period
The reporting period is the 2018 financial year. The effective 
date for all facts and figures is 31 December 2018. •  GRI 102-50 
The Sustainable Value Report is published annually.  


• GRI 102-52  The last report was published in March 2018 as 
an interactive pdf covering financial year 2017. •  GRI 102-51


The statements made in the SVR 2018 about the 
BMW Group generally refer to the group of consolidated 
companies in the 2018 Annual Report. Any deviations 
from  that  are  indicated  and  their  scope  specified  in  the 
footnotes of the respective tables and charts or within the 
text. •  GRI 102-45 Nothing significant has changed in the re-
porting period with regard to the organisation of the 
BMW Group or its supply chain. •  GRI 102-10


The BMW Group Sustainable Value Report 2018 will be 
published at the same time as the Annual Report on the 
BMW Group website. The •  GRI Content Index for the SVR 
2018 is available in a separate document on the website.  


•  GRI 102-55 The next SVR will be published in early 2020.


UN Global Compact – report on progress


The BMW Group committed to implement the principles 
of the United Nations •  Global Compact in 2001 and in this 
report once again provides information on progress 
achieved in complying with these principles. References to 
the Global Compact principles have been integrated into 
the •  GRI Content Index.


Forward-looking statements


The BMW Group Sustainable Value Report 2018 contains 
various forward-looking statements about future develop-
ments which are based on the current status of the 
BMW Group’s assumptions and forecasts. They are thus 
subject to a variety of predictable and unpredictable risks, 
uncertainties and other factors, so that the actual outcome, 
including the company’s financial and assets position, its 
development  or  performance  could  differ  considerably. 
The BMW Group makes no commitment to update such 
forward-looking statements or to adapt them to future 
events or developments. 


The report is published in German and English. For rea-
sons of clarity and to avoid double references, generic 
references to the masculine in this document should be 
understood as referring to both sexes.
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Independent Practitioner’s Report on a Limited Assurance Engagement on Non-financial Reporting and  
Sustainability Information1


To BMW AG, Munich 
We have performed a limited assurance engagement on the sustain-
ability disclosures (hereinafter the “Sustainability Information”) and 
the combined separate non-financial report pursuant to §§ (Articles) 
289b Abs. (paragraph) 3 and 315b Abs. 3 HGB (“Handelsgesetzbuch”: 


“German Commercial Code”) (hereinafter the “Non-financial Report”) 
contained therein and highlighted in color before the respective chap-
ters in the “Sustainable Value Report” of BMW AG, Munich (hereinafter 
the “Company”) for the period from 1 January to 31 December 2018 
(hereinafter the “Sustainable Value Report”).  


Responsibilities of the Executive Directors 
The executive directors of the Company are responsible for the preparation 
of the Sustainability Information in accordance with the principles stated 
in the Sustainability Reporting Standards of the Global Reporting Initiative 
(hereinafter the “GRI-Criteria”) and the Non-financial Report in accor-
dance with §§ 315b and 315c in conjunction with 289b to 289e HGB.


This responsibility of Company’s executive directors includes the selection 
and application of appropriate methods of sustainability reporting and 
non-financial reporting as well as making assumptions and estimates  
related to individual non-financial disclosures which are reasonable in the 
circumstances. Furthermore, the executive directors are responsible for 
such internal control as they have considered necessary to enable the 
preparation of the Sustainable Value Report that is free from material  
misstatement whether due to fraud or error.


Independence and Quality Control of the Audit Firm
We have complied with the German professional provisions regarding 
independence as well as other ethical requirements.


Our audit firm applies the national legal requirements and professional 
standards – in particular the Professional Code for German Public Auditors 
and German Chartered Auditors (“Berufssatzung für Wirtschaftsprüfer 
und vereidigte Buchprüfer”: “BS WP/vBP”) as well as the Standard on 
Quality Control 1 published by the Institut der Wirtschaftsprüfer (Institute 
of Public Auditors in Germany; IDW): Requirements to quality control for 
audit firms (IDW Qualitätssicherungsstandard 1: Anforderungen an die 


Qualitätssicherung in der Wirtschaftsprüferpraxis – IDW QS 1) – and  
accordingly maintains a comprehensive system of quality control includ-
ing documented policies and procedures regarding compliance with  
ethical requirements, professional standards and applicable legal and 
regulatory requirements.


Practitioner’s Responsibility
Our responsibility is to express a limited assurance conclusion on the 
Sustainability Information in the Sustainable Value Report and the 
 information in the Non-financial Report based on the assurance  
engagement we have performed. 


Within the scope of our engagement we did not perform an audit on 
external sources of in-formation or expert opinions, referred to in the 
Sustainable Value Report.


We conducted our assurance engagement in accordance with the  
International Standard on Assurance Engagements (ISAE) 3000  
(Revised): Assurance Engagements other than Audits or Reviews of 
Historical Financial Information, issued by the IAASB. This Standard 
requires that we plan and perform the assurance engagement to allow 
us to conclude with limited assurance that nothing has come to our  
attention that causes us to believe that 


–  the Sustainability Information in the Sustainable Value Report for 
the period from 1 January to 31 December 2018 has not been  
prepared, in all material aspects, in accordance with the relevant 
GRI-Criteria, 


or 


–  the Non-financial Report contained within the Sustainable Value 
Report of the Company for the period from 1 January to  
31 December 2018 has not been prepared, in all material aspects, 
in accordance with §§ 315b and 315c in conjunction with 289b to 
289e HGB. 


In a limited assurance engagement the assurance procedures are less in 
extent than for a reasonable assurance engagement, and therefore a 
substantially lower level of assurance is obtained. The assurance proce-
dures selected depend on the practitioner’s judgment.


1  PricewaterhouseCoopers GmbH has performed a limited assurance engagement on the German  
version of the “Sustainable Value Report” and issued an independent practitioner’s report in German 
language, which is authoritative. The following text is a translation of the independent practitioner’s 
report.
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Within the scope of our assurance engagement, we performed amongst 
others the following assurance procedures and further activities:


–  Obtaining an understanding of the structure of the sustainability  
organization and of the stakeholder engagement


–  Inquiries of personnel involved in the preparation of the Sustainable 
Value Report regarding the preparation process, the internal control 
system relating to this process and selected disclosures in the  
Sustainable Value Report


–  Identification of the likely risks of material misstatement of the  
Sustainable Value Report


–  Performance of site visits as part of the inspection of processes for 
collecting, analyzing and aggregating selected data:


–  in the corporate headquarters in Munich,


–  in the production plant in Rosslyn (South Africa),


–  at BMW Brilliance Automotive (BBA) in Dadong (China)


–  at BMW Brilliance Automotive (BBA) in Tiexi (China),


– at BMW Brilliance Automotive (BBA) Engine Plant in Tiexi (China),


– Analytical evaluation of selected disclosures in the Sustainable Value 
Report


– Inquiries of personnel responsible for the reporting of fleet emissions 
and fuel consumption, as well as reconciliation of selected data 
points regarding fleet emissions and fuel consumptions with the fuel 
consumption and emission vehicle type-approval certificate from the 
Federal Office for Motor Traffic of Germany;


– Comparison of selected disclosures with corresponding data in the  
financial statements and in the management report 


– Evaluation of the presentation of selected sustainability information.


Assurance Conclusion
Based on the assurance procedures performed and assurance evi-
dence obtained, nothing has come to our attention that causes us to 
believe that 


–  the Sustainability Information in the Sustainable Value Report for 
the period from 1 January to 31 December 2018 has not been  
prepared, in all material aspects, in accordance with the relevant 
GRI-Criteria,  


or 


–  the Non-financial Report contained within the Sustainable Value 
Report of the Company for the period from 1 January to  
31 December 2018 has not been prepared, in all material aspects, 
in accordance with §§ 315b and 315c in conjunction with 289b to 
289e HGB.


Intended Use of the Assurance Report
We issue this report on the basis of the engagement agreed with the 
Company. The assurance engagement has been performed for pur- 
poses of the Company and the report is solely intended to inform the 
Company about the results of the limited assurance engagement. 
 The report is not intended for any third parties to base any (financial) 
decision thereon. Our responsibility lies only with the Company. We do 
not assume any responsibility towards third parties.


Munich, 27 February 2019  


PricewaterhouseCoopers GmbH
Wirtschaftsprüfungsgesellschaft


Andreas Fell Hendrik Fink
Wirtschaftsprüfer Wirtschaftsprüfer
(German public auditor) (German public auditor)
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FUEL CONSUMPTION AND CO2 EMISSIONS RATINGS


Figures in brackets () refer to automatic vehicles  


Fully electric models (BEV)


 
Fuel consumption in l / 100 km  


(combined)


 
CO2 emissions in  g / km  


(combined)
Electricity consumption in 


kWh / 100 km  (combined)  


BMW i3 (120 Ah), with fully electric BMW eDrive 0 0 13.1


BMW i3s (120 Ah), with fully electric BMW eDrive 0 0 14.6 – 14.0


Plug-in hybrid models (PHEV)
Fuel consumption in l / 100 km  


(combined) 
CO2 emissions in  g / km  


(combined)


Electricity consumption in  
addition to fuel consumption 


in  kWh / 100 km (combined) 


BMW i8 Coupe 1.8 42 14.0


BMW i8 Roadster 2.0 46 14.5


BMW 225xe iPerformance Active Tourer 2.5–2.3 57–52 13.7–13.4


BMW X5 xDrive45e iPerformance1 2.1 49 23


BMW 530e iPerformance Sedan 2.2–2.1 49–47 13.6–13.3


Internal combustion engine models (ICE)
Fuel consumption in l / 100 km  


(combined)
CO2 emissions in  g / km  


(combined)


Electricity consumption in  
addition to fuel consumption 


in  kWh / 100 km (combined) 


BMW 320d Sedan
4.6–4.4  


(4.6–4.2)
122–116 


 (119–110) –


BMW 220i Active Tourer 5.8 133 –


1    Provisional figures, not yet confirmed, the right to change them is reserved.  


The data on fuel consumption, CO2 emissions, power consumption and range are calculated according to the current versions of the prescribed measuring methods Regulation (EC) 2007/715 respectively. The data 
refers to a vehicle in its basic version in Germany, the ranges account for differences in the selected wheel and tyre size and optional extras and can change during configuration.  
As at: 31 December 2018.


The figures have already been calculated based on the new WLTP test cycle and reverse-calculated to make them comparable with the NEDC. Other values than those stated here may be applicable for these vehicles 
when calculating taxes and other vehicle-related charges that are (also) based on CO2 emissions. 


Further information on the official fuel consumption and specific official CO2 emissions of new passenger vehicles can be found in the “Guide on the Fuel Economy, CO2-Emissions and Power Consumption of all New 
Passenger Car Models”, available free of charge from all sales outlets, the Deutsche Automobil Treuhand GmbH (DAT), Hellmuth-Hirth-Straße 1, 73760 Ostfildern –  
Scharnhauser Park, Germany and at •  https://www.dat.de/co2/.
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WE LOOK FORWARD TO 
HEARING FROM YOU


Numerous BMW Group employees participated in creating 
this Sustainable Value Report 2018. We will be happy to 
answer your questions and forward them to the relevant 
department if needed.


Sustainable Value Report 2018 project team


• Kai Zöbelein • Martina Hilmer • Edgar Berger


Contact details for Press Spokesperson Sustainability 
Kai Zöbelein
Sustainability Communications 
Telephon e:   +49 89 382-21170 
Email : Kai.Zoebelein@bmwgroup.com


If you want to stay up-to-date on sustainability at the 
BMW Group, you can register for the • Sustainability  


Newsletter right here.


BMW Group 
Petuelring 130 
80788 Munich 
+49 89 382-0 
 • www.bmwgroup.com


More from the BMW Group 
 • www.bmwgroup-classic.com 


 • www.bmw-welt.com


Social Media 
  www.facebook.com / BMWGroup 
  www.twitter.com / BMWGroup 
  www.youtube.com / BMWGroupview


The BMW Group brands on the Internet
 • www.bmw.com 


 • www.mini.com 


 • www.rolls-roycemotorcars.com 


 • www.bmw-motorrad.com
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2. 1


PRODUCT RESPONSIBILITY


Our management 
 approach 


The BMW Group takes a comprehensive approach 
to product responsibility. For us, it starts with the 
development of fuel-efficient vehicles that are safe for 
drivers and other road users. It covers resource-effi-
cient and eco-friendly development and production 
processes, integrated and high-quality customer care 
as well as recycling concepts that ensure our cars have 
minimum impact on the environment even after they 
reach the end of their life cycle.


A good example of our comprehensive understand-
ing of product responsibility is the BMW i3, the 
first large-series electric vehicle produced by the 
BMW Group. From the outset and throughout the 
entire life cycle we developed this vehicle in line with 
measurable sustainability targets – from raw material 
extraction through the entire production and use 
phase to recycling at the end of vehicle life.


Taking the already very efficient BMW 118d as ref-
erence vehicle (Green Car of the Year 2008), the 
BMW i3 has significantly less greenhouse gas poten-
tial across its entire product life cycle. For example, 
when using the European Electricity Mix (EU-25), the 
BMW i3 has around one-third less global warming 


1


potential, and when run on electricity produced from 
renewable sources, this potential can even be reduced 
by half. We are deliberately using the BMW i3 to set 
an in-house benchmark by gradually transferring the 
measures practised in the BMW i3 to BMW Group 
vehicle projects with internal combustion engines.


REDUCING EMISSIONS


Our visionary BMW i brand vehicles are spearhead-
ing our long-term efforts to produce completely 
emissions-free vehicles. But they are only one part 
of our Efficient Dynamics development strategy, our 
concept for ensuring sustainable individual mobility 
through constant and consistent reduction of emis-
sions. We achieve the best results here by applying 
innovative efficiency technologies. 


Whether through efficient engines, optimised aero-
dynamics, intelligent energy management, light-
weight design, forward-looking drive control, the 
Auto Start Stop function, brake energy regeneration, 
tyres with reduced rolling resistance or air flap con-
trol – every BMW Group vehicle is developed with 
 EfficientDynamics in mind. The BMW Group aims 
for intelligent lightweight construction, an efficient 
and dynamic drive system, and intelligent manage-
ment of all vehicle energy flows in every vehicle  see 
Chapter 2.2. 
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2 PRODUCT RESPONSIBILITY


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


BMW i3 INTRODUCED IN SERIES 
PRODUCTION 


–  We have successfully introduced our first 
fully electric premium vehicle in Europe – 
the BMW i3. Compared with a conventional 
combustion engine vehicle, the BMW i3 
generates over 50% less greenhouse gas 
potential (CO2 equivalents) throughout the 
entire product life cycle.


CO2 EMISSIONS OF BMW GROUP 
 AUTO MOBILES (EU-27) 
— 2013


EXPAND REACH OF BMW i


–  In 2014, we will launch the BMW i3 on 
additional markets (North and South America, 
Asia). We will also launch a new BMW i family 
model – the BMW i8. In addition, we will 
expand our range of electric motorcycles with 
the fully electric BMW C Evolution Scooter.133


FURTHER REDUCTION IN FLEET EMISSIONS


–  We further reduced the CO2 emissions of our 
vehicles sold in Europe to 133 g/km (2012: 
138 g/km; – 3.6%). This means that we are in 
line with our plan to reduce our fleet emissions 
by 2020 by 50% compared with 1995.


AVERAGE FUEL CONSUMPTION EU-27
— 2013


STEP UP RECYCLING MEASURES


–  We are developing ways to reuse spent battery 
packs from our electric vehicles as well as 
by-products of the production. In addition, 
we already recycle 20% of the thermoplastic 
materials in our vehicles and are gradually 
increasing our use of secondary raw materials.


Petrol


6.2 
l/100 km  


Diesel


4.8 
l/100 km  


SAFETY STANDARDS DEFINED


–  Since 2013, all BMW motorcycles in series 
production have been equipped with ABS as 
a standard feature. For all car models we offer 
passive and active safety systems that warn 
and support drivers in dangerous situations 
and protect them to the greatest extent 
possible in case of accident.


NUMBER OF DriveNow USERS 
— January 2014


PROMOTE NETWORKED MOBILITY


–  Online applications and networking are likely to 
change the face of urban mobility in the future. 
It is our aim to be a driver of mobility research, 
identifying new trends at an early stage and 
transforming the most promising research 
results into practical applications.


220,000
users


g/km


138 g/km2012


Petrol 6.3 l/100 km  Diesel 5.0 l/100 km2012


75,000 users2012
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4.5 LTR. OF DIESEL PER 100 KILOMETERS — The BMW 520d. REDUCING CONSUMPTION WITH AERODYNAMICS — BMW Group wind channel.


2. 1


PRODUCT RESPONSIBILITY


An example of this philosophy is the BMW 520d, 
with average fuel consumption in the EU test cycle 
of 4.5 litres per 100 kilometres and a CO2 value 
of 119 grams per kilometre. With 184 hp, the 
BMW 520d shows that sustainability and driving 
pleasure are by no means mutually exclusive.


TAKING A BROADER VIEW OF PRODUCT RESPONSIBILITY


Our product responsibility is, however, not limited 
to producing eco-friendly vehicles. As a provider of 
premium products and premium services for individ-
ual mobility, we also view the safety of our customers 
and other road users as a central component of our 
product responsibility. Through active safety features 
we try to prevent accidents, and through passive 
safety systems to mitigate their effects  see Chapter 2.3.


Other elements in our approach to product respon-
sibility are resource-efficient production and high 
recycling and reuse standards that close the materials 
cycle as much as possible  see Chapter 2.4 and  see 
Chapter 3. 


We set our sights on intelligent services covering the 
entire spectrum of future mobility. One example is 
our DriveNow car-sharing service  see Chapter 2.5.


Finally, we also strive for a high degree of customer 
satisfaction, conducting studies, customer interviews 
and constant analysis of customer feedback to find 
out how we can improve even further from our cus-
tomers’ perspective  see Chapter 2.6. 


MEETING INTERNATIONAL REQUIREMENTS


International regulatory requirements for 
BMW Group products are becoming increasingly 
stringent, particularly in the area of vehicle emis-
sions. 93% of the vehicles we sell are subject to 
corres ponding regulations and tax legislation. At the 
same time, planning for sales is made difficult by 
rapid changes in legislation. This means that we have 
to be prepared to cope with new framework condi-
tions even before they are announced by legislators.
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potential, and when run on electricity produced from 
renewable sources, this potential can even be reduced 
by half. We are deliberately using the BMW i3 to set 
an in-house benchmark by gradually transferring the 
measures practised in the BMW i3 to BMW Group 
vehicle projects with internal combustion engines.
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Our visionary BMW i brand vehicles are spearhead-
ing our long-term efforts to produce completely 
emissions-free vehicles. But they are only one part 
of our Efficient Dynamics development strategy, our 
concept for ensuring sustainable individual mobility 
through constant and consistent reduction of emis-
sions. We achieve the best results here by applying 
innovative efficiency technologies. 


Whether through efficient engines, optimised aero-
dynamics, intelligent energy management, light-
weight design, forward-looking drive control, the 
Auto Start Stop function, brake energy regeneration, 
tyres with reduced rolling resistance or air flap con-
trol – every BMW Group vehicle is developed with 
 EfficientDynamics in mind. The BMW Group aims 
for intelligent lightweight construction, an efficient 
and dynamic drive system, and intelligent manage-
ment of all vehicle energy flows in every vehicle  see 
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Dear Reader,
In 2013, we brought our vision of urban emissions-free electromobility to the streets. The BMW i3 is purpose built 
for electric driving. It is just one example of our innovative technology and how we view our responsibility in 
society. We believe premium should be a role model. 2013 was the most successful year yet for the BMW Group. 
But this is just one more chapter in the long and continuing history of the company. Our focus is on the future 
and our actions are geared towards the long term.


We take a holistic approach by implementing sustainability along the entire value chain. We see this as an 
investment in the future. It is our way of ensuring that sustainability is established as part of the very structure 
of the company, becoming an integral part of our day-to-day lives. 


Sustainability is a key component of our long-term corporate strategy. This means we set ourselves ambitious 
targets concerning both our products and their manufacture and work towards these with determination and 
conviction. By 2020, we aim to have reduced the CO2 emissions of our European new-vehicle fleet by at least 
50 percent compared to 1995. From the outset, the BMW Group also committed to the EU target of 95 grams of 
CO2 per vehicle from 2020 onwards. On our production lines we plan to reduce our resource consumption per 
vehicle by 45 percent by 2020 compared to 2006. Our vision is to achieve completely CO2-free vehicle production.


At the BMW Group, all aspects of sustainability are integrated into the work of every division and each one of 
our 110,000 associates. Every member of the Board of Management also sits on the Sustainability Board. As a 
result, the BMW Group has been one of the top companies in every major sustainability rating and ranking for 
many years. As a signatory of the United Nations Global Compact, the BMW Group has implemented its Ten 
Principles at all locations worldwide since 2001. 


Our world and our society are facing huge challenges. As a leading premium manufacturer in the automotive 
industry, we are shaping individual mobility for our customers today and in the years to come. This is our 
contribution towards mastering the many challenges of the future whilst also securing our continued viability 
as a company.


DR.-ING. DR.-ING. E. H. NORBERT REITHOFER  
— Chairman of the Board of Management of BMW AG


PREFACE


Dr.-Ing. Dr.-Ing. E. h. Norbert Reithofer
Chairman of the Board of Management of BMW AG
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OUR POINT OF VIEW


Dr.-Ing. Klaus Draeger
Member of the Board of Management of BMW AG,  
Purchasing and Supplier Network 


We aim to achieve our sustainability targets 
by working together with our partners in the 
supply chain and in cross-sectoral networks. 
Our goals are greater resource efficiency, 
more environmental protection and compli-
ance with social standards.


Dr.-Ing. Dr.-Ing. E.h. Norbert Reithofer
Chairman of the Board of Management of BMW AG


Our business model is based on premium 
vehicles and services for individual mobility. 
We look to the future and focus our actions 
over the long term. Our goal is to be pio-
neers, offering our customers solutions that 
pave the way to the future. 


Dr.-Ing. Herbert Diess
Member of the Board of Management of BMW AG,  
Development 


Today’s demand for emissions-free vehicles 
in our fleet and further  significant CO2 re-
ductions call for revolutionary  development 
approaches. BMW i and Efficient Dynamics 
are our answers to these challenges.


Milagros Caiña Carreiro-Andree
Member of the Board of Management of BMW AG,  
Human Resources and Labour Relations


We can only realise our full potential as a 
leading corporation by attracting the best 
employees. We create the right working 
 conditions worldwide to achieve this. 


The BMW Group is an attractive invest-
ment – from a sustainability perspective 
as well. Investors are increasingly integrating 
sustainability performance into their invest-
ment criteria.


Dr. Friedrich Eichiner
Member of the Board of Management of BMW AG,  
Finance


Worldwide, customers require new concepts 
for sustainable individual mobility. As the 
world’s leading premium car company, we 
are providing solutions with our innovative 
low emissions and emissions-free vehicles.


Dr. Ian Robertson (HonDSc)
Member of the Board of Management of BMW AG,  
Sales and Marketing BMW, Sales Channels BMW Group


Car-sharing using electric vehicles relieves 
traffic jams and protects the environment 
in city centres. With these services, the 
BMW Group is enabling even more custom-
ers to enjoy the electric driving experience.


Peter Schwarzenbauer
Member of the Board of Management of BMW AG, MINI, 
BMW Motorrad, Rolls-Royce, Aftersales BMW Group


For us in the Production division, sustain-
ability means putting our responsibility into 
practice. We build our vehicles and engines 
efficiently and with environmental consid-
erations in mind, making increasing use of 
renewable energy.


Harald Krüger
Member of the Board of Management of BMW AG,  
Production
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AN OVERVIEW OF THE BMW GROUP


OUR HISTORY OUR PRESENT OUR FUTURE


1916: FOUNDING OF COMPANY AS 
BAYERISCHE FLUGZEUGWERKE AG 
(BFW). 


WE ARE THE LEADING PROVIDER 
OF PREMIUM VEHICLES.


SUSTAINABILITY MANAGEMENT IS 
AN INVESTMENT IN OUR FUTURE 
SUCCESS.


PRODUCTION AND SALES EMPLOYEES OF THE BMW GROUP 2013 
— as of 31.12.2013


AUTOMOBILES DELIVERED IN 2013 
— units


OUR BUSINESS CO2 EMISSIONS OF BMW GROUP 
 AUTOMOBILES
— in g/km*


PROFIT BEFORE TAX
— in € million


28 PRODUCTION AND ASSEMBLY 


PLANTS IN 13 COUNTRIES.  


SALES NETWORK WITH OFFICES 


IN 140 COUNTRIES.


* Fleet consumption of newly registered vehicles in Europe (EU-27)


110,351
of which 4,445


apprentices


133


of which 84.3% 
BMW


15.5% 
MINI


0.2% 
Rolls-Royce


1,963,798
100,306 
2011


Workforce
development


105,876 
2012


1,668,982 
2011


Sales
development


1,845,186 
2012


145 g/km 
2011


Emissions
development


138 g/km 
2012


3 BUSINESS SEGMENTS 
Automobile, Motorrad, Financial Services


3 BRANDS
BMW, MINI, Rolls-Royce
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7,913
7,383 
2011


Profit before tax
development


7,803 
2012
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KEY PERFORMANCE INDICATORS


Key performance indicators five-year review


  09  10  11  12  13  %  


 


Ordinary activities of the BMW Group


Revenues (in € million)  50,681  60,477  68,821  76,848  76,058  – 1.0  


Profit before tax (in € million)  413  4,853  7,383  7,803  7,913  1.4  


Return on capital employed (in %)  3.3  19.1  25.6  23.0  21.4  – 7.4  


Sales volume automobiles (in thousand units)  1,286.3  1,461.2  1,669.0  1,845.2  1,963.8  6.4  


Product responsibility


CO2 emissions of BMW Group vehicles (EU-27) (in g/km)  150.0  148.0  145.0  138.0  133.0  – 3.6  


Research and development expenditure (in € million)  2,448  2,773  3,373  3,952  4,792  21.3  


Group-wide environmental protection1


Energy consumption per vehicle produced (in MWh/vehicle)  2.80  2.72  2.43  2.41  2.36  – 2.1  


Water consumption per vehicle produced (in m3/vehicle)  2.66  2.4  2.25  2.22  2.18  – 1.8  


Process wastewater per vehicle produced (in m3/vehicle)  0.64  0.6  0.57  0.51  0.47  – 7.8  


CO2 emissions per vehicle produced (in t/vehicle)  0.94  0.89  0.75  0.72  0.68  – 5.6  


Waste for disposal per vehicle produced (in kg/vehicle)  11.03  10.49  8.49  6.47  5.73  – 11.4  


Volatile organic compounds (VOC) per vehicle produced
(in kg/vehicle)  1.84  1.66  1.75  1.78  1.59  – 10.7  


Employees


BMW Group workforce at the end of the year  96,230  95,453  100,306  105,876  110,351  4.2  


Attrition rate at BMW AG (as a percentage of workforce)  4.59  2.74  2.16  3.87  3.47  – 10.3  


Share of women in total workforce of BMW AG (in %)2  –  15.2  16.1  16.8  17.4  3.6  


Share of women in management positions at BMW Group (in %)2  –  –  11.8  12.7  13.8  8.7  


Average days of further training per BMW Group employee  1.6  2.4  3.3  3.7  3.5  – 5.4  


Accident frequency at BMW Group (per one million hours worked)  3.1  3.6  7.1  5.8  4.8  – 17.2  


Corporate Citizenship


Expenditure on donations in 2012 by the BMW Group (in € thousand)  7,619  10,242  12,873  9,638  8,485  – 12.0  


Expenditure on Corporate Citizenship by the BMW Group in 2012 (in € thousand)  7,619  26,591  36,846  31,979  28,944  – 9.5  


1 Due to a change in the calculation method, these figures cannot be compared with the 2012 figures. For more details see figures, facts and objectives section.
2 Figures for 2012 adapted due to data cleansing.
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SUSTAINABILITY MANAGEMENT


WE INVEST IN OUR FUTURE 
 VIABILITY.


1


Global megatrends such as scarcity of resources, more stringent government 
 regulation and changing values present companies with both opportunities and 
risks. Sustainability management means leveraging opportunities, identifying 
risks and thus laying the foundation for long-term success.


—  SUSTAINABILITY AS AN INTEGRAL  
PART OF OUR CORPORATE STRATEGY 


—  CONTINUOUS DIALOGUE  
WITH STAKEHOLDERS


—  HOLISTIC APPROACH TO  
THE VALUE CHAIN


—  GROUP-WIDE RISK MANAGEMENT


—  FOCUSED INVESTMENT IN  
PROJECTS TO SECURE OUR FUTURE
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1 SUSTAINABILITY MANAGEMENT


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


BUSINESS POTENTIAL USED 


–  With the launch of BMW i, we are addressing 
megatrends in society and the business area. 
With the BMW i3, we deliver a consistently 
sustainable product which we have developed 
with a particular focus on changing customer 
requirements and needs.


AUTOMOBILES DELIVERED 
— 2013


CONTINUE SUCCESSFUL BUSINESS 
PERFORMANCE


–  We aim to achieve new record levels of sales 
and Group return on sales in 2014. Our goal is 
to have an EBIT margin between the range of 
8 to 10% in the automotive segment. 1,963,798  units


“MISSION: FUTURE” ROLLED OUT 
 WORLDWIDE


–  In this online training course, BMW Group 
 employees, dealers and suppliers can learn 
how to make sustainable decisions and thus 
secure and enhance the long-term viability 
of a  company.


REVENUES 
— 2013


INTEGRATE SUSTAINABILITY ACROSS ALL 
DIVISIONS


–  For each individual division, we will continue to 
derive specific requirements and targets from 
the sustainability strategy which allow us to 
systematically establish sustainability criteria 
in all areas of the company.


           € 76,058 million


HUMAN RIGHTS CLAUSE ANCHORED


–  All dealer contracts in Europe as well as our 
contracts with CKD production partners 
worldwide now contain a binding human rights 
clause, in particular with regard to compliance 
with the ILO core labour standards.


PROFIT BEFORE TAX
— 2013


CONSOLIDATE STAKEHOLDER 
ENGAGEMENT


–  In the coming years, we will further consolidate 
our wide-ranging stakeholder engagement 
activities at the international level and we will 
integrate stakeholder input into the further 
refinement of our strategy.


         € 7,913 million


1,845,186 units2012


€76,848 million2012


€7,803 million2012
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1. 1


SUSTAINABILITY MANAGEMENT


Our management 
approach


Sustainability management is an investment in our 
future success. We leverage new business opportuni-
ties, minimise risk and seek to overcome social and 
business challenges at an early stage.


By the year 2020, the BMW Group will be the world’s 
leading provider of premium products and premium 
services for individual mobility. That is the goal we 
set ourselves in 2007, when we established our Strat-
egy Number ONE, which has undergone continued 
development ever since. As we strive to achieve our 
visions, we will focus consistently on growth, prof-
itability and the continuous development of new 
technologies, combined with access to the relevant 
customer groups. Actively shaping the future is a 
major part of this vision. These core action areas form 
the four pillars of Strategy Number ONE. Sustainabil-
ity is one of our core principles and an integral part 
of each of these pillars  see Figure 01.


For us, sustainable operations constitute a long-term 
business case: sustainability means making a lasting 
positive contribution to the company’s economic 
success. However, we don’t measure success by finan-
cial indicators alone but rather in terms of the solid 


1


integration of the company into society. Taking social 
and environmental responsibility for all we do is an 
integral part of our corporate image. 


We are convinced that the lasting economic success 
of any enterprise these days is based increasingly on 
acting responsibly and ensuring social acceptance. 
We also believe that the manufacturer with the most 
efficient and resource-friendly production processes 
will be the future industry leader, offering its custom-
ers state-of-the-art solutions for sustainable individual 
mobility. 


F.01 Corporate Strategy Number One


Vision


Core principles


Growth Shaping the 
future Profitability


Access to new 
technologies and 


customers


Competitive advantage
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SUSTAINABILITY MANAGEMENT


CONSISTENTLY INTEGRATING SUSTAINABILITY


The sustainability strategy passed in 2009 is derived  
directly from Strategy Number ONE and is applicable 
worldwide as the overarching strategy for all 
corpor ate divisions. The main aim is to establish 
sustainability along the entire value chain and in all 
basic processes – thus creating added value for the 


 company, the environment and society. We derive 
specific requirements and targets for each individual 
division from the sustainability strategy that allow 
us to systematically establish sustainability criteria in 
all areas of the company. 


Sustainability has been established as a strategic cor-
porate objective in the BMW Group’s management 
logic since 2009. Every major project must therefore 
be measurable in terms of “Sustainability” as a cor-
porate objective. This ensures that, in addition to 
economic factors, environmental and social aspects 
are also accounted for in the decision-making pro-
cess – because we know that, today, the value of a 
company is not measured solely by direct financial 
indicators but also by its non-financial performance. 
In addition, sustainability as a corporate objective 
cascades down to personal target agreements for 
managers and is thus part of their performance-based 
remuneration. 


A set of key performance indicators (KPIs) and the 
BMW Group’s performance in various external rat-
ings and rankings are the factors that influence our 
sustainability management.


Our KPIs are summarised in the chapter  Figures, facts 
and objectives. An overview of the relevant KPIs is pro-
vided on the fact sheet at the beginning of each chap-
ter and specific details are provided in the respective 
chapters. 


EVOLUTION AND REVOLUTION


Our industry is currently going through a process of techno-
logical transformation. We want to be pioneers and drivers 
of this transformation process. To do this, we are taking two 
parallel approaches: evolution and revolution. The further 
development of highly efficient combustion engines, light-
weight construction, hybrid drivetrains and resource-effi-
cient production – that is what we call evolution. Carbon-free 
mobility with new types of drivetrain, combined with ambi-
tious targets based on resource-efficient production, new 
materials and innovative mobility services – that is what we 
call revolution.


With the new BMW i family, we are also positioning ourselves 
as an innovation leader in the area of electromobility, taking 
the integration of sustainability along the value chain to a 
new level. We are the only premium manufacturer to take the 
revolutionary approach of offering since 2013 purpose-built 
vehicles for electric drivetrains. The carbon body significantly 
reduces vehicle weight and guarantees pleasurable electric 
driving. The BMW i services are likewise custom-made for 
sustainable mobility on the premium level.


In line with our holistic understanding of sustainability, the 
electricity required to assemble the BMW i3 and BMW i8 
at the Leipzig plant comes 100% from renewable sources. 
BMW i with its first models BMW i3 and BMW i8 is thus 
launching a new era in urban mobility.
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SUSTAINABILITY MANAGEMENT


IDENTIFYING KEY ISSUES 


To identify issues that may present opportunities 
or risks to our business in the future, we regularly 
 ana lyse various sustainability themes using our 
 materiality process to find out exactly what they 
mean for our company, both from the point of view 
of different stakeholder groups as well as from an 
internal BMW Group perspective. 


The results of the materiality analysis – shown in 
the materiality matrix – form the point of departure 
for regular verification of the direction our sustain-
ability strategy is taking. We judge a core area to 
be particularly significant if it is categorised as very 
important by both our stakeholders and the company 
 see Figure 02.


MATERIALITY PROCESS 2013


In 2013 we subjected the issues list from the previous year 
to a thorough review. The review process involved telephone 
interviews with 12 representative stakeholders, including 
customers, suppliers, investors, authorities, NGOs and 
scientists from different regions of the world. We then 
combined the interview results from 2013 with the results of 
the stakeholder survey and analysis from 2012. This gave us 
an updated rating of the issues from an external perspective. 
To update the internal perspective, we once again conduct-
ed a materiality workshop with 18 representatives from the 
relevant company divisions (including their strategy offices). 
Finally, our corporate strategy experts evaluated the results 
of the workshop. 


F.02 Materiality analysis


9  


8  


7  


6  


5  


4  


3  


2  


1  


0  


0 1 2 3 4 5 6 7 8 9


Importance for BMW Group 


Im
po


rt
an


ce
 fo


r s
ta


ke
ho


ld
er


s 


From the materiality matrix it is evident that the topics of CO2 emissions and climate change continue to be the most relevant for both stakeholders and the BMW Group.  
The topics of environmental and  social standards in the supply chain, product safety as well as alternative drivetrain technologies are also top priorities. 


Corporate volunteering


Demographic change


Efficient use of resources 
and recycling management


Energy supply/renewable energy


Work-life balance


Alternative drivetrain
technologies


Donations/sponsoring


Biodiversity


Future mobility/mobility services


Further education  
and training


Water


Corporate Citizenship


Product safety


Human rights


Occupational health and safety


Environmental and social standards in the supply chain


Anti-corruption/compliance


CO2 emissions and climate change


Diversity
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SUSTAINABILITY MANAGEMENT


PURSUING LONG-TERM SUSTAINABILITY GOALS


As an active member in the World Business Coun-
cil for Sustainable Development and the UN Global 
Compact, we are taking up the challenge of increas-
ing our efforts to promote sustainable development 
worldwide. It is essential that we take a long-term 
approach. 


We intend to further expand our leading position 
while focusing on the issues on which we can have 
the greatest impact through our products. Our  
long-term goals include efforts in the areas of Prod-
ucts and Services, Production and Value Creation 
as well as Employees and Corporate Citizenship  
 see Figure 03.


PRODUCTS AND SERVICES
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CO2 EMISSIONS 
Reduced by at least 50 %


in the European
new vehicle fleet 


 (base year: 1995) 


DIVERSITY 
Diversity within the company


(culture, gender, age) increased
and innovative strength 


enhanced 


ELECTROMOBILITY 
Leader in taking a


holistic approach to premium
electromobility 


MOBILITY PATTERNS 
Permanent change as a result
of integrated mobility services
in selected metropolitan areas 


RENEWABLE ENERGY 
Leader in using renewable energy
for production and value creation 


RESOURCE CONSUMPTION 
Water, energy, waste, solvents


per vehicle reduced by 45 % 
(base year: 2006) 


 


LEADERSHIP 
Overarching leadership concept


established. Continuous improve-
ment in employee motivation and


capacity to perform 
 


PREPARING FOR THE FUTURE 
Establishing the necessary skill set
to face the challenges of the future.


Workforce health improved and
number of occupational accidents


reduced 
 


CREATING VALUE: 


THE MOST SUCCESSFUL 
AND SUSTAINABLE 


PREMIUM PROVIDER 
OF INDIVIDUAL MOBILITY 


 
Sustainability targets 


of BMW Group up to 2020


F.03  


For a detailed overview of the 2013 measures  
and results  see Figures, facts and objectives.
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SUSTAINABILITY MANAGEMENT


INTEGRATING SUSTAINABILITY INTO THE ORGANISATION


One important goal of our sustainability strategy is 
to establish sustainability as a core strategy within 
our organisation. For this reason, our Sustainability 
and Environmental Protection department has been 
directly incorporated into our Corporate Planning 
and Product Strategy unit since 2007, under the man-
date of the Chairman of the Board. Its responsibilities 
include the continued enhancement of our sustain-
ability strategy and the management of all aspects 
of sustainable operations. Some of the department’s 
tasks are:


–  Further development, specification and integration 
of a sustainability strategy in individual divisions, 
taking account of the entire value chain


–  Development and monitoring of targets


–  Identification of and internal approach to address-
ing core challenges


–  Central corporate function for environmental pro-
tection (Group Representative) and management of 
environmental protection network


–  Management of global centres of competence for a 
range of environmental issues


The long-term direction of the core areas of the sus-
tainability strategy is set down by the Sustainability 
Board, which includes all members of the Group 
Board of Management as well as the Sustainability 
and Environmental Protection Manager and Corpor-
ate Communications. The Sustainability Board con-
venes twice a year to assess the company’s progress. 
The topics are prepared for presentation to the  


Sustainability Board by the Sustainability Circle, which 
comprises department heads from all divisions.


BUSINESS CASE FOR SUSTAINABILITY


Our core principles form the foundation for consis-
tently sustainable operations at the BMW Group. 
They stipulate that taking social responsibility is 
inextricably linked to the Group’s perception of itself 
as a business enterprise. At the same time, sustain-
ability is seen as making a positive contribution to 
the business success of the company. We are already 
demonstrating how sustainability measures have led 
to cost savings or generated revenue – thus validating 
the business case for sustainability:


–  Between 2006 and 2013, we were able to reduce 
energy and water consumption, waste and VOC 
emissions by around 40% per vehicle produced. 


F.04 Organisation of sustainability in the BMW Group


Sustainability Board


–  Comprises the entire Board of Management
– Chairman: Chairman of the Board of Management
– Responsible for strategic alignment


Sustainability Circle


– Comprises department heads from all divisions
– Chairman: BMW Group Sustainability and Environmental Representative
– Responsible for preliminary work to support decision-making


Specialist divisions


–  Implement measures and processes needed for the BMW Group 
to achieve its goals
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SUSTAINABILITY MANAGEMENT


This was made possible, among other things, by 
investments in environmentally friendly plants 
and technologies as part of our Clean  Production 
Strategy. In 2013 we achieved cost savings of 
€6.8 million. 


–  Due to global megatrends (e.g. urbanisation, cli-
mate change and regulation), customer mobility 
requirements are also shifting. Premium is increas-
ingly being defined through a product’s sustain-
ability. This creates new business potential for the 
BMW Group. With our new sub-brand BMW i, we 
began in 2013 to offer products to fulfil these cus-
tomer requirements to an even greater extent than 
before. This gives us both a clear competitive edge 
as well as making a significant contribution to the 
company’s future success.


–  Direct feedback from our fleet customers indicates 
that environmental issues are gaining in signifi-
cance. Many DAX-listed companies are increasingly 
focusing their car policies on sustainability, motiv-
ating employees to use environmentally friendly 
vehicles. Thanks to our efficient vehicles as well as 
the sustainability advice provided by our subsidiary 
Alphabet, we can fulfil the changing expectations 
of our fleet customers. Our Efficient Dynamics Pro-
gramme and our consulting services thus give us a 
significant edge on the competition.


–  In order to develop and offer top-quality products 
and services, we need the best employees avail-
able. Being amongst the most popular employers 
in many markets is therefore a crucial competitive 
advantage. We want to continue to expand this 
edge. To do this, we rely not only on above-average 
remuneration and social benefits; our leading role 
in sustainability also increases our attractiveness 


as an employer, in particular amongst the so-called 
Generation Y. 


–  Through projects such as Today for Tomorrow, we 
reduce health risks and follow-up costs. Raising 
awareness of health issues and providing ergonom-
ically optimised workstations offset our workforce’s 
age-related physical performance limitations.  


RESPECTING HUMAN RIGHTS


As a member of the UN Global Compact, the 
BMW Group assumes environmental and social 
responsibility, and by signing the Joint Declaration 
on Human Rights and Working Conditions at the 
BMW Group we already pledged in 2005 to observe 
internationally recognised human rights. Our man-
agement process is aligned with the requirements of 
the UN Guiding Principles on Business and Human 
Rights. We use these principles as our main guide 
to critical reflection and continuous improvement of 
how we entrench human rights requirements within 
the company.


Our cross-divisional human rights team monitors cur-
rent developments in the international human rights 
debate, analyses potential risks for the BMW Group, 
and promotes further entrenchment of human rights 
requirements in the company and in the operations 
of our business partners. The focus is on the core 
labour standards of the International Labour Organ-
isation (ILO) as well as the core issues defined in the 
Joint Declaration on Human Rights and Working 
Conditions at the BMW Group. The human rights 
team reports to the Sustainability Circle and the 
Sustainability Board. The integration of human rights 
requirements in the supply chain is ensured through 
our supplier management  see Chapter 4.
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SUSTAINABILITY MANAGEMENT


RAISING AWARENESS OF HUMAN RIGHTS


When the UN Guiding Principles on Business and 
Human Rights were published, we educated our 
employees at all hierarchy levels on the position of 
the BMW Group and on current developments in 
human rights in business operations. The topic is also 
addressed in our sustainability training, as part of an 
introductory event for new employees and our Web-
based training. Comprehensive information as well as 
course materials on human rights are available on the 
employee portal. 


In 2013 we integrated a clause on respecting human 
rights, including in particular compliance with the 
ILO core labour standards, into contracts with pro-
duction partners as well as all dealer contracts in 
Europe. We plan to implement this contract clause 
for dealerships and importers worldwide over the 
next few years. By joining the UN Global Compact 
at the beginning of 2014, our joint venture BMW 
Brilliance Automotive Ltd in China also explicitly 
committed to following the ten principles, including 
the observance of human rights and fair working 
conditions.


COMMITMENT TO INTERNATIONAL CONVENTIONS 
AND PRINCIPLES


In 2001, the BMW Group committed to complying with 
the ten principles of the UN Global Compact and the Inter-
national Declaration on Cleaner Production of the United 
Nations Environment Programme (UNEP). As a member of 
the UN Global Compact, the company undertakes to comply 
with internationally recognised human rights, in particular 
the core labour standards of the ILO. These include freedom 
of association and the right to collective bargaining, elim-
ination of forced and compulsory labour, abolition of child 
labour and elimination of discrimination in the workplace. 
The BMW Group reiterated this position with its Joint Dec-
laration on Human Rights and Working Conditions at the 
BMW Group, which the Board of Management of BMW AG 
passed in agreement with employee representatives in 2005 
and reconfirmed in 2010. The company also abides by the 
OECD’s principles for multinational corporations and by the 
Business Charter for Sustainable Development issued by the 
International Chamber of Commerce (ICC) as well as the UN 
Guiding Principles on Business and Human Rights. 
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SUSTAINABILITY MANAGEMENT


AVOIDING HUMAN RIGHTS VIOLATIONS


As well as investment and location decisions, human 
rights requirements are also integrated into our risk 
management process. 


If employees have any questions, they can ask 
their line managers or the BMW Group Human 
Rights Contact helpline. Employees also have the 
opportunity to submit information about possible 
human rights violations within the company via the 
BMW Group SpeakUP Line – anonymously and con-
fidentially. The BMW Group SpeakUP Line is avail-
able in a total of 34 languages and can be reached 
via local toll-free numbers in all of the countries in 
which BMW Group employees carry out activities. 


The Human Rights Response Team, which includes 
one representative from the Works Council, handles 
the reports and initiates measures as required to 
remedy possible violations. In 2013 Human Rights 
Contact received three internal general requests 
for information on the management approach in 
the BMW Group and human resources policy. In 
none of the cases was any violation of human rights 
determined. 


AWARDS AND SUSTAINABILITY RANKING


In 2013 the BMW Group ranked high in several sus-
tainability indices and received a number of awards 
 see Figure 05. 


F.05 Sustainability Ratings and Rankings 2013


Listings Evaluation and result


Dow Jones Sustainabilty Index (DJSI) The BMW Group is the only company in its industry that has been listed on the Dow Jones Sustainability Index 
World every year since it was founded in 1999. In September 2013, the BMW Group was amongst the top 3 in 
the industry for the eighth time in succession and as a result was listed in the Dow Jones Sustainability Index 
World and Europe.


Carbon Disclosure Project (CDP) The BMW Group achieved a record result in the Global 500 Ranking CDP which was published in September 
2013. With the maximum number of points possible, the company is an industry leader and listed on the 
Carbon Disclosure Leadership Index (CDLI). In addition, the BMW Group is listed on the Carbon Performance 
Leadership Index (CPLI). The BMW Group is also one of the top participating companies worldwide in any 
sector in the CDP Global 500 Ranking. 


FTSE4Good The BMW Group was again listed on FTSE4Good in 2013, an index of the British index family on sustainability 
and corporate governance provided by FTSE in London.


Awards  


SAM Sustainability Award In June 2013, the SAM Group presented for the second year the SAM Sustainability Awards in Germany. As 
one of three German carmakers, the BMW Group’s commitment to sustainability was again awarded the SAM 
Gold Class Status and the company was also named industry leader.


Humanitarian Award 2013 In October the United Nations Association of New York bestowed its Humanitarian Award 2013 on the 
BMW Group and Norbert Reithofer, for innovations in the field of sustainable mobility. The association 
thus  recognised both the BMW Group and the management performance of Chairman of the Board of 
Management Norbert Reithofer. 
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SUSTAINABILITY MANAGEMENT


Stakeholder 
 engagement


The BMW Group engages in ongoing dialogue with 
its stakeholders at all its locations and in relevant 
markets. This is a very important learning process for 
our company. By using targeted dialogue to gain var-
ious perspectives and input on strategically relevant 
topics, we can identify trends and key topics at an 
early stage and enhance acceptance of our activities 
and decisions.


Our main stakeholder groups comprise our custom-
ers, employees and representatives of the capital 
market as well as business partners and suppliers. 
But non-governmental organisations, political deci-
sion-makers, researchers, associations and the media 
are also among the groups we address.


EXCHANGING VIEWS WITH STAKEHOLDERS


Dialogue is based on continuous and systematic iden-
tification and prioritisation of stakeholders based on 
a regular stakeholder mapping with regard to stra-
tegically important and pertinent topics at relevant 
locations, as well as the implementation of various 
dialogue formats. In addition, our subsidiaries, our 
political offices in the different markets as well as our 


2


plants engage in regular dialogue with local stake-
holders on locally relevant topics. A range of com-
mittees and channels allow specialist departments of 
the company to contact relevant stakeholder groups 
directly. The results of the interchanges are system-
atically communicated to internal departments, the 
Sustainability Circle and the Sustainability Board. 
Last but not least, specific measures are derived and 
the input is integrated into our strategy development 
processes.


Our basic goal is to host one stakeholder dialogue per 
year in Germany and the USA. We set the themes 
for these stakeholder dialogues according to how 
currently relevant they are. In 2013, for example, 
we conducted stakeholder dialogues on the topics of 
electromobility, mobility services and energy supply 
for the company locations.


In addition to these events, we also have direct con-
tact with individual stakeholders on specific occa-
sions. For example, in 2013 some NGOs inquired 
about compliance with social and environmental 
standards in our supply chain. In these cases, we 
respond directly and try to clarify the situation 
together in dialogue.


STRATEGICALLY ALIGNING STAKEHOLDER ENGAGEMENT


We want to understand the different perspectives 
of our stakeholders, address them properly, and 
ultimately also benefit from the knowledge gained. 
This helps us to build trust and deepen partnerships. 
In order for that to happen, it is important that we 
display a unified strategic direction worldwide with 
respect to our stakeholder engagement. This is why 
we developed the Stakeholder Engagement Policy 
of the BMW Group. This policy forms the basis for 
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SUSTAINABILITY MANAGEMENT


our ongoing dialogue and set downs the targets, 
processes for identification and prioritisation of our 
stakeholders as well as the selection of dialogue for-
mats and communication principles.


CONTINUING THE GLOBAL DIALOGUE WITH OUR 
STAKEHOLDERS


In 2013, the BMW Group continued the dialogue 
with its stakeholders both in regular local and inter-
national formats and at specific events. Highlights 
were our contribution to the Delhi Sustainable Devel-
opment Summit, the UN Framework Convention on 
Climate Change COP19 in Warsaw, and the Interna-
tional Conference Verantwortung Zukunft organised 
by the FAZ Institute. Also of note is our commitment 
in the context of the Aluminium Stewardship Initia-
tive  see Chapter 4. Events with political stakeholders 
took place additionally in Germany (Berlin, Munich, 
Leipzig) and Europe (Amsterdam, Brussels, Lon-
don), in the USA (Washington, DC) as well as in Asia 
(Seoul, Tokyo, New Delhi).


Worldwide, the BMW Group participates in a large 
number of initiatives, forums and events with chief 
executives as well as technical and other experts, 
organised by government authorities, political par-
ties, scientific organisations and NGOs. In addition, 
many national and international delegations from 
government and industry come to our company each 
year to inform themselves about the latest technolog-
ical developments and the BMW Group’s strategic 
direction in the face of constantly changing condi-
tions. This can take a variety of forms, from bilateral 
visits to regular dialogue with representatives of 
government and industry.


IN DIALOGUE WITH LOCAL STAKEHOLDERS


The dialogue with local stakeholders at our company 
sites takes place in a wide range of formats. The 
focus is on personal conversations, plant visits, reg-
ular meetings, neighbourhood discussions and press 
events.


At the beginning of 2013, for example, BMW South 
Africa in Johannesburg invited some 50 stakehold-
ers to the event. The future of electric mobility by 
BMW in South Africa – Automobility reinvented. The 
goal of the event was to give stakeholders a look at 
the activities of the BMW Group and to discuss the 
opportunities and challenges of electromobility in 
South Africa.


COMMUNICATION ON SOCIAL MEDIA


Communication with stakeholders via social media is gaining 
in importance. Our BMW Group Facebook page now has 
over 150,000 followers (March 2014) (approx. 100,000 as of 
2012). The Facebook page is another important tool used to 
foster discussion of sustainability with stakeholders such as 
our customers as well as to identify new trends and receive 
feedback on our activities.
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SUSTAINABILITY MANAGEMENT


STAKEHOLDER EVENTS IN 2013


–  INFORMATION AND DIALOGUE EVENT IN LEIPZIG: 
  In April 2013, 58 participants from the fields of politics, 


non-governmental organisations, science and research took 
part in this event at the BMW plant in Leipzig. During a guided 
tour through the plant, we gave the participants a glimpse 
behind the scenes at the development of BMW i. They had 
the opportunity to discuss key questions on electromobility 
and to exchange views and suggestions as well as express 
criticism. In four workshops, our experts provided insights into 
the topics of production (industrialised CFRP production and 
body construction), safety (crash, repair and CFRP recycling), 
range (battery and charging) and energy (CO2-minimised 
 production).


 –  INFORMATION AND DIALOGUE EVENTS IN MAISACH 
AND AMSTERDAM: 


  In July and October 2013, we continued the dialogue we 
had launched in Leipzig and offered 33 stakeholders from 
Germany and the UK a chance to test-drive for the first time 
pre-series BMW i3 vehicles in Maisach (near Munich) while 
24 stakeholders had the same opportunity in Amsterdam. In 
accompanying workshops, the participants were able to speak 
with experts from the BMW Group and to make suggestions 
and voice opinions on the vehicle while expressing their views 
on the overall concept of urban mobility. 


–  STAKEHOLDER DIALOGUE ON THE SUBJECT OF  
SUSTAINABLE SUPPLY CHAINS IN MUNICH:


  Stakeholders are increasingly expecting companies like the 
BMW Group to assume responsibility for the entire supply chain. 
We took up this topic in December 2013 in an intensive dialogue 
with ten experts from politics, NGOs, suppliers and the scientific 
world, discussing it in detail in two workshops. The main topics 
were the integration of environmental and social considerations 
in the procurement process, respect for social standards and 
human rights along the supply chain, resource efficiency in the 
supply chain, as well as the issue of sustainability in raw mater-
ials mining and processing. You can find more details on this in  
 see Chapter 4.


–  PARLIAMENTARY EVENING ON THE SUBJECT OF 
MOBILITÄT, DIE VIELES VERÄNDERT (MOBILITY TO 
CHANGE OUR WORLD) IN BERLIN:


  In November 2013, high-ranking politicians from the USA, 
China and Germany convened in Berlin to discuss worldwide 
success factors for electromobility. Among the 300 guests 
were members of the German Bundestag, ambassadors, and 
a number of representatives from the federal ministries, state 
delegations, associations and NGOs. In the Venture Lounge, 
Berlin start-ups presented their business models for the 
mobility services of tomorrow. Participants were also able to 
test-drive the BMW i3 through Berlin’s government district.


–  BMW GROUP DIALOGUE AT THE BMW i3 WORLD 
 PREMIERE IN LONDON:


  For the world premiere of the BMW i3 in July 2013 in Peking, 
New York and London, the BMW Group hosted a stakeholder 
dialogue in the British capital. At the event, the new BMW i3 
was presented to more than 200 stakeholders. In a panel 
discussion with experts from five European countries, mobility 
trends in various European cities were analysed and innovative 
solutions reviewed. The key factors identified for the accep-
tance of electric vehicles were the diversity of government 
incentive schemes, a growing charging infrastructure in urban 
areas, the introduction of innovative car-sharing programmes 
and the use of renewable energies for charging the vehicles. 


 –  BMW GROUP DIALOGUE ON THE FUTURE OF 
 SUSTAINABLE MOBILITY IN WARSAW:


  During the UN Framework Convention on Climate Change 
COP 19 in Warsaw in November 2013, BMW Group hosted 
 another dialogue event on sustainable and emissions-free urban 
 mobility. Many guests from politics, civil society, industry and 
science took advantage of the occasion to discuss sustainable 
 solutions for public and individual mobility. The panel discussion 
focused on ways to promote low-emissions and emissions-free 
 vehicles in urban areas as well as sustainable urban planning and 
develop ment.
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SUSTAINABILITY MANAGEMENT


IN DIALOGUE WITH POLITICAL DECISION-MAKERS 


By engaging in regular, active and open dialogue with 
political decision-makers, union representatives and 
associations as well as non-governmental organisa-
tions, we are fulfilling the task of playing a construc-
tive role in shaping the general political framework 
for our business activities, offering our expertise, 
promoting fair competition for all involved and find-
ing sustainable solutions. 


Our representative offices in Berlin, Brussels, Lon-
don, Washington, DC and Beijing are the direct 
point of contact for political stakeholder groups in 
our main markets. Over the years, we have entered 
into long-term dialogue in these locations on a range 
of different topics in the political arena. In recent 
years additional representative offices were added in 
Sacramento, Tokyo, New Delhi, Moscow and Seoul 
in order to intensify dialogue with politicians and 
non-governmental organisations in these markets. 
In 2013 offices were also opened in Singapore and 
Panama City. In addition, the sales organisations of 
the BMW Group take responsibility for public affairs 
in their markets.


The representative offices concern themselves with 
public affairs as they affect environmental, finan-
cial and socio-political topics and deal with relevant 
economic policy and industry-specific issues. In the 
period under report, the main topics in this regard, 
apart from how to put CO2 regulation into practice, 
were how to deal with trade barriers, fair taxation 
legislation as well as social challenges such as demo-
graphic change. 


A central department at our BMW Group headquar-
ters in Munich manages political stakeholder commu-
nication. This department ensures that our political 
communication in all areas and all markets world-
wide is always in line with our basic corporate strat-
egy and with the positions, guidelines, codices as well 
as all basic principles and voluntary commitments 
published by the BMW Group. In addition, we foster 
ongoing dialogue with policymakers not only directly, 
via our employees, but also by way of membership in 
a number of national associations and umbrella asso-
ciations as well as international industry representa-
tive bodies.


EXAMPLES OF NATIONAL ASSOCIATIONS


–  German Association for the Automotive Industry (VDA) –  Association of the Bavarian Economy (vbw)–  Employers’ Association of the Bavarian Metal and 
 Electrical Industry (vbm)–  The Society of Motor Manufacturers and Traders (SMMT)


EXAMPLES OF INTERNATIONAL ASSOCIATIONS 
AND INDUSTRY REPRESENTATIVES


–  Federation of German Industry (BDI)–  Confederation of German Employer Organisations (BDA)–  The Confederation of British Industry (CBI)–  National Association of Manufacturers (NAM)–  BusinessEurope–  European Automobile Manufacturers’ Association (ACEA)–  The Alliance of Automobile Manufacturers  
(AUTO  ALLIANCE)
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SUSTAINABILITY MANAGEMENT


INTENSIFYING THE DIALOGUE WITH SUSTAINABILITY- 
ORIENTED ANALYSTS AND INVESTORS


Not only sustainability-oriented investors but also 
mainstream investors are increasingly basing their 
investment decisions on the extent to which com-
panies like the BMW Group integrate environmental 
and social factors as well as corporate governance 
into their business models, products and activities. 
This is particularly true of institutional investors with 
long-term strategies, such as pension funds. 


In 2013 we continued our traditionally intensive 
dialogue with capital market representatives by 
holding bilateral talks, road shows and conferences. 
We stepped up the dialogue with sustainability-ori-
ented investors, analysts and rating agencies while 
also actively addressing sustainability topics with 
mainstream investors through our Investor Relations 
department. 


Of note here are individual and group discussions 
at SRI (Socially Responsible Investment) road shows 
and conferences in Europe’s financial centres and the 
USA. This presented us with opportunities to inform 
stakeholders of the BMW Group’s current progress in 
the area of sustainability. In almost all conversations 
with both mainstream and sustainability-oriented 
investors, we discussed our future orientation and the 
implementation of our vision of sustainable mobility, 
for example on the basis of alternative drive systems. 
Due to the great interest shown by capital market 
representatives in the BMW Group’s innovative 
electric car, the BMW i3, we conducted several forums 
on the product. They took place in Leipzig, London, 
Paris, Munich and Amsterdam and offered test drives 
for participants.


IN DIALOGUE WITH OUR EMPLOYEES AND SUPPLIERS


When it comes to evaluating employee satisfaction, 
what they think of their working environment, per-
sonal development opportunities, corporate culture, 
and of the BMW Group as an employer, we hold 
regular Group-wide employee surveys. There are also 
additional dialogue events for employees and manag-
ers  see Chapter 5.


We also engage in regular dialogue with our sup-
pliers. The focus here is on formats such as the Learn-
ing from Suppliers forum, and on seminars, training 
courses and lectures  see Chapter 4.


INTENSIFYING OUR DIALOGUE WITH STUDENTS


In our stakeholder dialogues with experts, we fre-
quently talk about longer periods of time (2020 
to 2050). We are therefore interested in whether 
younger target groups who will be professionally 
active during this period might rate various sustain-
ability issues differently than the senior experts of 
today. Our experience shows that students in partic-
ular sometimes have a different outlook on sustain-
ability. For example, most experts judge our apps 
for mobility services positively and find them to be 
effective and up-to-date. Students are, however, much 
more critical. After our first student round table in 
2012, we continued our dialogue with them in 2013. 
Experts from the BMW Group visited German uni-
versities (University of Würzburg, Technical Univer-
sity of Munich), where they gave lectures and took 
part in discussions on various sustainability issues.
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SUSTAINABILITY MANAGEMENT


EXPANDING THE RESEARCH AND DEVELOPMENT 
DIALOGUE


In order to demonstrate the potential and challenges 
of electromobility in practice and explain what needs 
to happen in terms of policy, the BMW Group has 
collaborated with public authorities to carry out 
comprehensive field tests with electric vehicles such 
as the MINI E and the BMW ActiveE. In markets where 
BMW Group electric vehicles have covered over 
38 million kilometres in field tests, the information 
and experience gathered is shared with governments, 
authorities and scientific institutions and can thus be 
integrated directly into future framework policy.


The BMW Group also plays a central role in the 
National Platform for Electric Mobility (NPE), a Ger-
man government advisory committee on electromo-
bility founded by Chancellor Angela Merkel in May 
2010. This platform aims to push for progress on elec-
tromobility, create a lead market for it in Germany 
and speed up the market launch of innovative electric 


vehicles. Here again, the BMW Group provides the 
government with its knowledge and research results 
and actively helps shape political framework condi-
tions via its established political network.


MAINTAINING MEMBERSHIPS 


Through a large number of memberships, we engage 
in dialogue with other organisations and work 
towards more sustainability, in particular in the fol-
lowing initiatives, networks and associations: 


–  World Business Council for Sustainable 
Development (WBCSD)


–  econsense – the Forum for Sustainable 
Development of German Business


–  Global Compact Network Germany 


FORECAST


We plan to continue fostering and expanding the dialogue 
with our stakeholders, in particular internationally. Our aim 
here is to continue to incorporate stakeholder input as we 
further develop our strategy, while also communicating 
openly with our stakeholders to give them a more realistic 
view of what they can expect in certain areas. Only in a com-
mon dialogue can solutions be developed to meet success-
fully the challenges of the future.


IN DIALOGUE WITH DECISION-MAKERS — BMW Stakeholder Dialogue, 
Warsaw 2013.
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SUSTAINABILITY MANAGEMENT


Risk management


The BMW Group operates in a dynamic environment 
where it is constantly confronted with new opportun-
ities and risks. Managing these opportunities and 
risks is a fundamental prerequisite for being able 
to deal successfully with changes in the prevailing 
political, legal, technical and economic conditions. 
In order to achieve growth, profitability, efficiency 
and sustainable levels of business in the future, the 
BMW Group consciously exposes itself to risks.


The aim of the risk management system is to identify, 
analyse and actively influence any risks within or out-
side the company that could endanger the achieve-
ment of our business objectives. Risk management at 
the BMW Group is based on a company-wide decen-
tralised network, which is managed by a central risk 
management function.


RISK MANAGEMENT PROCESS


The risk management process is geared towards 
meeting the criteria of effectiveness, usefulness and 
completeness. In the interests of completeness in 
particular, risk catalogues were developed in 2013 to 
ensure Group-wide transparency of risk situations. 
The risk catalogues were integrated into a newly 
developed IT tool that optimises the recording and 


3


reporting of risks in the network, including the 
required measures, and promotes cooperation and 
mutual exchanges. The risk management process 
comprises identifying and scrutinising risks early 
on, comprehensive analysis and risk assessment, the 
coordinated deployment of appropriate control tools, 
and the monitoring and evaluation of measures for 
the short and medium term of up to two years. 


The risks reported by the network to the central 
steering committee are first presented for examina-
tion to the Risk Management Circle, which is chaired 
by Group Controlling. Following this examination, 
the risks are reported to the Board of Management 
and Supervisory Board. Fundamental risks or risks 
that would present a threat to the company are clas-
sified on the basis of the potential scale of impact on 
the company’s earnings, assets and financial position. 
The risk is quantified, taking into account the prob-
ability of occurrence and risk mitigation measures.


DISCUSSING OPPORTUNITIES AND RISKS FROM THE 
VIEWPOINT OF SUSTAINABILITY


Opportunities and risks in the area of sustainability 
are discussed by the Sustainability Circle. The result-
ing strategic options and measures that can be taken 
by the BMW Group are presented to the Sustainabil-
ity Board. Risk aspects discussed are integrated into 
the Group-wide risk network. The close ties between 
the steering and sustainability committees ensure 
that risk and sustainability management are closely 
coordinated. 
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SUSTAINABILITY MANAGEMENT


Dealing with political and global economic risks
As one of the world’s leading providers of premium 
products and premium services, the BMW Group 
is faced with major challenges. The world is chan-
ging at a rapid pace. In many countries, individual 
mobility remains a key focus of political regulation 
and national industrial policy. Changing values in 
society require new mobility solutions. Unpredictable 
disruptions in economic interdependencies along 
with increasingly intense competition can result in 
incalculable chain reactions and their consequences. 
The ongoing sovereign debt crisis in the eurozone 
and volatile economic conditions continue to unsettle 
markets and consumers. The slow-down of economic 
momentum in China, one of our main markets, poses 
further risks.


The escalation of political tension, terrorist activ-
ities, natural disasters or possible pandemics could 
all have a negative impact on the global economy 
and international capital markets. The BMW Group 
counters these risks primarily by internationalising 
its sales and production structures in order to reduce 
the potential impact of risk exposures in individual 
countries. 


Avoiding environmental and natural risks
The BMW Group minimises natural and environmen-
tal risks by implementing a number of technical and 
organisational measures. These range from fire pre-
vention to direct emergency communications in case 
of fire. 


To avoid negative ground impact and ground water 
pollution, the BMW Group has developed and imple-
mented appropriate preventive strategies and ini-
tiatives. When choosing a new site for a facility, we 
analyse the effects of climate change in the region 


and the risk factors associated with it. We also use 
this information as a decision-making criterion when 
choosing suppliers. In order to identify and coun-
teract any risks to our supply of parts and materials 
early on, we assess the extent to which supplier sites 
are exposed to natural hazards such as floods or 
earthquakes.


Turning strategic and industry-specific risks into 
opportunities
The automotive industry worldwide is faced with the 
constant challenge of having to reduce fuel consump-
tion and emissions and raise safety standards at the 
same time. Government intervention into activities 
that have an impact on climate change is intensifying. 
Resulting regulatory changes (e.g. city tolls or CO2 
taxes), trends in fuel prices as well as changing values 
and environmental influences all have an impact on 
customer behaviour. We are facing these challenges 
and increasing our competitiveness with our  Efficient 
Dynamics concept and by developing sustainable 
drivetrain technologies. 


Opening up new opportunities through alternative 
drive systems
The broader market introduction of alternative drive 
systems means new challenges and additional invest-
ment for the automotive industry. At the same time, 
we also see this as an opportunity to put our tech-
nological expertise and innovation strengths to use. 
Greater fuel economy and the reduction of emissions 
are fundamental parameters that we automatically 
include when designing new products.
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SUSTAINABILITY MANAGEMENT


In the short and medium term we will achieve greater 
fuel economy by electrifying the drivetrain and 
developing comprehensive hybrid systems. We are 
also working on solutions for sustainable mobility in 
densely populated areas. 


Addressing risks in production, purchasing 
and sales
We are subject to numerous risks in the operational 
areas of production, purchasing and sales, which we 
deal with using a variety of measures.


PRODUCTION


Production interruptions due to fire, plant or IT 
breakdowns as well as problems with transport and 
logistics all pose risks. Precautionary measures are 


therefore already incorporated into the production 
and logistics structures at the planning stage to make 
provision for such eventualities, both in terms of 
likelihood of occurrence and loss impact. In addition 
to technical fire prevention, these measures include 
preventive maintenance, spare parts management 
coordinated between plants as well as the planning of 
alternative transport routes. 


Flexible work schedules and working-time accounts 
as well as the ability to build certain car models at 
alternative plants generally help to reduce oper ational 
risks. Risks arising from business interruption and 
loss of production due to fires or natural disasters are 
insured up to economically reasonable levels with 
insurance companies that enjoy a good credit rating.


F.06 Risk management in the BMW Group
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SUSTAINABILITY MANAGEMENT


PURCHASING


The customary distribution of tasks between manu-
facturers and suppliers within the automotive sector 
creates economic benefits, but also exposes contract-
ing parties to a certain degree of mutual dependence. 
Suppliers are hence increasingly joining forces to 
hedge risk in mission-critical future technologies. 


Even in the earliest stages of the supplier selection 
process, we make sure our future business partners 
meet the same environmental, social and governance 
standards the BMW Group has set itself  see Chapter 4.


SALES


Changing global economic conditions and increasing 
protectionist tendencies are causing fluctuations in 
the regional spread of sales as well as the composi-
tion of the model mix and the demand for mobility 
services. Sales and production processes within 
the BMW Group are flexible enough to allow new 
opportunities to be exploited at short notice. At the 
same time, we keep close watch over margin and 
price pressure due to more intense competition in all 
markets, in particular Western Europe, the USA and 
China.


Protecting information and data
We attach great importance to protecting individual 
rights, business secrets, innovative developments 
and process information from unauthorised access, 
damage and/or misuse. The protection of information 
and data is an integral component of our business 
processes and is based on the International Security 
Standard ISO/IEC 27001. 


The requirement to apply uniform standards across 
the Group is embedded in the BMW Group’s core 
principles and documented in detailed working 
instructions. These instructions require employees 
to handle all information (such as customer and 
employee data) appropriately and to ensure that 
information systems are properly used and that risks 
pertaining to information technology (IT risks) are 
dealt with transparently. 


Regular communication, awareness-raising activ-
ities and training measures (e.g. online training on 
information and data protection issues) create a 
high degree of security and risk awareness among 
the employees involved. Employees increasingly 
also receive training from the Group’s Compliance 
 Organisation to ensure compliance with legal and 
regulatory requirements  see Chapter 1.4.


In view of the current public discussion on the pro-
posal for a new EU directive on data protection and 
due to the NSA affair, there has been a significant 
rise in queries with regard to data protection. The 
global data security network that has been estab-
lished within the BMW Group ensures the necessary 
transparency and timely introduction of measures. 


In the case of cooperation arrangements and business 
partnerships we protect our intellectual property as 
well as customer and employee data by stipulating 
clear instructions with regard to data protection and 
the use of information technology. 


The board or management team in each BMW Group 
company is responsible for data protection at that 
company. Each Group company has its own local 
Data Privacy Protection Officers.
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SUSTAINABILITY MANAGEMENT


Avoiding financial risks
As a global enterprise, the BMW Group conducts 
business transactions in various currencies, which 
always entails currency risks. The BMW Group man-
ages currency risks at both a strategic and operating 
level. Strategic risk management includes increasing 
the volume of production in foreign countries (nat-
ural hedging) as well as increasing the volume of 
purchases denominated in foreign currency. In this 
context, the construction of new plants at foreign 
sites such as the USA, China or Brazil also helps to 
reduce foreign exchange risks. For operating pur-
poses, currency risks are hedged on the financial 
markets. Hedging transactions are entered into only 
with financial partners of good credit standing. 


Securing the supply of raw materials
The BMW Group monitors the availability of raw 
materials and the risk of changes in their prices by 
means of a well-defined control process. Financial 
derivatives are employed to hedge against price risks 
arising for precious metals (i.e. platinum, palladium 
and rhodium) and non-ferrous metals (i.e. alumin-
ium, copper and lead) and, to some extent, steel and 
steel ingredients such as iron ore. Medium- and long-
term purchase contracts with fixed pricing arrange-
ments for raw materials such as steel and plastics are 
also in place. 


Changes in the price of crude oil (as a basic ingre-
dient in many of our components) have a direct 
impact on our production costs. Crude oil prices 
(and exchange rates) also influence fuel prices, 
which, in turn, directly influence the purchasing 
behaviour of our customers. The BMW Group count-
ers this by developing and selling efficient and eco-
nomical engines and by developing alternative drive 
technologies.


Ensuring liquidity
The liquidity of the BMW Group is ensured at all 
times by maintaining liquidity reserves and through 
a broad diversification of refinancing sources. The 
liquidity position is monitored continuously at a 
separate entity level and managed by means of a 
cash flow requirements and sourcing forecast sys-
tem in place throughout the Group. Liquidity risks 
can arise in the form of rising refinancing costs on 
the one hand and restricted access to funds on the 
other. Most of the Financial Service segment’s credit 
financing and lease business is refinanced on capital 
markets. 


The BMW Group has good access to financial mar-
kets thanks to its excellent creditworthiness and, as 
in previous years, was able to raise funds at good con-
ditions during the reporting period. In addition to a 
diversified refinancing strategy, this can be attributed 
to the BMW Group’s continued solid financial 
situation. 


Excluding legal risks
Acting responsibly and complying with the law are 
the basic prerequisites for our success. Current legis-
lation provides the binding framework for our wide 
range of activities around the world. The growing 
international scale of operations of the BMW Group, 
developments in the business world as well as the 
whole range of complex legal and tax regulations 
increase the risk of laws being broken, simply 
because they are not known or fully understood. Sev-
eral years ago, the BMW Group therefore established 
a Compliance Organisation aimed at lastingly ensur-
ing that its representative bodies, managers and staff 
act in a lawful manner at all times  see Chapter 1.4.
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SUSTAINABILITY MANAGEMENT


COPING WITH LEGAL RISKS


Like all enterprises, the BMW Group is, or could be, 
confronted with the risk of legal disputes relating, 
among other things, to warranty claims, product 
liability, infringement of protected rights or proceed-
ings initiated by government agencies. Any of these 
matters could have an adverse impact on the Group’s 
reputation. Such proceedings are typical for the sec-
tor or arise as a consequence of realigning our prod-
uct or purchasing strategy to suit changing market 
conditions. Particularly in the US market, class action 
lawsuits and product liability risks can give rise to 
substantial financial consequences and cause reputa-
tional damage. The BMW Group recognises appropri-
ate levels of provisions for lawsuits. 


The high quality of our products, which is ensured 
by regular quality audits and ongoing improvement 
measures, helps to reduce this risk. 


The BMW Group is not currently involved in any 
court or arbitration proceedings that could have a 
significant impact on its financial condition.


FORECAST


In the future, both the global economy and our own business 
processes are sure to grow even more complex. We must 
therefore further optimise the interplay between risk man-
agement, strategy and dialogue with external partners in 
society.


COMPANY HEADQUARTERS — BMW tower with BMW Welt.


FURTHER IMPROVEMENT IN RATING
In December 2013 the rating agency Standard & Poor’s 
raised BMW AG’s long-term rating from A (stable outlook) to 
A+ (stable outlook). BMW AG is the only European automo-
bile manufacturer with this high rating. The short-term rating 
remained at A-1, also the highest level for the sector.
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SUSTAINABILITY MANAGEMENT


Compliance and 
 corporate governance


Responsible and lawful conduct is fundamental to the 
success of the BMW Group. At the same time, it is an 
integral part of our corporate culture. The Board of 
Management and the employees of the BMW Group 
are obliged to act responsibly and in compliance with 
the applicable laws and regulations. This principle 
has been embedded in BMW’s internal rules of con-
duct for many years.


In order to protect the company systematically 
against compliance-related and reputational risks, the 
Board of Management created a Compliance Commit-
tee several years ago, mandated to establish a world-
wide Compliance Management System throughout 
the BMW Group. The BMW Group Compliance Com-
mittee comprises the heads of the following depart-
ments: Legal Affairs, Corporate and Governmental 
Affairs, Corporate Audit, Organisational Develop-
ment and Corporate Human Resources. It manages 
and monitors activities necessary to avoid non-com-
pliance with the law (legal compliance). These activi-
ties include training, information and communication 
measures, compliance controls and following up 


4


cases of non-compliance. The BMW Group Compli-
ance Committee reports regularly to the Board of 
Management and the Supervisory Board on all com-
pliance-related issues.


INTEGRATING COMPLIANCE IN THE ORGANISATION


The decisions taken by the BMW Group Compliance 
Committee are drafted in concept, and implemented 
operationally, by the BMW Group Compliance Com-
mittee Office. The BMW Group Compliance Com-
mittee Office is allocated in organisational terms to 
the Chairman of the Board of Management. Around 
170 Compliance Responsibles are integrated into the 
Compliance Organisation. They report regularly on 
the compliance status in the different units as well as 
on any legal risks or infringements and corrective or 
preventive measures taken.


Compliance management in the BMW Group has 
instruments and measures in place to ensure that the 
Group, its representative bodies and all employees 
act in a lawful manner. Particular emphasis has been 
placed on compliance with antitrust legislation and 
the avoidance of corruption risks. Compliance mea-
sures are supplemented by a whole range of internal 
policies, guidelines and instructions, which in part 
reflect applicable legislation. The BMW Group Policy 
“Corruption Prevention” deserves particular men-
tion: this document deals with lawful handling of 
gifts and benefits and defines appropriate assessment 
criteria and approval procedures for specified actions.
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SUSTAINABILITY MANAGEMENT


Compliance measures are determined and prioritised 
on the basis of an annually updated Group-wide 
compliance risk assessment with a focus on corrup-
tion covering all 276 business units and functions 
worldwide within the BMW Group. Measures have 
been realised since 2012 with the aid of a regionally 
structured compliance management team covering all 
parts of the BMW Group.


The BMW Group Legal Compliance Code is the cor-
nerstone of the Group’s Compliance Organisation, 
spelling out the Board of Management’s acknow-
ledgement of the fact that compliance is a joint 
responsibility (Tone from the Top). This document, 
which explains the significance of legal compliance 
and provides an overview of the various areas rele-
vant for the BMW Group, is available on the intranet 
in German and English as well as 11 other languages 
for the convenience of all employees.


We conduct a Group-wide employee survey every 
two years to measure our performance. In 2013, the 
survey was conducted on the basis of a representa-
tive sample. The results showed that BMW Group 
employees have an excellent understanding of 
the topic of compliance and its significance to the 
company.


COACHING AND COMMUNICATING COMPLIANCE


Managers in particular bear a high degree of respon-
sibility and must set a good example in the process 
of preventing infringements. Managers throughout 
the BMW Group accept this principle by signing a 
written declaration in which they also undertake to 
inform staff working for them of the content and sig-
nificance of the Legal Compliance Code and to make 
staff aware of legal risks.


More than 20,300 (2012: 16,500) managers and staff 
have received training in compliance basics world-
wide since the introduction of the BMW Group Com-
pliance Organisation. Successful participation in the 
training programme is mandatory for all BMW Group 
managers. Appropriate processes are in place to 
ensure that all newly recruited managers and pro-
moted staff undergo compliance training. In this way, 
the BMW Group ensures full training coverage for its 
managers in compliance matters. In addition to this 
basic training, in-depth training is also provided to 
certain groups of staff on specific compliance issues. 
Advanced training on competition and antitrust law 
was introduced in 2013 and already completed the 
same year by 2,300 employees.


Additional Compliance Market Coachings have also 
been implemented in local markets since late 2012. 
These seminars strengthen the understanding of 
compliance in selected units and enhance cooper-
ation between the central BMW Group Compliance 
Committee Office and decentralised compliance 
offices. In 2013, market coaching was performed for 
Financial Services and National Sales Companies in 
Argentina, Brazil, China, Mexico and Singapore.


In order to avoid violations of law, employees are kept 
fully informed of the instruments and measures used 
by the Compliance Organisation via various inter-
nal channels. The central means of communication 
is the Compliance website within the BMW Group’s 
intranet, where employees can find compliance- related 
information and have access to training mater ials in 
both German and English. The website contains a spe-
cial service area where various practical tools and aids 
are made available to employees that help them to deal 
with typical compliance-related matters. BMW Group 
employees also have access on the website to an  
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SUSTAINABILITY MANAGEMENT


electronically supported approval process for invita-
tions in connection with business partners.


RESPONDING TO COMPLIANCE-RELATED QUERIES


In order to avoid legal risks, all members of staff are 
expected to discuss compliance matters with their 
managers and with the relevant departments within 
the BMW Group, in particular Legal Affairs, Corpor-
ate Audit and Corporate Security. The BMW Group 
Compliance Contact serves as a further point of con-
tact for both employees and non-employees for any 
questions regarding compliance.


Employees also have the opportunity to submit infor-
mation – anonymously and confidentially – via the 
BMW Group SpeakUP Line about possible breaches 
of the law within the company. The BMW Group 
SpeakUP Line is available in a total of 34 languages 
and can be reached via local toll-free numbers in all 
countries in which BMW Group employees carry out 
activities.


Compliance-related queries and concerns are docu-
mented and followed up by the BMW Group Com-
pliance Committee Office using an electronic Case 
Management System. If necessary, Corporate Audit, 
Corporate Security, the Works Council and Legal 
Affairs may be called upon to assist in the investiga-
tion process.


MONITORING AND AUDITING COMPLIANCE


Compliance with and implementation of the Legal 
Compliance Code are audited regularly by Corporate 
Audit and subjected to control checks by Corporate 
Security and the BMW Group Compliance Commit-
tee Office.


As part of its regular activities, Corporate Audit 
carries out on-site audits. The BMW Group Com-
pliance Committee also engages Corporate Audit 
to perform compliance-specific checks. In addition, 
random checks (BMW Group Compliance Spot 
Checks) specifically designed to identify potential 
corruption risks are carried out. In 2013, three Com-
pliance Spot Checks were performed in different 
units. Compliance control activities are coordinated 
by the BMW Group Panel Compliance Controls. Any 
necessary follow-up measures are organised by the 
BMW Group Compliance Committee Office.


It is essential that employees are aware of and com-
ply with applicable regulations. The BMW Group 
does not tolerate violations of law by its employees. 
Culpable violations of the law result in employ-
ment-contract sanctions and may involve personal 
liability consequences for the employee involved. 
The BMW Group reports on legal infringements in 
its Annual Report if the events in question could be 
of interest for shareholders, analysts and other stake-
holders due to economic consequences. We are not 
aware of any such infringements having occurred in 
the period under report.


ENSURING COMPLIANCE BY BUSINESS PARTNERS


In the same way that the BMW Group is committed 
to lawful and responsible conduct, it also expects 
no less from its business partners. In the year under 
report, the BMW Group developed a new Business 
Relations Compliance programme aimed at ensuring 
the reliability of its business relations. Relevant busi-
ness partners are checked and evaluated with a view 
to identifying potential compliance risks.
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These procedures are particularly relevant for rela-
tions with sales partners and service providers 
such as agencies and consultants. Depending on 
the results of the evaluation, appropriate meas-
ures – such as communication measures, training and 
possible monitoring – are implemented to manage 
compliance risks. The Business Relations Compliance 
programme has already been launched in 12 units 
(from a total of 70) since 2012 and will be rolled out 
successively over the coming years throughout the 
BMW Group’s worldwide sales organisation. In 2013, 
the company also began introducing compliance 
clauses into dealer and importer contracts to protect 
contractual relationships.


COOPERATING WITH EMPLOYEE REPRESENTATIVES


Compliance is also an important factor in terms of 
safeguarding the future of the BMW Group’s work-
force. With this in mind, the Board of Management 
and the national and international employee rep-
resentative bodies of the BMW Group have agreed 
on a set of Joint Principles for Lawful Conduct. In 
doing so, all parties involved gave a commitment to 
the principles contained in the BMW Group Legal 
Compliance Code and to trustful cooperation in all 
matters relating to compliance. Employee represen-
tatives are therefore regularly involved in the pro-
cess of developing compliance measures within the 
BMW Group.


CORPORATE GOVERNANCE


The BMW Group manages its business in accordance 
with principles of responsible corporate governance 
geared to long-term value creation. In 2002, it con-
firmed its commitment to these principles in its own 
Governance Code. Based on the German Corporate 
Governance Code (GCGC), this document is regu-
larly updated.  You can find more information in the Annual 
Report under “Statement on Corporate Governance” (p. 166).


FORECAST


In addition to rolling out the Business Relations Compliance 
programme in further units, the BMW Group plans to conduct 
three Compliance Spot Checks in the coming year as well 
as implementing and piloting a corporate hospitality and 
gifts IT system. A compliance information package for new 
employees is also planned for 2014.
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—  360° ELECTRIC


— CONNECTED DRIVE


— DRIVE NOW


— EFFICIENT DYNAMICS


Forecasts predict that 60% of the global population will live in cities 
by 2030. Big cities will offer fascinating opportunities to shape new 
forms of individual mobility.
Source: KPMG - Future State 2030 - The global megatrends shaping governments


PRODUCT RESPONSIBILITY


WE DELIVER SOLUTIONS FOR  
INDIVIDUAL MOBILITY. 


2


— BMW i
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PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


BMW i3 INTRODUCED IN SERIES 
PRODUCTION 


–  We have successfully introduced our first 
fully electric premium vehicle in Europe – the 
BMW i3. Compared with a conventional 
combustion engine vehicle, the BMW i3 
generates over 50% less greenhouse gas 
potential (CO2 equivalents) throughout the 
entire product life cycle.


CO2 EMISSIONS OF BMW GROUP 
 AUTO MOBILES (EU-27) 
— 2013


EXPAND REACH OF BMW i


–  In 2014, we will launch the BMW i3 on 
additional markets (North and South America, 
Asia). We will also launch a new BMW i family 
model – the BMW i8. In addition, we will 
expand our range of electric motorcycles with 
the fully electric BMW C Evolution Scooter.133


FURTHER REDUCTION IN FLEET EMISSIONS


–  We further reduced the CO2 emissions of our 
vehicles sold in Europe to 133 g/km (2012: 
138 g/km; – 3.6%). This means that we are in 
line with our plan to reduce our fleet emissions 
by 2020 by 50% compared with 1995.


AVERAGE FUEL CONSUMPTION EU-27
— 2013


STEP UP RECYCLING MEASURES


–  We are developing ways to reuse spent battery 
packs from our electric vehicles as well as 
by-products of the production. In addition, 
we already recycle 20% of the thermoplastic 
materials in our vehicles and are gradually 
increasing our use of secondary raw materials.


Petrol


6.2 
l/100 km  


Diesel


4.8 
l/100 km  


SAFETY STANDARDS DEFINED


–  Since 2013, all BMW motorcycles in series 
production have been equipped with ABS as 
a standard feature. For all car models we offer 
passive and active safety systems that warn 
and support drivers in dangerous situations 
and protect them to the greatest extent 
possible in case of accident.


NUMBER OF DriveNow USERS 
— January 2014


PROMOTE NETWORKED MOBILITY


–  Online applications and networking are likely to 
change the face of urban mobility in the future. 
It is our aim to be a driver of mobility research, 
identifying new trends at an early stage and 
transforming the most promising research 
results into practical applications.


220,000


g/km


138 g/km2012


Petrol 6.3 l/100 km  Diesel 5.0 l/100 km2012


75,000 users2012
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Our management 
 approach 


The BMW Group takes a comprehensive approach 
to product responsibility. For us, it starts with the 
development of fuel-efficient vehicles that are safe for 
drivers and other road users. It covers resource-effi-
cient and eco-friendly development and production 
processes, integrated and high-quality customer care 
as well as recycling concepts that ensure our cars have 
minimum impact on the environment even after they 
reach the end of their life cycle.


A good example of our comprehensive under-
standing of product responsibility is the BMW i3, the 
first large-series electric vehicle produced by the 
BMW Group. From the outset and throughout the 
entire life cycle we developed this vehicle in line with 
measurable sustainability targets – from raw material 
extraction through the entire production and use 
phase to recycling at the end of vehicle life.


Taking the already very efficient BMW 118d as refer-
ence vehicle (Green Car of the Year 2008), the BMW i3 
has significantly less greenhouse gas potential across 
its entire product life cycle. For example, when using 
the European Electricity Mix (EU-25), the BMW i3 
has around one-third less global warming potential, 


1


and when run on electricity produced from renew-
able sources, this potential can even be reduced by 
half. We are deliberately using the BMW i3 to set an 
in-house benchmark by gradually transferring the 
measures practised in the BMW i3 to BMW Group 
vehicle projects with internal combustion engines.


REDUCING EMISSIONS


Our visionary BMW i brand vehicles are spearhead-
ing our long-term efforts to produce completely 
emissions-free vehicles. But they are only one part 
of our Efficient Dynamics development strategy, our 
concept for ensuring sustainable individual mobility 
through constant and consistent reduction of emis-
sions. We achieve the best results here by applying 
innovative efficiency technologies. 


Whether through efficient engines, optimised aero-
dynamics, intelligent energy management, light-
weight design, forward-looking drive control, the 
Auto Start Stop function, brake energy regeneration, 
tyres with reduced rolling resistance or air flap con-
trol – every BMW Group vehicle is developed with 
 Efficient Dynamics in mind. The BMW Group aims 
for intelligent lightweight construction, an efficient 
and dynamic drive system, and intelligent manage-
ment of all vehicle energy flows in every vehicle  see 
Chapter 2.2. 
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An example of this philosophy is the BMW 520d, with 
average fuel consumption in the EU test cycle of 
4.5–4.9 litres per 100 kilometres and a CO2 value of 
119–129 g/km. With 184 hp, the BMW 520d shows that 
sustainability and driving pleasure are by no means 
mutually exclusive.


TAKING A BROADER VIEW OF PRODUCT RESPONSIBILITY


Our product responsibility is, however, not limited 
to producing eco-friendly vehicles. As a provider of 
premium products and premium services for individ-
ual mobility, we also view the safety of our customers 
and other road users as a central component of our 
product responsibility. Through active safety features 
we try to prevent accidents, and through passive 
safety systems to mitigate their effects  see Chapter 2.3.


Other elements in our approach to product respon-
sibility are resource-efficient production and high 
recycling and reuse standards that close the materials 
cycle as much as possible  see Chapter 2.4 and  see 
Chapter 3. 


We set our sights on intelligent services covering the 
entire spectrum of future mobility. One example is 
our DriveNow car-sharing service  see Chapter 2.5.


Finally, we also strive for a high degree of customer 
satisfaction, conducting studies, customer interviews 
and constant analysis of customer feedback to find 
out how we can improve even further from our cus-
tomers’ perspective  see Chapter 2.6. 


MEETING INTERNATIONAL REQUIREMENTS


International regulatory requirements for 
BMW Group products are becoming increasingly 
stringent, particularly in the area of vehicle emis-
sions. 93% of the vehicles we sell are subject to 
corres ponding regulations and tax legislation. At the 
same time, planning for sales is made difficult by 
rapid changes in legislation. This means that we have 
to be prepared to cope with new framework condi-
tions even before they are announced by legislators.
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SUSTAINABILITY OVER THE ENTIRE VEHICLE LIFE CYCLE


To ensure the sustainability of our products across 
their entire life cycle, we set ambitious goals for our 
vehicles early on in the strategic planning phase. 
To do so, we apply a holistic accounting method 
to assess the environmental, economic and social 
impact of our products across their entire life cycle. 
This method complements our long-standing Life 
Cycle Assessment system (ISO 14040/44). The holis-
tic view incorporates aspects of the sustainability risk 
filter used in supplier management  see Chapter 4.


In the development process, we take into account 
potential environmental effects throughout the 
vehicle life cycle, from the selection of materials to 
production, use and subsequent recycling. These sus-
tainability targets have the same significance as, for 
example, cost or weight criteria in the development 
process of the vehicle. Our aim is to improve the 
environmental impact from one vehicle generation 
to the next with the help of Life Cycle Engineering in 
accordance with ISO 14062. 


Life Cycle Assessment pursuant to ISO 14040/44 
rates progress in this respect as well as the achieve-
ment of targets in the development process. The 
BMW i3 was the first vehicle of the BMW Group to 
consistently implement the Life Cycle Engineering 
approach, and it will now be applied just as consis-
tently to BMW Group vehicles with internal combus-
tion engines. 


In addition, we already use a holistic accounting 
approach to assess the environmental impact of inno-
vative technologies and materials in the pre-devel-
opment phase. This helps us to recognise potential 
for building sustainability into the life cycle. Another 


important component in this connection is our  
commitment to the Aluminium Stewardship Initiative 
 see Chapter 4.


FORECAST


In the coming years, we will continue to focus on reducing 
CO2 emissions and expanding innovative mobility services. 
We have set ourselves ambitious goals: for example, we 
intend to reduce CO2 emissions in the European new vehicle 
fleet by at least 50% by 2020 (base year: 1995). We also 
want to take the lead with our holistic approach to premium 
electromobility and to deploy integrated mobility services 
in order to lastingly change mobility behaviour in selected 
metropolitan regions.


You can find further innovations planned in the area of prod-
uct responsibility at the end of the following sub-chapters.
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Efficient  
mobility 


We are getting closer and closer to our vision of sus-
tainable mobility. We are using innovative efficiency 
technologies in all models and adding electrically 
powered cars to our model range. By 2020, we want 
to cut the CO2 emissions of our vehicle fleet in half 
compared to 1995.


Legal regulations on emissions are becoming increas-
ingly stringent worldwide, continually posing new 
challenges to the automotive industry. 93% of the 
vehicles we sell are subject to corresponding legisla-
tion. Long before the official announcement of regu-
latory changes in the year 2000, the BMW Group had 
already set the course for reducing fuel consumption 
and emissions. 


Based on our Efficient Dynamics development 
strategy, the BMW Group reduces the energy 
requirements of every vehicle through intelligent 
lightweight construction and consistently optimised 
aerodynamics. At the same time, we are improving 
the efficiency of traditional internal combustion 
engines as we successively offer more electrified 
drives based on the BMW i drive technologies, 
including models of the core BMW brand. Our 


2
efficiency technologies are further developed and 
joined by new technologies on an ongoing basis. 


Since 2013, we have added electric drives in prod-
ucts of the BMW i sub-brand to our portfolio. Plug-in 
hybrids are an increasingly important component of 
this strategy. We are thus creating the basis for con-
tinuing to meet the performance standards for CO2 
emissions and fuel consumption in the future.


CO2 EMISSIONS REDUCED IN ALL NEW VEHICLES


Between 1995 and 2013, we reduced the CO2 emis-
sions of our newly sold cars in Europe (EU-27) by 
more than 37%. Average fuel consumption in 2013 
was 6.2 litres of petrol per 100 kilometres or 4.8 litres 
of diesel per 100 kilometres. Average CO2 emissions 
were 133 grams of CO2 per kilometre. 


These are important achievements for the 
BMW Group, but represent only one step towards 
our goal. As resources dwindle and climate change 
continues unabated, we must strive to further reduce 
carbon emissions, improve energy efficiency and 
switch to alternative drivetrain technologies. By 2020, 
we will therefore reduce the CO2 emissions for our 
vehicle fleet by 50% compared to the base year 1995.


We are steadily moving closer to achieving our long-
term goal of sustainable mobility. In 2013, 39  models 
had maximum CO2 emissions of 120 g/km. For 
develop ment of CO2 emissions in our vehicle fleet 
 see Figure 07.
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COMPONENTS OF EMISSIONS-FREE MOBILITY


Over a decade ago, the BMW Group had the vision of 
ensuring the long-term competitiveness of all vehicle 
models and offering the most efficient and dynamic 
vehicles. 


BMW is thus preparing itself to face changing market 
conditions (the development of metropolises/mega-
cities, regulatory requirements, resource scarcity, etc.) 
as it also keeps pace with shifting values. 


Efficient Dynamics means providing the most effi-
cient overall vehicle concept and the most intelligent 
energy management possible for every vehicle pro-
duced by BMW:


–  Revolutionary lightweight construction concepts 
and the industrial use of new materials such as 
CFRP as well as the reuse of recycled material. 


–  Optimal aerodynamics thanks to our in-house aero-
dynamics testing centre, one of the most advanced 
wind tunnels in the world.


–  Intelligent management of all energy flows in the 
vehicle and the consistent use of driver assistance 
systems for optimal energy efficiency across all 
model ranges.


In addition to the battery-powered BMW i3 for com-
pletely emissions-free mobility within cities, we will 
take the next step in June 2014 by offering our first 


F.07 Development of CO2 emissions of BMW Group cars in Europe
(Index: 1995 = 100; Basis: Fleet consumption of newly registered cars in Europe [EU-15] measured on the basis of the New European Driving Cycle in accordance with 
the ACEA self-commitment)
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ADDED VALUE THROUGH CONNECTING — BMW ConnectedDrive.
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plug-in hybrid, the BMW i8. The BMW i8 delivers un- 
limited mobility for longer distances while achieving 
the best fuel economy of any BMW Group vehicle 
powered in part by an internal combustion engine. 


In addition to battery-powered electric vehicles, the 
BMW Group also wants to achieve its vision of com-
pletely emissions-free electric driving over longer dis-
tances with short refuelling stops for larger  vehicles 
equipped with hydrogen fuel cell technology. At the 
same time, we are also the benchmark in terms of the 
efficiency of conventional drive concepts, thanks to 
the constant evolutionary development of conven-
tional drivetrains as well as ongoing advances in the 
networking of vehicles, drivers and the environment.


We remain confident that we are thus well equipped 
worldwide to face the challenges of the coming years.


SAVING FUEL AND REDUCING EMISSIONS THROUGH 
 EFFICIENT TECHNOLOGIES


Among the technologies resulting from the Efficient 
Dynamics strategy are efficient engines, optimised 
aerodynamics, intelligent energy management, light-
weight construction, forward-looking drive control, 
the Auto Start Stop function, brake energy regener-
ation, tyres with reduced rolling resistance, air flap 
control and laser light technology. These are not 
optional extras for niche or special models but stand-
ard in every new vehicle since March 2007.


Connected Drive
Efficient Dynamics opens up further potential in 
combination with BMW ConnectedDrive – a pack-
age of intelligent technologies that interconnect the 
driver, vehicle occupants, the vehicle itself and the 
environment. For example, traffic on the main roads 


is shown in real time on the BMW navigation sys-
tems. This enables the driver to avoid congested areas 
and save on fuel.


ECO PRO mode
All BMW models now come standard with a Drive 
Performance control for activating the ECO PRO 
mode. Depending on individual driving style, the 
ECO PRO mode allows fuel savings about 15%. As 
this mode is not activated in the usual test cycles, the 
full fuel savings are realised only in real day-to-day 
driving.


Active Coasting
Active Coasting is an innovative function for auto-
matic vehicles that the BMW Group brought onto the 
market in 2012 and which now comes as standard in 
all new models. The principle involved is extremely 
simple: by releasing pressure on the accelerator, the 
driver automatically disconnects the engine from the 
gearbox. The vehicle then decelerates through air 
resistance and the rolling resistance of the wheels 
alone. Active Coasting is particularly effective for 
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drivers who have a predictive driving style of the kind 
enabled by the Proactive Driving Assistant.


Proactive Driving Assistant
Drivers themselves have a significant influence on 
actual fuel consumption. The Proactive Driving 
Assistant uses data from the navigation system to 
tell the driver about speed limits, tight bends and 
roundabouts or turns ahead. It gives the driver tips 
on the most efficient way to drive in these situations, 
enabling maximum possible fuel economy. Since 
2013, we have gradually been introducing Proactive 
Energy Management as well. Along with the proac-
tive function in ECO PRO mode, an intelligent drive 
system is also able, in the sport and comfort modes, 
to change to the right gear in advance of the corres-
ponding driving situation. This avoids unnecessary 
gear changes and significantly increases fuel econ-
omy even beyond the ECO PRO mode. 


As well as reducing the carbon emissions of our 
 vehicles, we are working to bring down other emis-
sions. We are playing a pioneering role in meeting 
the Euro 6 standards, which call for a significant 
reduction in nitrogen oxide (NOx) levels, in partic-
ular for diesel vehicles. Thanks to BMW BluePerfor-
mance technology, since 2008 customers can choose 
from several  models with particularly clean diesel 
engines that comply with Euro 6 standards. 


REALISING FURTHER POTENTIAL THROUGH HYBRID 
SOLUTIONS


The electrification of the drivetrain by way of 
various hybrid solutions is a vital component of 
our  Efficient Dynamics programme that enables 
us to realise further fuel-saving potential. Since 
autumn 2012, the BMW Group has offered the 


models BMW ActiveHybrid 3, BMW ActiveHybrid 5 and 
BMW  ActiveHybrid 7. Starting in 2014, the BMW i8 will 
round out the programme. The BMW i8 is the first 
plug-in hybrid produced by the BMW Group whose 
battery can also be charged via the electricity grid. 
It combines the driving performance of a sports 
car with the fuel efficiency of a compact. Its range 
when running on electricity will be approximately 
37 kilometres, with CO2 emissions of 49 g/km in the 
EU cycle.


Plug-in hybrid models use up to 50% less fuel than 
their combustion-powered equivalents.


According to estimates made by the European Auto-
mobile Manufacturers’ Association (ACEA), between 
3% and 8% of all new vehicles registered will be either 
fully or partially electrically powered by the year 
2020. To make sure that we play an active role in this 
growing market, we will pioneer radical new solu-
tions in this field as we have elsewhere, reaffirming 
our technological leadership.


EMPLOYING ALTERNATIVE DRIVETRAIN CONCEPTS


Under the BMW i brand, we bundle our activities 
in the areas of electromobility and mobility services 
(e.g. DriveNow), which are geared in particular 
towards responding to the challenges of future urban 
mobility.


Since 2007, our Project i has been developing com-
pletely new concepts for individual mobility as well 
as vehicle architecture and production that integrate 
sustainable solutions in an even more innovative 
fashion along the entire value chain. The models pro-
duced under the BMW i sub-brand don’t simply have 
a different engine; they were conceived from the start 
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RECHARGING AT HOME — With the optional Wallbox the batteries of the new BMW i3 can be recharged  in less than 3 hours.
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as electric rather than combustion-powered cars (con-
version approach). We conceived these models from 
the outset as new and independent vehicle concepts 
(purpose-build approach), because only then could 
the full potential of these drive concepts be realised 
and put at the service of customers. This includes 
intelligent lightweight design – using carbon-fibre- 
reinforced plastic (CFRP) and a host of new mater-
ials to produce vehicles of minimum weight – and 
especially resource-efficient production. This results 
in visionary vehicles that combine consistent sustain-
ability with maximum range and driving pleasure.


Charging electric vehicles with green power
An electric car can only reach its full potential when 
it runs on electricity that is as carbon-neutral as pos-
sible. For the German market, we therefore entered 
into a strategic cooperation with Naturstrom AG in 
2012 for the supply of electricity from renewable 
sources. BMW i customers will have the option in 
future of purchasing a suitable green electricity pack-
age for charging their electric vehicles. In the other 
international markets where the BMW i3 is sold, we 
will offer our customers similar solutions with local 
partners. 
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CERTIFIABLY SUSTAINABLE: ISO CERTIFICATION FOR THE ENVIRONMENTAL FOOTPRINT OF THE BMW i3


We already set ourselves sustainability goals when launching the 
development of the fully electrically powered BMW i3. Chief among 
them was a target for global warming potential (measured in CO2 
equivalents) as a concrete, measurable target across the vehicle life 
cycle – a good indicator for resource efficiency. This component 
of the environmental footprint now takes its place alongside the 
long-established parameters of vehicle weight, vehicle costs and 
fuel consumption. Over its entire life cycle, including vehicle use, 
a BMW i3 displays significantly less global warming potential than 
an extremely efficient car in the same segment with a combustion 
motor of equal size and performance. When a BMW i3 is run on the 
European Electricity Mix (EU-25), it has around one-third less glob-
al warming potential, and when run on electricity produced from 
renewable sources, this potential can even be reduced by half.


A large number of individual measures further contribute to the 
positive environmental scorecard. These have never before been 
implemented with this degree of consistency at the BMW Group. 
An important role in optimising the environmental footprint is 
played by the high proportion of recycled materials used, along with 
energy-efficient manufacturing processes. This includes the use of 
aluminium and carbon-fibre-reinforced plastic (CFRP). The light-
weight alloy components of the BMW i3 consist to a large extent of 
so-called secondary aluminium, generated not from ore but from 
molten production residues and recycled materials. Secondary 
aluminium can be generated with significantly less energy. Primary 
aluminium produced using renewable energy also contributes to 
the sustainability of the BMW i3.


In the production of the so-called “life module” (passenger com-
partment), the BMW Group in many respects makes use of its 
expertise in the field of industrial CFRP production, unique in the 
automotive sector, in combination with sustainable manufacturing 
processes. In a process developed especially for BMW i models, for 
example, cutting scraps left over from the production of CFRP com-
ponents can be returned to the production process. This reduces 
the need for raw materials from the carbon-fibre plant in Moses 
Lake (USA), the source of all the materials for CFRP components in 
the BMW i3. 100% of the electricity required for the manufacture 
of the carbon fibres is supplied from renewable sources.


For the customer, leather tanned with olive leaf extracts, 
eco-friendly quality-finished wood from certified European culti-
vation as well as the visible use of natural fibres in the instrument 
 panel and door panels make tangible the new premium character 
of the vehicle, designed with sustainability in mind. 25% of the 
plastics used in the interior and the thermoplastics on the exterior 
are made up by weight of recycled materials or renewable raw 
materials.


Moreover, the energy required to assemble the BMW i models at 
the Leipzig plant comes exclusively from renewable sources. We 
built a wind farm on-site to directly power production at the plant.
The TÜV Süd technical inspection agency reviewed the data and 
methods in detail according to fixed criteria. The  validation 
 certificate of the independent agency verifies that the methods 
used by BMW i meet the scientific state of the art and fulfil all 
requirements of the strict ISO standards 14040/14044.
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FULLY ELECTRIFIED DRIVING PLEASURE — The BMW C Evolution Scooter.


2. 2


PRODUCT RESPONSIBILITY


Getting around town on electric scooters
We plan to launch our electric scooter in 2014. The 
fully electric-powered scooter will have 48 hp and a 
range of 100 kilometres1. It has been designed as the 
first commuting vehicle expressly for travel between 
the outskirts and the city centre. The main focus here 
is on two requirements: performance comparable to 
that of a combustion-powered maxi-scooter and a 
high range in practice.


EMISSIONS-FREE DRIVING WITH HYDROGEN AND 
FUEL CELLS 


Besides developing electric drivetrains using lith-
ium-ion batteries, the BMW Group is also doing 
research into hydrogen and fuel cells as a further 
solution for local emissions-free driving with a 


greater range. Hydrogen is used here as an energy 
source that is converted by the fuel cell into electri-
city and water. This approach offers the possibility of 
extended ranges and refuelling times that are com-
parable to those for today’s conventional drivetrains.


The BMW Group has been cooperating with the 
 Toyota Motor Corporation (TMC) in this field since 
2012. The aim is to jointly develop a basic fuel-cell-
powered vehicle system that includes a hydrogen 
tank, electric engine, fuel cells and battery. Both 
companies are also cooperating on the development 
of technologies for producing lightweight bodies. 


FORECAST


We will continue to offer innovative solutions for the diverse 
mobility needs of our customers. We are deliberately focus-
ing our efforts on building a broad technology base so that in 
the coming years we can offer tailored solutions worldwide 
for wide-ranging individual mobility needs.


In 2014, the BMW Group will introduce the BMW i3 in many 
additional markets. The US market in particular promises 
great potential for electromobility. 2014 will also see the 
market launch of the BMW i8 and the electric scooter  
BMW C Evolution. With the electric scooter, the BMW Group 
is expanding its electromobility product portfolio to the field 
of two-wheeled vehicles.


We will also expand our range of vehicles that meet the 
Euro 6 standard. 


1 Consumption: 0,0 l/100 km; CO2 emissions: 0 g/km.
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AWARD-WINNING SOLUTIONS FOR SUSTAINABLE MOBILITY


We have received several awards for our technological solutions for sustainable mobility, including:


–  FROST & SULLIVAN GLOBAL COMPANY OF THE 
YEAR AWARD:  
1st place for the BMW Group in the category “New Mobility 
Products and Services”


–  AUTO BILD DESIGN AWARD 2013:  
1st place for the BMW i8 Spyder in the category “Studies and 
Concept Cars”


–  AUTO BILD / BILD AM SONNTAG GOLDENES / GRÜNES 
LENKRAD (GOLDEN/GREEN STEERING WHEEL):  
1st place for the BMW i3


–  AUTO BILD KLASSIK READERS’ CHOICE 2013:  
1st place for the BMW i3 in the category “Future Classics”


–  AUTO ZEITUNG AUTO TROPHY 2013:  
1st place for the BMW i3 in the category “Electric Cars”


–  AUTOMOBILE MAGAZINE 2013 DESIGN OF THE YEAR:  
1st place for the BMW i8


–  COMMUNICATION DIRECTOR MAGAZINE EUROPEAN 
EXCELLENCE AWARD:  
1st place for the BMW Group in the category “Automotive 
and Transport” for the multi-stakeholder approach in the 
communication for BMW i


–  ENERGY SAVING TRUST FLEET HERO AWARD 2013:  
Award for the design and production of the BMW i3 in the 
category “Car and Van Manufacturing”


–  L’ARGUS DE L’AUTOMOBILE:  
1st place for the BMW i3 in the category “Green Cars”


–  THE SUNDAY TIMES TOP 100 CAR LIST:  
1st place for the BMW i3 in the category “Electric and 
Hybrid Car”


–  SCHWEIZER ILLUSTRIERTE SWISS CAR OF THE YEAR:  
1st place for the BMW i3 in the category “The Greenest Car 
in Switzerland”


–  UNITED NATIONS ASSOCIATION OF NEW YORK 
HUMANITARIAN AWARD 2013:  
Award for the BMW Group for innovations in the field of 
sustainable mobility


–  WHAT CAR? GREEN CAR OF THE YEAR:  
1st place for the BMW i3
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Product safety  


As a provider of premium products and premium ser-
vices for individual mobility, we regard the safety of 
our customers and other road users as fundamental to 
our sense of product responsibility. We take an inte-
grated approach to mastering this challenge, which 
encompasses not only passive and active safety, but 
also aspects such as product labelling, safety training, 
the avoidance of potentially critical materials as well 
as minimising emissions in the vehicle interior. By 
addressing all these areas, we try to avoid risks for 
road users and any adverse health consequences in 
the event of an accident.


For more than 30 years, we have been carrying out 
systematic research into the causes of accidents and 
developing technologies and strategies to improve 
the safety of all road users. We take an integrated 
approach to this task, which means we analyse the 
entire process chain, from accident prevention to 
post-crash applications. Based on these analyses, we 
try to prevent accidents from happening in the first 
place through active safety measures, and to mitigate 
their consequences through passive safety features.


3


Avoiding accidents through driver assistance 
systems
A central measure for promoting safety is the imple-
mentation of driver assistance systems, which are 
now being increasingly integrated into our model 
ranges. They help make driving safer by identifying 
critical traffic situations in order to warn the driver 
and make sure they are handled safely. One example 
is the pedestrian warning system, which is already 
available in our BMW i3. Another example is the traffic 
jam assistant: in long and monotonous driving situ-
ations, for example in traffic congestion, the vehicle 
helps keep the car longitudinally and laterally posi-
tioned in the lane, easing the strain on the driver. 
In the medium term, these new driving features will 
even be able to assist the driver at higher speeds. For 
this purpose, we are developing technologies that go 
beyond today’s state of the art in detecting the sur-
rounding traffic situation.


Intelligent emergency call system saves   
valuable time
Another example is the Advanced Emergency Call 
system that forms part of our Connected Drive 
package. If an intelligent emergency call is triggered 
by a collision, this feature delivers not only exact 
position data, but also information with which the 
vehicle can be identified and the likelihood of severe 
injury predicted. This saves valuable time that can 
in extreme cases even make the difference between 
life and death. The Advanced Emergency Call is a 
forward-looking safety feature with functionality that 
already exceeds today the EU regulations under dis-
cussion for a mandatory and simply designed emer-
gency call system from 2015.
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SAFETY FIRST ON 2 WHEEELS — BMW Motorrad Sicherheit 360°.A LIFE SAVER — Intelligent Emergency Call by BMW ConnectedDrive.
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Actively communicating safety
BMW Group products are developed and manufac-
tured in strict compliance with quality management 
systems. The BMW Group monitors its products on 
the market and examines all feedback on the topic 
of safety. If necessary, the responsible authorities are 
informed and all measures that serve customer safety 
are initiated. The BMW Group has established the 
relevant committees, processes and organisations for 
this purpose. 


PASSIVE SAFETY SYSTEMS SAVE LIVES


Energy-absorbing crumple zones, safe passenger 
cells, restraint systems, airbags and a host of other 
passive safety features protect the lives and health of 
drivers on a day-to-day basis.


In order to afford drivers and passengers the greatest 
possible protection in the event of a collision, various 
safety elements work hand in hand. A networked 
system of highly sensitive sensors enables airbags to 
deploy in the appropriate situation and at precisely 


the right moment. Pyrotechnically activated seatbelt 
pretensioners and seatbelt force limiters further mini-
mise risk of injury. 


PREVENTING ACCIDENTS THROUGH ACTIVE SAFETY 
SYSTEMS


Active safety includes perfect chassis coordination, 
optimal traction and effective brakes. Electronic chas-
sis control systems such as Dynamic Stability Control 
(DSC) and Electronic Damper Control (EDC) likewise 
contribute to preventing accidents. These are joined 
by driver assistance systems. Automatic warning and 
braking systems are already available as options for 
the BMW i3, the BMW 1 Series, BMW 3 Series, BMW 5 
Series, BMW 6 Series, BMW 7 Series, the BMW X5 
and the new MINI. 


SETTING SAFETY STANDARDS WITH BMW MOTORRAD


BMW Motorrad is the only manufacturer today to 
offer a comprehensive safety concept. Safety 360º is 
based on an ideal meshing of three facets: innovative 
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TRAINING FOR SAFETY — BMW Driving Experience.
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safety technologies in the vehicle itself; safety derived 
from high-quality, functional rider equipment; and 
safety derived from rider training for every level and 
every terrain. These three areas cover the full spec-
trum of active and passive safety. As a safety pioneer, 
BMW Motorrad is consistently refining this concept.


Since the model year 2013, all BMW motorcycle mod-
els are equipped with ABS as a standard component. 
BMW Motorrad is thus defining the security stand-
ards worldwide for all motorcycle manufacturers and 
legislators. According to EU law, all newly registered 
motorcycles must be equipped with ABS from 2016.


GUARANTEEING PRODUCT AND SERVICE INFORMATION 
FOR CUSTOMERS


The BMW Group is obliged by the applicable legal 
regulations to inform customers about risks, hazards 
and the proper use of its products and services. In 
the European Union, for example, we report on the 
fuel economy of our vehicles based on the NEDC 
(New European Driving Cycle). Fuel consumption 
and CO2 emissions for each vehicle model are also 
reported on the websites of the individual brands.


Information on vehicle safety and protecting cus-
tomer health can be found in the respective manuals 
or in notes inside the vehicle (e.g. rescue card) as well 
as on our manufacturer websites. Additional back-
ground information on service, accessories, parts and 
BMW ConnectedDrive is likewise available online.


Technical assessment during the release process 
ensures that product and service information 
for customers (manuals in particular) meets all 
requirements.


DRIVER SAFETY TRAINING


The BMW Group also contributes to protecting road 
users through driver safety training. Today we offer 
some 50 different training courses in 26 countries 
worldwide on BMW and MINI cars and BMW motor-
cycles. BMW is the first manufacturer of premium 
automobiles to offer, with the BMW i3 eDrive Experi-
ence, a training experience with an electric vehicle. 
Here, the special product features are combined 
with extensive driver safety training. In 2013, more 
than 22,000 participants in driving safety courses 
learned how to identify critical driving situations and 
respond properly, and how to avoid such situations 
in the first place if possible. Over the next few years, 
these driving safety training modules will be made 
available on a professional level as Driving Experi-
ence courses in further markets in accordance with 
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our internationalisation strategy, so that more partici-
pants can benefit from them. 


The BMW Group also provided police units with 
61 vehicles in 2013 for their own driver training. This 
promotes safety in police operations. Additional vehi-
cles are delivered to fire departments and the Fire 
Fighters’ Association so that they can learn rescue 
techniques using modern cars.


USING SAFE MATERIALS


For each phase of the vehicle life cycle (from devel-
opment, to use, to disposal) our specialist depart-
ments ensure compliance with the worldwide legal 
requirements for product safety and human health. 
In the early development phase, an interdisciplinary 
working group on “Materials” evaluates the poten-
tial materials to be used in a product to determine 
their risk potential and eliminate any problematic 
candidates. The working group can then intervene in 
the selection and development process as well as in 
BMW’s production as needed. This means that new 
legal requirements such as the EU chemicals regula-
tion REACH can be reliably integrated into product 
development.


Qualifying the materials used
We test all current and future products according to 
the exacting standards of the BMW Group. As well as 
series parts, all auxiliary production substances and 
process materials such as paint and adhesives also 
undergo rigorous qualification processes.


The material composition of components is docu-
mented in material data sheets. The International 
Material Data Sheet system (IMDS) is the central 
data structure used by the global auto motive  


industry. In the IMDS system, material data 
sheets (MDS) are transmitted along the value chain 
from raw material suppliers to the auto motive 
 manufacturer (OEM) and checked and released by 
each recipient. After careful examination of the 
data, the BMW Group then enters the approved 
IMDS data sheets into our own MDS system. In 
this system, material data sheets for in-house parts 
are also created. This BMW Group material data 
sheet system assists the company for instance in 
the  fulfilment of legal requirements such as the 
bans on certain  materials outlined in the EU End 
of Life Vehicle Directive.


Furthermore, as part of BMW’s production pro-
cesses, all chemical substances that are used by 
the BMW Group are documented. They are first 
inspected to ensure their safety and then released 
for a specific application through the central 
recording system for environmentally relevant sub-
stances (ZEUS). The system also provides detailed 


OUTSTANDING VEHICLE SAFETY


We have received numerous awards for the safety of our 
vehicles, including:


–  BMW X3 – IIHS TOP Safety Pick


–  BMW i3 – Euro NCAP 4 stars and Euro NCAP Advanced 
Award


–  BMW 3 Series China Long Wheelbase – China NCAP  
5 stars and 2013 China Annual Top Safety Car, China’s 
premier vehicle safety award


–  BMW 5 Series – Korea NCAP 5 stars
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 specifications and tips on handling these products as 
well as on first aid, storage and transport.


AVOIDING EMISSIONS INSIDE THE VEHICLE


Emissions inside BMW vehicles have been signifi-
cantly reduced since the 1990s. This was accom-
plished through a plan drafted by independent 
experts setting target levels for interior emissions and 
its implementation in new material concepts.


By complying with our internal guidelines for the 
development of new vehicles, our vehicles have lower 
levels of interior emissions than those legally defined 
anywhere in the world.


FORECAST


In the coming years, we want to further strengthen both 
active and passive safety features. We will focus here on the 
consistent roll-out of warning and emergency braking sys-
tems in all vehicle segments.


In 2014 and 2015, we will continue to integrate Active Pro-
tection features and AEB (Autonomous Emergency Brak-
ing) systems into further models. This also includes the 
pedestrian warning system, which will be available for all 
BMW Group vehicles.


Furthermore, with our vision of highly automated driving, 
we are already building the technological and methodolog-
ical expertise that will allow us one day to offer a number of 
cutting-edge driver assistance systems, bringing us one step 
closer to accident-free mobility.


Several research prototypes equipped with technology 
that is close to reaching series maturity are already able to 
function on the motorway with a high degree of automation 
including switching from one motorway to another at motor-
way intersections. Our research vehicles slow down, speed 
up and pass independently – always taking into account the 
respective traffic situation and observing all traffic laws.


Such vehicles have already covered some 10,000 test kilo-
metres. We are working closely with the relevant authorities 
to design the legal framework for the highly automated driv-
ing features of the future.
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Resource efficiency and 
recycling management 


Intelligent design and the use of secondary and 
renewable raw materials enable us to reduce our 
consumption of valuable resources. By optimising 
our recycling structures, we are preparing now for 
increasing volumes of electric vehicles in the future.


In the initial development and architecture phase, we 
already design our vehicles and processes with a view 
to minimising the use of valuable resources. By pro-
cessing manufacturing waste, we gain secondary raw 
materials while protecting the environment. We also 
save resources through the targeted use of renewable 
raw materials. We can draw on established systems 
for the recycling of end-of-life vehicles, components 
and materials.


Initially implemented on the German and European 
markets, the BMW Group’s recycling systems are 
gradually being rolled out internationally and have 
already been established in some 30 different coun-
tries. European dealers are contractually obligated to 
meet BMW retail standards for old-parts recycling. 
These standards, along with our global network for 
returning used components, for example old catalytic 
converters and in the future thermoelectric generators, 


4


are helping us to protect resources and make more 
efficient use of raw materials.


New drivetrain concepts, new challenges
The successive introduction of new forms of drive-
train and the modified vehicle concepts that 
result are presenting new challenges in the use of 
resources. One example is the increased applica-
tion of components made of innovative, lightweight 
 carbon-fibre-reinforced plastic (CFRP), which is used 
for the passenger compartments of the BMW i3 and 
BMW i8. When talking about the reuse of carbon fibres 
from manufacturing waste, we have to distinguish 
between pure carbon fibres and fibres with a resin 
matrix. All fibres without a resin component can be 
reused directly as a raw material. Plastic-reinforced 
parts are first separated from the resin using an 
established method (for example pyrolysis) and then 
processed further. 


USING RAW MATERIALS AND RESOURCES  
INTELLIGENTLY


For us, dealing intelligently with raw materials and 
resources begins long before the time comes to dis-
pose of them. 


Making recycling part of the process from the 
outset
Even in the early stages of vehicle development, the 
decisions our designers and engineers make, includ-
ing the selection of materials and components, will 
determine the reusability of our vehicles decades into 
the future. In line with our principle of Design for 
Recycling, we create our vehicles in such a way that 
their components can largely be reused or recycled 
efficiently once the vehicle reaches the end of its life 
cycle. 
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WASTE SEPARATION — Recycling at the BMW plant in Spartanburg. INNOVATIVE MATERIALS — Interior of the BMW i3.
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At the same time, our BMW Group Recycling and 
Dismantling Centre (RDZ) near Munich (another 
one is scheduled to become operational in Shenyang, 
China in 2016) is working continuously to come up 
with new solutions for vehicle recycling. The RDZ 
is currently trialling recycling concepts for the new 
vehicle components found in hybrid and electric 
models. Batteries from vehicles of this kind can either 
be passed on to existing networks of recycling busi-
nesses or used, for example, to produce photovoltaic 
systems.


End-of-life vehicle recovery and recycling
In the early 1990s – long before the legal regulations 
were established – the BMW Group began to build 
an extensive network in the European Union for the 
recovery and recycling of end-of-life vehicles (ELV). 
Each ELV returned to the BMW Group in this net-
work is recycled at no charge to the last owner. In 
Europe, the BMW Group has contracts with some 
2,500 vehicle recyclers.


In 2015, the legally required recycling rate for end-of-
life vehicles, components and materials will be raised 
to 85% reuse and recycling of materials and 95% over-
all recovery. We began to prepare for these require-
ments at an early stage, so that all vehicles marketed 
by the BMW Group since 2008 already meet the 
requirements set for 2015.


USING SECONDARY AND RENEWABLE RAW MATERIALS


Secondary raw materials are finding more and more 
applications in our vehicles. Up to 20% of the ther-
moplastic materials in our automobiles are already 
made from recyclates. One example is the substrate 
used for the centre console and the door armrest. By 
using recyclates in our vehicles we reduce the need 
for mineral oil to manufacture plastic components 
while contributing to saving energy and to resource 
efficiency.
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Wherever it makes technical, business and environ-
mental sense and is socially acceptable, we replace 
artificial materials with natural, renewable materials. 
In addition to leather for the interior and biopoly-
mers for technical features, the focus here is on alter-
native materials with natural fibres as a substitute for 
classic plastics. Examples are wool upholstery, cot-
ton in sound insulation panels, flax and sisal fibres 
in substrates for door panels and parcel shelves, or 
wood fibres in seat back panels.


FORECAST


In the coming years, we want to further improve our resource 
efficiency and increasingly close our material cycles. An 
example: due to a new air purification system used in our 
paint shops, pulverised limestone results as a by-product. 
Currently, various methods are being researched worldwide 
for reusing this pulverised limestone in cement factories or 
coal-fired power plants.


We are also looking into innovative solutions for the reuse of 
old batteries from electric cars. The aim is to extend the life 
cycle of lithium-ion batteries developed specifically for use 
in the BMW i3 as far as possible. To this end, we are develop-
ing various concepts for potential reuse. Used batteries can, 
for example, serve as stationary power storage, thus optimis-
ing the use of renewable energy sources as well as providing 
reliable power supply to buildings.


F.08 Ratio of plastic recyclates in vehicles1
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1  Recyclate share in thermoplastic materials. The vehicle with the highest share of recyclates 
is shown.
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THE FUTURE OF MOBILITY — Mobility services by the BMW Group.
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Future  mobility  
 


We want to shape tomorrow’s mobility. To do this, 
we are developing visionary vehicles and mobility 
services under the BMW i brand. BMW i represents 
a new premium standard defined chiefly in terms of 
sustainability.


The BMW Group today faces the challenge of how 
to anticipate changing mobility needs early on and 
meet them successfully. The central questions are: 
What is the future of individual mobility in cities with 
increasingly dense populations? What concepts are 
needed in order to make mobility climate-friendly 
and easy on resources? 


The BMW Group aims to make the entire value chain 
of future mobility as sustainable as possible. Environ-
mental sustainability is a focus here, along with social 
impact and economic viability.


Our traffic researchers and engineers are hard at 
work on new solutions for the mobility of tomorrow. 
For example, since 1998, the Institute for Mobility 
Research (ifmo), a research organisation that is part 
of the BMW Group, has been studying the mobility 
challenges various means of transport will be facing 


5


in the future. The institute is guided by a Board of 
Trustees whose members include, along with the 
BMW Group, high-ranking representatives from the 
German railway company Deutsche Bahn AG, Deut-
sche Lufthansa AG, MAN AG, Siemens AG and the 
World Bank, as well as scientists from various discip-
lines. The institute’s research findings are incorpor-
ated into the strategy process of the BMW Group.


DEVELOPING AND IMPLEMENTING SUSTAINABLE 
 MOBILITY SERVICES


Convenient electromobility through BMW i 360° 
ELECTRIC
One example of our holistic approach to electromobil-
ity is our 360º ELECTRIC product and service package. 
It includes recharging both at home with the BMW i 
wallbox and on the go at ChargeNow public charging 
points. 360º ELECTRIC also includes Assistance Ser-
vices with Connected Drive services designed specifi-
cally for electromobility as well as further service and 
repair offers. In addition, BMW Add-on Mobility gives 
customers access to conventional BMW vehicles for 
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long-distance travel as well as the car-sharing service 
DriveNow. 360º ELECTRIC thus provides easy and 
convenient electromobility in virtually any situation. 


Mobility services in step with the times
BMW i stands not only for innovative electric and 
hybrid vehicles, but also for a more extensive sustain-
able mobility concept. Vehicles and mobility services 
are intelligently linked to promote urban mobility 
with and without cars. BMW i offers the following 
mobility services:


Premium car sharing with DriveNow
In 2011, the BMW Group and Sixt AG launched the 
car-sharing service DriveNow. It is the first car-shar-
ing concept to build exclusively on efficient premium 
automobiles and comprehensive service. Cars can 
be picked up and left wherever the customer wishes 
within certain city limits. So far, the offer is available 
in Munich, Berlin, Düsseldorf, Cologne, Hamburg 
and San Francisco. As of the end of January 2014, 
there were around 220,000 registered members, more 
than twice as many since December 2012. 


We are increasingly combining our car-sharing offers 
with our electric drivetrain solutions. Since June 
2012, 72 electrically powered BMW ActiveE cars have 
been available to members in San Francisco. In the 
second quarter of 2013, a total of 60 BMW ActiveE cars 
joined the DriveNow fleets in Munich and Berlin. 
With a powerful electric engine, an aerodynamic 
body and modern lithium-ion battery technology, 
the BMW ActiveE stands for visionary, zero-emissions 
mobility.


Car sharing for corporate customers: saving on 
costs with AlphaCity
With the innovative car-sharing product AlphaCity, 
companies can offer their employees an efficient 
alternative to taxis, rental cars or public transport, 
for either business or private use. While DriveNow is 
specifically aimed at private customers, AlphaCity is 
an ideal solution for businesses and their employees. 
With extensive use, the system offers significant sav-
ings potential on the total cost of ownership.
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AlphaCity is currently available to customers in 
seven countries: Germany, France, the Netherlands, 
England, Denmark, Belgium and Spain.


Locating and paying at ChargeNow charging points
ChargeNow, a mobility service of BMW i 360º ELEC-
TRIC, is the largest network of public charging infra-
structure suppliers. Drivers can locate ChargeNow 
charging points via the BMW i ConnectedDrive 
services in the navigation unit, using a smartphone 
or on the website. Thus, locating and using public 
charging points couldn’t be easier. Payment can be 
made cash-free simply by using the ChargeNow card. 
Once a month, the customer receives a detailed over-
view of the charging transactions and the associated 
costs. 


Find a parking space using ParkNow
Drivers in the greater San Francisco area can use our 
ParkNow service to locate unoccupied parking spaces 
in multi-storey car parks, saving not only time but 
also fuel and doing both their finances and the envi-
ronment a favour. The service also provides useful 
tips such as where to find a car wash or the avail-
ability of bicycles for hire in the respective ParkNow 
locations.


With the BMW i3, ParkNow LongTerm is also being 
introduced to help customers rent a long-term 
 parking space that is equipped with a charging  
station. 


Investing in mobility services through BMW i 
Ventures
BMW i Ventures makes high-potential investments 
in mobility services. We look for long-term strategic 
partnerships in the areas of e-mobility, navigation, 
parking, car sharing and intermodality (mobility with 


several modes of transport). BMW i Ventures belongs 
to the sub-brand BMW i. 


Linking parking spaces with drivers with 
ParkatmyHouse
The web portal ParkatmyHouse.com (PAMH) is an 
innovative online marketplace designed to link avail-
able private parking spaces with drivers in search of 
parking. The marketplace is a strategic investment by 
our venture capital company BMW i Ventures. After 
getting off the ground in London, the service has 
now spread throughout the UK and has more than 
440,000 registered drivers as well as parking spaces 
at over 94,400 locations.


Finding your way in the city with MyCityWay
MyCityWay is a free app for smartphones. It sup-
plies traffic information in real time for 70 cities 
worldwide and identifies shops, restaurants and 
ATM cash machines in the user’s direct vicinity. 
MyCityWay is an example of how we are offering 
premium services under the BMW i sub-brand that 
simplify customers’ lives and give them access to 
real day-to-day benefits regardless of whether or not 
a car is involved.


Life360 brings family members together
Life360 is an innovative smartphone app that con-
nects families across the city. With the help of loca-
tion-based technology and the so-called check-in 
feature, users can see on a map where various family 
members happen to be at a certain time. 


Other features are direct contact via chat and navi-
gation to wherever the other family members are 
located. There’s also an emergency button for rapid 
on-site assistance in case of emergency. The partner-
ship between Life360 and BMW opens up new  
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possibilities for innovative, location-based and inte-
grated mobility services. It supports and enriches the 
way families live in and experience a city. So far,  
21 million families have registered.


Investments in charging infrastructure: Charge-
Point and Chargemaster
BMW i Ventures has also made investments in 
ChargePoint and Chargemaster. ChargePoint is a US 
company with the world’s largest network of charging 
points for electric vehicles. Chargemaster is the larg-
est infrastructure provider for the recharging of elec-
tric vehicles in the UK, and is also available in other 
European countries, and is growing. 


Both providers are partners of the BMW i Charge-
Now network.


RESEARCHING AND REALISING MOBILITY SOLUTIONS


Our efforts in the field of mobility research already 
took a step forward in 1995 with the founding of 
the Inzell Initiative. Within this platform, the city of 
Munich and the BMW Group are working in close 
cooperation with other stakeholders to search for 
new and intelligent solutions for improving the traffic 
situation in the greater Munich area. Innovative new 
mobility concepts and traffic systems are playing an 
important role in paving the way to the future.


One successful result of this partnership is the Inter-
modal Route Planner pilot project. The goal here is 
to develop an integrated mobility service enabling 
simple, convenient door-to-door trip planning using 
multiple modes of transport. The route planner is 
available to customers with BMW i ConnectedDrive 
and the BMW i navigation. For the future, the goal is 
to integrate not only cars and public transport in the 


routing, but also pedestrian  routes and other mobility 
services such as bicycle and car sharing.


PROJECT VISION MOBILITÄT 2050: REGION MÜNCHEN


In the project Vision Mobilität 2050: Region 
München (Vision Mobility 2050: Munich Region), the 
participants in the Inzell Initiative are attempting to 
develop a road map for traffic in the Munich region. 
Similarly promising is the project Modellquartier 
(Model Quarter), an offshoot of Vision Mobility 
2050: Munich Region that aims to develop a model 
urban district focusing on sustainable and seamless 
mobility.


AHEAD OF THE GAME — Developing mobility solutions for tomorrow.
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WIMOBIL


In 2012, we also launched the research project 
 WiMobil. Here, the BMW Group is investigating the 
impact of e-car-sharing systems on mobility and the 
environment in urban areas. Funded by the Federal 
Ministry for the Environment, Nature Conservation 
and Nuclear Safety (BMU), the project is scheduled 
to run for three years. Project partners are the 
BMW Group and DB Rent GmbH with its Flinkster 
car-sharing system. Also participating are the cities 
of Berlin and Munich as well as the Universität der 
Bundeswehr in Munich and the Institute of Transport 
Research at the Deutsches Zentrum für Luft- und 
Raumfahrt e.V. Since the second quarter of 2013, 
user surveys, mobility tracking and backend data 
recording conducted as part of the research project 
have been providing insights on how e-car-sharing 
is used and by what target groups, which regions 
demonstrate a demand for this service, what the 
environmental impact of the systems and charging 
infrastructure might be, and which development 
scenarios result for e-car-sharing systems.


ELECTROMOBILITY FOR FUTURE CITY PLANNING


As part of the Schaufenster Elektromobilität (Bayern 
– Sachsen: Elektromobilität verbindet / Electromo-
bility Showcase Bavaria – Saxony: Electromobility 
Connects), we launched the research project ePlan in 
2013. In this project, the BMW Group explores the 
impact of electric vehicles on future urban develop-
ment, infrastructure and city transport planning. The 
goal is to develop an innovative planning tool, the 
Electrical Infrastructure Masterplan LHM, for the city 
of Munich. 


The focus is on the systematic planning and develop-
ment of a city’s overall charging infrastructure as well 
as the analysis of direct empirical data on the oper-
ation, use and care of e-vehicles in daily private use. 
Also planned is the development of a city-friendly, 
efficient e-car-sharing system as well as analysis of 
the suitability of electric taxis for everyday use. 


The research undertaking is a joint project involving 
Munich, the BMW Group, the BMW i car-sharing 
programme DriveNow, Audi AG, the  Forschungsstelle 
für Energiewirtschaft e.V., GE Global Research, the 
IsarFunk  Taxizentrale GmbH & Co. KG, the Städ-
tisches Klinikum  München GmbH and the Universi-
tät der Bundeswehr.


MOBILITY ACROSS ALL END-DEVICES


As part of the MINI E Berlin powered by Vattenfall 
project, the BMW Group was able to gain new 
insights between 2009 and 2012 with an intermodal 
mobility assistant tested as an iPhone app. The app 
is currently being further enhanced as part of the 
Inzell Initiative. Its purpose is to provide people with 
intermodal route information via a range of different 
media, both for planning their journeys in advance 
and for finding answers to questions while they are 
on the move. Work is under way to enable the seam-
less transitions needed between PCs, mobile-device-
based Web services and in-car navigation systems in 
order for the system to function.
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BMW ActiveE USER STUDY WITH LONG-DISTANCE 
COMMUTERS


Since the first quarter of 2013, the BMW Group, 
together with the Technical University of Chemnitz 
and the Leipzig public utilities, has been conduct-
ing a user study of long- distance commuters in the 
greater Leipzig area to determine the benefits of the 
BMW  ActiveE. It examines the viability of an electrically 
powered vehicle in ranges of 40 to 100 kilometres 
per day. In a total of five phases until 2014, 15 pri-
vate users in each phase will use a BMW  ActiveE over a 
period of 12 weeks.


MAKING OPTIMAL USE OF WIND ENERGY


The Controlled Charging V2.0 project is a further 
enhancement of the charging concept developed 
within the framework of the project MINI E Berlin 
powered by Vattenfall for the purpose of a functional 
demonstration. The goal is to improve the charging of 
electric vehicles using wind energy, considering the 
limited temporal and local availability of this renew-
able energy source. Charging should be confined 
here as much as possible to the timeframe during 
which wind power availability is high while the grid 
load is low.


DESIGNING THE ELECTRIC CAR OF THE FUTURE


In the collaborative project Visio.M, scientists at the 
Technical University of Munich have been working 
since April 2012 with experienced automobile engin-
eers on concepts for electric cars that are not only 
efficient and safe, but also inexpensive to manu-
facture. BMW AG is at the head of the consortium. 
Supported by the Federal Ministry of Education 
and Research, the project has a total volume of 
€10.8 million.


RESEARCH FOCUS ON MOBILITY CULTURES IN THE 
WORLD’S MEGACITIES


The research focus Mobility Cultures in the World’s 
Megacities is being extended further at the Institute 
for Mobility Research (ifmo). A new project is pro-
viding insights into changes in mobility patterns in 
modern cities such as New York or Paris. Will New 
York City one day become a city of bicycles? Is Paris 
the city of sharing (cars, cycles, etc.)? Where is Ber-
lin currently setting trends? The project sets out to 
answer these and similar questions and to determine 
their implications for future urban mobility products 
and services. 


SCENARIOS FOR THE FUTURE OF MOBILITY


The tradition established by the ifmo in 2001 of draft-
ing future scenarios of various means of transporting 
people and goods in Germany was subsequently 
extended to the USA and China. Currently, the Ger-
man scenarios are being updated for the year 2035. 


The present study attempts to project central devel-
opments in the influential areas of demographics, 
economy, transport policy, technology and energy 
into the future and assess their impact on tomor-
row’s mobility. Independent external experts from 
the fields of science, business and public administra-
tion are contributing to the study. For the first time, 
attitudes toward mobility are being considered as a 
separate influence factor, because people’s attitudes 
have a major impact on how mobility will develop 
going forward. The parameters considered include 
specific attitudes towards the various modes of trans-
port as well as awareness of environmental issues 
and the willingness to use information and commu-
nication technologies. The ifmo scenarios are still a 
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unique product in the field of international mobility 
research.


SUSTAINABLE MOBILITY PROJECT


The BMW Group is participating in the three-year 
Sustainable Mobility Project II initiated by the World 
Business Council for Sustainable Development 
(WBCSD). Transport and mobility issues are near 
the top on the agenda these days in many cities and 
regions. The aim everywhere is to enhance mobil-
ity while simultaneously mitigating any negative 
effects. The WBCSD project brings together a global, 
cross-industry group of mobility-related companies 
that are interested in working together with selected 
city administrations to promote sustainable urban 
mobility. The goal is to collaborate with the cities 
on road maps for expanding access to safe, reliable, 
convenient and intermodal mobility – without losing 
sight of issues such as affordability, traffic safety and 
minimal environmental impact. New concepts are 
to be drafted to facilitate the mobility of people and 
the transfer of goods and hence contribute to a pros-
perous and modern society. In the year under report, 
the BMW Group took charge of the “City Clustering” 
workstream, which classifies cities according to rele-
vant mobility-related criteria. The typology helps 
to identify cities with similar mobility challenges in 
order to be able to scale the proposed solutions. In 
2014, the BMW Group will be involved chiefly in the 
urban projects in Hamburg, Chengdu and Indore.


USING INFORMATION AND COMMUNICATION 
 TECHNOLOGIES TO IMPROVE EVERYDAY MOBILITY


In a further project, the Institute for Mobility 
Research is examining how information and commu-
nication technologies are changing everyday mobil-
ity. The main questions include: When we use social 
media daily, do we spend more or less time on the 
go? Which modes of transport benefit? What does 
this mean for future mobility products and services? 


FORECAST


Online applications and networking opportunities could very 
well bring about further changes in future urban mobility. Our 
goal is to be an engine for mobility research, to identify new 
trends at an early stage and to translate the most promising 
research findings into practical applications.


In the coming years, we intend to further expand our 
car-sharing service both nationally and internationally, 
increasingly integrating electric cars. At the same time, we 
will study the impact of car-sharing and e-car-sharing sys-
tems on mobility and the environment in urban areas.
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Customer satisfaction  


The BMW Group’s Strategy Number ONE puts cus-
tomers at the focus of all we do. Their satisfaction 
with our products and services is a key prerequisite 
for our success, both today and in the future.


By means of studies, customer interviews and analy-
sis of customer feedback we constantly explore how 
our products and services are perceived and what 
customers think we could do even better. Our stra-
tegic goal is to be top in the relevant market segment 
in terms of customer satisfaction, based on our vehi-
cle concepts and reliability as well as the sales and 
support experience we offer. We track our success in 
this area through benchmark studies.


Achieving a high degree of customer satisfaction is 
largely the responsibility of our international sub-
sidiaries, in cooperation with decision-makers at 
corporate headquarters. Since 2010, the largest mar-
kets (such as the USA, China and Germany) have 
reported every six months to a specially assembled 
committee, including the involvement of the Board of 
Management, which deals exclusively with customer 
satisfaction. They report on factors such as the key 
indicators from our ongoing customer satisfaction 


6


surveys, as well as the progress of central projects to 
improve customer satisfaction.


In 2011, we launched the Group-wide initiative 
CustomerFirst in order to enhance our focus on the 
customer in all areas of the company. The activities 
of the initiative aim at ensuring the sustained suc-
cess of the BMW Group by aligning all processes and 
decisions for the benefit of the customer. We intend 
to achieve the highest possible customer satisfaction 
with our products, services and support, both at the 
time of purchase as well as during use.


In 2013, the BMW Group continued to take its usual 
voluntary prompt and consistent action in case of 
defects. Wherever it was required or useful to the cus-
tomer, vehicles were recalled and defects eliminated 
well before any symptoms became obvious to their 
owners.


IMPROVING RETAIL PERFORMANCE


Transparent customer feedback
In 2010, we set about achieving transparency by 
enabling customers in a few key markets to see how 
other clients had rated our BMW and MINI dealer-
ships. This approach was applied in all European 
markets in 2011 and has also been introduced in 
further markets.


The basis is formed by the constant use of customer 
satisfaction surveys. These are conducted by phone, 
in writing and online. The results are evaluated using 
a 5-star rating system (5 stars = excellent, 1 star = 
disappointed) and are published on the respective 
dealer’s website along with brief customer comments. 
This level of transparency reflects the customer orien-
tation strategy of the BMW Group and gives us and 
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our dealers added motivation to continue to improve 
customer focus in the future.


Experiencing sustainability in sales and services
We want BMW Group customers to be able to tan-
gibly experience our philosophy of sustainability. 
Selected sales facilities have therefore been con-
structed as environmentally friendly buildings with 
low energy consumption, high energy efficiency as 
well as natural light and air conditioning, thus bring-
ing our sustainable approach to life. 


We have also ensured that green building require-
ments are being met for new builds by integrating 
them into the Europe-wide retail standards for our 
retail partners  see Chapter 3.2. In addition, sustain-
ability has become an integral part of sales training 
courses. Our goal is for the sales staff at our deal-
erships to be so well-informed that they are able to 
answer any questions customers may have on the 
BMW Group’s sustainability efforts.


Sustainability is therefore also a category in BMW’s 
Excellence in Sales Award, the international 
BMW Group dealer competition that honours out-
standing achievements in sales.


ETHICALLY CORRECT ADVERTISING


In our advertising we take care that we comply with 
all legal requirements and don’t discriminate. The 
BMW Group develops central advertising campaigns 
for its brands. The campaigns are adapted by the 
respective country markets to the local/national 
circumstances and requirements, which in turn cor-
respond to the country-specific guidelines. By way 
of internal committees and its own standards, the 
BMW Group ensures that advertising complies with 


applicable principles and ethical guidelines. The 
BMW Group constantly reviews its standards and 
rules of conduct with regard to advertising.


The BMW Group does not sell any products whose 
sale is prohibited in specific markets. We provide our 
customers with all the information necessary for a 
prudent and deliberate decision. Essential informa-
tion is neither concealed nor presented in a mislead-
ing manner. 


Our principles also include incorporating sustain-
ability as a theme in advertising. This is done both 
by means of stand-alone campaigns (e.g. campaigns 
advertising the Efficient Dynamics models or the CO2 
Finder on our website) as well as through continuous 
vehicle-integrated communication.


The marketing specialists in each country are respon-
sible for implementing our advertising activities 
there. The BMW Group is not aware of having vio-
lated any regulations pertaining to advertising during 
the reporting period.


ENSURING COMPREHENSIVE DATA PROTECTION


The BMW Group meets all data protection require-
ments when handling personal data from its custom-
ers, prospects, employees and business partners. 


We have established a Group-wide committee to 
ensure a uniform level of data privacy worldwide. 
Personal data is only collected, processed or used if 
this is legally permissible, or with the consent of the 
interested party. The corresponding processes regu-
larly review corporate data protection and its inter-
national network.
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If customers or prospects lodge any complaints 
regarding data protection, for example with respect 
to advertising campaigns, such complaints are 
promptly addressed and the data for the respective 
customer or prospect is immediately and perman-
ently removed from the address list if requested.


The BMW Group is committed to the principles of 
customer self-determination, data processing trans-
parency and data minimisation. In the field of vehi-
cle communication (Connected Drive) as well, data 
secur ity and prevention of misuse are a key concern.


IMPROVING EVEN FURTHER THROUGH CUSTOMER 
SURVEYS


Every year, we survey around 1.5 million customers 
in 94 markets to find out about their wishes and 
experiences. This feedback is then incorporated into 
the development and optimisation of our products 
and services. Feedback on the new BMW 1 Series, 
BMW 3 Series, BMW X1 and BMW 7 Series models 
was extremely positive and showed clearly that opti-
misations compared with previous models on the 
basis of customer surveys are successful.


Our customer surveys show that our customers’ 
needs vary considerably from country to country, so 
we must take these national and cultural differences 
into account. We constantly survey our customers. 
In 2012, we implemented stricter standardisation 
requirements for the customer satisfaction surveys 
carried out in our subsidiaries in order to ensure the 
completeness and comparability of the results. 


AWARD-WINNING SATISFACTION


In 2013, we received the following awards for customer 
 satisfaction:


–  AUTO, MOTOR UND SPORT DIE BESTEN AUTOS 2013 
(THE BEST CARS):  
1st place BMW 3 Series, BMW 5 Series and BMW 6 Series 
Gran Coupé


–  ÖKOTREND DIE UMWELTFREUNDLICHSTEN AUTOS 
2013 (THE MOST ECO-FRIENDLY CARS):  
1st place BMW X1 sDrive 20d EfficientDynamics Edition 
and BMW 730d BluePerformance


–  DEKRA GEBRAUCHTWAGENREPORT 2013 (USED 
CAR REPORT) FAHRZEUG DES JAHRES (CAR OF THE 
YEAR):  
1st place BMW Z4


–  AUTO BILD WERTMEISTER 2013 (VALUE MASTER):  
1st place MINI Cooper S, BMW 320d Touring, BMW 520i, 
BMW X1 xDrive18d


–  J.D. POWER CSI (CUSTOMER SERVICE INDEX) 2013:  
1st place for MINI in Japan in the relevant categories


–  J.D. POWER SSI (SALES SATISFACTION INDEX) 2013:  
1st place for MINI in USA and Japan in the relevant  
categories


–  J.D. POWER APEAL (AUTOMOTIVE PERFORMANCE, 
EXECUTION AND LAYOUT) 2013:  
1st place for BMW 5 Series in the USA
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LET’S HELP


One action that has already been launched, and 
which we further expanded in 2013, is Let’s help. 
Our employees are often approached by custom-
ers or prospects from their circle of acquaintances 
who want to offer suggestions or express their own 
wishes. The Let’s help button on the intranet now 
enables employees to pass on these concerns quickly 
and easily to Customer Service.


FORECAST


In the coming years, we plan to further increase customer 
satisfaction and expand opportunities for direct contact with 
customers. With the launch in 2012 of the sales programme 
Future Retail we want to take more than ever the customer’s 
perspective and offer more points of contact with customers 
and potential customers. 


This also includes expanding our test-drive offerings and 
intensifying follow-up after delivery of a vehicle. To date, 
customer follow-up has extended to up to seven days after 
delivery in order to clarify any questions that may have come 
up and to show customers our appreciation for their busi-
ness. Improvement measures that have already been initi-
ated focus on measuring the lasting impact of the purchase.


With the BMW Group’s Sales Quality Initiative (Q INI V), 
we continue to optimise the customer experience through 
process improvements, investments and training measures, 
in both sales and service as well as in the event of vehicle 
breakdown.


EXCEEDING EXPECTATIONS — Focus on customer satisfaction.
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GROUP-WIDE ENVIRONMENTAL PROTECTION


WE PRODUCE IN A  
RESOURCE-EFFICIENT WAY.


3


Due to economic growth, population growth and technological 
progress, the demand for raw materials will continue to increase. 
Demand for energy will increase 40% by 2030. 


—  CLOSED MATERIAL CYCLES/RECYCLING 


—  REDUCTION OF RESOURCE CONSUMPTION


— REDUCTION OF EMISSIONS


—  CLEAN PRODUCTION  
PHILOSOPHY


Source: KPMG 2013. Future State 2030: The global megatrends shaping governments. IEA 2012 - World Energy Outlook.


— USE OF RENEWABLE ENERGY
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3 GROUP-WIDE ENVIRONMENTAL PROTECTION


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


FURTHER REDUCTION IN RESOURCE 
 UTILISATION


–  In 2013, we reduced resource utilisation and 
emissions per vehicle produced by an average 
of 6.6% compared with the previous year. This 
is equivalent to cost savings of €6.8 million.


ENERGY CONSUMPTION PER VEHICLE 
 PRODUCED 
— 2013


EXPAND SHARE OF RENEWABLE ENERGY 
SOURCES 


–  We will continue to expand our use of 
renewable energy. In 2014, we will use biomass 
as an energy source to cover part of the 
energy requirements of our production plant in 
Rosslyn (South Africa).2.36 MWh


SIGNIFICANT INCREASE IN SHARE OF 
 RENEWABLE ENERGY 


–  We increased further the share of renewable 
energy as a percentage of total power 
consumed across locations by the BMW Group 
from 36% to 48% in 2013.


WASTE FOR DISPOSAL PER VEHICLE 
 PRODUCED 
— 2013


FURTHER INCREASE RESOURCE EFFICIENCY 


–  By 2020, we aim to have reduced resource 
consumption (energy, water, process 
wastewater, waste for disposal) and emissions 
per vehicle produced by 45% compared with 
2006.5.73 kg


WIND POWER PLANT STARTED 


–  For the production of the BMW i3, four 
windpower plants with a total installed capacity 
of 10 MW were commissioned on the premises 
of the BMW plant in Leipzig. They generate 
around 26,000,000 kWh of electricity annually.


WATER CONSUMPTION PER VEHICLE 
 PRODUCED 
— 2013


FURTHER OPTIMISE TRANSPORT 
LOGISTICS


–  In the area of materials supply, we are 
continuously working to further optimise 
packaging at our production plants, thus 
reducing transport volumes. We will further 
expand rail transport of new vehicles.2.18 m3


2.41 MWh2012


6.47 kg2012


2.22 m32012
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


Our management 
 approach 


We aim to be not only the leading, but also the most 
resource-efficient, premium provider of individual 
mobility. In order to achieve this goal, we pursue a 
policy of comprehensive, Group-wide environmental 
management. This entails integrating environmental 
considerations into all our major investment decisions 
at an early stage, as well as tracking and monitoring 
all the relevant environmental indicators. We set the 
bar high and transfer best-practice solutions from 
within the company to the whole production  
network.


Our tradition of environmental protection at the 
BMW Group goes back a long way. An environmen-
tal protection officer was appointed as far back as the 
early 1970s, a first for the automotive industry. The 
Group established its own environmental guidelines 
in 1993, based on the ICC Charter for Sustainable 
Development and Agenda 21. In line with our Clean 
Production philosophy, we design our manufacturing 
processes for minimum environmental impact and 
resource consumption. We underscored this commit-
ment in 2001 when we signed the International  


1


Declaration on Cleaner Production of the United 
Nations Environment Programme. 


We aim to make a contribution towards combating 
climate change. The BMW Group plays its part in lim-
iting greenhouse gas emissions, and CO2 emissions 
in particular, by manufacturing efficient vehicles, 
implementing effective production processes, using 
renewable energy sources and carefully selecting its 
production locations. 


ACHIEVING OUR GOAL OF CLEAN PRODUCTION


We are convinced that with farsighted thinking and 
by integrating environmental considerations in all 
business processes we can achieve both ecological 
and economic added value.


In 2007, we set ourselves the goal of reducing our 
consumption of resources and emissions per vehicle 
produced by an average of 30% between 2006 and 
2012. We exceeded this goal and reached an effi-
ciency improvement of more than one-third (35.7%). 
The parameters we use to measure this achievement 
include energy, water, process wastewater, waste for 
disposal and solvent emissions. 


It is a challenge to achieve further reductions when 
processes are already very efficient. In spite of this, 
we set ourselves an ambitious new target in 2012 for 
the year 2020. We want to reduce our consumption of 
resources per vehicle produced by 45% compared to 
2006.


Since 2006 we have reduced both the resources util-
ised and the emissions per vehicle produced by an 
average of over 40% (41.4%). This represents a signifi-
cant step towards reaching our strategic targets by 
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


the year 2020 – both in terms of increasing overall 
efficiency as well as the other objectives. 


We have been able to achieve the following reduc-
tions in the past seven years:


In 2013, the utilisation of resources and the  emissions 
per vehicle produced were reduced by an average 
of 6.6% compared with the previous year, yielding 
savings of €6.8 million.


Measures implemented due to the continuous 
improvement process contributed towards improved 
efficiency in the use of both energy and water. At 
the Spartanburg plant (USA) in particular, water 
consumption was lowered by the use of condensed 
water gained from the cooling system. At the same 
time, good capacity utilisation at our plants also 
made a significant contribution to the efficient use of 
water and energy. A strong contributing factor in the 
reduction of non-recyclable production waste was a 
decrease by nearly one-quarter (23.3%) in waste at the 
Landshut plant, primarily through a higher recovery 
rate for production waste (e.g. foundry waste). The 
impressive reduction in solvent emissions per vehicle 
produced can be mainly attributed to the retrofit-
ting of the paint shop at the Dadong plant in China 


(BMW Brilliance joint venture) to include an exhaust 
air filtering system. 


INTEGRATION INTO THE ORGANISATION


Environmental protection is part of our sustainability 
management. The steering committee of our inter-
national environmental protection network controls 
environmental management under the direction of 
the Group Representative for Environmental Protec-
tion. Every machine, every building and every area at 
each production site is assigned to an operator. That 
operator is responsible for the products, processes, 
machines and technical systems in his or her allo-
cated area as well as their environmental impact.


 


 


Energy consumption  –31.0%  


Water consumption  –33.1%  


Process wastewater  –42.7%  


Non-recyclable waste  –69.7%  


Solvent emissions  –36.7%  


CO2 emissions  –35.2%  


F.09 Resource consumption and emissions per vehicle 
 produced compared with previous year


  20121  2013  Compared  
p.a.


 


Energy consumed
in MWh  2.41  2.36  – 2.1%  


Water consumption 
in m3  2.22  2.18  – 1.8%  


Process wastewater
in m3  0.51  0.47  – 7.8%  


Waste for disposal
in kg  6.47  5.73  – 11.4%  


Volatile organic com-
pounds (VOC) in kg  1.78  1.59  – 10.7%  


CO2 emissions
in t  0.72  0.68  – 5.6%  


1  Due to a change in the calculation method, these figures cannot be compared with the 2012 
figures.
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SHARING THE BEST-PRACTICE APPROACH


Environmental improvements that have been effect-
ive at one location are implemented at other loca-
tions wherever possible. Our six competence centres 
(for water, waste, energy, emissions, training and 
the environmental management system) are staffed 
by environmental experts from the different plants 
and by specialists from Corporate Environmental 
Protection. They discuss legal requirements and 
best-practice solutions with technology experts from 
the production plants and develop reference sys-
tems on which to base future planning and process 
improvements.


One recent example is the paint shop opened at 
our Tiexi plant (China) in June 2013, the most 


resource-efficient paint shop in our production net-
work. This significantly lowers both the environ-
mental impact as well as the ongoing costs of the 
production site.


CONSIDERING ENVIRONMENTAL ISSUES WHEN MAKING 
INVESTMENTS


One main method of enhancing resource efficiency is 
to consistently take account of environmental aspects 
when planning new investments. This allows poten-
tial improvements in efficiency to be identified and 
implemented at an early stage. If they are found to be 
insufficient, more environmentally friendly alterna-
tives can be sought.


MOST SUSTAINABLE PLANT IN THE BMW PRODUCTION NETWORK — State-of-the-art paintshop at the BMW plant in Tiexi.
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MATERIAL OF THE FUTURE — Joint CFRP production with SGL Carbon in 
Wackersdorf.
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PROTECTION


ESTABLISHING ENVIRONMENTAL MANAGEMENT SYSTEMS


We establish environmental management systems at 
all of our existing and future BMW Group production 
facilities worldwide as well as in our central plan-
ning departments (e.g. in Production and Develop-
ment). With the exception of the motorcycle plant in 
Manaus, Brazil (national standard), these systems are 
certified in accordance with ISO 14001. The Ger-
man and Austrian sites have undergone additional 


external audits and meet European Eco-Manage-
ment and Audit Scheme (EMAS) standards. Envi-
ronmental management coverage of BMW Group 
production facilities is therefore at 100%. We have 
also installed environmental management systems 
at our dealerships in Germany, Austria and Switzer-
land. All German dealerships, as well as six others in 
Europe (Vienna, Zurich, Rome, Milan, Madrid and 
Barcelona) are already certified in accordance with 
ISO 14001 and OHSAS 18001. 


REQUIRING ENVIRONMENTAL PROTECTION FROM 
SUPPLIERS AND PARTNER COMPANIES


Beyond our own production lines, we also promote 
compliance with and improvement of environmental 
standards on the part of our suppliers. For example, 
in cases where environmental management is rele-
vant and necessary, we require proof that suppliers 
have installed such a system  see Chapter 4.


We also work closely with our joint venture partners 
SGL Group and Brilliance Automotive Ltd. to imple-
ment continuous improvement. For example, our 
joint venture with SGL Automotive Carbon Fibers 
in Moses Lake (USA) uses renewable hydropower to 
produce its carbon fibres.


OUTLOOK


In the future, the BMW Group will continue to implement its 
Clean Production philosophy. We will intensify our efforts to 
achieve zero-emissions energy supply  see Chapter 3.2 and 
roll out best-practice solutions Group-wide from our differ-
ent locations (e.g. Leipzig in Germany, Steyr in Austria and 
Spartanburg in the USA).
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


Energy consumption 
and emissions 


Our vision is to achieve a completely carbon-neutral 
energy supply for the BMW Group. With this in 
mind, we set ourselves the goal of becoming a leader 
in the use of renewable energy by 2020. Each year we 
are also reducing our energy consumption and our 
emissions per vehicle produced.


The BMW Group faces the challenge of guaranteeing 
a secure and economical, but also environmentally 
friendly, energy supply. All production sites of the 
BMW Group are required to use the most envi-
ronmentally sound and economically sustainable 
energy source available. In 2013 we were able to 
continuously increase the percentage of electricity 
from renewable sources used in the BMW Group to 
48% (36% in the previous year and 28% in 2011). An 
important goal for the future is to further increase 
this percentage.


2


DEFINING STRATEGIC AREAS OF ACTION 


In order to further enhance our energy efficiency and 
to move forward with the use of renewable energy, 
we have defined five strategic areas of action:


–  Further development of an integrated energy man-
agement system (transparency of consumption, 
targets management, monitoring at all locations), 
for which we collaborate with a range of process 
partners


–  Continuous improvement of ongoing operations 


–  Planning and implementation of energy-efficient 
properties, plants and technologies


–  Implementation of renewable energy projects


–  Raising awareness, training and motivating man-
agers and employees on the topics of energy and 
energy efficiency


LESS ENERGY CONSUMPTION, MORE SECURITY 
OF SUPPLY


Continuous reductions in energy requirements 
as well as a strategy of producing our own energy 
or drawing energy from local renewable sources 
increase our autonomy and ensure security of supply 
for the BMW Group. As a result, the probability of 
our production lines being affected by energy bottle-
necks decreases.
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We monitor and optimise our energy consumption 
on an ongoing basis. To do this, we use an energy 
management system based on the environmental 
management systems ISO 14001 and EMAS. We are 
continuously improving these systems, for example 
by introducing tools to track the effectiveness of our 
energy efficiency measures.


SAVING ENERGY PAYS OFF


In addition to the intelligent use of energy, we are 
also focusing on renewable energy expansion. To 
this end, we have installed combined heat and power 
systems at a total of eight locations. These systems 
allow us to use both the electricity generated as well 
as the resulting waste heat. We are also continuously 
improving our vehicle production processes. Energy 
efficiency studies conducted at various BMW Group 
locations in 2013 identified potential for improve-
ment amounting to more than 250,000,000 kWh. 


We rely on state-of-the-art technologies to help us 
achieve our efficiency targets. In paint shops, for 
example, these include the Integrated Paint Process 
as well as optimising the efficiency of ventilation sys-
tems and closing energy cycles. The resulting reduc-
tion in energy costs in the face of rising energy prices 
makes the BMW Group more profitable and more 
competitive.


Reducing CO2 emissions not only makes environmen-
tal sense – it is also a business opportunity for the 
BMW Group. In the third period of the European CO2 
emissions trading programme (2013–2020), emissions 
rights allocation will be reduced further each year. 
Therefore, every unit of energy saved pays off twofold, 
as the costs of energy consumption and the purchase 
of emissions allowances can be reduced as a result. 


ACHIEVING SUSTAINABLE BUILDINGS AND PROCESSES


In general, every new plant is designed to raise the 
bar in terms of energy efficiency and to become a 
benchmark for all other plants. The most recent 
example is the plant our joint venture partner BMW 
Brilliance Automotive Ltd. (BBA) opened in Tiexi 
(China) in 2012. Lessons learned and innovations 
from other plants, for example cooling systems that 
use groundwater, were integrated into the design of 
this plant. Many measures were taken to optimise the 
use of energy, water and waste.


The reference system for sustainable construction is 
the basis for new-build projects and building conver-
sions at the BMW Group. It sets down principles and 
concepts for buildings throughout the Group and 
enables the measures taken during the individual 
project phases to be monitored. The aim is to mini-
mise consumption of energy and resources as well as 
environmental impact during all phases of building 
life cycles – from planning, construction, use and 
renovation right up to demolition and renaturation. 


PIONEERING — Emissions-free building at the BMW branch in Berlin.
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Based on this reference system, we were able for 
example to certify all buildings erected for the pro-
duction of the BMW i3 at our Leipzig site in accordance 
with the Leadership in Energy and Environmental 
Design (LEED) programme.


TAKING ADVANTAGE OF RENEWABLE ENERGY


Our vision is to draw 100% of our energy require-
ments from renewable sources. Instead of relying on 
energy from one specific source we will take a look 
at local conditions and decide which concept makes 
most sense at each location. In 2010, we imple-
mented a development plan to assess the potential 
of each production facility and we are now putting it 
into practice step by step.


–  Since 2013, around 30% of the heat required for 
our engine plant in Steyr is being supplied by a 
neighbouring biomass thermal power plant (fuelled 
by timber waste from the region). This means an 
annual reduction in CO2 emissions of 3,000 tonnes. 
In addition, the complete electricity supply for the 
plant was switched to renewable sources in 2013.


–  Carbon-neutral electricity is used for the entire pro-
duction process of the BMW i3 in Leipzig. For this 
purpose, four wind turbines were commissioned on 
the plant’s premises in mid-2013, with a capacity of 
10 megawatts. 


–  At our Rosslyn plant in South Africa, the new inde-
pendent operator Bio2Watt will provide 40% of the 
required electricity from a twin-unit power station 
based on landfill gas (biogas firing, i.e. waste from 
cattle ranches or chicken farms as well as food 
waste).


RAISING WORKFORCE AWARENESS OF ENERGY ISSUES


Teaching trainees how to deal with energy effi-
ciently is an integral part of vocational training at 
the BMW Group. In addition, we offer courses on 
value-creating production systems, a systematic 
approach to improving efficiency in technical and 
administrative processes. This approach is founded 
on a modern and respectful attitude towards others, 
in particular production staff, combined with contin-
uous improvement. It applies not only to production 
processes, but also to administration, planning and 
development. The programme addresses all company 
levels: workplaces, production areas and process 
chains as well as general value flows and business 
processes. Using a training demonstrator, employees 
can engage in active learning in energy efficiency. 


CONSTRUCTION AND FACILITY CONSULTANCY 
FOR DEALERS


Sustainability is also an integral part of any new-build advice 
provided to our dealers by the BMW Group’s international 
construction and facility consultancy. Dealers, investors and 
local architects are informed about the benefits of “green 
building” measures when planning new buildings and mod-
ernisation measures for our dealers’ operations. This enables 
us to protect the environment and at the same time enhance 
our image, while saving on operating costs and increasing 
the value of the buildings.
When the Retail Standards 2013+ are introduced, the refer-
ence system for sustainability in real estate projects in dealer 
organisations will become the mandatory sustainability 
standard and its implementation at dealer organisations will 
be verified by a sustainability audit carried out by an external 
organisation.
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We are also developing an interactive online training 
module for all employees on the subject of energy 
efficiency in the BMW Group.


FURTHER REDUCING ENERGY CONSUMPTION 


Despite the introduction of new manufacturing pro-
cesses (for example the production of carbon- fibre-
reinforced plastics) and the global construction/
commissioning of new structures worldwide (such as 
the new foundry at the Landshut plant), we managed 
in 2013 to further reduce energy consumption per 
vehicle produced to 2.36 MWh (–2.1% compared to 
2012)  see Figure 10. This represents an improvement 
of 31.0% over the base year 2006, bringing us that 
much closer to our goal of reducing energy consump-
tion per vehicle by 45% compared with 2006.


NEW PRODUCTION PROCESSES — CFRP production at the BMW plant 
in Landshut.


USE OF RENEWABLE ENERGY IN PRODUCTION — Factory vehicle at the 
BMW plant in Spartanburg.


F.10 Energy consumption per vehicle produced
in MWh/vehicle


3.0        


2.8        


2.6        


2.4        


2.2        


       


   09   10   11   12   13  


 


 2.841 2.721 2.431 2.411 2.361  


1  Efficiency indicator = energy consumption minus CHP losses divided by the total number of 
vehicles produced, not including the vehicles from the Magna Steyr contract production plant.
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Improved energy efficiency, the utilisation of highly 
efficient, ecologically sustainable combined heat and 
power plants (CHPs) and the use of electricity gen-
erated from renewable sources enabled us to reduce 
the carbon emissions per vehicle produced by 5.6% 
to 0.68 tonnes during the period under report  see 
Figure 11. This represents an improvement of 35.2% 
since 2006. 


In terms of absolute carbon emissions throughout 
our production network, measures such as a change 
in the energy mix and the purchase of larger quanti-
ties of electricity generated from renewable sources 
resulted in a lower increase in emissions. Despite a 
7.0% increase in the number of vehicles produced in 
the BMW Group production network, overall CO2 
emissions increased by just 5.2%. 


FORECAST


In the coming years, our main focus will be on achieving our 
energy targets. We will continue to expand our use of renew-
able energy. By 2020 we will have designed processes and 
buildings even more efficiently in order to achieve a 45% 
reduction in energy requirements per vehicle produced com-
pared with 2006.


F.11 CO2 emissions per vehicle produced
in t/vehicle


0.95        


0.90        


0.85        


0.80        


0.75        


0.70        


0.65        


       


   09   10   11   12   132  


 


 0.941 0.891 0.751 0.721 0.681  


1   Efficiency indicator = CO2 emissions minus CHP losses divided by the total number of ve- 
hicles produced, not including the vehicles from the Magna Steyr contract production plant. 


2  Calculations based on updated VDA emissions factors. If the VDA factors used in previous 
years were applied there would have been a year-on-year reduction of 10.5%. 
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Efficient transport 
logistics 


As a global supplier of premium products and ser-
vices, the BMW Group transports large volumes of 
goods, and people within the Group are always on the 
move. Our aim is to keep the environmental impact 
of these logistics activities as low as possible. We do 
so by continuously optimising our transport logis-
tics and expanding our use of low-carbon modes of 
transport.


The global transport volume required to supply our 
production plants with materials, to deliver our 
vehicles and to supply spare parts to the markets 
has grown considerably in the past few years. This 
is primarily due to an increase in our global pro-
duction and sales volume, combined with regional 
shifts in these volumes. Above-average growth in 
North America and Asia means that long transport 
distances must be covered. The increase in transport 
volume in recent years has also led to more carbon 
emissions caused by transport logistics. In order to 
keep these emissions to an absolute minimum, we 
work on the principle “production follows the mar-
ket”. In addition, we are also working on improving 
our packaging and continually increasing the per-
centage of low-carbon modes of transport.


3


When issuing new invitations to tender, we always 
aim at further optimisation of capacity utilisation 
and the choice of transport mode. In this context, 
we give rail transport preference over road transport 
wherever possible. Moreover, in 2013 we introduced 
measures to reduce the volume of goods transported 
by air freight.


Sustainability requirements apply not only to our 
suppliers, but also to our transportation service pro-
viders. In regularly conducted Supplier Performance 
Reviews, we discuss relevant topics such as the intro-
duction by transportation service providers of meas-
ures for greater fuel efficiency.


EXPANDING THE USE OF LOW-CARBON MODES 
OF TRANSPORT


Supplying materials to our global production net-
work requires highly flexible logistics structures. 
This is due in part to the growing need for direct, 
time- sensitive deliveries as well as the increasing 
volatility of global markets. Ensuring flexibility while 


RAIL TRANSPORT PREFERRED — Delivery of vehicles by railway.
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giving priority to rail transport requires very careful 
planning. 


For example, for years we have been using a daily 
block train from the greater urban areas of Hanover, 
Wuppertal and Frankfurt to supply each of our Bavar-
ian plants in Munich, Dingolfing, Regensburg and 
Landshut. This strategy enables us to avoid some 
30,000 truck trips per year, saving more than 13,000 
tonnes of carbon emissions. We also make a signif-
icant contribution to relieving the congestion on 
traffic routes. A new invitation to bid issued in 2012 
for Europe-wide transport of material supplies to the 
German plants secured these rail transport arrange-
ments for the long term, despite substantial extra 
expense compared to truck delivery. Two of these 
railway connections converted to electricity from 
renewable sources in 2013, and the third will  follow 
in 2014. Overall, this will allow us to avoid over 
4,000 tonnes of CO2 emissions each year. 


We increased the average volume of rail transport 
of BMW Group vehicles from the plants to 60.7% in 
2013. This was up from 56.9% the previous year  see 
Figure 12.


In 2013 we managed in particular to significantly 
increase the share of rail used to transport new 
 vehicles from our Leipzig plant. All transport of 
export vehicles from Leipzig to the seaport of Bremer-
haven, accounting for a volume of some 30,000 units 
per year, has been switched from road to rail trans-
port. This saves over 1,000 tonnes of CO2 emissions 
per year. 


SECURING CAPACITIES THROUGH RAIL STRATEGY


In order to secure sufficient rail transport capacity for 
vehicle delivery, we developed a rail transport strat-
egy. As part of this strategy, around 75% of the rele-
vant covered-wagon rail freight capacity available in 
Central Europe was secured long term. For this pur-
pose, two of our transportation service providers are 
investing in additional covered railcars. By 2015, we 
will have at our disposal over 300 new, state-of-the-art 
covered wagons. This is essential in order to continue 
to maintain and increase the high share of rail trans-
port of vehicles leaving the plants, particularly in 
highly populated areas. In addition, all new wagons 
are equipped with “whisper brakes” to significantly 
reduce noise emissions for the benefit of residents 
living near railway lines.


F.12 Share of vehicles shipped by rail from BMW Group plants1
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 47.0 49.5 53.1 56.9 60.7  


1 Excluding Rolls-Royce automobiles.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


In cases where rail transport is not possible, we 
require that our carriers use environmentally friendly 
vehicles. For example, our catalogue of specifications 
in Europe stipulates that only transport vehicles that 
meet at least the Euro 5 standard may be used. Newly 
acquired vehicles must meet the latest statutory Euro 
standard.


VOLUME INCREASED AND SYSTEM LIMITS EXTENDED


In 2013, the BMW Group had a total transport vol-
ume of around 33.8 billion tonne-kilometres, emit-
ting 1.38 million tonnes of CO2 in the process  see 
Figure 13. 


Compared with 2012, transport volume increased 
by around 9.4%. This is due on the one hand to an 
increase in the number of BMW and MINI brand 
vehicles produced and delivered, and on the other to 
an expansion in the system limits for the collection of 
data to encompass additional transport volumes. For 
example, since 2013 we have also been able to record 
data on inbound transports by air and sea freight. In 
addition, for certain markets in Europe and the USA 
we can now capture data for dispersion transports 
from the distribution centres to dealers for around 
60% of all vehicles delivered worldwide.


Total CO2 emissions increased in 2013 by around 
11% compared to the previous year, equivalent to a 
per-unit increase of around 3.7%. Applying the 2012 
system limits, however, CO2 emissions declined per 
unit by over 5%. This is due primarily to a sharp 17% 
decline in the volume of air freight used to supply 
non-European plant locations.


Apparent shifts in 2013 in the ratios of modes of 
transport used can likewise be attributed mainly to 
the extension of the system limits for data acquisi-
tion; for example, dispersion transports of vehicles 
are made by truck, which results in a higher percent-
age of road freight  see Figure 13.


OPTIMISING PACKAGING 


When designing transport packaging we always aim 
for optimal utilisation of the packaging. This means 
ensuring both ideal packaging density for protecting 
the product as well as the best use of space when 
loading packages onto trucks or containers. The 
BMW Group’s packaging manual is an integral part 
of our purchasing terms and conditions and informs 
suppliers of our packaging requirements.


SOUTH CAROLINA INLAND PORT – BENEFICIAL 
DESIGN OF LOGISTICS PROCESSES


We launched a new rail-based sea freight carriage concept 
in the USA at the end of 2013. This lets us shift up to 20,000 
containers per year from road carriage to more eco-friendly 
rail, transporting them per freight train from the Charleston 
seaport to the BMW plant in  Spartanburg.
In the course of a complete overhaul of our logistics process-
es and after securing the necessary rail capacity, we collab-
orated with the operators of the port and railway line to build 
an inland port directly adjacent to the tracks and in close 
proximity to the Spartanburg plant. In addition, a new ship-
ping centre for assembly kits was also built in the immediate 
vicinity of the inland port. 
In future, rail will be used instead of trucks to transport more 
than 90% of import containers from the seaport to the inland 
port and 100% of export containers back to the seaport. The 
new concept reduces CO2 emissions by approx. 60%, saving 
approx. 4,000 tonnes of CO2 per year.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


One of the main requirements is that packaging must 
always take into account economic and environmen-
tal impacts. The focus is on the following principles, 
which reflect our environmental priorities: 


–  Avoidance: Limit the use of materials to the abso-
lute minimum.


–  Reduction: Use reusable packaging wherever pos-
sible and expedient.


–  Recycling: Environmentally sound recycling of 
materials must be possible for both disposable and 
reusable packaging. 


F.13 Carriers and CO2 emissions1
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Inbound (material provision of the plants and spare parts delivery)


Transport capacity in million tkm  2,673  3,810  9,072  10,703  11,560  


CO2 emissions in t  201,376  320,526  518,157  547,049  580,616  


Outbound (distribution vehicles and spare parts)


Transport capacity in million tkm  9,942  15,088  18,854  20,195  22,226  


CO2 emissions in t  106,040  145,501  677,730  700,051  803,158  


Total (inbound and outbound)


Transport capacity in million tkm  12,615  18,898  27,926  30,898  33,786  


CO2 emissions in t  307,416  466,027  1,195,887  1,247,100  1,383,774  


Percentage share of carriers in total (inbound and outbound) in terms of transport volume and CO2 emissions


  tkm  g CO2  tkm  g CO2  tkm  g CO2  tkm  g CO2  tkm  g CO2  


 


Sea  78.0  14.0  79.9  14.1  78.9  51.3  79.2  53.1   78.9  51.6  


Road  15.8  73.4  13.3  61.2  11.9  24.2  10.7  20.2  12.4  23.1  


Rail  6.0  7.1  6.3  7.3  8.2  5.5  8.9  4.6  7.5  3.8  


Air  0.2  5.5  0.5  17.4  1.0  19.0  1.2  22.1  1.2  21.5  


1  Figures refer to BMW and MINI, excluding Rolls-Royce automobiles. Conversion factor for CO2 emissions from road, rail and sea freight according to Tremod. Conversion factors from sea freight are reported 
back directly by shipping companies. Since the 2011 financial year, the scope has expanded significantly and currently comprises: inbound volumes (material supplies to plants and spare parts delivery) are 
included for BMW and MINI vehicles in Germany, the UK, the USA, South Africa, China, Thailand, India and CKD/SKD locations as well as for delivery of spare parts to the parts supply centre ZTA in Dingolf-
ing. Outbound volumes (distribution of vehicles and spare parts) are included up to arrival at the distribution centres in the markets worldwide as well as for some markets up to arrival at the dealerships.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


SUSTAINABLE MOBILITY FOR OUR EMPLOYEES


Staff commuting is a major concern on the 
BMW Group’s logistics balance sheet. Here, too, we 
try to keep our impact on the environment as low as 
possible.


Among the measures that are in place are our plant 
buses which reduce the number of individual drives 
to work. Works buses make sense when they are 
heavily used by shift workers and employees who live 
close to one another.


We have works buses in operation both in Germany 
(Munich, Landshut, Dingolfing, Regensburg, Ber-
lin) as well as at our international locations (Tiexi 
in China, Rosslyn in South Africa). Around 85% of 
employees in China use the buses to travel to work. 
In Germany, 44% of all employees travelled to work 
by plant bus or public transport in 2013, and another 
6% by bicycle or on foot.


Since 2011, the BMW Group has been offering a 
very successful bicycle-lending programme called 
ProBike in Munich. ProBike allows employees to 
cycle between BMW locations in the city of Munich. 
A total of 48,000 such trips were made in 2013. This 
not only saves on fuel and reduces CO2 emissions: 
with the ProBike programme, we also motivate our 
employees to be more health conscious and use bikes 
more often.


The carbon footprint for employees at our German 
locations was 4.6 kg of CO2 per employee and day of 
production in 2013.


FORECAST


One way in which we wish to reduce transport volume in the 
future is by further optimising packaging on inbound trans-
ports to our production plants. In the area of vehicle distri-
bution, we will continue to expand the ratio of rail transport 
used. In 2014, we will switch to rail on further routes for 
vehicle delivery within Germany. For example, in the future 
import vehicles will be transported from Bremerhaven to 
Thuringia and Saxony by rail. In the coming years, additional 
major international BMW Group locations will be added to 
our calculations of carbon footprint per employee.


PROMOTING HEALTH — Rental bikes for employees.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


Materials use and 
waste management 


With raw materials worldwide becoming increas-
ingly scarce, the BMW Group engages in recycling 
management throughout material life cycles. This 
is because what we think of as waste is often a valu-
able resource, which we try to use intelligently. We 
have therefore set ourselves the goal of reducing the 
amount of non-recyclable production waste by 45% by 
2020 (base year: 2006).


When we recycle materials or waste, we comply with 
the five-step hierarchical model set down by the EU:


–  Prevention: Where possible, we avoid creating 
waste in the first place. This is the best solution, 
both in economic and environmental terms.


–  Reuse: We reuse any viable waste material immedi-
ately. Otherwise we prepare it for reuse in its ori-
ginal area of application.


–  Recycle: If reuse is not an option, we recycle the 
material in such a way that we can reintroduce 
it to the cycle. It can then replace primary raw 
materials. 


4


–  Recovery: We incinerate most non-recyclable waste 
materials. Other methods of disposal are also used.


–  Disposal: Only the small volume of non-recyclable 
waste that is then left over is earmarked as waste 
for disposal.


Our innovations in the area of electromobility and 
lightweight construction go hand in hand with new 
recycling processes for residual materials from  vehicle 
production or recycling. Our focus in 2013 was 
therefore once again on new uses for materials, for 
example high-voltage battery systems or carbon- fibre-
reinforced plastics (CFRP).


CONTROLLING AND MANAGING WASTE


The process of recording and reusing the waste we 
produce is managed worldwide by our own BMW 
waste information system ABIS, which was designed 
for the German plants in accordance with the law on 
life cycle management. ABIS can be applied world-
wide to determine the best method of disposal for 
a particular type of waste. The method specified is 
then implemented at all plants, provided that this is 
possible in the individual countries. In 2013, we were 
able to fully integrate our Chinese plants into the 
ABIS. Integration of the new BMW plant in Brazil is 
in preparation.
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3. 4


GROUP-WIDE ENVIRONMENTAL 
PROTECTION


ABIS is also used to document the individual waste 
flows and categorises waste as hazardous or safe in 
accordance with country-specific regulations. There 
were no incidences of the import or export of treated 
or untreated hazardous waste during the reporting 
period. 


DISPOSAL IN SERVICE OPERATIONS


In Germany, BMW operates a closed, mandatory system for 
workshop waste disposal. This means that every one of our 
service companies (dealers and dealerships) must take part 
in the disposal system organised by BMW. BMW stipulates 
the materials its service companies must return to the BMW 
system for recycling and raw material recovery. This applies 
to all packaging and waste from service, maintenance and 
repair (e.g. bumpers, batteries, trim).


F.14 Waste
in t
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Total waste  450,513  564,117  594,791  664,752  680,299  


 Hazardous waste for recovery  12,073  14,987  18,413  19,979  21,884  


 Hazardous waste for disposal  8,570  9,772  8,720  8,127  7,668  


 Non-hazardous waste for recovery  425,066  534,188  562,482  633,394  647,725  


 Non-hazardous waste for disposal  4,804  5,171  5,176  3,252  3,022  


Materials for recycling  437,139  549,175  580,895  653,373  669,609  


 Metals for recycling (scrap)  377,700  428,175  449,900  494,894  500,589  


Waste for disposal  13,374  14,943  13,896  11,379  10,690  


 


AVOIDING WASTE THROUGH BEST-PRACTICE SOLUTIONS 
AT OUR PLANTS


Materials use and waste management are two areas 
in which we have been applying best-practice solu-
tions that we have gradually rolled out across our pro-
duction network. We take a whole range of measures 
to work towards achieving our vision of waste-free 
production. 


For example, the iron dust that results as a waste 
product in our foundry in Landshut is recycled using 
a new process, reducing the volume of waste for 
disposal. At the Rolls-Royce plant in Goodwood (UK), 
no non-recyclable waste was produced in 2013.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


Our Rosslyn plant in South Africa now offers a re-
cycling scheme for the local population. This project 
serves to raise public awareness of the importance of 
waste separation and recycling. 


WASTE FOR DISPOSAL REDUCED


With 5.73 kg of waste for disposal per vehicle pro-
duced in 2013, figures are down by 11.4% compared 
to the previous year and even by 69.7% compared to 
2006. 


For the trend over the past few years  see Figure 14 
and  see Figure 15.


FORECAST


Although we have already reached our goal for 2020 in the 
area of waste disposal (a 45% reduction compared to the 
base year 2006), in 2014 we will continue to work on mini-
mising waste for disposal even further and devote the neces-
sary resources to recycling management.


F.15 Waste for disposal per vehicle produced
in kg/vehicle
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 11.031 10.491 8.491 6.471 5.731  


1   Efficiency indicator equals waste for disposal divided by the total number of vehicles 
 produced, not including the vehicles from the Magna Steyr contract production plant.
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GROUP-WIDE ENVIRONMENTAL 
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Water  


Water is an increasingly scarce resource: over one- 
third of the world’s population live in countries where 
water supply is a problem. As a result, careful use 
of this natural resource is set to become ever more 
important in the future. For this reason, we are work-
ing hard to reduce our water consumption and are 
developing wastewater-free processes for our pro-
duction lines. By 2020, we aim to reduce our water 
consumption per vehicle produced by 45% compared 
with 2006.


The three largest water consumers at the BMW Group 
are the sanitary facilities for our workforce (47%), 
evaporation, mainly at cooling towers (31%) and 
the production processes, mainly at the paint shops 
(22%). We are continuously improving our resource 
efficiency in all three areas by:


–  replacing sanitary fittings with water-efficient 
versions


–  gradually replacing open cooling towers with 
closed ones and using groundwater for cooling 
(for example in the plant in Tiexi, China)


5


–  closing water cycles at the paint shops and intro-
ducing waterless processes (dry separation)


USING WATER SPARINGLY 


Currently, there is no risk to water supply at the 
BMW Group’s production plants, even though we 
are active in countries with high water risk, such as 
South Africa, the USA and China. In these coun-
tries in particular, we are continuing to reduce our 
water consumption in order to help conserve scarce 
resources.


For example, in the USA we more than halved water 
consumption between 2006 and 2013. We try to use 
drinking water only when it is necessary for reasons 
of hygiene. We aim to gradually increase the ratio of 
process water (industrial water) and hence reduce the 
consumption of drinking water. We want our waste-
water to contain only as many substances as can be 
broken down naturally.


COMPLYING WITH LEGAL REGULATIONS


Due to legal requirements the limits are regularly 
controlled. BMW Group water guidelines prescribe 
how to handle substances that could be hazardous to 
the water supply. These standards usually exceed the 
local requirements. 


At all international BMW Group production plants 
and at our German and many international deal-
erships, we have implemented an environmental 
management system in accordance with ISO 14001, 
which also manages our water consumption.
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GROUP-WIDE ENVIRONMENTAL 
PROTECTION


By 2020, we aim to reduce our current water con-
sumption by 45% compared to 2006. Our vision is to 
achieve wastewater-free production processes.


DEVELOPING WASTEWATER-FREE PROCESSES


After carrying out tests to identify the three largest 
sources of water consumption, we introduced the 
following ongoing measures:


–  To optimise water use at our paint shops, we are 
gradually switching the paint process from wet 
to dry. At the Spartanburg plant in the USA, for 
example, we are already using this state-of-the-
art dry separation process in the paint shop. The 
overspray paint, which does not reach the body 
of the vehicle during the painting process, can be 
bound by stone powder and then discharged using 


this process. No water is used. This procedure will 
gradually be adopted by all locations over the next 
few years.


–  Since 2012, part of the purified wastewater that 
results from the corrosion protection process in the 
paint shop at the Munich plant has been reused in 
another paint shop process. 


–  At the Dingolfing plant, an old ion exchanger was 
replaced by a more efficient one. The number of 
regenerations that consume water and chemicals 
was significantly reduced as a result. In addition, 
the wastewater produced during regeneration is 
reused in another process. 


–  At the Regensburg plant, we successfully tested a 
new procedure to reduce wastewater in cathodic 
dip painting. Using membrane technology, the 
anolyte wastewater is purified and returned to the 
production cycle. We are now gradually introduc-
ing this technology at all locations worldwide.


–  In South Africa, we installed measuring devices 
to enhance how we manage our consumption of 
resources there.


–  At many plants, for example in Shenyang (China), 
we replaced the bathroom fittings to significantly 
reduce sanitary water consumption. 


REDUCING WATER CONSUMPTION — Modern dry scrubbing method in the paint 
shop at the BMW plant in Spartanburg.
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WATER CONSUMPTION REDUCED FURTHER


In 2013, the water consumption per vehicle produced 
was 2.18 m3. This represents a reduction of 33.1% 
compared to the base year 2006. We thus came closer 
to achieving our target of reducing water consump-
tion by 45% by 2020. To see how our water consump-
tion has developed over time  see Figure 16 and  see 
Figure 17.


86% of the water used by the BMW Group comes 
from the public drinking water system. 14% is 
groundwater. There was no consumption of water 
from sensitive sources (i.e. water from conservation 
areas) during the reporting period. 


FINDING INDIVIDUAL SOLUTIONS TO CONFLICTS IN 
MEETING TARGETS


In the period under report, we made great progress 
in reducing our water consumption. However, we 
did run into some conflicts when it came to meeting 
our targets. Individual solutions had to be found. 
For example, although changing the paint process 
from wet to dry (dry separation) reduces water con-
sumption, it does create stone powder, which must 
be disposed of. Our Leipzig plant developed a model 
solution for this conflict by making the stone powder 
available for use by a cement plant. 


FORECAST


We plan to further reduce our water consumption in the com-
ing years. Our target is to reduce water consumption by 45% 
by 2020 (base year: 2006). To achieve this, we will continue 
to close the water cycles in the paints hops and in engine 
production as well as replace old sanitary facilities and open 
cooling towers. A concrete example of a reduction in water 
consumption is the planned switchover by the paint shop at 
our Dingolfing plant to the dry separation process in 2014.


F.16 Water consumption per vehicle produced1


in m3/vehicle
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 2.662 2.402 2.252 2.222 2.182  


1 These figures refer to the production sites of the BMW Group. 
2   Efficiency indicator = water consumption divided by the total number of vehicles produced, 


not including the vehicles from the Magna Steyr contract production plant.


F.17 Process wastewater per vehicle1


in m3/vehicle
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 0.642 0.602 0.572 0.512 0.472  


1  The key figures refer to production wastewater.
2  Efficiency indicator = process wastewater divided by the total number of vehicles produced, 


not including the vehicles from the Magna Steyr contract production plant.
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GROUP-WIDE ENVIRONMENTAL 
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VOC emissions and 
biodiversity 


In our Group-wide environmental efforts, we aim to 
minimise the impact on the environment of our emis-
sions of volatile organic compounds (VOC). We there-
fore intend to reduce our VOC emissions by 45% by 
2020 (base year: 2006). Furthermore, we monitor the 
impact our business activities have on flora and fauna 
and use a biodiversity indicator to determine the envi-
ronmental status of selected properties.


With an average of 1.59 kg VOC emissions per vehicle 
produced, we are below the maximum levels stipu-
lated in Germany at almost all plants worldwide. The 
only exception is the South African BMW plant in 
Rosslyn near Pretoria, which is below the maximum 
worldwide limit but not yet below the stricter Ger-
man VOC levels. Plans have already been made to 
reduce VOC emissions in the paint shop there.


At the Dadong plant run by our joint venture part-
ner BMW Brilliance Automotive Ltd. in China, we 
installed a thermal exhaust-air treatment system 
in 2013. Since initial operation this reduced VOC 
emissions there from 5.63 kg to less than 1.00 kg per 
vehicle produced, very efficiently and significantly 
lessening the environmental impact.


6


At our Spartanburg (USA) and Oxford (UK) plants as 
well, the paint shops have taken measures to further 
reduce VOC emissions, for example by lowering the 
number of rinses specified and reusing the rinsing 
liquid. 


By the end of 2013, VOC emissions had been reduced 
by 36.7% (base year: 2006), bringing us much closer 
to achieving the goal we have set ourselves of a 45% 
reduction by 2020. 


For the development of VOC emissions over the last 
five years  see Figure 18.


F.18 VOC emissions per vehicle produced
in kg/vehicle
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 1.841 1.661 1.751 1.781 1.591  


1   Efficiency indicator = CO2 emissions minus CHP losses divided by the total number of ve- 
hicles produced, not including the vehicles from the Magna Steyr contract production plant. 
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PROTECTING BIODIVERSITY


At all our locations, we monitor the impact our busi-
ness activities have on the animal and plant world. 
We have gathered environmental evidence at selected 
locations such as Leipzig and Regensburg to identify 
local animal and plant species and introduce spe-
cial protective measures for endangered species. For 
example, at our testing centre in Aschheim, we iden-
tified the butterfly species Polyommatus bellargus 
and Colias hyale/alfacariensis, both of which are on 
Germany’s red list of endangered species.


We use a biodiversity indicator to regularly identify 
the environmental status of properties at selected 
locations in order to gain an understanding of the 
flora and fauna there. Our Spartanburg plant in 
the USA as well as our testing centres in Miramas 
(France) and Aschheim (Germany) are the only loca-
tions that directly border on a protected area. 


In the period under report, there were no significant 
emissions of hazardous substances. We are not aware 
of any impact our products and services have had on 
protected areas or regions of high biodiversity. 


PRESERVING NATURAL HABITATS


We try to protect and restore natural habitats. Just a 
few years after construction of the Leipzig plant, the 
location was certified as having a high biodiversity 
factor due to its natural landscape design. The test-
ing centre in Miramas (France) was built away from 
nat ural habitats. Driving is only allowed on marked 
routes at the Enduropark in Hechlingen. Mainte-
nance measures are carried out regularly to further 
improve biological diversity. In addition, we continue 
to gather data at locations where the  protection 


BIODIVERSITY — At the BMW plant in Regensburg.


of nature is relevant (e.g. Miramas, Regensburg, 
Wackersdorf, Leipzig and Aschheim).


FORECAST


Our new plant BMW Brilliance Automotive Ltd. in Tiexi, 
China will contribute further to achieving a reduction in 
VOC emissions. In addition, solvent emissions at the South 
 African plant will be reduced in the medium term to the 
level at other plants. 


In 2014, we will continue to work hard on the topic of biodi-
versity management and to define the next steps in this area. 
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Stakeholders increasingly expect companies to be responsible for the entire 
 product life cycle and to utilise their influence in the supply chain. One-third 
of consumers today already consider it important that products fulfil their 
 sustainability expectations.
Data source: Globe Scan/SustainAbility: The 2013 Aspirational Consumer Index 


SUPPLIER MANAGEMENT4


— SUSTAINABILITY TRAINING


—  PRINCIPLES AND STANDARDS  
FOR THE SUPPLIER NETWORK


—  PARTICIPATION IN INITIATIVES  
AND NETWORKS


—  SUSTAINABILITY  
RISK MANAGEMENT


WE FOSTER LONG-TERM  
SUPPLIER RELATIONSHIPS.
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4 SUPPLIER MANAGEMENT


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


FURTHER DEVELOPED OUR RISK 
 MANAGEMENT


–  We are continuously working to refine our 
risk  filter. In addition to the annual data update 
in 2013, we also carried out special risk 
assessments for all product groups.


OPERATIONAL PURCHASERS AND COM-
MODITY MANAGERS RECEIVED TRAINING 
— 2013


CONTINUOUS IMPROVEMENT OF RISK 
 MANAGEMENT


–  In order to improve our risk management 
even further, our focus for 2014 is on better 
integration of risk assessment into the supplier 
selection process.


EXTENSIVE TRAINING CONCEPT 
 IMPLEMENTED


–  In 2013, around 1,000 purchasers, internal 
process partners and suppliers participated 
in our wide range of courses, from web-
based training modules to two-day certificate 
courses.


REGIONAL DISTRIBUTION OF 
 PURCHASING VOLUME
— 2013


IMPROVE TRANSPARENCY IN THE SUPPLY 
CHAIN


–  We actively promote greater transparency in 
the supply chain for selected, relevant and 
critical raw materials and components by 
engaging in initiatives, networks and projects.


STAKEHOLDER ROUNDTABLE 
IMPLEMENTED


–  In December 2013, we discussed the topic 
of sustainability in the supply chain and 
in raw materials production with selected 
stakeholders from the fields of science, 
industry, non-governmental organisations 
and politics.


EXPAND COLLABORATION


–  At European level, we work closely with  other 
carmakers on the joint development of risk 
minimisation instruments. We also participate 
in cross-sectoral networks and initiatives to 
improve sustainability in supply chains.


in %, basis: production material


 


a) Germany 47  


b) Rest of Western Europe 19  


c) Central and eastern Europe 17  


d) NAFTA 12  


e) Africa 2  


f) Asia/Australia 2  


g) China 1  


a


gfe
d


b


c


80over %
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SUPPLIER MANAGEMENT


Our management 
 approach


Our global supply chain network makes a major 
contribution to value creation, quality and inno-
vative strength, and hence to the success of the 
BMW Group. Our suppliers therefore play a signif-
icant role in helping us to achieve our sustainability 
goals and in the sustainable development of society as 
a whole.


Our cooperation with suppliers is marked by a 
mutual understanding of product and production 
quality, security of supply, price credibility and inno-
vative strength as well as the continuous integration 
of our sustainability standards. In times of complex 
global supplier- and value-added chains, involving 
a large number of suppliers and sub-suppliers, our 
demands represent a considerable challenge but also 
a great opportunity.


In order to ensure sustainability and continuous 
improvement throughout the entire supplier net-
work, we concentrate mainly on two areas:


–  Managing and minimising risks. 
In the risk management process, we identify and 
analyse potential sustainability risks along the 
 supply chain. 


1


–  Utilising opportunities and leveraging potential. 
We achieve this by working closely with suppli-
ers, for example by promoting resource efficiency, 
training and qualifying our employees and suppli-
ers, as well as by actively engaging in initiatives and 
in dialogue with stakeholders.


Our approach involves on the one hand to ensure 
sustainability standards with comprehensive, broad-
based risk management – i.e. with all of our direct 
suppliers – and on the other hand in-depth analysis 
of specific raw materials and resources along the 
entire supply chain. 


IMPROVING SUSTAINABILITY IN THE SUPPLIER NETWORK


To ensure continuous improvement in our two areas 
of focus, we continued to develop our risk manage-
ment and related processes in 2013. We provided 
sustainability training for over 80% of our operational 
purchasers and commodity managers and were 
actively involved in the Aluminium Stewardship 
Initiative (ASI), an initiative for creating sustainable 
standards for the aluminium value chain. 


We also continued to drive the purchase interna-
tionalisation in 2013, and to expand local sourcing. 
For example, at our production plants in Germany 
more than 40% of our direct purchasing volume was 
sourced from suppliers in Germany in 2013. Besides 
reducing currency risks, local sourcing offers numer-
ous additional benefits. Expanding local sourcing 
helps us to support communities and regions and 
also reduces logistics costs and the resulting CO2 
emissions.
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SUPPLIER MANAGEMENT


INTEGRATION INTO THE ORGANISATION


Within the BMW Group, the specialist divisions 
Functional Processes and Sustainability in the Pur-
chasing and Supplier Network, Sustainability and 
Environmental Protection and Raw Materials Man-
agement work together closely and assume joint 
responsibility to ensure sustainability in our supply 
chains. 


PRINCIPLES AND STANDARDS FOR SUPPLIERS 


The BMW Group abides by the principles of the UN 
Global Compact, the International Labour Organiza-
tion (ILO) and the UNEP Cleaner Production Decla-
ration. We also align our focus with the guidelines of 
the OECD and the ICC Charta. On the same basis, 
we approved the Joint Declaration on Human Rights 
and Working Conditions at the BMW Group in 2005. 
With this declaration, the BMW Group has made a 
commitment to respecting human rights at all times 
 see section 1.1.


For the BMW Group, it is essential that our business 
partners meet the same environmental and social 
standards we have set ourselves. The BMW Group 
Supplier Sustainability Standard establishes basic 
principles and standards to be adhered to by all 
BMW Group suppliers. This includes compliance 
with all internationally recognised human rights as 
well as labour and social standards. 


INTEGRATION OF SUSTAINABILITY INTO THE PROCURE-
MENT PROCESS


The BMW Group Supplier Sustainability Standard 
is an integral part of the documentation and the 
sustainability self-assessment questionnaire sent to 


potential new suppliers. This is an important cor-
nerstone for us in the integration of sustainability 
aspects into the procurement process. Each poten-
tial new supplier must take into consideration the 
BMW Group sustainability requirements when sub-
mitting a proposal. Sustainable material properties 
such as the use of secondary aluminium are also 
addressed in the request for proposal.


After the proposal has been submitted, these details 
are included as key decision-making indicators in 
the procurement process. When the decision for a 
particular supplier is being made, a standard tem-
plate provides the committees responsible with all 
relevant information. Sustainability is one of the 
decision-making criteria, alongside product and 
production quality, security of supply, innovative 
strength and price credibility.


F.19 Regional mix of BMW Group purchase volumes in 2013
in %, basis: production material


 


a) Germany 47 e) Africa 2


b) Rest of Western Europe 19 f) Asia/Australia 2


c) Central and Eastern Europe 17 g) China 1


d) NAFTA (+ MERCOSUR) 12


a


gfe
d


b


c
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SUPPLIER MANAGEMENT


ENGAGEMENT IN INDUSTRY INITIATIVES AND NETWORKS


Engagement in initiatives, networks and associations 
and the resulting exchanges beyond the boundaries 
of our company are essential for our activities and our 
continuous improvement efforts. At the European 
level, for example, the BMW Group collaborates with 
eight other car companies in the European Automo-
tive Working Group on Supply Chain Sustainability, 
which is coordinated by CSR Europe, to jointly pro-
mote greater sustainability in the supply chain. This 
group of companies develops measures to minimise 
risk and works on projects to increase sustainability 
in supply chains and to establish standard minimum 
requirements for suppliers. Furthermore, as a mem-
ber of econsense, the Forum for Sustainable Develop-
ment of German Business, we promote cross-industry 
auditing systems to evaluate sustainability at supplier 
companies.


ENGAGING WITH STAKEHOLDERS


Engaging with our stakeholders is an additional 
important tool for us to continuously improve our 
measures and activities and to identify and discuss 
key trends that helps us to stay on track while dis-
cussing and assimilating external trends. Therefore, 
in December 2013 we discussed the topic of sustain-
ability in the supply chain and in raw materials pro-
duction with selected stakeholders from the fields of 
science, industry, non-governmental organisations 
and politics.


It became evident in the course of the talks that 
stakeholders expect companies like the BMW Group 
to assume more responsibility along the supply chain. 
Key recommendations included applying solutions 
from other industries to the automotive industry, 


and systematically focusing on and prioritising the 
company’s own activities (for example with respect 
to certain raw materials or specific supply chains). 
In addition, the stakeholders advised industry-wide 
and cross-industry cooperation to develop joint 
approaches.


PROMOTING DIVERSITY IN OUR SUPPLY CHAIN 


It is important to us to develop, promote and expand 
the diversity of our suppliers. We are convinced that 
these efforts are of great benefit not only for suppli-
ers and society, but also for our long-term economic 
growth. 


In the United States, in contrast with other countries, 
companies owned by women and minority groups 
can register separately. This inspired us to launch an 
initiative to promote supplier diversity at our Spar-
tanburg plant. As part of this initiative, we organ-
ised our first Matchmaking Conference in 2012. The 
conference brings together current and potential 
first-tier suppliers and sub-suppliers with purchas-
ing executives from the BMW Group to promote 
purchasing from companies owned by women or 
minorities. 


Around 50 direct suppliers and 300 companies run 
by women and minorities came to the first confer-
ence. In 2013, there were already twice as many 
suppliers attending as in the previous year: over 
600 women- and minority-owned companies and 
around 100 direct suppliers participated. Thanks to 
the new contacts made at the conferences between 
the various companies, we were able over the past 
two years to heavily increase number of companies 
run by women and minorities among the direct 
suppliers at our Spartanburg plant, as well as the 
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number of such companies among our  second-tier 
suppliers. 


SUSTAINABLY EXTRACTING AND PROCURING RAW 
MATERIALS


Raw materials are the basis for every industrial pro-
duction process and thus indispensable to indus-
try. However, with today’s multi-layered global and 
dynamic supply chains, the intermediate trade and 
processing stages, and commodity trading on the 
stock exchange, actually tracing the route of a raw 
material from the mine to the end product is an 
extremely complex undertaking. It is therefore a 
great challenge to influence sustainability standards 
in raw materials production. 


Our approach is to focus on selected, relevant and 
critical raw materials and supply chains. To this 
end, we analyse and assess these supply chains and 
the need for action. From this analysis we derive 
measures that we implement in conjunction with 


our suppliers. Furthermore, we also engage in cross- 
industry initiatives for this purpose. In December 
2012, for example, we were the first carmaker to 
join the Aluminium Stewardship Initiative (ASI). 
 Aluminium plays a major role in lightweight 
construction, because it weighs significantly less 
than steel and hence contributes to weight reduction. 
The aim of the ASI is to create sustainable standards 
along the entire aluminium value chain – from 
responsible corporate governance to compliance 
with environmental and social standards. The ASI 
is the first comprehensive initiative for creating a 
sustainable standard for the value chain of a metallic 
resource.


FORECAST


Ensuring sustainability along the entire supply chain is a 
lengthy process. To continue making real progress, we will 
further develop our risk management processes in 2014. We 
will also work closely with our suppliers in order to achieve 
greater transparency in the supply chain and to implement 
resource efficiency projects.


PROMOTING DIVERSITY — Matchmaking conference hosts suppliers and 
managers of the BMW Group.
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SUPPLIER MANAGEMENT


Three-step process to 
minimise risk


The main instrument we use to ensure our 
sustainability standards is our sustainability risk 
management process, which we are continually 
refining. It consists of a sustainability risk filter 
specifically designed for the BMW Group, a voluntary 
self- assessment questionnaire and sustainability 
audits. In addition, we identify and analyse relevant 
and potentially high-risk suppliers using a media 
screening tool. Through systematic observation and 
analysis of supplier-specific media coverage and 
social media posts, we can identify potential risks at 
an early stage.


STEP 1: SUSTAINABILITY RISK FILTER


First, our proprietary sustainability risk filter 
evaluates all suppliers with regard to their 
environmental, social and governance risk potential. 
We take into account here both location-specific 
and product- specific risks. This includes for 
instance an assessment of social risks in certain 
countries, such as child labour or forced labour. We 
also consider environmental risks such as damage 
to nature,  emissions, and process materials that 
contain substances that can be hazardous to health. 


2


The respective production facility of the supplier, 
rather than its head office, is assessed in each 
case. If a supply chain is thought to be in breach of 
sustainability standards, it is also evaluated using the 
sustainability risk filter.


We continuously improve the system used for the risk 
filter. In addition to the annual update of the data in 
2013, we also added special risk assessments for all 
product groups. 


STEP 2: VOLUNTARY SELF-ASSESSMENT QUESTIONNAIRE


The sustainability risk filter forms the basis for the 
next step – the supplier submits a voluntary self-as-
sessment questionnaire. Since 2009, we have been 
asking suppliers to complete this questionnaire to 
provide a self-evaluation of their sustainability man-
agement and related activities. The questions cover 
whether they have an ISO 14001 environmental man-
agement system in place, to what extent recyclability 
is considered in product development, and informa-
tion on waste utilisation concepts and compliance 
with human rights. In 2013, around 3,000 suppliers 
submitted the information we requested. 


If the sustainability questionnaire identifies low 
sustainability performance at the supplier’s facility, 
purchasers and suppliers develop a joint action plan 
for improvement. This approach reflects our convic-
tion that sustainability in supply chains can only be 
achieved if we work hand in hand with our suppliers.


All agreements concluded by BMW AG with its sup-
pliers contain clauses based on the principles of the 
UN Global Compact and the International Labour 
Organization (ILO). These principles also specify 
that a contractual commitment must be made to 
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implement environmental management systems and 
comply with labour and social standards. They also 
prohibit bribery and corruption and obligate suppli-
ers to pass this ban on to sub-suppliers. 


For suppliers with known sustainability deficits, we 
supplement the supply contracts with corrective 
action plans and clauses. We can thus ensure that all 
sustainability requirements will be met by the begin-
ning of the contract period. Our goal is for compli-
ance with these standards to be viewed as a matter of 
course. This applies not only to our first-tier suppli-
ers, but also to their sub-suppliers. 


As we have at best an indirect influence on sub-sup-
pliers, however, it is only through our first-tier sup-
pliers that we can press for implementation of our 
standards along the entire supply chain. We therefore 
support our first-tier suppliers in introducing man-
agement systems and require them to ensure that 
their sub-suppliers likewise comply with our sus-
tainability requirements. We also develop individual 
action plans for specific supply chains. 


STEP 3: SUSTAINABILITY AUDITS


Supplier production facilities that have an increased 
risk of breaching sustainability requirements, and 
facilities suspected of such a breach, are subject to 
independent audits. The first step is a detailed exam-
ination of sustainability performance at the suppli-
er’s production facility using a specially designed 
catalogue of criteria. Based on this, verifications and 
certifications will be carried out by external auditors. 
If we conclude at some point that further validation 
of the supplier is necessary, we then initiate a com-
plete on-site sustainability audit. This audit includes, 
for example, plant inspections and interviews with 


management and employees, as well as a review of 
the management system. 


If the results of an audit show non-compliance or 
potential for improvement, we work with the sup-
plier to develop a specific plan of action and provide 
assistance with implementing this plan. If the sup-
plier is uncooperative or in breach of a fundamental 
BMW Group sustainability clause, termination of 
business relations may follow. Our goal however is to 
determine the majority of risks through the first two 
steps, to manage these risks and in this way to help 
suppliers raise their sustainability standards. Audits 
represent the final stage of our risk management and 
are carried out only in exceptional cases and for high-
risk suppliers.


When we become aware of individual cases of 
non-compliance with our sustainability principles, 
our Supply Chain Response Team handles them, 
applying a defined process. This team is made up 
of one representative each from Operational and 
Strategic Purchasing, Corporate Strategy (a sustain-
ability expert), Corporate Communications and the 
Works Council. In 2013, the Supply Chain Response 
Team was called upon in four cases. All four cases 
involved human rights violations by suppliers or 
sub-suppliers. The team takes a three-step approach 
to its response. First, the management of the sup-
plier company receives a written request to provide 
a statement and agree to a clarifying interview. If 
clarification is not possible, a visit is made to the 
supplier company. If non-compliance is confirmed 
and the supplier is not cooperative or shows no 
improvement, termination of the current business 
relations with the supplier may result as a final step. 
However, it is not our general intention to terminate 
business relationships with suppliers, but rather 
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to raise awareness of this issue amongst suppliers 
and sub-suppliers to enable them to become more 
sustainable.


FORECAST


In order to improve our risk management even further, our 
focus for 2014 is on better integration of risk assessment 
into the supplier selection process. In addition, we will 
systematically promote projects for achieving greater trans-
parency in the supply chains for critical raw materials and 
components. Finally, at the European level, the BMW Group 
will continue to expand its collaboration with other carmak-
ers to promote sustainability in supply chains.


F.20 Risk management process


 
 


Identify high risk
supplier locations


based on
sustainability


risk filter


Obtain
self-assessment


sustainability
questionnaire


Sustainability
audit conducted
by independent
external auditors


 
 


Identify and analyse
high risk suppliers


based on media
screening


 
 


Develop
supplier-specific


corrective
action plan


Corrective
action plan
based on


audit result


1. Identify Risks 2. Retrieve Self-Assessment 3. Conduct Audits


1a 2a 2b 3a 3b1b
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Utilising opportuni-
ties and leveraging 
 potential


A long-term orientation and close collaboration with 
our suppliers form the foundation for successful and 
stable business relations. On this basis, we can coop-
erate with our suppliers to utilise the challenges in 
the area of sustainability as an opportunity for devel-
opment and to leverage the potential in this field. 
This includes, for example, efficient use of resources, 
increasing awareness of sustainability along the sup-
ply chain, and promoting innovative ideas.


The focus is on three key areas: event concepts 
such as the Learning from Suppliers forum and the 
 Supplier Innovation Award, training courses and 
 presentations for purchasers and suppliers, and 
projects to improve resource efficiency in the supply 
chain. 


LEARNING FROM AND WITH SUPPLIERS 


Since 2012, in the Learning from Suppliers forum, 
our suppliers have been showcasing best-practice 
case studies on innovative and sustainable solutions 
for products, materials and production processes. 
In the context of this event series, suppliers have a 
chance every month to present sustainable product 


3


and process innovations at the BMW Group Research 
and Innovation Centre in Munich. The aim of the 
event is to encourage an exchange of information on 
the topics of innovation and sustainability, while con-
necting these issues in a targeted fashion. 


In 2011, the BMW Group introduced a Supplier 
Innovation Award to recognise and reward especially 
innovative achievements on the part of suppliers. 
The prize is awarded in eight categories, including 
sustainability.


At the award ceremony in April 2013, the winner of 
the Supplier Innovation Award in the category of sus-
tainability was Aunde Achter & Ebels GmbH. With 
seat covers made from 100% PET recyclate, Aunde 
Achter & Ebels GmbH supplied a high-quality uphol-
stery fabric. This seat cover sets new standards in the 
field of recycling.


REWARDING INNOVATION — BMW Supplier Innovation Award 2013.
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TRAINING FOR EMPLOYEES AND SUPPLIERS


We offer a wide range of training courses for pur-
chasers, internal process partners and suppliers. This 
comprises:


–  A basic training course on sustainability in the sup-
ply chain for purchasers and commodity managers. 
In 2013, around 800 (over 80%) of our operational 
purchasers and commodity managers took part in 
this training. We thus exceeded our goal of training 
80% of our purchasers and commodity managers in 
sustainability in 2013. The number of participants 
was reported to top management as the achieve-
ment of a target value on the Balanced Score Card.


–  A basic training course for new purchasing employ-
ees, with a module on sustainability. 154 employees 
participated in this training in 2013. 


–  A Web-based training course that includes case 
studies on sustainability in the supplier network. 
This training is available to both employees of the 
BMW Group and its suppliers. 


–  A two-day course to become a certified sustainabil-
ity officer for the purchasing and supplier network. 
In cooperation with the University of Ulm, we offer 
this course to employees and suppliers. In 2013, a 
total of 40 people participated in the certification. 


WORKING WITH SUPPLIERS WORLDWIDE — Seat suppliers in China.
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–  Presentations at external events as well as partici-
pation in roundtables and panel discussions. These 
include for example conferences and meetings for 
medium-sized German businesses, as well as collo-
quiums on expert studies.


WORKING TOGETHER FOR A RESOURCE-EFFICIENT 
 SUPPLY CHAIN


Reducing resource consumption and achieving 
greater energy efficiency in production have been 
major goals of the BMW Group for a long time. 
Because our suppliers are responsible for a large 
part of the value chain, it is not enough for us to set 
sustainability standards only for the energy- and 
resource-efficiency of our own production. In an 
effort to better identify potential improvements in 
our suppliers’ energy and resource consumption, 
we joined the Supply Chain Program of the Carbon 
Disclosure Project (CDP) in 2013. By participating in 
the CDP Supply Chain Program, suppliers can record 
their resource consumption on a generally accepted 
platform. They benefit from greater transparency 
in their resource use, leading to potential business 
opportunities and cost savings. 


Further, we review, observe, and analyse the 
resource consumption and CO2 emissions of our 
Top 100 suppliers and evaluate their potential for 
improvement at six-month intervals in Supplier 
Performance Review meetings. These two measures 
help us to better assess suppliers’ efficiency and to 
uncover ways to save even more energy and resources 
together.


FORECAST


In the future, we will continue to offer our events and train-
ing courses and to systematically work with our suppliers 
towards a more resource-efficient supply chain. 
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Source: KPMG 2013. Future State 2030: The global megatrends shaping governments.


EMPLOYEES


WE OFFER ATTRACTIVE  
WORKPLACES.


5


The average age of the population is steadily increasing. In 2030, one billion 
people will be 65 years of age or older. This trend as well as the expected short-
age of skilled workers in the long term and changing employee requirements 
have consequences for HR planning at the BMW Group.


—  “TODAY FOR TOMORROW”  
DEMOGRAPHICS PROGRAMME


—  HEALTH MANAGEMENT —  FURTHER EDUCATION AND TRAINING 
AS WELL AS LIFELONG LEARNING  
PROGRAMMES


—  DIVERSITY


—  FLEXITIME


—  ERGONOMIC WORKPLACE  
DESIGN
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5 EMPLOYEES


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


HR STRATEGY FURTHER REFINED


–  We reviewed our HR strategy and set up a 
 global organisational structure as the basis 
for coordination of strategic HR topics.


EMPLOYEES AT THE BMW GROUP 
— 2013


REALIGN HR DEVELOPMENT


–  We are bringing our HR processes into line with 
employee development, focusing on integrat-
ing employees to the greatest extent possible 
and increasing transparency in recruiting, 
succession management and potential assess-
ment  processes.110,351


OCCUPATIONAL HEALTH AND SAFETY 
 IMPROVED


–  We were able to further reduce accident 
 frequency at the BMW Group to 4.8 accidents 
per one million hours worked.


SHARE OF FEMALE EMPLOYEES AT 
BMW GROUP
— 2013


ENHANCE OUR ATTRACTIVENESS AS AN 
 EMPLOYER


–  By introducing mobile working, we have 
taken a further innovative step towards self-
determined working hours, results focus and 
individual design of working environments.17.4


PROMOTE COMPATIBILITY OF WORK-LIFE 
BALANCE


–  We opened our own company childcare facility 
at the Munich location, which can accommo-
date around 220 children.


APPRENTICES
— 2013


FURTHER ESTABLISH DIVERSITY


–  Diversity and inclusion has become part of the 
compulsory further training programmes for 
managers.4,445


%


105,8762012


16.8%2012


4,2662012
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5. 1


EMPLOYEES


Our management 
 approach 


Our success is based on the dedication and technical 
expertise of our employees. We make every effort 
to attract and keep the best people. To achieve this, 
we offer them secure and attractive jobs, compre-
hensive development and training opportunities and 
a HR policy geared to the long term. We also pay 
above- average wages and have a variety of measures 
in place to enable employees to balance work and 
private life.


Despite diverse challenging economic conditions 
for the global automotive industry, the BMW Group 
was able to achieve very good results in 2013. This 
is mainly due to the commitment, creativity and 
expertise of our employees. We want to continue to 
make every effort to attract and keep the best people. 
Apart from the fixed and variable salary components, 
we also offer our employees a wide range of social 
benefits. Our employees are deployed according to 
their individual strengths and talents, which they 
can continue to develop by taking advantage of tar-
geted, future-focused further education and training 
programmes.


1


At the same time, we still face challenges ahead. In 
Germany and other Western industrialised nations 
in particular, skilled workers will become increas-
ingly scarce in the medium term. Demographic 
change is also having a considerable effect on the 
age structure of our workforce. It is therefore essen-
tial that we position ourselves on all relevant labour 
markets as an attractive employer, for all target and 
age groups. To achieve this we offer an attractive 
working environment that takes particular account of 
age and life phases. We constantly develop the skills 
of our employees to meet our high commitment to 
innovation.


INTERNATIONAL AND INTERCULTURAL ALIGNMENT OF 
OUR HUMAN RESOURCES STRATEGY


Based on our Strategy Number ONE, the 
BMW Group Human Resources Strategy was passed 
in 2008 and has been continuously developed since 
then. In 2013, we updated the strategy based on an 
analysis of the global strategic environment, adapting 
it to include regional matters. We closely align the HR 
organisation to the requirements of the HR Strategy. 
In 2013, we set up for the first time a global structure 
to coordinate strategic HR matters with and within 
the regions, in order to accommodate the different 
cultural challenges faced in an international context. 
For example, recruiting potential in the threshold 
countries that are experiencing high levels of growth 
is significantly lower than in established industrial 
nations. In spite of the fact that these countries have 
much better demographics, this trend has developed 
due to the competition generated by the high number 
of companies building up workforces. On the other 
hand, the increase in life expectancy in industrial 
countries has produced higher cost pressure in the 
medical and social sectors. In the countries where we 


110SUSTAINABLE VALUE REPORT 2013  — OUR MANAGEMENT  APPROACH 


Previous 
chapter


Next 
chapter


Contents 
page


Home


5.1     Our management approach


5.2    Attractive employer


5.3    Occupational health 
and safety


5.4    Training and further 
education


5.5    Diversity and inclusion


5.6    Work-life balance







5. 1


EMPLOYEES


do business, we address these different challenges by 
installing country-specific concepts derived from our 
global strategic projects. Particularly when it comes to 
employees, we are able to combine our Group-wide 
intercultural competence with our local expertise. 


The main global strategic projects are as follows:


–  Leadership Qualification and Development: Devel-
opment of current and future managers to expand 
their leadership and employee management skills 
and to enable them to achieve their personal tar-
gets as well as company objectives. 


–  Future Talent Program: Recruitment and develop-
ment of university graduates and future man agers 
from outside the BMW Group in order to build up 
a long-term and diverse global talent pool.


–  Diversity & inclusion: Transformation of the exist-
ing diversity concept into a diversity-&- inclusion-
strategy suitable for global application. Definition 
of objectives and performance indicators at global, 
national and regional level to derive and implement 
suitable measures.


–  Health and Work Environment: Promotion of 
the best possible employee performance at the 
BMW Group, based on demand-oriented measures 
in the area of health and working environment.


ACHIEVING SUSTAINABILITY OBJECTIVES THROUGH 
STRATEGIC PROJECTS


From our strategic projects, we also derive most of 
our long-term sustainability objectives and expec-
tations with regard to employees. In 2012, we 
introduced long-term objectives which we are contin-
uously developing. 


The objectives are anchored within the internal objec-
tives system (e.g. balanced scorecard) with results 
being tracked on an ongoing basis. These include, for 
example, our attractiveness as an employer, excellent 
leadership and employee diversity, reduction of work 
accidents, promotion of employee health and ongo-
ing further education and training.


One of the key parameters applied in HR policy is the 
number of employees working at the BMW Group. 
This number increased worldwide by 4.2% to a total 
of 110,351 by the end of 2013, partly due to an 
increase in the number of skilled workers recruited as 
a result of high demand for our vehicles  see Figure 21.


Key decisions that affect employment are taken by 
the entire Board of Management. BMW AG Human 
Resources is responsible for the various aspects of 
employment. Progress on the implementation of the 
Human Resources Strategy is regularly reported to 
the Board of Management. Human Resources and the 
specialist divisions bear equal responsibility for suc-
cessful implementation.


In our long-term HR policy, we formulate the targets 
by which the company is to be measured. Some of 
the main principles here are respect and team spirit. 
We believe that good teams are more than the sum 
of their parts; a strong team spirit forms the basis for 
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5. 1


EMPLOYEES


long-term success. This also applies to our collabor-
ation with our partners worldwide. Based on this, we 
can offer our employees secure and attractive jobs. 


The principles of our human resources policy 
are binding for every employee. In addition, our 
12 Group-wide basic principles form the founda-
tion for the recruitment and conduct of managers 
and employees. Group management as well as the 
national and international employee representa-
tives are committed as well to assuming their social 
responsibility and to the basic principles of the 
UN Global Compact  see Chapter 1.


OUR WORKFORCE IN FIGURES
— AS AT YEAR-END 2013


 110,351 employees
AT BMW GROUP — 2012: 105,876 employees


4,445 apprentices
AT BMW GROUP — 2012: 4,266 apprentices


99 countries of origin
EMPLOYEES FROM AROUND 99 COUNTRIES ACROSS ALL  
 LOCATIONS OF THE BMW AG


 17.4% share of  
female employees
IN TOTAL WORKFORCE AT BMW GROUP — 2012: 16.8%


 13.8% share of  
female employees
IN MANAGEMENT POSITIONS AT BMW GROUP — 2012: 12.7%


3.5 days
AVERAGE DAYS OF FURTHER TRAINING
PER EMPLOYEE AT THE BMW GROUP — 2012: 3.7 days


F.21 BMW Group employees at end of year1


Number


120,000        


100,000        


80,000        


60,000        


40,000        


20,000        


       


   09   10   11   12   13  


 


Total 96,230 95,453 100,306 105,8762110,3513  


 Employees in Germany  Employees international


1  Figures exclude suspended contracts of employment, employees in the non-work phases of 
pre-retirement arrangements and low income earners.


2 Of whom 35.2% are tariff-bound production employees of the BMW Group.
3 Of whom 35.1% are tariff-bound production employees of the BMW Group.
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5. 1


EMPLOYEES


COMPLYING WITH THE PRINCIPLES OF HR POLICY AND 
HUMAN RIGHTS


In order to ensure adherence to our HR principles in 
daily operations, the BMW Group has established a 
multi-level monitoring system. When potential legal 
violations by BMW Group employees are involved, 
assistance is provided by the BMW Group Compli-
ance Organisation. As an additional point of contact 
for human rights issues, each employee has access 
by phone to our Human Rights Contact helpline. To 
prevent human rights abuses in the supply chain, we 
identify risks and take action against any violations 
of our standards  see Chapter 1.4 and  see Chapter 4.1. 
In addition, the office for health and safety and ergo-
nomics is available to provide advice on all aspects of 
health and safety.


GUARANTEEING FAIR PAY AND STRATEGIC FLEXIBILITY


The BMW Group policies for remuneration and addi-
tional benefits apply for all BMW Group companies. 
We pursue a total remuneration approach in which 
salaries as well as our extensive range of benefits are 
considered part of a total package. The main guiding 
principle is fair pay. For every location worldwide, the 
total remuneration package must be above the aver-
age of the respective labour market. Minimum wage 
legislation must be complied with. We ensure that we 
are complying with these objectives by carrying out 
regular, centrally managed remuneration studies.


In order to continue to be successful in the future 
and to be able to secure jobs in the long term, we 
have made it our mission to reconcile sustainability 
management with strategic flexibility. We use a range 
of instruments to ensure flexibility, in order to adapt 
working hours to fluctuations in demand. These 


include standard shift models and modular capacity 
systems, such as defined extensions and reductions 
in shift hours, working through breaks and collective 
breaks. We also ensure flexibility by utilising tempor-
ary work contracts and to a limited extent by using 
the services of temping agencies.


OUR PROGRESS IN THE CORE AREAS


The organisational realignment of the HR division 
also led to a pooling of our talent management. We 
use integrated young talent programmes as well as 
training and further education to ensure that we can 
fulfil our strategic skills requirements worldwide 
 see Chapter 5.2 and  see Chapter 5.4. We have also 


pooled the topics of health promotion and sustain-
able performance  see Chapter 5.3. By restructuring 
the HR organisation based on international hubs, we 
want to make a contribution towards more  cultural 
diversity  see Chapter 5.5. Moreover, we added a new 
BMW company childcare facility to our existing work-
life balance packages, and expanded an existing 
childcare facility  see Chapter 5.6.


FORECAST


In 2014 again, we will continue to work on developing solu-
tions to accommodate the different cultural challenges faced 
in an international context and will expand the global struc-
ture to coordinate strategic HR matters with and within the 
regions. 


You can find information on further planned changes in HR 
management at the BMW Group at the end of each of the 
following sub-chapters.
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ATTRACTIVE EMPLOYER — A skilled workforce increases competitiveness.


5. 2


EMPLOYEES


Attractive  
employer 


We are one of the most attractive employers world-
wide. And we intend to build further on this competi-
tive advantage: through above-average remuneration 
and social benefits, but also by taking feedback from 
our employees seriously and offering them opportun-
ities to develop their individual strengths within the 
BMW Group. In addition, our leading role as a sus-
tainable business significantly strengthens our appeal 
to employees.


Our premium standards are at the heart of every-
thing we do. We develop and offer our customers 
first-class products and services. To do this we need 
the best employees available. We rate amongst the 
most popular employers, which give us a crucial com-
petitive advantage.


But at the same time, we face many challenges. 
Highly skilled workers are becoming increasingly 
scarce. The reasons for this differ from market to 
market. Today, we are already facing a lack of experts 
in some key areas. As an innovative business enter-
prise, it is important that we break new ground and 
develop new technologies. So we need experts in 
areas such as electromobility who are ready to take 


2


this approach. However, for all our focus on perform-
ance, we know from experience that it is only possi-
ble when our employees are able to achieve a good 
work-life balance.


SECURING SKILLS FOR THE FUTURE


We try to set the course at an early stage to ensure 
we have the skill sets we need for the company in the 
long run. Therefore, since 2011 we have been deter-
mining annually the skill sets we need based on the 
corporate and departmental strategies, and we align 
our young talent and further training programmes 
accordingly.


Also highly relevant for human resources planning 
are demographic effects on the structure of the 
workforce. Foreseeable, age-related retirements were 
therefore systematically analysed in 2013, in Ger-
many and internationally. 


In the emerging markets such as China, India and 
Brazil in particular, demand for qualified employees 
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5. 2


EMPLOYEES


is rising steadily. Attractive recruitment programmes 
and market-specific human resources marketing are 
therefore an integral part of our international human 
resources policy. 


STRENGTHENING OUR EMPLOYER BRAND


In 2013, we used all relevant channels to communi-
cate our BMW Group Employer Brand, which was 
revised and updated in 2012, enabling us to raise 
the BMW Group’s external profile as an attractive 
employer. However, we want to capture the core of 
our employer brand even more effectively. In order 
to do this, all processes for recruiting, developing 
and retaining employees are being put to the test in 
the Talent Management initiative. We also conduct 
intern al employee surveys and culture analyses. The 
findings enable us to pursue our employer branding 
in an even more targeted manner worldwide. 


Our collaboration with universities reinforces grad-
uates’ awareness of the BMW Group as a potential 
employer. Here, we were able to gain new interna-
tional partners, such as the Nanyang Technological 
University in Singapore. In addition, we continued to 
expand our HR marketing worldwide, adapting it to 
the specific needs of each market.


The Facebook career page launched in 2010 remains 
among the most visited career portals operated by 
companies in social networks, with an exception-
ally high level of interaction. On a personal level, we 
engage in dialogue that provides deep insights into 
the working world of the BMW Group. 


REWARDING PERFORMANCE WITH ABOVE-AVERAGE 
REMUNERATION


We reward the outstanding performance of our 
employees with above-average remuneration. 
Our remuneration is aligned with the upper third 


ATTRACTIVE EMPLOYER AWARDS IN 2013


–  TRENDENCE GRADUATE BAROMETER GERMANY 
2013:  
Number 2 in business and engineering, number 4 in IT.


–  UNIVERSUM GRADUATE SURVEY 2013:  
Number 2 in business and engineering, number 11 in IT.


–  GLOBAL REPUTATION INSTITUTE 2013 (GLOBAL 
REPTRACK 100):  
1st place (across industries and worldwide).


–  TRENDENCE EUROPE’S TOP 500 EMPLOYERS 2013:  
Number 9 in business, number 5 in engineering.


–  UNIVERSUM WORLD’S MOST ADMIRED EMPLOYERS 
2013:  
Number 14 in business, number 5 in engineering (thus the 
top automotive company and top German company).


–  TRENDENCE PUPIL BAROMETER GERMANY 2013:  
Number 4 (thus the top automotive company).


–  TRENDENCE YOUNG PROFESSIONAL BAROMETER 
GERMANY 2013:  
1st place in the categories business, engineering and IT.


–  UNIVERSUM PROFESSIONAL SURVEY GERMANY 
2013:  
2nd place in business, 1st place in engineering, number 4 
in IT.
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5. 2


EMPLOYEES


of the respective labour market worldwide. The 
BMW Group thus pays considerably above the local 
minimum wage.


In addition to a fixed salary, our employees receive 
a variable share in the company’s profits. Due to the 
positive business development in 2012, employees 
took home a profit share in 2013 that was almost 
as high as the record level of the previous year. In 
Germany, this amount was equivalent to around 2.5 
months’ salary. 


A standardised profit-based component for all of 
our employees forms part of our variable remuner-
ation packages. Calculated on the basis of dividends, 
Group profit after tax and Group return on sales 
after tax, this bonus tracks the profitable, sustain-
able growth of the company. The same calculation 
method for profit sharing is used for all levels in the 
hierarchy, including the Board of Management. This 
approach is currently unique both in the automotive 
industry as well as among the DAX-30 companies.


GUARANTEEING FAIR REMUNERATION


Our remuneration system is gender-neutral. To make 
sure that this is the case all over the world, all our 
companies are interviewed regularly. There were no 
discernible differences between the base salaries of 
women and men for either tariff employees in admin-
istration, IT, development and production or for the 
non-tariff employees. 


Based on a voluntary commitment by BMW AG, 
the compensation received by temporary workers 
employed by the company is oriented on the collec-
tive agreements applicable to our core employees, i.e. 
primarily the collective agreements in the automotive 


industry and not the collective agreements in the 
temporary work sector. This ensures that compen-
sation for core employees and temporary workers is 
largely the same.


OFFERING EXTENSIVE SOCIAL BENEFITS


Apart from the fixed and variable salary components, 
the BMW Group also offers its employees a wide 
range of social benefits, such as a company pension. 


The employees at our international sites are simi-
larly offered numerous social benefits geared toward 
supplementing the social services available in their 
country. In 2012, for example, a programme of bene-
fits for our employees in China made far-reaching 
improvements in their accident and health insurance 
as well as insurance for surviving dependants. These 
are areas where the government offers only the bare 
minimum of coverage. Employees at our subsidiary 
in India, where the health insurance network is still 
being developed, can benefit from our offer to obtain 
insurance coverage not just for themselves, but also 
for their families and a parent.


OFFERING PENSION PROGRAMMES TO OUR EMPLOYEES


The BMW Group supports its employees in Ger-
many and internationally with attractive pension 
programmes to secure their standard of living when 
they reach retirement. For example, we are currently 
setting up a company pension for our employees at 
a new plant in Brazil. And in the UK and the USA, 
employees can opt for a comprehensive company 
pension package. Additional comprehensive health 
insurance is available to our employees in the USA.
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5. 2


EMPLOYEES


Employees in Germany also receive a  company- 
funded pension and can set aside additional retire-
ment provisions through a deferred compensation 
programme. All of these systems also include sur-
vivors’ benefits in case of death of the employee, 
as well as benefits in case of a reduction in earning 
capacity.


In Germany, the BMW Group offers members 
of management (approx. 2% of the workforce) a 
defined-contribution pension commitment, i.e. 
BMW deposits a specific monthly sum in a pension 
account. The money is invested in the capital mar-
ket and generates an attractive return throughout its 
entire period. When employees retire, the accumu-
lated funds become available to them.


In Germany, we pay all other employees a fixed pen-
sion depending on their years of service and their 
category. In addition, employees can make voluntary 
pension contributions through a salary conversion 
scheme. Approximately 20% of employees participate 
in the voluntary, employee-funded pension models. 
The BMW Group guarantees its payment obligations. 
Already existing obligations are deposited with sepa-
rately managed capital and secured by an independ-
ent legal entity (BMW Trust e.V.). 


The present value of additional employee pension 
entitlements acquired due to longer tenure or pro-
motion is calculated using an actuarial method and 
also paid annually into the BMW Trust e.V. As the 
assumed interest rate and return on investment are 
strongly dependent on external factors, the liquidity 
ratio of the pension obligations can fluctuate.


At the end of 2013, pension obligations in Germany 
amounted to around €7.4 billion, while pension 


assets amounted to approximately €6.7 billion. In 
recent years, the BMW Group has externalised pen-
sion obligations, thus making an essential contri-
bution towards securing its pension commitments. 
Targeted asset-liability management minimises any 
risks due to fluctuations on the capital markets and 
changing evaluation parameters for the pension obli-
gations. Due to the method of calculating the obliga-
tions and assets on the balance sheet, with different 
parameters as at the due date, temporary fluctuations 
in the liquidity ratio are possible.


In principle, all benefits are also available to part-time 
and temporary employees. The full payment of some 
of the benefits, such as profit-sharing and pension 
commitments, is, however, tied to a minimum period 
of employment with the company.


ENABLING FLEXIBILITY AND CO-DETERMINATION


Long-term job security is one of the priorities of our 
human resources policy. Our company agreements 
on BMW working time accounts and strategic flexi-
bility, which enable us to deal with fluctuations in 
demand, help us to achieve this goal. The flexibility 
requirements apply to all BMW Group locations.


The BMW working time accounts make the relation 
between working time and remuneration more flex-
ible. This enables us to adapt working time to the 
respective project and order situation without chang-
ing employees’ pay.


The timely and comprehensive involvement of 
employee representatives, in particular in the case 
of major operational changes, is ensured in the 
BMW Group in a variety of ways and is an integral 
part of our corporate culture.
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5. 2


EMPLOYEES


In accordance with the German law on co-determin-
ation, BMW AG has a Supervisory Board with equal 
representation of all parties, including external rep-
resentatives of the competent trade union as well as 
company representatives from the works councils 
formed at the BMW AG company locations.


At the German BMW AG locations and the subsid-
iaries within Germany, works councils are formed 
according to the German Works Constitution Act. 
The works councils of BMW AG also delegate repre-
sentatives to the Group Works Council of BMW AG.


For the European locations of the BMW Group, there 
is a European Works Council composed of employee 
representatives from the European production sites 
of the BMW Group.


Employee representation at the international 
BMW Group locations follows the respective national 
regulations, with employee representation most 
recently having been established in India (Chennai 
plant) and at the sales and financial services com-
panies in China. 


Cooperation with international employee representa-
tives is steered by Labour Relationship Management.


RETAINING SATISFIED EMPLOYEES


At 3.5%, the attrition rate was slightly lower in 2013 
than in 2012. Retirement continues to be the primary 
reason for attrition. The actual attrition rate is very 
low, demonstrating the effectiveness of the proven 
programmes and measures of the BMW Group 
geared toward positioning the company as an attrac-
tive employer  see Figure 22.


OFFERING THE OPPORTUNITY TO GIVE FEEDBACK


Employee surveys (e.g. on satisfaction, health or 
customer focus) and other feedback systems are key 
management tools at BMW.


A Group-wide employee survey is conducted every 
two years. In 2013, the survey was conducted on 
the basis of a representative sample. 89% of those 
surveyed were, on the whole, satisfied with the 
BMW Group. Very positive ratings were also given 


F.22 Employee attrition rate BMW AG1


as a % of the workforce


6        


5        


4        


3        


2        


1        


       


   09   10   11   12   13  


 


 4.592 2.74 2.16 3.87 3.47  


1 Number of employees on unlimited employment contracts leaving the company.
2 Increase due to voluntary termination agreements during the global financial crisis 2008/2009.
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5. 2


EMPLOYEES


to attractiveness as an employer (91%), social benefits 
(85%) and job security (87%)  see Figure 23. 


We complement the employee survey with IT-sup-
ported feedback systems for managers: Feedback for 
Managers (outside Germany) and 360+ Feedback 
(in Germany; global roll-out is currently starting). 
With the aid of these tools, managers can compare 
the feedback provided by their staff, colleagues and 
super iors with their self-assessment. Careful evalua-
tion of the results as well as practical recommenda-
tions for the subsequent processes make feedback the 
starting point from which individual leadership per-
formance and team development can be improved.


New employees participate in an onboarding pro-
gramme when they join the company. The aim is 
to familiarise them with the company from the out-
set. Later they can emphasise their own personal 
development in the annual performance assessment 
process. 


The thoroughness of our feedback systems becomes 
apparent in the fact that we also regularly survey the 


F.23 Group-wide employee survey 2013
in %


Overall satisfaction   89  


0  100  


Attractiveness as an employer   91  


0  100  


Social benefits   85  


0  100  


Job security   87  


0  100  


participants of our young talent programmes as well 
as students on internships with the BMW Group. 
These surveys enable us to obtain a realistic pic-
ture from young people of how they perceive the 
BMW Group, and we can derive any necessary meas-
ures from this. 


DERIVING MEASURES FROM FEEDBACK


In addition to the many positive results, the results 
of the surveys also show us where we need to take 
action, especially with regard to processes and struc-
tures as well as customer focus. For instance, we can 
improve how we define responsibilities. The aim is 
to place even more focus on the requirements and 
desires of our customers in our day-to-day activities. 


FORECAST


Based on the Talent Management initiative launched in 
2012, we are gradually aligning HR processes to employee 
development. In connection with this, HR processes and the 
required IT system support are being professionalised. When 
designing these processes and system support, we focus on 
integrating employees to the greatest extent possible and 
increasing transparency in recruiting, succession manage-
ment and potential assessment processes. 
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5. 3


EMPLOYEES


Occupational health 
and safety 


We promote and support our employees’ health to 
secure and reinforce our performance as a company. 
Integrated health management, working systems 
to suit an ageing workforce and a high degree of 
job security help us to achieve this. We also offer 
extensive prevention, rehabilitation and exercise 
programmes.


Demographics pose a particular challenge when 
it comes to occupational health and safety as the 
BMW Group’s workforce is also ageing. In Germany, 
we have responded to this challenge, both on the pro-
duction line and in administration, by implementing 
our Today for Tomorrow demographics programme. 
We are currently working to extend this programme 
to additional locations and corporate divisions, both 
in Germany and at our international locations.


The company is also facing additional challenges 
with regard to occupational health and safety and 
how to deal with new technologies. We have just 
founded a new centre of competence to respond to 
this challenge worldwide. A range of country-specific 
occupational health and safety as well as ergonomics 
legislation also require a higher degree of intercultural 


3


collaboration. We were able to enhance intercultural 
collaboration in 2013 with the introduction of Pow-
erWheel, an international networking platform on 
occupational health and safety.


OCCUPATIONAL HEALTH AND SAFETY AND ERGONOMIC 
WORKSTATION DESIGN


In Germany, special committees on occupational 
health and safety and ergonomics are in place at 
every plant. These committees convene once every 
quarter to consult on the topics of occupational 
health and safety as well as accident prevention. 
Each committee consists of employer representatives, 
experts in occupational health and safety as well 
as environmental protection, company physicians, 
safety officers, works council representatives and 
additional experts in the field. Occupational health 
and safety committees are also in place at all inter-
national locations. They are structured in various dif-
ferent ways, also with union participation, and pass 
among other things union agreements that often go 
well beyond the statutory requirements. 


Based on the globally applicable standards of the 
BMW Group, each plant creates an individual con-
cept that takes account of country-specific regu-
lations. For instance, in the USA, individual and 
requirement-specific training courses are offered on 
accident prevention for employees and managers. 
Based on this, through to 2015, BMW’s plant in Spar-
tanburg intends to continue to build on its leading 
role in the area of occupational health and safety 
among the carmakers of North America. 


At present, OHRIS and OHSAS-certified occupa-
tional health and safety management systems are 
in place at 19 of our 28 production plants; the other 


120SUSTAINABLE VALUE REPORT 2013  — OCCUPATIONAL HEALTH AND SAFETY 


Previous 
chapter


Next 
chapter


Contents 
page


Home


5.1     Our management approach


5.2    Attractive employer


5.3    Occupational health 
and safety


5.4    Training and further 
education


5.5    Diversity and inclusion


5.6    Work-life balance







5. 3


EMPLOYEES


facilities work with systems that meet national stand-
ards. Further certification is planned for plants in 
the UK in 2014 and 2015. BMW AG dealerships 
were also OHSAS 18001-certified in 2013 as part of 
a matrix certification.


MINIMIZING RISKS OF WORKPLACE ACCIDENTS


There have been no fatal accidents at the 
BMW Group for the last eight years. All accidents at 
BMW AG are captured and reported using the ISIS 
Safety computer system. Accident frequency rates 
were redefined in 2012. The system no longer bases 
its calculations on reportable occupational accidents 
causing more than three days of absence from work 
(in accordance with the German Social Code VII), 
but on all occupational accidents with absence from 
work. 


The accident frequency rate at BMW AG (not includ-
ing dealerships) was 5.3 per million hours worked in 
2013; the rate at the BMW Group was 4.8. We aim 
to reduce the long-term accident frequency rate at 
BMW Group worldwide to 5.0 accidents per one mil-
lion hours worked by 2020. 


Managers and safety officers cooperate closely to 
implement measures. Two examples of outstanding 
initiatives in the reporting period were Null Unfälle 
(zero accidents) at the Munich plant and 5STOP at 
the Steyr location. In the same period we also devel-
oped a safety standard for large-scale construction 
sites that goes far beyond what is required by law 
 see Figure 24. 


SAFETY FIRST WITH FUTURE TECHNOLOGIES


As electric drive systems become firmly established 
in automotive production and maintenance, ques-
tions as to how to safely handle high-voltage tech-
nologies are gaining importance. The BMW Group 
has developed a training programme on how to deal 
safely with high-voltage systems in vehicles. 


We also worked with other German carmakers to 
draw up and implement a safety concept for the veri-
fication of lithium-ion batteries in drive systems. 


SUPPORTING AN AGEING WORKFORCE


With our Today for Tomorrow project, we are gradu-
ally adapting our production lines to suit our ageing 
workforce. We started in 2007 by launching a pilot 
project at a segment of our production line in the 


F.24 Accident frequency rate at BMW AG
per one million hours worked
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   09   10   11   12   13  


 


 3.11 3.61 7.12 5.82 4.82  


1  Occupational accidents with more than three days of absence from work (calendar days) per 
one million hours worked.


2  Occupational accidents with at least one day of absence from work per one million hours 
worked (data covers around 85% of BMW Group employees due to system constraints).
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EMPLOYEES


Dingolfing plant to map the expected age structure in 
2017. The average age at this segment was around 47; 
in the plant as a whole, it is currently around 43. The 
production processes and working conditions were 
adapted by introducing a number of ergonomic meas-
ures, employee rotation designed to balance out 
physical strain as well as age- and health-related 
measures. This culminated in the automotive indus-
try’s first component production system worldwide 
that is specially designed to meet the needs of older 
workers. The result: an area with an older age struc-
ture can function just as efficiently as comparable 
areas with much younger employees. The knowledge 
gained from this project is now being implemented 
across other German and international BMW Group 
locations (e.g. in South Africa and USA).


Over 15,000 employees at the German-speaking 
BMW Group locations now benefit from Today for 
Tomorrow.


ERGONOMICS IN THE PRODUCT DEVELOPMENT 
 PROCESS


By setting targets for ergonomic production processes, we 
create age-appropriate working conditions on the production 
line, starting in the vehicle development phase. We continu-
ously monitor workstations in the production processes for 
potential to further optimise ergonomics. The integration of 
measures such as job rotation and workplace physiotherapy 
are integral parts of our production philosophy.


Along the same lines of the programme Today for 
Tomorrow on the production line, we developed an 
additional concept we call Today for Tomorrow in 
the office world. This concept has so far been imple-
mented with some 2,000 employees in around 100 
departments.


HEALTHY LIVING AND WORKING


The health management department at the 
BMW Group has developed the Health Initiative, 
an integrated company approach. It builds up 
 know ledge, determines health conditions, derives 
and develops targeted measures and evaluates all 
activities. New measures are developed and existing 
ones modified based on the results of the evaluation. 


The main steering committee on health sets strate-
gic objectives and decides the basic direction health 
management should take. The various measures are 
managed by strategic and work groups. The company 
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EMPLOYEES


agreements on presence management and integra-
tion management focus on promoting health and 
thus decreasing illness-induced absenteeism within 
the company.


PROMOTING PREVENTIVE MEASURES


Prevention is a core element in our health man-
agement. Every employee at our German locations 
is entitled to use our company-owned PROAKTIV 
Centres and join the low-cost fitness and health 
programmes as well as other training courses on offer 
at these facilities. Our Treppe statt Aufzug (Take the 
Stairs!) campaign at our Munich location uses amus-
ing slogans to encourage employees to climb the 
stairs instead of using the lift. And our ProBike pro-
ject allows employees in the north of Munich to cycle 
from one meeting to the next.


In 2013, we placed particular focus on the topic of 
bowel cancer prevention. A physical health campaign 
that ran for several weeks, Aktionswochen der Psy-
chischen Gesundheit, also offered talks, seminars 
and workshops on topics such as relaxation tech-
niques and stress management. 


PROVIDING HEALTH CHECK-UPS


Health services play an important role at all our 
international locations. Our Associate Family Health 
 Center at our Spartanburg plant in South Carolina 
(USA) now provides low-cost employee health-care 
close to the workplace. Its services are available both 
to employees of the BMW Group as well as direct 
family members and retired BMW staff. A total of 
$5 million were invested in the centre. 


In the UK, we began to offer our employees annual 
health check-ups at the various locations (Oxford, 
Swindon, Hams Hall, Bracknell, Hook and Good-
wood) in 2011. Similar to Checkup35+, which is 
offered by the statutory health insurers in Germany, 
a physical check-up is administered and the patient’s 
vital parameters monitored. 


Employees on deployment to other countries and 
their families receive health advice, check-ups and all 
other necessary preventive care. 


SUPPORTING REHABILITATION, INTEGRATING PEOPLE 
WITH DISABILITIES


The BMW Group supports employees who want to go 
to rehab after a long period of illness, both through 
its reintegration management programme and its 
Netzwerk Reha rehabilitation programme. In 2006, 
Netzwerk Reha set up a partnership between the 
health management programme of the BMW Group 
and the company’s health insurer BMW Group BKK 
on the one hand, and the German pension insurance 
as well as eight rehabilitation clinics on the other. 


At our plants, we make every effort to secure the 
workplaces of employees with debilitating health 
issues in the long term. All social partners work 
together to ensure that employees who are no  longer 
able to carry out the work they once did as well as 
severely disabled employees are provided with ade-
quate working conditions. Company agreements and 
standardised processes form the basis for this. As 
a result, we were able to significantly decrease the 
number of inadequately designed workplaces in spite 
of the growing number of employees who are not 
able to do the work they once did due to disability.
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5. 3


EMPLOYEES


TRAINING COURSES


How our managers behave influences the health 
of our employees as well as their satisfaction at 
work. Raising awareness for health-oriented man-
agement styles is therefore an integral part of the 
BMW Group’s manager training courses and the fur-
ther training of our employees. For instance, as part 
of the BMW Group’s Health Initiative, we developed 
compulsory five-day health and leadership seminars 
that raise managers’ awareness of the impact they 
have on the health of their employees.


The BMW Group Academy also expanded its courses 
on health training. For example, it now offers semi-
nars for shift workers on stress and time management 
as well as time-zone management for employees 
working abroad.


There is also a comprehensive compulsory pro-
gramme on target-group-oriented training in the area 
of occupational health and safety. For instance, last 
year, we developed a hybrid training concept on the 
safe use of hybrid technology as well as a new sem-
inar on ergonomics. Since mid-2012, BMW Motorrad 
has systematically expanded the area of driver train-
ing for all BMW Group employees who drive motor-
cycles as part of their jobs. 


FORECAST


Currently, due to system restrictions, 80% of the 
BMW Group’s workforce is included in accident frequency 
rate calculations. In 2014, they will include an increasing 
share of the workforce (e.g. dealerships and CKD plants). 
Preparations will be made in the Development Division for 
occupational health and safety certification. Our Today for 
Tomorrow project will continue to be implemented to adapt 
additional areas of the company for our ageing workforce. 


CORPORATE HEALTH MANAGEMENT — Health campaign in 2013.
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EMPLOYEES


Training and further 
education 


In the face of new technological advances in the auto-
motive industry as well as wide-ranging changes on 
the labour market, the education and further train-
ing of our employees is becoming more and more 
important. Our further training courses aim to cover 
our requirements in this area by promoting the indi-
vidual strengths of our trainees, skilled workers and 
managers.


In the coming years, there will be a significant 
increase in the demand for well-trained skilled work-
ers. This is particularly true in areas such as drive 
electrification, the use of hydrogen technology and 
fuel cells. To continue meeting these requirements 
going forward, we want to identify and attract talent 
to our company at an early stage. One way of doing 
this is to provide comprehensive support for their 
training and further education. In addition, we offer 
employees a large number of development and certi-
fication programmes. This promotes the concept of 
life-long learning within the BMW Group.


We want to enable our employees to make full use  
of their personal and social strengths. To do this, we 
try to make sure that we recruit candidates whose  


4


personal interests and abilities are in line with the 
specific requirements and development opportunities 
of the position within the company.


In addition, we support staff members who want to 
develop their skills. With the aid of an IT-based tool, 
we also work with educational needs analyses. These 
allow us to draw comparisons between operational 
skills requirements (planned) and existing skills 
(actual).


We base the further training and education of our 
employees and managers on a leadership principle 
that focuses on people’s strengths. All managers 
take part in management training programmes so 
that they can learn to identify and foster their own 
strengths and those of their staff. Team workshops 
also give managers the opportunity to work on devel-
oping strength-focused collaboration and task distri-
bution in their teams.
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5. 4


EMPLOYEES


BMW Group employees can gain state-of-the art 
expertise by taking part in funded study courses 
outside working hours. We are expanding the range 
of study courses we offer and are continuously adapt-
ing them to the requirements of the company, for 
 example by offering courses in lightweight construc-
tion, composite materials and hydrogen/fuel cells.


ATTRACTING AND FOSTERING TALENT


We invest in attracting and training talent on an 
ongoing basis. This enables us to secure our human 
resources requirements in a volatile environment. 
The BMW Group’s global package of measures 
ranges from vocational training to young talent pro-
grammes for student target groups to high-potential 
programmes for future managers. 


The young talent programmes are based on a global 
philosophy that participants are provided with both 
financial support as well as focused training in their 
areas of expertise as well as in other areas. They can 
also gain additional experience through practical 
work periods. To enable future employees to meet the 
increasing challenges faced in the multinational con-
text, periods abroad are either obligatory or optional 
parts of all programmes. 


At the end of 2013, around 240 young potentials 
were taking part in the ongoing, practice-oriented 
bachelor’s and master’s programmes funded by the 
company in Germany. Around 220 doctoral candi-
dates are currently studying for their PhDs with the 
BMW Group. Their research and innovative spirit 
supports departments in all areas of the company. In 
addition, a large number of PhD students working 
in cooperation with BMW at various universities are 
involved in BMW Group projects. 


IMPLEMENTING YOUNG TALENT PROGRAMMES 
WORLDWIDE


Special additional training programmes for high- 
potential trainees round off our young talent port-
folio. We aim to retain our young talent within the 
BMW Group as far as possible. The BMW Group has 
attractive programmes designed to recruit our future 
managers at international level. The focus here is on 
the Group Graduate Programme which is designed 
to meet requirements in Germany and the Manage-
ment Associates Programme for our international 
locations.


MOTIVATING NEW RECRUITS FROM THE OUTSET


In Germany, our Drive onboarding programme 
established in 2012 is a standardised induction pro-
gramme for all new employees in administration, IT, 
etc. The aim is both to give employees relevant exper-
tise and to help them develop an emotional connec-
tion to the BMW Group. 


Strategic university partnerships help us to attract tal-
ent to the BMW Group worldwide. The BMW Group 
has established strategic partnerships and collabor-
ations with institutions such as Technische Universi-
tät München, Karlsruhe Institute of Technology (KIT), 
University of St. Gallen, Georgia Institute of Technol-
ogy, Clemson University, Massachusetts Institute of 
Technology, Nanyang Technological University and 
Tsinghua University. We will continue to expand our 
collaboration with these universities in the coming 
years.
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EMPLOYEES


SYSTEMATICALLY PROMOTING APPRENTICES 
STRENGTHS


The new TaLEnt training concept was introduced at 
all German locations at the beginning of the 2012 
training year. 


TaLEnt stands for Talentorientiertes Lernen und 
Entwickeln (talent-oriented learning and develop-
ment). The concept focuses not only on good-quality 
academic training – the personality of each individual 
is also taken into account. Seminars fostering young 
people’s strengths promote awareness among all 


PIONEERING ROLE IN VOCATIONAL EDUCATION


The BMW Group is a pioneer in focused education and 
further training. In 2013, the BMW Group had the best voca-
tional trainees in the occupations of vehicle interior trimmer, 
painter and technical model designer. Among other things, 
the model designers received the best marks in the state 
from the Oberbayern and Munich chamber of industry and 
commerce.
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5. 4


EMPLOYEES


trainees of what they are capable of, and enable the 
trainers to identify talents and strengths more effect-
ively. This allows us to align personal capabilities very 
closely with the needs of the company. 


DUAL VOCATIONAL TRAINING SYSTEM ROLLED OUT 
WORLDWIDE


We believe in the dual vocational training system. 
For this reason, we have set up vocational training 
according to the German dual system at various 
international locations. For example, at our Spartan-
burg location in South Carolina (USA) the third year 
of the dual vocational training system started success-
fully in 2013, while students began their second year 
in Shenyang (China). 


Another example of this was the launch of a train-
ing workshop in Oxford in 2012. Prime Minister 
Cameron took a tour of this new training location 
in autumn 2013 and described it as a “shining 
 example”. In addition to the already existing loca-
tions, we plan to launch training courses according 
to the dual system in Brazil and India in 2015. 


We have also adapted our vocational education sys-
tem to integrate company-relevant special qualifica-
tions such as the Hybrid programme. This goes above 
and beyond the specifications laid down in the Ger-
man vocational training regulations.


In 2013, we had 1,363 apprentices worldwide, 1,200 
of whom were in Germany. We are training 4,445 
young people worldwide in vocational and young tal-
ent programmes, 3,765 of whom are in Germany. 


Our capital expenditure on education and further 
training amounted to €288 million. On average, our 


employees participated in 3.5 days of further training 
in 2013  see Figure 25. 


TRAINING MANAGERS


Our vision of corporate leadership is mainly based on 
the three pillars Managing Business, Leading People 
and Leading Yourself. We communicate this lead-
ership philosophy to our managers early on in their 
careers. Our experienced managers also regularly par-
ticipate in measures to further develop and reinforce 
our understanding of what leadership should be.


LEARNING TO OPTIMISE THE EFFECTIVENESS OF 
LEADERSHIP


A Corporate Leadership programme has been in 
place since 2010, with clear messages on leadership 
within the BMW Group. In various settings, new 
and experienced leaders at all levels regularly discuss 
leadership topics. In 2013, we extended and updated 
the Corporate Leadership Programme to include 


F.25 Average days of further training per BMW Group employee1
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3.5        
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   09   10   11   12   13  


 


 1.6 2.6 3.6 3.7 3.5  


1  Data retrieved by direct capture of the number of participants as well as a small share by 
qualified extrapolation. 
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5. 4


EMPLOYEES


current corporate strategy requirements as well as 
HR development (second cycle). Our aim here is to 
encourage all managers to continuously examine 
their leadership approaches in order to achieve long-
term results, and to increase the effectiveness of their 
leadership.


WORKING TOGETHER TO EXCHANGE AND CONSOLIDATE 
LEADERSHIP SKILLS


We continuously develop our vision of Corporate 
Leadership and establish the concept with our man-
agers. We achieve this by fostering continuous dia-
logue between BMW Group managers. To do this, we 
set up two innovative dialogue platforms where man-
agers can discuss the BMW Group’s requirements 
with regard to leadership skills. 


PROMOTING INTERNATIONAL EXCHANGE


We promote exchange between employees from 
our different locations. This results in a more inter-
national workforce and makes us a more attractive 
employer.


In 2013, the BMW Group implemented a number of 
other training measures as part of the international-
isation process. This included an international sum-
mer school, various training courses on intercultural 
competence and vehicle development training for 
Chinese employees. 


RAISING AWARENESS OF SUSTAINABILITY AND HUMAN 
RIGHTS


The BMW Group strives for sustainability in its busi-
ness, environmental and social activities. We there-
fore raise employee awareness at an early stage by 


offering training courses and introductory events on 
these topics. With this in mind, we have developed 
an interactive Web-based training (WBT), which was 
rolled out worldwide in 2013. 


And we have installed the corporate initiative 
Wertschöpfungsorientiertes Produktionssystem 
(WPS – value-creating production system), which 
among other things aims to save resources and 
improve efficiency. 


FORECAST


In 2014, the first participants will be invited to take part in 
the international young talent programmes for students – 
one of our target groups. We plan to increase the number of 
participants step by step by 2016. In the area of manager 
training, we will be providing new training formats on health 
and safety in 2014. Other focus areas in internal further 
training are the planned expansion of training courses on the 
topics of quality, new technologies, electrics, electronics 
and health.
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5. 5


EMPLOYEES


Diversity and inclusion  


In all their diversity, each and every one of our 
employees is accorded equal levels of appreciation, 
respect and opportunity. We have also established 
specific objectives to make our workforce even more 
diverse. We believe that this further enhances our 
competitiveness.


Today’s society is characterised by a level of diver-
sity that is leading to considerable shifts in popula-
tion structures and lifestyle choices. This is mainly 
induced by globalisation, demographic trends and 
changing values. In this situation, a multicultural 
workforce, an appropriate gender balance and a good 
mix of ages are essential.


Diversity and inclusion is a fundamental element in 
our HR strategy. Changes, including clearly defined 
indicators, are regularly reported to the Board of 
Management and the Supervisory Board of the 
BMW Group. 


5


To further promote diversity among our workforce, 
the Board of Management passed a targeted diver-
sity concept in November 2010. This defined three 
dimensions of diversity that apply across the com-
pany, with due consideration for local conditions:


– Cultural background
– Age/experience
– Gender


In 2011, the Board of Management and the Super-
visory Board approved target ranges for increasing 
the share of women in our workforce. Our vision is 
for women to make up 15–17% of our workforce by 
2020, both in the general workforce and in manage-
ment positions within the BMW Group, in Germany 
and worldwide.


The BMW Group also strives for diversity in the 
supply chain. This is why we organised a Supplier 
Diversity Conference in Spartanburg, South Carolina 
(USA) also in 2013. At this Matchmaker Conference, 
companies owned by women and by members of 
minority groups were given the opportunity to intro-
duce themselves to the BMW Group and our sup-
pliers as potential business partners  see Chapter 4. 


Managers have had the opportunity since August 
2013 to participate in a dialogue-based training 
course reflecting on various dimensions of diversity. 
They identify opportunities to foster diversity and 
inclusion and to improve their effectiveness. Eighteen 
management circles, with around 140 German and 
international managers, took place in the course in 
2013. 
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EMPLOYEES


PROMOTING OUR INNOVATIVE STRENGTH THROUGH 
DIVERSITY AND INCLUSION


As a company that is currently involved in over 150 
countries, we see diversity among our workforce as 
an opportunity. In Munich alone, we currently have 
employees from over 90 countries working together 
very successfully. The systematic use of different but 
complementary talents enhances the company’s per-
formance and innovative strength. 


The diversity of our employees helps us to under-
stand the specific needs of our customers worldwide, 
enabling us to provide the best possible service for 
our existing markets and to tap into new ones. In 
addition, we address a broad target group in order to 
ensure we can recruit highly qualified skilled workers. 


The decisive factor is the quality of an applicant. To 
ensure that we are attractive for all highly qualified 
applicants and that all employees can develop to their 
full potential, we create a corporate culture character-
ised by mutual respect and appreciation. 


PREVENTING DISCRIMINATION


At all of our locations, we seek to prevent discrimin-
ation on the grounds of gender, origin, age, disabil-
ity, religion or sexual orientation. The BMW Group 
SpeakUP Line offers all employees worldwide the 
possibility to anonymously and confidentially log 
complaints of breaches of this principle. Employees 
can also address their queries to their own man-
agers, the relevant offices of the BMW Group, the 
HR department, the works council or the Diver-
sity and inclusion office. Questions can also be 
addressed to the legal, Group auditing and Group 
security departments. The BMW Group Compliance 
Contact is a further point of contact employees and 
people from outside the company can come to with 
compliance-relevant queries. Our employees can 
also avail themselves of the Human Rights Contact 
helpline, which facilitates queries and complaints 
about human rights. Should cases be reported, they 
are dealt with by a cross-divisional ad hoc team that 
includes a representative of the works council.


PROMOTING FEMALE EMPLOYEES AND MANAGERS


The BMW Group’s Diversity Concept aims to bring 
the share of women in management positions into 
line with the overall employee structure. This also 
means that we are complying with the recommenda-
tions of the German Corporate Governance Code. In 


IMPLEMENTING THE DIVERSITY CHARTER


We signed the Diversity Charter in 2011. This initiative is 
intended to promote the recognition, appreciation and inclu-
sion of diversity as part of the corporate culture in Germany. 
The organisations that have committed to the Charter aim to 
create a working environment that is free from prejudice.


We also joined the association Charta der Vielfalt e.V. (Diver-
sity Charter) in 2012. This enables us to finance numerous 
projects throughout Germany that encourage increased 
diversity and tolerance. One example is the project Jugend 
denkt Vielfalt in NRW (Young people think “diversity” in 
North Rhine-Westphalia). Here, innovation games and youth 
forums are used to encourage dialogue with young people 
on the subject of diversity and show them what diversity and 
inclusion mean for the economy.
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5. 5


EMPLOYEES


F.26 Share of female employees in total workforce of  
BMW AG/BMW Group
in %


18        


17        


16        


15        


14        


13        


12        


       


   09   10   11   12   13  


 
 BMW AG 13.1 13.2 13.5 14.2 14.5  
 BMW Group 15.2 16.1 16.81 17.4  


1 Figures for 2012 adjusted due to data cleansing.


2011, together with the other DAX-30 companies, we 
made a commitment to increase the share of females 
in management positions.  For more information see the 
Status report.


In 2013, the total share of female employees in 
the BMW Group workforce was 17.4% (BMW AG: 
14.5%)  see Figure 26. The number of female man-
agers increased from 12.7% in 2012 to 13.8% in 2013 
(BMW AG: from 10.0% in 2012 to 10.9% in 2013). 
20% of our Supervisory Board members are currently 
women (previous year: 20%). In July 2012, one female 
joined the BMW Board of Management (12.5%) 
 see Figure 27. These positive changes show that our 


measures are having an effect.


PROVIDING SUPPORT THROUGH COACHING AND 
MENTORING


Both male and female employees participate in a 
100-day Business Coaching Programme to acquire the 
skills they need to move up in the organisation. The 
programme teaches them how to be successful man-
agers. Since the programme was launched in 2012, a 
total of 366 employees from ten countries have taken 
part, of whom just under half (46%) were women. The 
training courses took place in Germany, Korea (with 
participants from Korea, Malaysia and Singapore) and 
China (with participants from China and Singapore).


Female employees have also initiated a network called 
Female Managers in Dialogue. This network now has 
150 members. In 2009, a complementary network 
was set up for female staff on collective agreements. 
In 2012, a further network was established for part-
time employees of both sexes. 


We are also involved in the Cross-Mentoring Pro-
gramme run by the city of Munich. The purpose of 
cross-mentoring is to encourage young female man-
agers by providing individual support from a mentor 
of either sex. Mentees are accompanied for a year by 


F.27 Share of female employees in management positions at  
BMW AG/BMW GROUP
in %


  11  12  13  


 


Supervisory
Board  15.0  20.0  20.0  


Board of
Management  0.0  12.5  12.5  


Non-tariff employees


BMW AG  9.1  10.0  10.9  


BMW Group  11.8  12.71  13.8  


1 Figures for 2012 adjusted due to data cleansing.
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GETTING MORE WOMEN INTO TECHNICAL OCCUPTATIONS — BMW Group Girls for engineering-camp.


5. 5


EMPLOYEES


a mentor from another company. Over 30 women 
have participated in this programme since 2002.


GETTING WOMEN INTERESTED IN TECHNICAL 
OCCUPATIONS


To attract more female employees in the long term, 
we are encouraging an interest in the technical pro-
fessions among women from a young age. At the 
annual Mädchen für Technik Camp (Girls for Tech-
nology Camp), girls are given a two-week practical 
insight into the technical professions as part of the 
BMW vocational training programme in Munich. 
Many BMW locations in Germany are also involved 
in our annual Girls’ Day.


We are encouraging an interest in the technical pro-
fessions among young people while they are still at 
school. One example is the BMW Junior Campus, 
which over 16,000 girls and boys aged five to 13 
attended in Munich in 2013. In addition, over 14,000 
children have taken part in the workshops offered by 
the Junior Campus Berlin since its launch in 2011.


We place a special emphasis on women in both 
our academic young talent programmes and our 
vocational training programmes. The proportion of 
women in the BMW Group’s management trainee 
programmes grew to over 30% during the reporting 
period (Group Graduate programme: 37.5%, Man-
agement Associates programme: 35.2%). This creates 
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INCREASING DIVERSITY — Intercultural workforce for an intercultural company.


5. 5


EMPLOYEES


the basis for a more feminine, culturally sensitive and 
well-networked leadership in the future.


With innovative recruiting programmes specially 
designed for women in the technical professions, we 
were able to attract female graduates, young profes-
sionals and managers to the company in 2013. 


ENHANCING CULTURAL DIVERSITY


We enhance cultural diversity by focusing on recruit-
ing new employees at our locations in the growth 
markets and by recruiting employees from other 
countries to work in Germany. To enhance cooper-
ation, we also promote employee exchanges between 
BMW companies worldwide. 


As an international company with an intercultural 
workforce, we focus on recruiting managers with 
international experience and will also increase the 
share of non-German top managers in the long run. 
The international character of the Board of Man-
agement and Supervisory Board of BMW AG also 
reflects the internationality of the company.


TAKING ACCOUNT OF AGE DIVERSITY


When setting up new locations or divisions we recruit 
people from a range of ages. For example, at our new 
BMW location in Brazil we are recruiting a mixed-age 
workforce from the very beginning. This will allow us 
to avoid age structure issues and to focus on tapping 
into the specific strengths of different age groups. 


As our workforce ages, we are creating conditions 
worldwide in which young employees can remain 
healthy as they grow older and in which older 
employees can contribute their particular strengths. 
To achieve this, we successfully launched the Today 
for Tomorrow programme, implemented it interna-
tionally and also successfully introduced the health 
management cycle as a pilot project  see Chapter 5.3. 


The number of years each employee works for the 
BMW Group is increasing. This is due to earlier entry 
into the company and later exit due to rising retire-
ment ages, for example. To make sure that employ-
ees of different ages and in different life phases can 
contribute their particular strengths to the full, we 
introduced extensive programmes for flexible and 
mobile working  see Chapter 5.6. To complement this, 
we raise the awareness among managers of the chal-
lenges posed by mixed-age teams.
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5. 5


EMPLOYEES


PROMOTING AND UTILISING IDEAS


For over 70 years, our Ideas Management system has 
enabled employees to have a direct influence on the 
development of the company. In 2013 alone, sug-
gested improvements in Germany and at our inter-
national plants combined led to savings of around 
€38.8 million. The company paid out €3.7 million to 
employees for their ideas.


The ideas management system CRE8 replaced the 
imotion programme at the end of 2012. CRE8 com-
prises a user-friendly IT system, simplified and 
transparent processes and attractive prizes of up to 
€120,000. 


We modified CRE8 in 2013 by adding new func-
tionalities to the system. For instance, employees in 
Germany can invest their prize money in pension 
funds by transforming it into private pension capital. 
In addition, we introduced continuous improvement 
process workshops and idea campaigns that call on 
employees to suggest solutions to specific problems. 
With the launch of CRE8, we also introduced the new 
role of ideas process experts to support managers 
in processing complex ideas, thus speeding up the 
entire process. 


In 2013, we prepared the ground for the inter national 
roll-out of CRE8. Worldwide implementation will get 
as many employees as possible involved and generate 
a large number of ideas. The emphasis is on improv-
ing the transfer of knowledge as well as generating 
a large number of high-quality, feasible ideas. This 
should result in synergy effects and multiple applica-
tions of the ideas, while avoiding unnecessary dupli-
cation of work. Our employees offer suggestions from 
a wide range of areas, e.g. the environment, quality 


and occupational health and safety. However, an 
improvement does not necessarily have to lead to cost 
savings. Prizes are equally awarded for ideas that lead 
to improvements in working conditions, quality or 
customer benefit. 


FORECAST


Focused diversity management increases diversity in the 
BMW Group’s workforce. From 2014 onwards, diversity 
and inclusion will become part of the compulsory further 
training programmes for managers. Participants reflect on 
various dimensions of diversity and identify opportunities 
to foster diversity and inclusion in order to improve their 
effectiveness.


135SUSTAINABLE VALUE REPORT 2013  — DIVERSITY AND INCLUSION  


Previous 
chapter


Next 
chapter


Contents 
page


Home


5.1     Our management approach


5.2    Attractive employer


5.3    Occupational health 
and safety


5.4    Training and further 
education


5.5    Diversity and inclusion


5.6    Work-life balance







5. 6


EMPLOYEES


Work-life balance 


We support our employees in finding the right work-
life balance. To achieve this, we offer a wide range of 
tools to make their working hours and workplaces 
more flexible and to help them with childcare and 
other dependants who require care.


In today’s world, work and private lives are becom-
ing increasingly interlinked. Ideally, the two should 
complement each other, but in reality they some-
times do the opposite. The BMW Group would like 
to help its employees to achieve a harmonious work-
life balance. However, this is a challenging task. As 
society becomes more individualised, the range of 
different lifestyles also increases. This means that not 
every tool is right for every employee. Added to this 
is the fact that the BMW Group is becoming increas-
ingly international. This leads to more international 
activities, including work across different time zones, 
which can be difficult to reconcile with your personal 
life. Needs and requirements can also differ quite 
significantly from country to country.


To meet the different challenges, we have devel-
oped a range of options for our employees. Each 
BMW Group location develops individual measures 
with a view to country-specific conditions.


6


We inform our employees and managers about these 
offerings on an ongoing basis. For instance, a new 
intranet page now provides even more comprehen-
sive support to employees in their efforts to improve 
their work-life balance. 


ENABLING FLEXIBLE WORKING TIMES AND MOBILE 
WORKING


When it comes to ensuring the competitiveness of 
the BMW Group, flexible working times that can be 
adjusted to suit demand for our products and tailored 
to meet changing economic conditions are essential. 
But variable working time tools and individual work-
ing time accounts also offer our employees greater 
leeway. 


The option of working without being tied to a spe-
cific location also helps to ensure a positive work-life 
balance. In 2013, we expanded on the established 
teleworking programme by integrating it into the 
Neue Arbeitswelten (New Working Worlds) concept 
for a test period. Building on this successful mobile 
working pilot project, we made a new company 
agreement for all employees of BMW AG in autumn 
2013. The agreement came into force on 1 January 
2014. Before its introduction, we informed all those 
involved about the new options. A key element of 
our communications in this regard was a recommen-
dation on to what extent employees should be avail-
able during their leisure time, the principle being 
work flex ibly, but know how to switch off. Dialogue 
between employees and their superiors promotes 
both target-focused, flexible working as well as long-
term health and employability of our staff.
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5. 6


EMPLOYEES


Our Vollzeit Select (Fulltime Select) working time tool 
allows employees in Germany and Austria to take 20 
additional days of leave each year with corresponding 
adjustments to their salaries, without any compli-
cated red tape. Meanwhile, BMW Group employees 
in Germany, Austria, the USA and the UK can also 
take sabbaticals of up to six months (this initiative 
is open to our managers only). In the UK, up to 40 
weeks parental leave can be taken on full pay, well in 
excess of the statutory allowance  see Figure 28. 


TAILORING PART-TIME RETIREMENT TO EMPLOYEES’ 
NEEDS


Employees and managers in Germany can tailor their 
transition into retirement to their individual needs 
by agreeing on the starting date and duration of their 
part-time early retirement programme. In addition, 
employees at many of our overseas facilities can take 
early partial or full retirement based on their personal 
early-retirement models. Our employees are making 
increasing use of these options. Vollzeit Select,  


sabbaticals and parental leave have become even 
more popular in 2013.


In 2013, we also discontinued core working times at 
the German locations in Munich and Regensburg 
and expanded flexitime. We facilitate individually 
tailored working times and promote work-life balance 
by not obliging employees to be present during cer-
tain core periods. 


OFFERING CARE SERVICES FOR CHILDREN AND 
DEPENDANTS


The BMW Group supports its employees with a series 
of measures to enhance their work-life balance. In 
Munich, we have been funding a business partner 
since 1992 that offers advice and consultation ser-
vices on all questions of childcare. In 2010, this was 
extended to include Home and Elder Care for depen-
dants who are ill or otherwise require care. In early 
2012, the entire programme was extended to cover all 
of our locations in Germany, including our subsidiaries. 


F.28 Alternative work forms at BMW AG1


in hours


  09  10  11  12  13  


 


Part-time employees  3,133  3,709  3,825  3,948  3,966  


 in % of total number of employees  4.5  5.3  6.0  5.8  5.7  


Teleworking positions  7,636  9,209  11,717  15,235  18,094  


 in % of total number of employees  10.9  13.2  16.4  22.5  25.9  


Sabbaticals  704  498  450  514  511  


 in % of total number of employees  1.0  0.7  0.6  0.8  0.7  


Parental leave  1,313  1,600  1,513  1,674  1,968  


 in % of total number of employees  1.9  2.3  2.1  2.5  2.8  


1 Figures refer to employees with permanent and part-time contracts.
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5. 6


EMPLOYEES


There was a significant rise in utilisation of this pro-
gramme in 2013.


A similar service is offered by the Employers’ Asso-
ciation for the Bavarian Metalworking and Electrical 
Industries. We make this service available to our own 
employees within the Association’s catchment area. 
Since late 2010, it has been providing free support for 
the care of children and dependants. 


SUPPORTING PARENTS WITH CHILDCARE


We have also established childcare services at many 
of our locations both in Germany and abroad. In 
Munich and Dingolfing, childcare facilities set up 
close to the company by the BMW Strolche parents’ 
initiative and supported by the BMW Group are 
available to parents with small children. In Regens-
burg, we increased the number of children that can 
be accommodated in the company facility there from 
24 to just under 50 in 2013. In Leipzig and Berlin, 
facilities near the plants provide childcare. 


In September 2013, the BMW Group opened its own 
childcare facility at the Munich location with places 
for around 220 children aged between three months 
and six years. The number of childcare places at 
BMW’s locations in Germany has doubled as a result, 
to around 440. At the Munich location we offered a 
full day of childcare for the first time on the Day of 
Repentance school holiday to 60 children between six 
and twelve years of age.


At BMW Group facilities around the world, childcare 
services meet local and regional requirements.


FORECAST


By introducing mobile working in 2014, we have taken a fur-
ther innovative step towards self-determined working hours, 
more focus on results and more flexibility in tailoring working 
environments to individual requirements. It is supported by 
top management and the works council and is implemented 
as a joint effort. The BMW Group is taking up a pioneering 
role in fostering the resulting dialogue between employees 
and managers on the topic of availability.


LAUNCH OF COMPANY CHILDCARE FACILITY — BMW Group Strolchgarten.
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CORPORATE CITIZENSHIP


WE PROMOTE INTERCULTURAL 
INNOVATION.


6


Many societies are marked by high levels of social and intercultural inequality 
as well as by scarcity of resources. Intercultural understanding and  responsible 
use of global resources are two essential ingredients in a joint approach 
towards resolving the issues that arise between cultures. 


— TRAFFIC SAFETY TRAINING


—  RESPONSIBLE USE  
OF RESOURCES


—  INTERCULTURAL  
INNOVATION AWARD 


— EDUCATIONAL PROJECTS


— FOUNDATIONS 


— JUNIOR CAMPUS 
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6 CORPORATE CITIZENSHIP


PROGRESS IN 2013 KPIs 2014+ FORECAST AND OBJECTIVES


CORPORATE CITIZENSHIP STRATEGY 
 IMPLEMENTED


–  In 2013, we implemented our new Corporate 
 Citizenship strategy in our markets and 
 subsidiaries, thus intensifying our international 
networks.


EXPENDITURE ON CORPORATE 
 CITIZENSHIP  
— 2013


DISCUSS STRATEGY WITH STAKEHOLDERS


–  In 2014, we will be discussing the content of 
our Corporate Citizenship strategy for the first 
time with opinion-makers at our national and 
international stakeholder dialogues.around € 29 million


FURTHER INTERNATIONALISATION OF 
JUNIOR CAMPUS 


–  We promoted the further internationalisation of 
our Junior Campus, launching a fourth campus 
in Moscow (Russia) in addition to the existing 
ones in Berlin, Munich (Germany) and in South 
Korea.


EXPENDITURE OF FOUNDATIONS ON 
NON-PROFIT PROJECTS 
— 2013


CONSOLIDATE CONTENT OF MAIN TOPICS


–  We will add further detail to content and 
structure in the focal areas of intercultural 
innovation and social inclusion as well as 
efficient use of resources.around € 5.2 million


NEW ASPECTS TO INTERCULTURAL 
INNOVATION AWARD


–  We are reinforcing the active support we 
provide for finalists of the Intercultural 
Innovation Award and have networked the 
prizewinners with our PR management 
colleagues in their regional markets.


NUMBER OF BENEFICIARIES OF THE 
 INTERCULTURAL INNOVATION AWARD  
— 2013


LEVERAGE INTERNATIONAL SYNERGIES


–  We want to further intensify the exchange of 
information between our national subsidiaries 
and headquarters in order to expand the 
sharing best-practices approach in the area 
of Corporate Citizenship.


around 175,000


€32 million2012


€4.8 million2012


70,0002012
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6. 1


CORPORATE CITIZENSHIP


Our management 
 approach 


Corporate Citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enter-
prise. We focus mainly on those areas in which we 
can apply our core expertise to achieve specific and 
measureable improvements.


Intercultural innovation and social inclusion as well 
as responsible use of resources are some of the main 
focal areas of our corporate citizenship strategy. Our 
educational projects are the tool we use to promote 
understanding of these focal areas. In the area of 
traffic safety we work at a local level. We believe that 
strategic corporate citizenship contributes towards 
mastering challenges in society, while at the same 
time bringing economic benefit to the company. Thus 
we can utilise the experience and expertise we gain 
from corporate citizenship projects to the benefit of 
our core business.


In 2013, our main focus was on intercultural commu-
nication and social inclusion. As we are active in 140 
countries, intercultural communication is part of our 
day-to-day business. Many of the markets we serve 
are characterised by high levels of inequality. We are 
familiar with the social conditions and realities on a 


1


local level. This is why we believe we can contribute 
towards more intercultural understanding and social 
inclusion.


TAKING RESPONSIBILITY AS A CORPORATE CITIZEN


For us it is important to scale up our corporate citi-
zenship solutions on an international level and to 
help people to help themselves in the long term. In 
addition to our two global focus areas, we also con-
tinue to support neighbourhoods around our loca-
tions and thus contribute towards local development. 
It is both our objective and duty to be a dependable 
partner to society. We work primarily on topics and 
in regions that are relevant to us and in which we are 
active ourselves. The aim is to integrate the company 
into society and to create mutual acceptance and 
a positive image while taking local conditions into 
account. Thus, projects close to our production plants 
in Spartanburg (USA), Chennai (India) and Regens-
burg (Germany), for example, vary considerably 
depending on local requirements. However, they are 
all united by the principle of focused and sustainable 
engagement with the issues of the respective society. 
In exceptional cases, such as (natural) catastrophes, 
we also provide support spontaneously and inde-
pendently of our focus areas. 


As a corporate citizen, we are also active in the area 
of culture. Here, we want to be a credible force out-
side our core business while at the same time com-
plementing the public funding available for cultural 
activities. Our cultural engagement also enhances the 
reputation of our company and opens up dialogue 
with opinion-makers. 
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6. 1


CORPORATE CITIZENSHIP


Through our foundations, we make an effective con-
tribution towards shaping a society characterised by 
social cohesion and social innovation. 


INTEGRATION INTO THE ORGANISATION 


Within the company, the Sustainability Board is 
responsible for corporate citizenship. All members of 
the Board of Management are on this committee. The 
Corporate Communications Department, in close 
collaboration with the department for sustainability 
strategy and environmental protection, is responsible 
for managing our corporate citizenship activities. In 
cooperation with Group Corporate Communications 
at headquarters, local initiatives are taken care of by 
local production and sales organisations. 


MEASURING THE EFFECTS OF OUR ACTIVITIES


It is essential to be able to measure results. Since 
2010, we have therefore been measuring the effects 
of our corporate citizenship activities using the iooi 
(Input Output Outcome Impact) method, which 
was developed in cooperation with other DAX-listed 
corporations in a working group established by the 
Bertelsmann Foundation. This method provides guid-
ance for systematic tracking of expenditure on and 
impact of corporate citizenship activities. 


Before we start a corporate citizenship project, we 
examine the social challenges faced at local level. The 
key question we ask ourselves is whether and how 
the expertise we provide is actually improving local 
conditions.


In 2013, we spent a total of €28,944,466 on our cor-
porate citizenship activities, €8,485,289 of which took 
the form of donations. To see how these funds were 
allocated to our various areas  see Figure 29 and  see 
Figure 30. The main reasons for the decline in expen-
diture on corporate citizenship in 2013 were previ-
ous cases of one-off project funding which no longer 
applied in 2013, as well as projects whose social 
impact was not measurable. 


F.29 BMW Group donations worldwide in 2013
In %, total amount €8,485,2891


 


a) Science/Education 34.3 d) Politics 2.6


b) Society/Community 52.1 e) Environment/Sustainability 0.3


c) Culture 8.4 f) Sport 2.3


1  The sum indicated here does not include either cause-related marketing or sponsorship and 
does not contain the projects and activities carried out in the context of the company’s social 
and cultural commitment.


The BMW Group focuses its activities in the area of donations on society 
and the community as well as science and education, providing targeted 
support of projects connected with the company’s core competencies and 
activities. Donations made by the BMW Group in 2013 were approximately 
12% lower than in 2012. The main reason for this was that some funded 
projects came to an end.


a


d


b


c
e f
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6. 1


CORPORATE CITIZENSHIP


FORECAST


We plan to further raise the profile of the BMW Group’s core 
competencies in the area of corporate citizenship. There-
fore, we will continue to expand on the content and structure 
in the focal areas of intercultural understanding and social 
inclusion as well as efficient use of resources. Our aim in 
2014 is to further implement our strategy at our locations 
globally and thus to better leverage synergies.


F.30 Amount of expenditure on social commitment, by type 
of activity
in € thousand


40,000        


35,000        


30,000        


25,000        


20,000        


15,000        


10,000        


5,000        


       


   09   10   11   12   13  


 


Total 7,619 26,591 36,846 31,979 28,944  


 Donations/contributions in kind  Community investment   Commercial activities


The activities of the BMW Group in the area of corporate social respon-
sibility are divided into three main areas. Firstly: monetary donations 
and donations in kind. Secondly: community investment. Community 
investment refers to investment in project initiatives conceived in-house, 
 cooperative endeavours and partnerships as well as corporate volunteering 
by BMW Group employees. And thirdly: commercial activities, i.e. sponsor-
ship and cause-related marketing. 
Total expenditure on corporate citizenship activities of the BMW Group 
decreased compared to the 2012 financial year. The main reasons for the 
decline in expenditure on corporate citizenship in 2012 were previous 
cases of one-off project funding which no longer applied in 2013, as well as 
 projects whose social impact was not measurable.
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Corporate  
Citizenship


We see ourselves as a corporate citizen and aim to 
play a role in overcoming the challenges presented by 
society. Intercultural understanding and responsible 
use of global resources are two essential ingredients 
in a joint approach towards resolving the issues that 
arise between cultures.


As a global corporation, we are familiar with condi-
tions in the countries we do business in, and we can 
integrate this expertise into our corporate citizenship 
activities. At the same time we take account of local 
requirements. We aim to achieve the highest possible 
impact with our activities. We analyse the costs and 
the benefits by using the iooi (Input Output Outcome 
Impact) method. 75% of our production locations 
carry out corporate citizenship projects, with some of 
them running for periods of many years.


We also benefit as a company from our corporate 
citizenship activities. For example, we become more 
familiar with local social structures, reach new, previ-
ously untapped target groups with our intercultural 
skills and learn to see things from an alternative 
perspective.


2


Our activities also enhance the reputation of the 
company and open up dialogue with opinion-makers 
and stakeholders. And finally, when we address local 
issues and challenges and provide our support, we 
are promoting higher levels of acceptance and aware-
ness among the general public.


INTERCULTURAL COMMUNICATION AND SOCIAL 
INCLUSION


As a global corporation with a multinational work-
force, we have been working for many years now to 
promote understanding between nations, religions 
and ethnic groups. 


Between 1997 and 2010, the BMW Group Award 
for Intercultural Learning went to a large number 
of innovative projects and individuals worldwide 
who support sustainable, open relations in the inter-
national community.


PROMOTING INTERCULTURAL UNDERSTANDING — Intercultural Innovation 
Award.
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In 2011, we further developed this award to establish 
the Intercultural Innovation Award in collaboration 
with the United Nations Alliance of Civilizations 
(UNAOC). The Intercultural Innovation Award is a 
one-of-a-kind project to support innovative concepts 
that work towards solving intercultural tension and 
conflict. 


The new collaboration model between the UN and 
the private sector has already had considerable 
impact. For example, some of the award winners 
have already been able to report concrete success and 
progress as a result of the support they received. This 
is documented in the Support to Winners report. The 
volume of media coverage of the awards ceremony 
at the Volkstheater, Vienna, in 2013 shows just how 
important intercultural understanding has become.


YOU WILL FIND MORE INFORMATION ON THE AWARD AND ITS FINALISTS 
FROM 2013 AT:


  www.bmwgroup.com/iia


PROMOTING AN OPEN AND PEACEFUL SOCIETY


The BMW Group supports the Adam Institute for 
Democracy and Peace. This institute is a leading 
organisation for teaching democratic values through-
out Israel. Since 1999, we have been supporting a 
programme that teaches democratic values in Jewish 
and Arab schools, aiming to support the education 
of Arab and Jewish adolescents. Here, in addition to 
promoting intercultural understanding, we are also 
making a contribution towards securing peace. The 
BMW Group’s long-standing commitment has earned 
the company the Teddy Kollek Award.


LONG-TERM EDUCATIONAL PROJECTS FOR SOCIAL 
INCLUSION


One of our largest long-term educational projects is 
in South Africa. The Schools Environmental Edu-
cation Development Project (SEED) aims to raise 
young people’s awareness of environmental issues 
and promote social responsibility. This project places 


THIS AWARD IS BASED ON THREE PILLARS


–  Financial support: Award winners (1st to 5th place) 
receive prize money amounting to a total of USD 100,000 
for further work on their projects.


–  Advisory services: All ten finalists receive advice tailored 
to their individual needs. In addition, the BMW Group, in 
collaboration with the UNAOC, organises webinars as well 
as worldwide workshops to train and support the finalists 
in the necessary areas, for instance in HR, communica-
tions, or marketing and finances.


–  Network utilisation: Vigorous dialogue takes place in the 
Intercultural Leaders network which was set up specif-
ically with the award in mind, with finalists, alumni, the 
BMW Group as well as the UNAOC as members. The final-
ists can come to an online market place for expert advice. 
The aim of the network is to increase the effectiveness of 
the projects and make them transferable to other contexts.
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particular focus on children from disadvantaged pop-
ulation groups. They learn about hygiene standards, 
for example, and develop skills such as how to grow 
vegetables. Each participating school is also respon-
sible for an environmental project. The schools are 
inspected annually and their performance evalu-
ated. They receive a financial reward based on how 
well they have performed. The SEED project was 
launched in 1996 at 15 schools close to the BMW 
plant in Rosslyn. The project has had a positive effect 
both on the children themselves as well as on their 
families and friends. Over 60 schools are now taking 
part in the project. We are thus reaching an ever-in-
creasing number of children. We plan to expand the 
SEED project in the next few years.


SECURING MOBILITY AND TRAFFIC SAFETY


To complement our main topics of intercultural inno-
vation and social inclusion, we also have many edu-
cational and traffic safety projects. This allows us to 
promote people’s understanding of technology and 
sustainability. 


For instance, together with renowned educators and 
scientists, the company developed a concept that 
enables people to use all their senses to discover 
mobility and sustainability. Based on this concept 
we set up the Junior Campus at the BMW Welt in 
Munich. Since 2007, children are given the opportu-
nity to independently and interactively explore, test 
and experiment so that they can experience the life 
cycle of a car from a mobility perspective. In 2013, 
over 16,000 children and adolescents took part in the 
workshops. 24,000 guests visited the open labora-
tory. Visitors can interact free of charge with various 
exhibits to delve deeper into the topic of mobility. In 


future, mobility, sustainability and globality will be 
the focal themes of the newly planned and renovated 
campus laboratory. 


In addition, we opened our Junior Campus Berlin in 
2012. It is based on the educational concept of the 
Junior Campus in Munich and was further expanded 
in cooperation with the Deutsches Technikmu-
seum by adding the areas of natural science and 
mathematics. 


The Junior Campus concept is internationally trans-
ferrable and is adapted to specific local requirements. 
At the end of 2012, the BMW Korea Future Fund 
opened the first international Junior Campus in 
South Korea. The new mobile laboratory, which is 
installed in a truck, offers educational opportun ities 
to less privileged children from rural regions of South 
Korea, thus contributing towards social inclusion. In 
November 2013, we opened our fourth Junior Cam-
pus in Moscow (Russia). A 300-square-meter space 
gives children between the ages of five and ten the 
opportunity to take part in interactive workshops 
and to learn how to proceed with care in traffic. We 
developed this concept specifically for Russia, in 
collaboration with teachers and traffic safety experts. 
Traffic safety in Russia is a serious social issue. In 
the first half of 2013, around 10,000 people died on 
Russia’s streets; over 300 of them were children. By 
way of comparison, over 1,400 people died on Ger-
man streets in the same period, of whom just under 
40 were children. 
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PROTECTING ALL ROAD USERS


For us, it is not only vehicle safety that matters, but 
also the safety of all road users. We are committed 
to increasing safety levels through numerous social 
initiatives.


In the UK, we have focused on the Internet. Our Safe 
on the Street programme has provided a designated 
website for children, parents and teachers since the 
year 2001. With over 200,000 visitors so far, the por-
tal received the International Visual Communica-
tions Gold Award for its innovative and user-friendly 
approach.


In the USA, around 14,000 adolescents and adults 
visit our BMW Performance Driving School each 
year. As part of a long-term cooperation project with 
dealers nationwide, the Performance Driving School 
also offers the Teen Driving School for young drivers. 
The BMW Car Club of America’s Teen Driver Safety 
Program also targets beginners and has reached 
around 2,600 teenagers in 101 schools so far. Among 
other things, it runs the DON’T TXT & DRIVE cam-
paign, which uses the full range of media channels to 
warn about the dangers of becoming distracted when 
driving.


REALIGNING OUR INTERNATIONAL UNIVERSITY NETWORK


Since 2011, we have been realigning our partnerships 
with universities worldwide. Eight strategic university 
partnerships and collaborations have now been set 
up or expanded in Europe, the USA and Asia. Each 
strategic university partnership focuses on the areas 
of research and promotion of young talent.


We also engage in university partnerships via our 
young talent programmes. In addition, we support 
universities by installing endowed chairs, providing 
vehicles for research and teaching purposes as well 
as having employees engaged as lecturers, making 
donations towards teaching and research projects 
and offering internships and a number of other 
measures.


PROMOTING VOCATIONAL EDUCATION


In addition to its work with universities and the 
sciences, the BMW Group also needs partners in 
the area of vocational training. As vocational train-
ing scales up at the international locations, the 
BMW Group also supports vocational schools and 
comparable institutes outside Germany. 


In addition, collaboration with facilities in the UK, 
Asia and the USA makes an essential contribution 
towards successfully training young people for vari-
ous jobs at our production locations and within the 
dealership network. We frequently provide high-qual-
ity components or even entire vehicles to vocational 
schools and training facilities so that they can be used 
for teaching and training purposes.


LOCAL COMMITMENT


The BMW Group has 28 manufacturing and assembly 
plants in 13 countries. Our sales network is made up 
of 42 subsidiaries. Wherever we are represented in 
the world, we are committed to social responsibility. 
While our local activities are generally strategic in 
character, we also provide immediate assistance when 
major disasters occur. For example, after the floods in 
Germany in 2013, we provided a total of €1.5 million 
in financial support to the municipalities around the 
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BMW plants in Dingolfing/Landshut, Regensburg/
Wackersdorf and in the region of Leipzig/Halle.


SUPPORTING THE DEVELOPMENT OF LOCAL 
COMMUNITIES


The foundations China Charity Federation (CCF) 
BMW Warm Heart Fund and the BMW Korea Future 
Fund are regionally focused. 


The BMW Warm Heart Fund was established in 2008 
by BMW China Brilliance Automotive in collabor-
ation with the China Charity Federation. In the first 
five years a total of almost RMB 100 million in dona-
tions were collected. This money goes towards fund-
ing various local projects. For instance, the BMW Joy 
Home Children Care Program was set up to provide 
material and psychological support to children from 
economically disadvantaged regions of China, and 
the BMW Joy Future programme offers financial and 
educational support to outstanding students from 
less privileged families.


The BMW Korea Future Fund was established by 
the BMW Group Korea in 2011, and has since been 
promoting the development of a responsible elite in 
Korean society under the motto Responsible Leader 
for Future. This fund supports various projects to pro-
mote the development of children. For instance, the 
Junior Campus is a scientific educational programme 
for primary school children. Disadvantaged adoles-
cents are mentored via the Young Engineer Dream 
Project programme. In addition, the Hope Sharing 
School programme is supported, which offers meals 
and schooling to disadvantaged children. The BMW 
Korea Future Fund’s activities are rounded off by its 
support of the business plan competition From Idea 
to Startup, which is targeted at students and graduates. 


Almost 2,000 students have participated in this com-
petition since 2012.


Both funds offer a platform that enables the entire 
BMW Group, its workforce, dealers and customers to 
make a contribution towards society in the respective 
countries. 


REWARDING EMPLOYEE ENGAGEMENT


Again in 2013, the BMW Group bestowed social 
responsibility awards on its employees world-
wide. This is the company’s way of thanking those 
employees who do voluntary work in their free 
time. Employees from 11 countries took part in the 
competition. This year again, four projects were 
presented with the award, each of them focusing on 
different aspects of social responsibility. The projects 
range from setting up an inclusive football team, to 
a recycling project in Cairo as well as the support of 
refugees and migrants, to weekend/holiday care of 
disabled children and adolescents.


OUTLOOK


In the future, we will further expand our focal topics of inter-
cultural innovation and social inclusion as well as resource 
efficiency. In these areas, we plan to provide benefits to a 
total of one million people by 2020. At local level, we will 
continue to focus on traffic safety and education. 
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Cultural  
engagement


The BMW Group has been promoting art and culture 
for over 40 years. We support hundreds of projects 
worldwide in the areas of classical music and jazz, 
modern and contemporary art as well as architecture 
and design.


With our cultural activities we want to be perceived 
as a corporate citizen, enhance our reputation and 
stand out from the competition. We also aim to 
achieve a positive image transfer that contributes 
towards the BMW Group’s public image. The unre-
stricted creative freedom of our cultural partners is 
guaranteed at all times.


In 2012, we developed our BMW Group Cultural 
Commitment strategy which standardises all our 
activities in this area. This umbrella strategy is imple-
mented worldwide and is based on the corporate and 
brand strategy as well as on the sponsorship strategy 
launched in 2010. Furthermore, binding guidelines 
for cultural commitment were developed in 2012 in 
collaboration with the Strategy department. We have 
introduced our own Cultural Strategy for the Ger-
man market, based on the BMW Group Strategy. The 
main principles of this strategy are:


3


–  Long-term character of engagement
–  Subtlety of brand presence 
–  Guaranteed artistic freedom
–  Focus on the three pillars of contemporary and 


modern art, classical music and jazz as well as 
architecture and design.


CAREFUL CHOICE OF PROJECTS


The Corporate Communications and Policy depart-
ments at the company’s headquarters select the 
projects that are to receive funding. However, the 
individual locations also support local cultural com-
mitment activities. The cultural commitment office 
accepts suggestions from within the company. Project 
proposals can also be submitted to the BMW Group 
from outside the company. The cultural commitment 
office reviews the proposals and either implements 
them itself or in cooperation with other BMW Group 
departments. 


EXPANDING CULTURAL ENGAGEMENT AT NATIONAL 
AND INTERNATIONAL LEVEL


We want to become active outside the large cities in 
Germany in particular and to also provide the benefit 
of our engagement at dealership level. The same goes 
for integrating projects into markets that are of par-
ticular relevance to the BMW Group, such as China.


In 2013, we successfully expanded our cultural com-
mitment at international level. For example, we 
participated in new art fairs and continued to inter-
nationalise the Opera for All format. The feedback 
we receive from creative artists, customer surveys and 
in the form of positive media reports demonstrates 
the high level of public acceptance of our cultural 
commitment.
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PROMOTING MODERN ART, MUSIC, ARCHITECTURE 
AND DESIGN


We support a large range of projects worldwide in 
the areas of modern and contemporary art, classical 
music and jazz, as well as architecture and design.


SUPPORTING MODERN AND CONTEMPORARY ART


The Preis der Nationalgalerie für junge Kunst and 
the Preis für junge Filmkunst in Berlin are two of the 
BMW Group’s contemporary artist awards.


In 2013, we further expanded our engagement 
with BMW Tate Live. This collaboration between 
the BMW Group and the Tate Modern in London 
was designed to run for several years. It showcases 
performances and interdisciplinary art forms. The 
programme includes live online transmissions of 
exclusive artworks as well as live performances at 
the Tate Modern and think tanks. The partnership 


aims to use new art forms to reach an international 
audience and in the process to take changing expec-
tations of art into account.


In 2013, we also published a revised and extended 
edition of the BMW Art Guide by Independent 
Collectors. This guide is the first publication of its 
kind and lists all publicly accessible private art col-
lections worldwide. The guide was complemented 
by a blog which we launched at the same time. The 
BMW Group also expanded its commitment in other 
areas. MINI got involved in art fairs for the first time 
at the art berlin contemporary in Berlin. In addition, 
BMW expanded its funding of the Paris Photo Los 
Angeles, initiated in 2013. And the company was 
involved for the first time in the international art film 
festival and competition Kino der Kunst in Munich.


BMW GUGGENHEIM LAB


BMW’s Guggenheim Lab, a mobile research lab-
oratory, was the result of a collaboration between 
the BMW Group and the Solomon R. Guggenheim 
Foundation. International teams (for example from 
the areas of urban planning, design, the sciences, 
technology, education and sustainability) worked 
on projects and experiments and engaged in public 
dialogue on issues of modern urban living. Over a 
million participants from more than 160 countries 
and regions took part in some 600 free public events, 
workshops, lectures, research and urban projects.


In 2013, the project was completed with the open-
ing of the exhibition Participatory City: 100 Urban 
Trends from the BMW Guggenheim Lab. Between 
October 2013 and January 2014, the Solomon 
R. Guggenheim Museum in New York City held this 
exhibition about the experiences and ideas that were 


A COMMITMENT TO CULTURE — BMW Tate Live 2013.
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gathered during the BMW Guggenheim Lab’s two 
years on the road. Now that the BMW Guggenheim 
Lab has reached completion, the BMW Group will 
continue to collaborate with the Solomon R Guggen-
heim Museum as a global partner. 


The BMW Guggenheim Lab has received a number of 
international awards and nominations, and it was rec-
ognised by the United Nations as a showcase project.


EXPERIENCING CLASSICAL MUSIC AND JAZZ 
THROUGH BMW


The BMW Welt Jazz Award celebrated an anniversary 
in 2013: for the fifth time, six international ensem-
bles competed against each other in Munich under 
the motto Leading Drums. The award, with prize 
money of €15,000, has become an established name 
in the jazz world. In addition to the BMW Welt Jazz 
Award, the BMW Group also supports jazz festi-
vals and concerts in various cities in Europe, South 
 America and Asia.


The BMW Group has been the main partner in the 
Munich Philharmonic’s educational programme 
Spielfeld Klassik since 2011. This initiative aims to 
awaken an interest in classical music by offering 
adults and children from as young as five years of 
age the opportunity to visit concerts, rehearsals, 
introductory events and workshops. This programme 
continued to be successful in 2013. In addition, the 
BMW Group provided financial assistance and trans-
port during the Munich Philharmonic’s tour of Asia.


OPERA FOR ALL


The award-winning Opera for All offers a very special 
musical experience. We launched this open-air event 
in 1997 in Munich and in 2007 in Berlin. Opera for 
All broadcasts performances of the Bavarian State 
Opera and the Berlin State Opera Unter den Linden 
in public spaces, thus reaching an audience that 
would otherwise probably not have access to opera. 
Again in 2013, tens of thousands of people came to 
the open-air events at Max-Joseph-Platz in Munich 
and Bebelplatz in Berlin.


EXPERIENCING CULTURE — Opera for All.CLASSICAL MUSIC AND JAZZ — Winners of BMW Welt Jazz Awards 2013.
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We have also gone international with this format. In 
2013, the BMW LSO Open Air Classics live concert 
took place for the second time. The renowned Lon-
don Symphony Orchestra (LSO) plays free live open-
air classical music concerts for the general public 
once a year. The open-air concert drew a crowd of 
almost 10,000 to London’s Trafalgar Square.


In 2013, our long-term activities in the international 
markets comprised further collaborations with 
renowned opera houses such as the Teatr Wielki 
Opera Narodowa in Warsaw and the Sugi Opera in 
Seoul. 


DESIGN AND ARCHITECTURE 


Each year since 2010, the BMW Group has had an 
installation at the international furniture fair Salone 
del Mobile in Milan. We want to be inspired by the 
designs of the furniture manufacturers and at the 
same time present our own ideas. A look beyond our 
own industry creates headroom for design innov-
ation. In 2013, the BMW Group had two installa-
tions at the fair. The installation QUIET MOTION by 
designers Ronan and Erwan Bouroullec was inspired 
by the BMW i models’ lightweight design, transpar-
ency, sustainable materials and the new experience of 
driving in silence. The MINI Design Team also show-
cased the MINI Paceman as a dynamic sculpture.


EXPERIENCING DESIGN — Quiet Motion installation at the Salone del Mobile 2013.
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In addition, the headquarters building of the 
BMW Group, the Vierzylinder in Munich, celebrated 
its 40th anniversary in 2013. Karl Schwanzer’s post-
war architectural icon was a deliberate choice on 
the part of the company, selected for its innovative, 
dynamic construction that was later to be followed 
by pioneering buildings by Zaha Hadid and Coop 
Himmelb(l)au. The original cultural commitment 
activities of the BMW Group date back to the period 
of the Vierzylinder and the company’s successful 
internationalisation.


MEASURING THE SUCCESS OF OUR CULTURAL 
ENGAGEMENT


With regard to cultural engagement, we draw import-
ant success parameters from the Sigma Milieustu-
dien. These studies show that art and culture are 
among the main interests of our customers. They 
include art exhibitions, museums, classical concerts 
and opera performances in particular. 


We also measure the performance of our cultural 
activities by reviewing media coverage. We gather 
data on media coverage of individual projects and 
generate comprehensive reports (Clipreports). In 
2013, over 2,300 reports were published on the com-
pany’s cultural engagement. Performance is also 
measured by longitudinal studies and economic 
assessments. In future, we want to further enhance 
public awareness of the range and quality of our 
activities.


OUTLOOK


We plan to further expand our cultural commitment activities 
in 2014. In addition to our hundreds of existing partnerships 
worldwide, a number of new projects are planned for 2014. 
We will begin preparations to produce a new BMW Art Car, 
continue to internationalise the Opera for All concept and 
increase our engagement in China. 
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Foundations  


We believe it is possible to successfully shape a soci-
ety that is based on social cohesion and innovation if 
the competencies and skills of each individual are har-
nessed for the general good and used to implement 
social change. Our foundations contribute towards 
making this happen.


The BMW Foundation Herbert Quandt provides 
inspiration and support to people who work for the 
common good and to prepare society for the chal-
lenges of the future. It provides a forum for decision- 
makers, the aim being to gain an understanding of 
global challenges and to map out potential ways for-
ward. The foundation takes a cross-sectoral approach 
and collaborates with partners worldwide. Together, 
they work to find innovative solutions for govern-
ment, industry and society.


BMW AG’s Eberhard von Kuenheim Foundation 
sees itself as a creator of forums within which social 
responsibility can be fostered in Germany. Its man-
date is to promote entrepreneurial thinking and 
action above and beyond the economic context. 
Under the motto freude am neu:wagen (try some-
thing new), it develops and tests new solution models 


4


for today’s social issues. Projects with selected part-
ners create forums for social innovation and respon-
sibility. When the projects reach completion they 
become independent entities that have their effect in 
day-to-day life. 


Both foundations plan and manage their programmes 
themselves. They are independent, both legally and 
with respect to their content. In some areas, the foun-
dations collaborate with the BMW Group in order to 
make their commitment effective on a larger scale. In 
2013, they invested a total of €5.22 million in non-
profit programmes and projects. The foundations 
provide clear and comprehensible evidence of the 
success of their various activities.


TAKING THE INITIATIVE


In addition, the BMW Future Fund was established in 
2011. This foundation, run by BMW Korea, promotes 
initiatives for environmentally friendly mobility.


With a mix of their own projects, long-term funding 
and advice services, the foundations are highly rele-
vant to society as a whole. It is a challenging task to 
design projects in such a way that they can continue 
on their own after the funding and support phase. To 
meet this challenge, the foundations create a strong 
structure at an early stage.


Since October 2013, the Eberhard von Kuenheim 
Foundation and the BMW Foundation Herbert 
Quandt have been implementing the Sinnvestition 
project. In addition to operational project work and 
investments as part of the Venture Philanthropy 
approach, this project aims to support the funding 
objectives of the foundations directly from fixed 
assets. This new approach is designed to have an 
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effect on the economy and the financial sector in 
addition to the non-profit third sector.


THE WORK OF BMW FOUNDATION HERBERT QUANDT


Under the umbrella concepts of social innovation and 
global dialogue, in 2013 the BMW Foundation Her-
bert Quandt dedicated itself to the topics of Respon-
sible Leadership, Venture Philanthropy, Pro bono 
Services, Social Entrepreneurship, Political Participa-
tion, Strong Intermediaries and Europe. 


A key instrument in the foundation’s work in 2013 
was its international Young Leaders programmes, 
which are characterised by cross-sectoral partici pation 
and interactive design. The programmes motivate 
managers to take social responsibility a step further, 
beyond their professional tasks. The growing number 
of global alumni of the BMW foundation Responsible 


Leaders is increasingly becoming a dynamic network 
for people who wish to work together to make their 
societies fit for the future. 


Six of the selected projects at the 4th World Young 
Leaders Forum in Beijing (China), which drew over 
300 international participants, received substantial 
support from the network. 


Informational events, behind-the-scenes dialogue and 
financial commitment have enabled the foundation 
to raise the profile of pro bono work in Germany. In 
addition, we were able to convince foundations and 
companies of the benefits of having professional vol-
untary programmes. This process led to the founding 
of the independent social company Proboneo. 


BMW FOUNDATION HERBERT QUANDT — 4th World Young Leaders Forum 
in Beijing.


FOUNDATION


BMW STIFTUNG HERBERT QUANDT


ÜBER DIE STIFTUNG


The BMW Foundation inspires and supports people in 
their work for the general good and future of society. To 
achieve this, the foundation works with partners world-
wide. Together, we look for innovative solutions in the 
political arena, industry and society – solutions that 
bring people and cultures together and strengthen social 
cohesion.


FACTS


23 employees  
in 20131970 Foundation  


established
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6. 4


CORPORATE CITIZENSHIP


At the Munich Economic Summit as well as at the 
new series of events Island Dialogues and Europe, 
United in Diversity, we host important discussions 
about the design of our globalised society and argue 
for a strong and effective Europe. 


READ MORE ABOUT THE WORK OF THE BMW FOUNDATION HERBERT 
QUANDT AND STORIES OF OUR WORK AT:


  www.bmw-stiftung.de


THE WORK OF THE BMW AG EBERHARD VON KUENHEIM 
FOUNDATION


JOBLINGE – Working together to reduce youth 
unemployment
In 2007, the foundation collaborated with the Boston 
Consulting Group on launching the JOBLINGE pro-
ject. The project gives unemployed young people who 
have no school leaving certificate or who are resist-
ant to training the opportunity to earn themselves 
a trainee position or job through their own efforts. 
The young people are selected as part of a non-profit 
pro ject and then receive six months of individual 
support from voluntary mentors and a full-time 
team. The project became independent in 2012. The 
umbrella organisation of JOBLINGE is continuing to 
implement the project as a social franchise.


EBERHARD VON KUENHEIM FOUNDATION — Joblinge project provides support for unemployed youth.
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CORPORATE CITIZENSHIP


Many BMW AG employees work on the initiative as 
voluntary mentors. In the period under report, BMW 
provided just under 40 internships and 14 trainee 
positions to JOBLINGE. In addition, since 2009 the 
BMW Group has been supporting the project with 
donations and by purchasing shares.


In 2013, JOBLINGE saw considerable growth, in 
particular after new branches and locations had been 
opened in Essen, Offenbach and Wiesbaden (Ger-
many). Further locations are being set up in Ham-
burg and Stuttgart.


The JOBLINGE project has so far supported almost 
1,500 disadvantaged young people. The percentage 
of young job seekers who found training positions 
or jobs rose from over 60% in 2012 to over 65% in 
2013. 


tat:funk – Schools learn from student initiatives 
In this school radio project, high school children 
in the upper grades produce their own radio pro-
gramme. In the process, they learn not only about 
journalistic principles but also how to independently 
plan and implement a project.


Over 100 schools have integrated tat:funk into their 
lessons since its launch in 2002 and 260 radio pro-
grammes have been produced. A total of 143 teachers 
have attended the tat:funk teacher training course. 


Lehr:werkstatt – New methods of teacher training
In the Lehr:werkstatt (teaching workshop), a highly 
motivated student teacher works in tandem with a 
mentor teacher for an entire school year. This gives 
both parties the opportunity to reflect on what they 
have observed in the classroom setting and to collab-
orate on trying out new things. In this way, the  


student teachers gain a realistic view at an early stage 
of what happens in day-to-day classroom life. 


In the 2013/2014 school year, 125 teaching work-
shop tandems were in place in 68 secondary schools 
and high schools at four different locations in Ger-
many (Munich, Wurzburg, Erlangen-Nuremberg and 
Passau). 


Junge Vor!Denker – Thinking ahead and discover-
ing the joy of responsibility
Philosophising about such topics as sustainability 
lets children learn and understand things in context. 
They ask themselves questions such as “How much 
is enough?” or “What do we need to enjoy life?” The 
Junge Vor!Denker project promotes social respon-
sibility based on the interplay between knowledge, 
philosophy and action. 


Sixty teachers had been trained in how to imple-
ment the project by the end of 2013. The book 
Wie wollen wir leben? Kinder philosophieren über 
Nachhaltigkeit (How do we want to live? Children 
philosophise about sustainability), a collection of 
philosophical texts, was published by oekom in 2012. 
The second, revised edition will be published at 
the beginning of 2014. At the same time, the newly 
opened BMW Group children’s crèche Strolchegarten 
in Munich will begin to train its team in the philoso-
phy of sustainability.


VERANTWORTUNG UNTERNEHMEN – ACTING RESPON-
SIBLY TO OPEN UP A FORUM BETWEEN BUSINESS AND 
SOCIETY


How can companies and organisations act sustain-
ably, to their own benefit on the one hand, but at the 
same time to the benefit of society? The Verantwor-
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6. 4


CORPORATE CITIZENSHIP


tung Unternehmen initiative aims to find answers to 
this question. In 2013, the third year of the initiative 
was completed with ten companies and organisa-
tions. Since 2010, 29 companies have taken part in 
the initiative and have implemented projects in their 
own core business areas.


The Eberhard von Kuenheim Foundation can look 
back on a successful year in 2013. For instance, the 
foundation’s initiative Verantwortung Unternehmen 
completed its third year, with ten companies and 
organisations participating. The Lehr:werkstatt pro-
ject expanded to four locations in Bavaria and both 
the tat:funk school radio project and the JOBLINGE 
project continued to thrive as independent entities.


READ MORE ABOUT THE WORK OF BMW AG’S EBERHARD VON KUENHEIM 
FOUNDATION AT:


  www.kuenheim-stiftung.de


OUTLOOK


The BMW Foundation Herbert Quandt will continue to pur-
sue its strategy of internationalisation in 2014 by setting 
up new locations in Istanbul and Moscow. The future topic 
“resources and security” will be on the foundation’s agenda, 
with an innovative global dialogue format focusing primar-
ily on the newly influential powers in Asia, Africa and Latin 
America. 


In the coming years, the Eberhard von Kuenheim Foundation 
plans to expand its ongoing projects in Bavaria and 
throughout Germany. As an enabler of social responsibility 
forums, the foundation will collaborate with strong partners 
and experts from industry, society and politics to develop 
pro jects that will open up new channels for creating 
innovative solutions and answers to the questions posed 
by today’s society. After all, the joy of responsibility is what 
motivates people. 


For 2014, the joint Sinnvestition project of the two founda-
tions plans to set up an initial Mission Related Investment 
Fund (MRI fund) on education. Foundations can invest their 
funds in the certainty that the very high requirements placed 
on foundation asset management will apply.


FOUNDATION


EBERHARD VON  
KUENHEIM STIFTUNG This BMW AG foundation 


was established in honour 
of Eberhard von Kuenheim, 
who was Chairman of the 
Board of Management 
and  Supervisory Board for 
many years.


DATEN


11employees  
in 20132000 Founded  


in the year


ÜBER DIE STIFTUNG


– Education– Work– Sustainability


BEREICHE
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Explanatory notes 
on figures, facts 
and  objectives


This section contains the strategic Sustainability 
Targets 2020, relevant measures and results from 
2013 as well as the sustainability indicators of the 
BMW Group.


The sustainability key figures include the follow-
ing production sites of the BMW Group: Berlin, 
Dingolfing, Eisenach, Landshut, Leipzig, Munich, 
Regensburg (Germany), Steyr (Austria), Goodwood, 
Hams Hall, Oxford, Swindon (UK), Rosslyn (South 
Africa), Spartanburg (USA), Rayong assembly plant 
(Thailand), Chennai assembly plant (India) and BMW 
Brilliance Shenyang (China).


The indicators are arranged according to the chapter 
structure of the SVR 2013 - Sustainability manage-
ment, Product responsibility, Group-wide environ-
mental protection, Supplier management, Employees 
and Corporate Citizenship.


Within the chapters the topics are no longer organ-
ised by subheadings. The order in which the indica-
tors are presented is largely based on the GRI.


Performance indicators that are shown in charts are 
not repeated in the form of tables. This eliminates 
redundancies and saves space.


The Sustainability Targets are listed at the end of 
each chapter. In addition to the new strategic Sus-
tainability Targets 2020, General Directions and 
Measures and Results from financial year 2013 have 
been listed. The measures shown have been selected 
according to their relevance and are representative 
of a large number of measures taken to increase 
the BMW Group’s sustainability performance at all 
locations.
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FIGURES, FACTS AND 
OBJECTIVES


Financial figures
in € million


  09  10  11  12  13  Change  
in %


 


Revenues  50,681  60,477  68,821  76,848  76,058  – 1.00  


Capital expenditure  3,471  3,263  3,692  5,240  6,687  27.6  


Depreciation and amortisation  3,600  3,682  3,646  3,541  3,739  5.6  


Operating cash flow  4,921  8,149  8,110  9,167  9,450  3.1  


Profit before financial result  289  5,111  8,018  8,275  7,986  – 3.5  


Profit before tax  413  4,853  7,383  7,803  7,913  1.4  


Net profit  210  3,243  4,907  5,111  5,340  4.5  


BMW Group revenues fell by 1.0% to €76,058 million compared to the previous year (2012: €76,848 million). Cross-segment revenue eliminations rose due to the 
strong new leasing business. In addition, the devaluation of some key currencies such as the US dollar, the Japanese yen, the Australian dollar and the South African 
rand led to a slight decrease in revenues despite an increase in volume. Net of currency effects, revenues rose by 1.9%. The profit before financial result amounted to 
€7,986 million (2012: €8,275 million) in the reporting period.


 GRI G3 Indicator EC1


BMW Group value added
in % 


 


a) Net value added  24.8 b) Cost of materials  55.2 c) Depreciation and amortisation  9.1 d) Other expenses  10.9


Net value added by the BMW Group in 2013 increased by 1.3% to €19,215 million and remains at a high level. The majority of the net value added (46.8%) is again 
applied to employees. The proportion applied to providers of finance fell to 9.3%, mainly due to lower refinancing costs in the financial services business on inter-
national capital markets. The government/public sector (including deferred tax expense) accounted for 16.1%. The proportion of net value added applied to share-
holders, at 8.9%, was higher than in the previous year. Other shareholders take a 0.1% share of net value added. The remaining proportion of net value added (18.8%) 
will be retained in the Group to finance future operations.


 GRI Indicator EC6


a


d


b


c Employees  46.8


Providers of finance  9.3
Government/public sector  16.1


Shareholders  8.9
Group  18.8


Minority interest  0.1


1
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FIGURES, FACTS AND 
OBJECTIVES


Return on capital employed 
in € million


  Earnings for RoCE purposes  Capital employed  Return on capital employed  
in %


 


  13  121  13  12  13  12  


 


BMW Group  8,320  8,113   35.178  21.4  23.0  


Automobiles   7,624   10.165  63.3  73.7  


Motorcycles   9   511  16.4  1.8  


1 The previous year’s figures were adjusted to comply with the amended IAS 19.


RoCE describes the profitability of the operational business. It is measured on the basis of the segment profit before financial result and the average level of capital 
employed. The strategic RoCE target is 26%.


 GRI G3 Indicator EC1


Current tax expenses
in € million


3,000        


2,500        


2,000        


1,500        


1,000        


500        


       


   09   10   11   12   13  


 


 338 1,430 2,868 2,908 2,435  


Current tax expenses include €222 million in expenses from previous 
reporting periods (2012: expenses of €128 million).


 GRI Indicators EC1 and EC3


Pension provisions 
in € million


6,000        


5,000        


4,000        


3,000        


2,000        


1,000        


       


   09   10   11   12   13  


 


 2,972 1,563 2,183 3,8131 2,303  


1 The previous year’s figures were adjusted to comply with the amended IAS 19.


Pension provisions decreased compared to year-end 2012 from €3,813 mil-
lion to €2,303 million. This was mainly due to rising discount rates in 
Germany and the USA.


 GRI Indicators EC1 and EC3
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FIGURES, FACTS AND 
OBJECTIVES


Research and development expenditure
in € million and in € per employee


5,000        


4,500        


4,000        


3,500        


3,000        


2,500        


       


   09   10   11   12   13  


 


in € million 2,448 2,773 3,373 3,952 4,792  


€ per employee1 26,974 31,181 36,998 41,275 47,939  


1  Based on the average number of people employed during the financial year (not including 
trainees and students gaining work experience).


In order to offer our customers top quality products and innovative technol-
ogies, we employed a total of 11,359 people in 2013 in our global research 
and innovation network, at 12 sites in five countries. In the reporting 
period, expenditure on research and development rose by 21.3% to €4,792 
million (2012: €3,952 million). The research and development expenditure 
ratio was 6.3 %, up 1.2 percentage points on the previous year (2012: 5.1%).


Contract portfolio of financial services segment
in 1,000 units


4,500        


4,000        


3,500        


3,000        


2,500        


2,000        


       


   09   10   11   12   13  


 


 3,086 3,190 3,592 3,846 4,130  


The Financial Services segment continued to benefit from its attractive 
product portfolio in 2013, posting profitable growth. The number of leasing 
and financing contracts in place with retail customers and dealerships 
rose by 7.4% to 4,130,002 contracts, thus reaching a new record level (2012: 
3,846,364 contracts).


Public sector grants: public subsidies in the form of reduced 
 taxes on assets and consumption-based taxes
in € million


48        


40        


32        


24        


16        


8        


       


   09   10   11   12   13  


 


 27 36 47 45 45  


Production costs were reduced by €45 million due to public subsidies in 
the form of reduced taxes on assets and consumption-based taxes (2012: 
€45 million).


Public sector grants: allowances from public institutions 


in € million
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 14 30 13 19 73  
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FIGURES, FACTS AND 
OBJECTIVES


1 Vehicle production of the BMW Group by plant in 2013
in 1,000 units


 


a) Dingolfing 342.6 g) Dadong1 126.9


b) Spartanburg 297.3 h) Tiexi1 88


c) Regensburg 295.5 i) Rosslyn 65.6


d) Munich 247.3 j) Graz (Magna Steyr)2 125.6


e) Leipzig 186.7 k) Goodwood 3.4


f) Oxford 176 l) Assembly plants 51.5


1 BMW Brilliance joint venture.
2 Contract production.


In the reporting period, the BMW Group’s production network imple-
mented a number of model launches, started series production of the 
BMW i3 and further expanded the number of international sites. In spite 
of these many challenges, new records in production volume were achieved. 
The highly flexible production network balanced out regional sales fluctu-
ations by adapting the production programme.


 GRI G3 Indicator EC9
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FIGURES, FACTS AND 
OBJECTIVES


Sales volume of the BMW Group by vehicle


  09  10  11  12  13  


 


Sales volume – Automobiles             


 BMW1  1,068,770  1,224,280  1,380,384  1,540,085  1,655,138  


 MINI  216,538  234,175  285,060  301,526  305,030  


 Rolls-Royce  1,002  2,711  3,538  3,575  3,630  


Total 1,286,310 1,461,166 1,668,982 1,845,186 1,963,798


Sales volume – Motorcycles             


 BMW2  87,306  98,047  104,286  106,358  115,215  


1 Includes vehicles from the BMW Brilliance joint venture (2009: 43,702 vehicles, 2010: 53,701 vehicles, 2011: 94,400 vehicles, 2012: 141,165 vehicles, 2013: 198,542 vehicles).
2 not including Husqvarna, sales volume until 2013: 59,776 vehicles.


In 2013, the BMW Group delivered 1,963,798* vehicles of the BMW, MINI and Rolls-Royce brands, more than ever before in the company’s history (2012: 1,845,186* 
vehicles/+6.4%). In spite of continuing volatility on many markets in Europe in particular, the company consolidated its leading position in the premium segment 
worldwide. All three vehicle brands achieved new record sales.


 GRI G3 Indicator A4


BMW Group sales volume of vehicles by region and market
in 1,000 units


  09  10  11  12  13  


 


Europe  761.9  791.2  858.4  865.4  859.5  


 of which Germany  267.5  267.2  285.3  287.4  259.2  


Asia1  183.2  286.3  375.5  493.4  578.7  


 of which China  90.6  169.6  233.6  327.3  391.7  


Americas  294.2  329.7  380.3  425.3  463.8  


 of which USA  242.1  266.6  306.3  348.5  376.6  


Other markets  47.0  54.0  54.8  61.1  61.8  


Total 1,286.3 1,461.2 1,669.0 1,845.2 1,963.8


1 Includes vehicles from the BMW Brilliance joint venture.


BMW Group vehicle sales volume rose by 6.4% year on year. In Asia we significantly exceeded the 500,000 units sold mark in 2013, delivering 578,678* BMW, MINI 
and Rolls-Royce brand vehicles (+17.3%). Sales on the Chinese mainland increased by 19.7% to 391,713* vehicles sold. The Americas also contributed to our success, 
with a sales volume of 463,822 vehicles (+9.0%). Sales in the USA rose by 8.1% (376,636 vehicles). In spite of persistently unstable general conditions, vehicles sales of 
the BMW Group in Europe were almost on a par with the previous year. In 2013, we sold 859,546 vehicles on this market (–0.7%).


 GRI G3 Indicator A4
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FIGURES, FACTS AND 
OBJECTIVES


1 BMW Group stakeholder dialogue – stakeholder survey 20131


01 CO2 emissions and climate change


02 Alternative drivetrain technologies


03 Energy supply/renewable energy


04 Product safety


05 Efficient use of resources and recycling management


06 Future mobility/mobility services


07 Environmental and social standards in the supply chain


08 Anti-corruption/compliance


09 Water


10 Demographic change


11 Human rights


12 Biodiversity


13 Further education and training


14 Occupational health and safety


15 Corporate Citizenship


16 Work-life balance


17 Diversity


18 Donations/sponsoring


19 Corporate volunteering


 Very important  Important  Less important  Not important  No comment


1  In August and September 2012, an online stakeholder survey was carried out with a total of 88 stakeholders (mainly sustainability experts). In 2013, the results of the 2012 online stakeholder survey were 
reviewed and expanded based on telephone interviews with 12 selected experts from different regions and a range of focal areas (e.g. NGOs, universities, companies).
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FIGURES, FACTS AND 
OBJECTIVES


Coverage rate of the production locations with quality and 
 environmental management systems
as a % of production location workforce
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 GRI Product responsibility management approach


Development of CO2 emissions of BMW Group cars in Europe
(Index: 1995 = 100; Basis: Fleet consumption of newly registered cars in Europe [EU-15] measured on the basis of the New European Driving Cycle in accordance with 
the ACEA self-commitment)
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  96  97  98  99  00  01  02  03  04  05  06  07  08  091  10  11  12  13  


 101.0 102.4 101.0 98.6 96.7 96.7 92.9 92.9 94.8 90.0 88.6 80.0 73.3 71.4 70.0 69.0 66.0 63.0  


1 Measured only on EU-27 basis from 2009 onwards.


The BMW Group reduced CO2 emissions of newly sold cars in Europe by more than 37% between 1995 and 2013. In 2013, our vehicle fleet achieved an average fuel 
consumption in Europe (EU-27) of 4.8 litres of diesel/100 km, 6.2 litres of petrol/100 km and average CO2 emissions of 133 g/km (internal calculation). We also 
lead the field among German manufacturers, with CO2 emissions from our vehicle fleet of 139 g/km. This also applies to the premium segment. Efficient Dynamics 
gives us a competitive advantage, in particular in markets with a CO2-based vehicle tax. Our goal is to reduce CO2 emissions of our vehicle fleet by at least a further 
25% between 2008 and 2020.


 GRI Indicator A7 (Sector Supplement)
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Fuel savings of BMW Group vehicles sold in the US (according to CAFE1)
in mpg2
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  00  01  02  03  04  05  06  07  08  09  10  11  12  133  


 
 Fleet value of cars sold   Fleet value of light trucks sold (X3/5/6/Active Hybrid 6)


1 CAFE: Corporate Average Fuel Economy.
2 mpg: miles per gallon.
3 BMW Forecast, not yet officially confirmed.


The Corporate Average Fuel Economy (CAFE) value represents the sales-weighted fuel economy of a manufacturer’s fleet of vehicles weighing less than approxi-
mately 3,850 kilograms (10,000 pounds), manufactured for sale in the USA. If a manufacturer falls below the specified lower limit, penalties must be paid to the 
government. 
Current Environmental Protection Agency (EPA) legislation is valid until 2016. The subsequent legislation will cover the period from 2017 to 2025, with a review in 
2021 to verify its viability. The BMW Group supports the legislation.
The BMW Group’s Efficient Dynamics Strategy calls for fuel economy technologies to be made available to all customers worldwide as soon as possible. 


 GRI Indicator A7 (Sector Supplement)


2


1   Sustainability management


2   Product responsibility


3    Group-wide environmental 
protection


4   Supplier management


5   Employees


6   Corporate Citizenship







FIGURES, FACTS AND 
OBJECTIVES


170


Previous 
chapter


Next 
chapter


Contents 
page


Home


CO2 emissions of BMW Group automobiles (EU-27)
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In 2013, the vehicle fleet achieved an average fuel consumption in Europe 
(EU-27) of 4.8 litres of diesel/100 km, 6.2 litres of petrol/100 km and aver-
age emissions of 133 g/km of CO2.


 GRI Indicator A7 (Sector Supplement)


Average noise emissions of BMW Group vehicles1


Share of models in % of vehicles sold in EU-27 in 2013
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 28 46 26  


1  Weighted model average for noise emissions (logarithmic average) for noise produced by ac-
celerating while passing (values of type evaluation; in accordance with EU Directive 92/97/EC).


 GRI Indicator A8 (Sector Supplement)


Fuel efficiency and CO2 emissions of the most efficient and best-selling models in 2013
 


  l/100 km  l/100 km  g/km CO2  g/km CO2  
Manual 


 transmission
Automatic 


 transmission
Manual 


 transmission
Automatic 


 transmission
 


Most efficient models worldwide


BMW i3 (with range extender)  –  0 (0.6)  –  0 (13)  


MINI One D, MINI Cooper D and BMW 116d EfficientDynamics Edition  3.8  –  99  –  


Best-selling models in Germany


BMW X3 xDrive20d  5.6  5.6  149  147  


BMW 320d Touring  4.7 – 4.8  4.7 – 4.7  124 – 125  123 – 124  


Best-selling models in the EU-27


BMW X3 xDrive20d  5.6  5.6  149  147  


BMW 520d Limousine  4.8 – 4.9  4.7 – 4.9  125 – 130  123 – 129  
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FIGURES, FACTS AND 
OBJECTIVES


Average distribution of materials in BMW Group vehicles1


in %


 


a) Steel and iron 50 f) Textiles 1


b) Non-ferrous metals 25 g) M.O.N.3 1


c) Thermoplastic resins 12 h) Other 2


d) Elastomers2 4 i) Operating fluids 3


e) Duroplastic resins 2


1  Calculation of representative vehicles as in 2012: BMW 1 Series, BMW 3 Series, BMW 5 
 Series, BMW 5 Series Gran Turismo, BMW X3, BMW X5, Rolls-Royce. 


2 Such as tyres, seals.
3 Modified organic natural materials.


Steel and iron still make up the largest proportion by weight of materials 
used in BMW Group vehicles. The overall material mix has changed little 
since 2012. The influence of materials used in Project i is not yet measurable 
due to the small number of units produced so far.


 GRI Indicators EN1, EN2, A10 (Sector Supplement)
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gfe
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Ratio of plastic recyclates in vehicles1


in %


25      


20      


15      


10      


5      


     


   11   12   13  


 


 15 15 20  


1  Recyclate share in thermoplastic materials. The vehicle with the highest share of recyclates 
is shown.


In the area of polymers in particular, importance is placed on developing 
closed material cycles. For thermoplastic resins, for example, up to 20% of 
the materials used come from secondary sources. The share of thermoplas-
tic resins used in vehicle production has increased considerably in recent 
years (from 8% to 17%), and, with it, the absolute volume of recyclates 
deployed.


 GRI Indicator EN2
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FIGURES, FACTS AND 
OBJECTIVES


BMW Group input/output assessment for 2013 vehicle production


Input  Output  


  


Raw materials1   Vehicles   


 Steel  2,361,000 t   BMW Group vehicles produced in Tsd.  1,880.8  


 Plastics  523,900 t   Vehicles produced (contracted) in Tsd.  125.6  


 Aluminium  468,800 t  Total waste  680,299 t  


 Magnesium  7,500 t   of which recyclable  669,610 t  


Operating fluids2  62,448 t   of which waste for disposal  10,689 t  


Water  4,105,937 m3  Total wastewater  2,825,825 m3  


Energy  4,721,174 MWh  CO2 emissions  1,322,316 t  


Volatile organic compounds (VOC)  2,992 t  


NOX  598 t  


CO  380 t  


SO2  7 t  


Particulates, dust  60 t  


1 Due to the fact that internal reporting has a different scope, this figure excludes BMW Brilliance (China) but includes Magna Steyr.
2  Operating fluid for products (e.g. engine and gear oil, brake and cooling fluid, cooling agent, fuel for production refuelling). Due to data capture by the central purchasing system, this figure excludes 


BMW Brilliance (China) and Magna Steyr.


We reduce our environmental impact and the level of resources we consume by integrating environmental management into all production processes. We see this as 
an ongoing process. Our goal is to reduce our consumption of resources and emissions per vehicle produced by an average of 45% by 2020 (compared to 2006). The 
parameters we use to measure this are energy, water, process waste water, waste for disposal, solvent emissions and CO2.
We improved resource efficiency by an average of 6.6% in the reporting period. Since 2006, we have reduced our use of resources and emissions levels per vehicle 
produced by an average of over 40% (41.4%).


 GRI Indicators EN1, EN3, EN4, EN8, EN16, EN20, EN21, EN22
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FIGURES, FACTS AND 
OBJECTIVES


Certified environmental management systems in production facilities of the BMW Group


Site Environmental management systems Year of certification


 


Berlin plant ISO 14001/EMAS February 2012


Dingolfing plant ISO 14001/EMAS February 2012


Eisenach plant ISO 14001/EMAS February 2012


Goodwood plant, GB ISO 14001 February 2012


Hams Hall plant, GB ISO 14001 February 2012


Landshut plant ISO 14001/EMAS February 2012


Leipzig plant ISO 14001/EMAS February 2012


Munich plant ISO 14001/EMAS February 2012


Oxford plant, GB ISO 14001 February 2012


Regensburg plant ISO 14001/EMAS February 2012


Rosslyn plant, South Africa ISO 14001 February 2012


Spartanburg plant, USA ISO 14001 February 2012


Steyr plant, Austria ISO 14001/EMAS February 2012


Swindon plant, GB ISO 14001 February 2012


Wackersdorf plant ISO 14001/EMAS February 2012


Chennai plant, India ISO 14001 February 2012


CKD production Jakarta, Indonesia ISO 14001 May 2013


CKD production Cairo, Egypt ISO 14001 August 2011


CKD production Kaliningrad, Russia ISO 14001 August 2011


CKD production Kulim, Malaysia ISO 14001 November 2013


CKD production Manaus, Brazil ISO 14001 Planned 2015


CKD production Rayong, Thailand ISO 14001 February 2012


BMW Brilliance Automotive Ltd., Shenyang, China (Joint Venture) ISO 14001 December 2012


SGL Automotive Moses Lake, USA (Joint Venture) ISO 14001 Planned 2014


SGL Automotive Wackersdorf (Joint Venture) ISO 14001 Planned 2014


Magna Steyr Fahrzeugtechnik Graz, Austria (contract production) ISO 14001/EMAS July 2012


1 National standard introduced.


Environmental management systems are in place at all BMW Group production facilities worldwide as well as in the central planning departments. Apart from 
the Manaus CKD plant, these systems are certified in accordance with ISO 14001. 
In addition, the German and Austrian plants were certified by external auditors to confirm compliance with the European environmental management standard 
EMAS.
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FIGURES, FACTS AND 
OBJECTIVES


Energy consumption in detail
in MWh4


  09  10  11  12  13  


 


Total energy consumption (upper heating value in case of fossil fuels)


Total energy consumption  3,635,755  4,072,217  4,278,582  4,549,788  4,721,174  


Total energy consumption in detail (upper heating value in case of fossil fuels)


Electricity (external source)  1,491,182  1,654,956  1,702,157  1,790,534  1,910,065  


Community heating  294,696  319,270  200,808  249,123  316,532  


from renewable energy sources in %1  16  18  28  36  48  


Fossil fuels


Fuel oil  37,403  43,828  12,176  12,622  14,023  


Natural gas  1,533,764  1,756,760  2,034,529  2,169,059  2,165,362  


 of which CHP losses  98,874  110,511  211,680  210,514  191,840  


Non-fossil fuels


Biogas (landfill gas)  278,706  288,402  328,912  328,450  315,192  


 of which CHP losses  91,600  86,100  91,600  103,422  94,486  


Regenerative fuels


Solar energy (photovoltaics)  4  3  02  1143  142  


1  Conservative calculation from the country-specific shares. Method adapted for Germany and Austria by using the transparency data in supplier invoices. Share increased compared to 2012 due to higher vol-
umes of green electricity purchased in Germany and the UK.


2 No contribution to energy supply due to maintenance work.
3 Commissioning of a new system in 2012. Further systems planned.
4 Corresponds to 3600 MJ.


Our vision is to achieve a completely carbon-neutral energy supply for the BMW Group. With this in mind, we set ourselves the goal of becoming a leader in the use 
of renewable energy by 2020. At the same time, each year we are reducing our energy consumption per vehicle produced with the aim of improving energy efficiency 
by 45% by 2020 (base year 2006). In 2013, in spite of extensive in-house production (e.g. CFK production) as well as the setting up and launch of new structures 
worldwide, such as the new smelter at the Landshut plant, we were able to further reduce energy consumption per vehicle produced to 2.36 MWh (–2.1%). Between 
2006 and 2013, we thus reduced energy consumption per vehicle produced by 31%.
The BMW Group is increasingly using its own combined heat and power systems (CHP) to generate electricity at its production plants. Energy efficiency at the 
BMW Group was consistently calculated net of the additional consumption required for conversion due to the increasing use of CHP systems. This figure was 
286,326 MWh in 2013. In addition, due to the increasing significance of contract production, we only took account of the BMW Group’s own production plants and 
the vehicles produced there when calculating the environmental efficiency indicators. This will ensure that we continue to present resource efficiency figures of the 
BMW Group’s own production capacities in a transparent manner.


 GRI Indicators EN3, EN4, EN5
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FIGURES, FACTS AND 
OBJECTIVES


Energy consumption per vehicle produced
in MWh/vehicle


3.0        


2.8        
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 2.841 2.721 2.431 2.411 2.361  


1  Efficiency indicator = energy consumption minus CHP losses divided by the total number of 
vehicles produced, not including the vehicles from the Magna Steyr contract production plant.


Improved energy efficiency led to a further reduction in energy consump-
tion per vehicle produced to 2.36 MWh (–2.1%).


 GRI Indicator EN3


Water consumption per vehicle produced1


in m3/vehicle
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 2.662 2.402 2.252 2.222 2.182  


1 These figures refer to the production sites of the BMW Group. 
2   Efficiency indicator = water consumption divided by the total number of vehicles produced, 


not including the vehicles from the Magna Steyr contract production plant.


Water consumption per vehicle produced was reduced by a further 1.8% 
to 2.18 m³ (2012: 2.22 m³). High capacity utilisation of plants as well as 
continuous improvements in water management at all production sites were 
responsible for this drop.


 GRI Indicator EN8


Water consumption1


  09  10  11  12  13  


 


Water consumption in m3  3.222.376  3.418.816  3.678.738  3.910.923  4.105.937  


 of which drinking water in %   91  88  88  86  


 of which groundwater in %   9  12  12  14  


 of which surface water in %   0  0  0  0  


 of which rainwater in %   0  0  0  0  


1 These figures refer to the production sites of the BMW Group.


Water consumption rose in 2013 compared to 2012 by 5.0%. This rise in consumption was disproportionately lower than the increase in production of 7.0%.


 GRI Indicator EN8
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FIGURES, FACTS AND 
OBJECTIVES


3 BMW Group CO2 footprint
in t CO2


  09  10  11  12  13  


 


Total emissions1  1,644,100  1,961,348  2,715,364  61,603,503  64,019,874  


Scope 1: Direct greenhouse gas emissions


Total emissions  357,793  409,911  450,828  484,612  492,798  


 Emissions of company-owned production sites  291,562  340,131  370,241  395,012  399,4732  


 Company vehicles  63,109  65,974  76,120  84,633  88,695  


 Company-owned planes  3,122  3,806  4,468  4,966  4,630  


Scope 2: Indirect greenhouse gas emissions


Total emissions  847,500  933,097  858,785  862,214  922,8432  


 Electricity/heat purchased by company-
owned production sites  847,500  933,097  858,785  862,214  922,8432  


Scope 3: Indirect greenhouse gas emissions


Total emissions  438,807  618,340  1,405,751  60,256,678  62,604,233  


 Logistics3  307,000  466,027  1,195,887  1,247,100  1,383,774  


 Business trips3  30,360  48,450  108,492  111,971  113,388  


 Employees’ commuter traffic4  101,447  103,863  101,372 113,505  122,584  


 Upstream chain5  –  –  –  12,592,090  13,274,865  


 Utilisation phase6  –  –  –  45,251,958  46,696,786  


 Disposal5  –  –  –  940,054  1,012,836  


1  Footprint not including emissions from utilisation phase and upstream chain emissions.
2 Currently applicable VDA emission factors applied.
3 Emissions figures from 2011 and 2012 are not directly comparable to previous years due to refinement of the calculation method. 
4 Extrapolation from the table “Means of transport used by BMW employees and indirect CO2 emissions from employees’ commuter traffic”.
5 Emissions from supply chain and disposal processes are calculated based on the carbon footprints of representative vehicles from the product lines.
6 The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.


We aim by 2020 to be the leaders in using renewable energy to supply our locations. To achieve this, we use the most environmentally and economically sustainable 
energy resource at each location. Some of the main measures taken in this process are continuous increases in energy efficiency, use of highly efficient combined 
heat and power systems (CHP) as well as the use of electricity supplied from renewable sources. In spite of an increase in the number of vehicles produced (compar-
ison of vehicle production not including contract production at Magna Steyr) of 7.0%, this led to an increase in CO2 emissions from vehicle production of just 5.2% 
(Scope 1 and Scope 2 including emissions from CHP losses, not including company cars and company-owned airplanes). The emissions were calculated for 2013 
using the current VDA emission factors. If the previous VDA factors had been applied, the reduction in total CO2 emissions from the production network would 
have been 0.9%.
In addition, we fulfil our responsibilities along the entire value chain. With Efficient Dynamics, we are continuously reducing CO2 emissions of the new vehicles we 
sell worldwide. As a result, we were able to further reduce average fleet emissions per kilometre in 2013. Global sales volume rose by 6% in the year under review. 
Through the application of Efficient Dynamics, the increase in emissions caused by this rise in volume was limited to just 3%. Upstream emissions also make a con-
siderable contribution towards Scope 3 emissions. For this reason, we collaborate with our suppliers to identify and lever resource efficiency potential. For instance, 
in 2013, we joined the Supply Chain programme of the Carbon Disclosure Project (CDP) in order to achieve greater transparency with regard to resource efficiency 
and to work together to derive CO2 savings potential.


 GRI Indicators EN16, EN18
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FIGURES, FACTS AND 
OBJECTIVES


CO2 emissions per vehicle produced
in t/vehicle
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 0.941 0.891 0.751 0.721 0.681  


1   Efficiency indicator = CO2 emissions minus CHP losses divided by the total number of ve- 
hicles produced, not including the vehicles from the Magna Steyr contract production plant. 


2  Calculations based on updated VDA emissions factors. If the VDA factors used in previous 
years were applied there would have been a year-on-year reduction of 10.5%. 


Improved energy efficiency, the use of highly efficient and environmentally 
sustainable combined heat and power systems (CHP) as well as renewable 
energy led to a reduction in CO2 emissions per vehicle produced in the 
reporting period of 5.6% to 0.68 tonnes.


 GRI Indicators EN16, EN18


VOC emissions per vehicle produced
in kg/vehicle
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 1.841 1.661 1.751 1.781 1.591  


1   Efficiency indicator = CO2 emissions minus CHP losses divided by the total number of ve- 
hicles produced, not including the vehicles from the Magna Steyr contract production plant. 


In 2013, solvent emissions decreased significantly by 10.7% to 1.59 kg per 
vehicle produced. This is mainly due to the retrofitting of the paint shop in 
the Chinese Dadong plant with an exhaust air purification system. 


 GRI Indicator EN20
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FIGURES, FACTS AND 
OBJECTIVES


CO2 emissions of locations participating in the EU Emissions 
Trading System
in t


400,000        
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300,000        
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100,000        
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 134,582 145,854 187,443 194,077 293.9981  


1  4,201 tonnes of emissions relevant for EU emissions trading from operation of BMW-owned 
planes are included in this figure as of 2013.


The increase in emissions is due to the expansion of plants subject to the 
emissions trading system in the 2nd commitment period (2013 – 2020).


Number of CO2 emissions allowances allocated by the  
EU Emissions Trading System
in t


400,000        


350,000        


300,000        


250,000        


200,000        


150,000        


100,000        
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 271,599 271,599 307,744 330,576 171,554  


In the 2nd period (2013 – 2020) allocation, free emissions allowances were 
strongly reduced compared to the previous period. From 2013 onwards, 
only usable heat volumes can receive allowances, electricity generation is 
no longer included in free allowances. In addition, free allocations as part 
of the EU Emissions Trading System are being reduced during the commit-
ment period from 80% in 2013 to 30% in 2020.


Wastewater1


  09  10  11  12  13  


 


Total wastewater m3  2,130,771  2,427,754  2,557,493  2,535,980  2,825,825  


 of which process wastewater in m3  778,371  854,013  935,750  896,137  882,978  


 of which wastewater from sanitary facilities in m3  1,352,400  1,573,741  1,621,743  1,639,843  1,942,847  


Total heavy metals and heavy metal compounds in kg  314  322  463  474  465  


COD2 in kg  1,108,934  1,442,109  1,681,776  1,617,183  1,770,577  


AOX3 in kg  57  69  81  77  79  


1  The key performance indicator “Process wastewater” is measured by the wastewater treatment in BMW Group plants. Together with the wastewater from sanitary facilities at the plants, this is the figure for 
total wastewater. Due to factors such as evaporation, the water input does not correspond to total wastewater.


2 COD = Chemical Oxygen Demand.
3 AOX = Adsorbable Organic Halides in water.


Materials input into wastewater should be limited to volumes that will not overtax natural decomposition processes. For all of our plants, we have introduced our 
own BMW-specific wastewater standards, which exceed local regulations in many cases.


 GRI Indicator EN21
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FIGURES, FACTS AND 
OBJECTIVES


Process wastewater per vehicle1


in m3/vehicle
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 0.642 0.602 0.572 0.512 0.472  


1  The key figures refer to production wastewater.
2  Efficiency indicator = process wastewater divided by the total number of vehicles produced, 


not including the vehicles from the Magna Steyr contract production plant.


Process wastewater per vehicle produced was down 7.8% to 0.47 m3 per 
vehicle produced. The transfer of the paint shop in Spartanburg to a water-
less colouring process as well as continuous improvements at all  locations 
(especially in Oxford and Shenyang) played a significant role in this 
decrease.


 GRI Indicator EN21


3 Waste for disposal per vehicle produced
in kg/vehicle


14.0        


12.0        


10.0        


8.0        


6.0        


4.0        


2.0        


       


   09   10   11   12   13  


 


 11.031 10.491 8.491 6.471 5.731  


1   Efficiency indicator equals waste for disposal divided by the total number of vehicles 
 produced, not including the vehicles from the Magna Steyr contract production plant.


Non-recyclable production waste was significantly reduced in 2013, by 
11.4% to 5.73 kg per vehicle produced. The main contributing factor here 
was the reduction of waste for disposal by almost a quarter (23.3%) at the 
Landshut plant.


 GRI Indicator EN22


Waste
in t


  09  10  11  12  13  


 


Total waste  450,513  564,117  594,791  664,752  680,299  


 Hazardous waste for recovery  12,073  14,987  18,413  19,979  21,884  


 Hazardous waste for disposal  8,570  9,772  8,720  8,127  7,668  


 Non-hazardous waste for recovery  425,066  534,188  562,482  633,394  647,725  


 Non-hazardous waste for disposal  4,804  5,171  5,176  3,252  3,022  


Materials for recycling  437,139  549,175  580,895  653,373  669,609  


 Metals for recycling (scrap)  377,700  428,175  449,900  494,894  500,589  


Waste for disposal  13,374  14,943  13,896  11,379  10,690  


 


The BMW Group aims to avoid waste. Unavoidable waste by-products are tested for reuse, material recycling and other uses. Recycling of waste is always given 
 priority over waste disposal. In this way, the proportion of materials for recycling or recovery increased again in 2013, reaching over 98% of total waste volume.


 GRI Indicator EN22
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FIGURES, FACTS AND 
OBJECTIVES


3 Land development
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Size of property in m2  29,075,131  28,524,493  28,666,818  29,421,179  29,268,154  


Land development in %  17.8  18.8  18.8  19.0  19.7  


 


Means of transport used by BMW Group employees and indirect CO2 emissions from employees’ commuter traffic


  101  112  123  13  


 


  in %  in t CO2  in %  in t CO2  in %  in t CO2  in %  in t CO2  


 


Cars  45  43,414  45  43,008  47  53,036  50  59,882  


Public transport  16  4,816  16  4,947  17  3,738  17  3,914  


Plant bus  33  13,049  33  12,867  30  15,869  27  13,432  


Bicycle/on foot  6  0  6  0  6  0  6  0  


Total 100 61,279 100 60,823 100 72,643 100 77,228


1  Headquarters, including Research and Innovation Centre Munich; the Munich, Dingolfing, Regensburg and Berlin plants account for 59% of employees of the BMW Group and 81% of employees 
in Germany.


2  Headquarters, including Research and Innovation Centre Munich; the Munich, Dingolfing, Regensburg and Berlin plants account for 60% of employees of the BMW Group and 81% of employees 
in Germany.


3  Headquarters, including Research and Innovation Centre Munich; the Munich, Dingolfing, Regensburg, Landshut, Leipzig and Berlin plants account for 64% of employees of the BMW Group and 90% 
of employees in Germany.


As in the previous year, the basis for calculation here was headquarters, including Research and Innovation Centre Munich as well as the Munich, Dingolfing, 
Regensburg, Landshut, Leipzig and Berlin plants. This accounts for 63% of employees of the BMW Group and 90% of employees in Germany. Mobility patterns 
changed slightly in 2013 compared to 2012. Current surveys and calculations from the Landshut and Leipzig plants as well as the Research and Innovation Centre 
show that more employees are now travelling to work by car. The increase in CO2 emissions compared to 2012 is mainly due to a further increase in employee num-
bers and the shift towards travelling to work by car. The slightly altered utilisation profile of carriers led to an increase in overall average CO2 emissions per employee 
and day of production and/or per kilometre travelled per person to 4.6 kg of CO2 per employee per day as well as 99 grams of CO2 per kilometre travelled per person 
(2012: 4.5 kg of CO2 per employee per day as well as 94 grams of CO2 per kilometre travelled per person).


 GRI Indicators EN7, EN17, EN29, A9 (Sector Supplement)
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FIGURES, FACTS AND 
OBJECTIVES


Carriers and CO2 emissions1
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Inbound (material provision of the plants and spare parts delivery)


Transport capacity in million tkm  2,673  3,810  9,072  10,703  11,560  


CO2 emissions in t  201,376  320,526  518,157  547,049  580,616  


Outbound (distribution vehicles and spare parts)


Transport capacity in million tkm  9,942  15,088  18,854  20,195  22,226  


CO2 emissions in t  106,040  145,501  677,730  700,051  803,158  


Total (inbound and outbound)


Transport capacity in million tkm  12,615  18,898  27,926  30,898  33,786  


CO2 emissions in t  307,416  466,027  1,195,887  1,247,100  1,383,774  


Percentage share of carriers in total (inbound and outbound) in terms of transport volume and CO2 emissions


  tkm  g CO2  tkm  g CO2  tkm  g CO2  tkm  g CO2  tkm  g CO2  


 


Sea  78.0  14.0  79.9  14.1  78.9  51.3  79.2  53.1   78.9  51.6  


Road  15.8  73.4  13.3  61.2  11.9  24.2  10.7  20.2  12.4  23.1  


Rail  6.0  7.1  6.3  7.3  8.2  5.5  8.9  4.6  7.5  3.8  


Air  0.2  5.5  0.5  17.4  1.0  19.0  1.2  22.1  1.2  21.5  


1  Figures refer to BMW and MINI, excluding Rolls-Royce automobiles. Conversion factor for CO2 emissions from road, rail and sea freight according to Tremod. Conversion factors from sea freight are reported 
back directly by shipping companies. Since the 2011 financial year, the scope has expanded significantly and currently comprises: inbound volumes (material supplies to plants and spare parts delivery) are 
included for BMW and MINI vehicles in Germany, the UK, the USA, South Africa, China, Thailand, India and CKD/SKD locations as well as for delivery of spare parts to the parts supply centre ZTA in Dingolf-
ing. Outbound volumes (distribution of vehicles and spare parts) are included up to arrival at the distribution centres in the markets worldwide as well as for some markets up to arrival at the dealerships.


Compared to 2012, transport volume increased by around 9.4%. This is due on the one hand to an increase in the number of BMW and MINI vehicles produced and 
sold and on the other hand to the extension of the system boundaries due to the addition of more transport volume. For example, since 2013, additional inbound air 
and sea transports have been included in the figures. In addition it is now possible for the transport of about 40% of all vehicles sold worldwide from the distribution 
centres to the dealerships to be included in the figures.
Compared to the previous year, total CO2 emissions increased by around 11%, leading to an increase in CO2 emissions per unit of around 3.7%. Based on the system 
boundaries of 2012, CO2 emissions per unit decreased by over 5%. This was mainly the result of a significant 17% decrease in air freight volume to plants outside 
Europe.
Shifts in the shares of the different transport carriers as a proportion of total transport volume are mainly due to changes in system boundaries; for example, when 
distribution of vehicles to dealerships takes place by truck, this leads to an increase in road freight volume.


 GRI Indicators EN16, EN29, A9 (Sector Supplement)


3


181


Previous 
chapter


Next 
chapter


Contents 
page


Home


1   Sustainability management


2   Product responsibility


3    Group-wide environmental 
protection


4   Supplier management


5   Employees


6   Corporate Citizenship







FIGURES, FACTS AND 
OBJECTIVES


Investment in environmental protection1


in € million
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 Germany 15.4 21.7 32.6 50.9 78.6  
 Entire production network   134.4 148.1  


Figures for German production sites.
1 Calculation of integrated environmental investments according to VDA standard.


In 2013, we expanded our production structures for new launches and for 
extra capacity for production of BMW, MINI and Rolls-Royce vehicles and 
we invested in our production plants for BMW i. An important aspect in 
these investment decisions was to take into account environmental consid-
erations with a view to increasing resource efficiency. In 2013, this led to a 
further increase in investment in environmental protection, in particular 
in Germany (approx. 55%), but also in the entire BMW Group production 
network (approx. 10%). 


 GRI Indicators EN7, EN17, EN29, A9 (Sector Supplement)


Ongoing expenditure on environmental protection
in € million
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 48.6 54.8 63.1 67.0 71.9  


Figures for German production sites.


In line with the increase in production, ongoing expenditure on environ-
mental protection increased further in 2013.


 GRI Indicator EN30


3


Share of vehicles shipped by rail from BMW Group plants1


in %
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 47.0 49.5 53.1 56.9 60.7  


1 Excluding Rolls-Royce automobiles.


Vehicles for export from the BMW plant in Leipzig are now transported by 
rail to the port. This led to a further increase in the average volume of rail 
transport of BMW Group vehicles from the plants to 60.7%. 
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FIGURES, FACTS AND 
OBJECTIVES


Regional mix of BMW Group purchase volumes in 2013
in %, basis: production material


 


a) Germany 47 e) Africa 2


b) Rest of Western Europe 19 f) Asia/Australia 2


c) Central and Eastern Europe 17 g) China 1


d) NAFTA (+ MERCOSUR) 12


As a global company, the BMW Group continued to develop and expand 
its international relations with suppliers. This shifts our value added along 
the supply chain even more strongly towards the respective sales markets. 
Here, too, local suppliers were selected according to the BMW Group sus-
tainability requirements.


 GRI Indicator EC6
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FIGURES, FACTS AND 
OBJECTIVES


BMW Group employees at end of year1


Number
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Total 96,230 95,453 100,306 105,8762110,3513  


 Employees in Germany  Employees international


1  Figures exclude suspended contracts of employment, employees in the non-work phases of 
pre-retirement arrangements and low income earners.


2 Of whom 35.2% are tariff-bound production employees of the BMW Group.
3 Of whom 35.1% are tariff-bound production employees of the BMW Group.


The number of employees in the BMW Group had increased worldwide 
by the end of 2013 by 4.2% to a total of 110,351 employees (2012: 105,876 
employees). The high demand for our vehicles as well as upcoming chal-
lenges led to focused recruiting of skilled experts for development and 
production of new technologies such as electromobility. 


 GRI Indicator LA1


BMW Group apprentices as at 31 December
Number
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Total 3,915 3,798 3,899 4,266 4,445  


1,357 young people began their vocational training at the BMW Group 
in 2013. The number of vocational training places in Germany remained 
 constant compared to the previous year, at 1,200. Worldwide, a total of 
4,445 trainees were employed by the company on the reporting date.


 GRI Indicator LA1


BMW Group employees


  09  10  11  12  13  


 


Workforce according to segment


 Automobiles  89,457  88,468  91,517  96,518  100,682  


 Motorcycles  2,796  2,814  2,867  2,939  2,726  


 Financial Services  3,882  4,053  5,801  6,295  6,823  


 Other  95  118  121  124  120  


Share of employees with fixed-term contracts1 in %  1.5  2.0  3.1  3.8   3.9  


1 Excluding apprentices, interns and students.


 GRI Indicator LA1
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FIGURES, FACTS AND 
OBJECTIVES


Share of employees per country with production site(s)  
in 2013
in %


 


a) Germany 71.6 f) India 0.6


b) UK 6.0 g) Thailand 0.3


c) USA 6.6 h) China 1.3


d) Austria 3.0 i) Brazil 0.2


e) South Africa 3.2 j) Other markets 7.2


Nearly three-quarters of employees at BMW Group production sites work in 
Germany, followed by 6.6% in the USA and 6.0% in the UK. 


 GRI Indicator LA1
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Share of women in the workforce per country with production 
site(s) in 2013
in %


a) Germany  15.1


b) UK  14.0


c) USA  25.3


d) Austria  9.9


e) South Africa  19.0


f) India  8.9


g) Thailand  35.7


h) China  45.9


i) Brazil  38.4


j) Other countries  32.8


The share of women in the workforce varies strongly in the different func-
tional areas: the share of women in production-related activities is less 
than 10%, while it is over 20% in sales-related activities. 
The employee share and share of women is therefore lower in produc-
tion-intensive countries.


 GRI Indicator LA13


5


185


Previous 
chapter


Next 
chapter


Contents 
page


Home


1   Sustainability management


2   Product responsibility


3    Group-wide environmental 
protection


4   Supplier management


5   Employees


6   Corporate Citizenship







FIGURES, FACTS AND 
OBJECTIVES


Share of female employees in total workforce of BMW AG/
BMW Group
in %
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 BMW AG 13.1 13.2 13.5 14.2 14.5  
 BMW Group 15.2 16.1 16.81 17.4  


1 Figures for 2012 adjusted due to data cleansing.


Social diversity at the BMW Group is an integral part of our sustainabil-
ity strategy and makes an important contribution towards the company’s 
efficiency. With this in mind, the BMW Group’s Diversity Concept has an 
important role to play in the company’s strategic direction, in which pro-
viding opportunities for women is one of the three dimensions of diversity 
(along with an international workforce and a good age mix). 
The share of women in the overall workforce continued to increase. The 
share of women at BMW AG, for example, rose from 14.2 to 14.5% and at 
the BMW Group from 16.8 to 17.4%. 


 GRI Indicator LA13


Share of female employees in management positions at  
BMW AG/BMW GROUP
in %


  11  12  13  


 


Supervisory
Board  15.0  20.0  20.0  


Board of
Management  0.0  12.5  12.5  


Non-tariff employees


BMW AG  9.1  10.0  10.9  


BMW Group  11.8  12.71  13.8  


1 Figures for 2012 adjusted due to data cleansing.


The term “non-tariff employees” primarily refers to managers, which is why 
it is listed here as the third category of management positions. The share of 
women also increased in the non-tariff area in 2013. At BMW AG, the share 
of women rose by 9.0%, at the BMW Group by 8.7%. 
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FIGURES, FACTS AND 
OBJECTIVES


Share of employees at BMW AG from Europe (without Germany) 
and from non-EU countries
in %


 


a) From Germany 91.5


b) Europe (without Germany) 3.8


c) Non-EU countries 4.7


As at 31 December 2013, employees from 99 different countries worked for 
BMW AG.


a


b c


BMW AG employees according to age group divided into 
functions and gender1


in %


  < 30 years  30 – 50  > 50 years  
old years old old


 


2011 total  9.6  66.8  23.6  


2012 total  10.9  65.3  23.8  


2013 total  12.5  64.1  23.5  


 direct2  14.2  62.3  23.5  


 indirect3  11.3  65.2  23.4  


 male  11.3  64.2  24.5  


 female  20.2  62.9  16.9  


1 Figures refer to employees with permanent contracts.
2 Clock-controlled production employees.
3 All employees without clock control.


Demographic change in 2013 is also reflected in the age structure of the 
BMW AG workforce. The share of employees under 30 years old rose, while 
the share of employees between the ages of 30 and 50 fell slightly. The share 
of employees over 50 years of age remained at a similar level to the previous 
year.


 GRI Indicator LA13
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FIGURES, FACTS AND 
OBJECTIVES


Share of local employees in management positions at major company locations
in %


  10  11  12  13  


 


Munich site  99.5  99.2  98.8  98.8  


Dingolfing site  99.6  99.7  99.7  99.7  


Berlin site  100.0  100.0  100.0  100.0  


Landshut site  100.0  100.0  100.0  99.2  


Leipzig site  100.0  100.0  100.0  98.2  


Regensburg site  100.0  100.0  100.0  100.0  


UK  91.1  92.5  92.5  89.3  


USA  88.3  90.9  91.2  89.0  


Austria  90.8  88.8  83.0  84.7  


South Africa  89.7  91.5  89.2  89.0  


China1  43.0  43.3  28.4  63.0  


India  45.0  56.0  54.8  59.5  


Thailand  65.2  70.4  68.0  75.0  


1 Including employees of the joint venture BMW Brilliance Automotive, which is not consolidated in the BMW Group.      


“Local” refers to managers with local contracts. Persons sent to work at the location who do not have a local employment contract are not included. Such persons 
are reflected in the difference from 100% in each case.
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FIGURES, FACTS AND 
OBJECTIVES


Share of employees with disabilities at BMW AG
in % 
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 5.4 6.0 5.1 6.0 5.9  


The figure for severely disabled employees is based on the statutory require-
ments in accordance with the German Social Insurance Code (SGB IX). In 
addition, the BMW Group awarded contracts amounting to around €22 mil-
lion to workshops for the severely disabled in 2012. Around €6 million of 
this figure can be written off in accordance with the compensatory levy act. 
The contract volume was at around the same level as in the previous year.


 GRI Indicator LA13


Profit-sharing scheme at BMW AG by year of payment1


in % of monthly salary/in % of personal base value (from 2011)
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 none 98.02 153.0 152.6 162.8  


Due to the significant decline in profits, in 2009 and 2010 BMW AG employees did not receive 
any bonuses for 2008 and 2009.
1 New employees receive full bonuses after four years of employment.
2 New bonus system from 2011 based on personal base value.


Since the 2010 financial year (payout in 2011), bonuses at BMW AG have 
been determined according to a uniform system across all hierarchical 
 levels. Starting in the 2011 financial year (payout in 2012) this system 
was also introduced for employees worldwide as a standardised corporate 
success component in nearly all BMW Group companies. The consistency 
of this component is thus ensured both hierarchically (from production 
worker to board member) and geographically (worldwide). This portion of 
the bonus depends on the earnings performance of the BMW Group and is 
accordingly calculated according to these three parameters: Group earnings 
after tax, after-tax return on sales, and dividends. Including the post-tax 
return on sales in the calculation of bonuses (including for the Board of 
Management and the upper executives) in particular ensures an orientation 
towards the profitable, and hence sustainable, growth of the BMW Group.
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FIGURES, FACTS AND 
OBJECTIVES


Share of employees represented by a trade union or falling under collective agreements1


in %


  09  10  11  12  13  


 


Germany3  100  100  100  100  100  


UK2   –  75  94  86  86  


China (plant)   –  100  100  100  100  


Austria3  100  100  100  100  100  


South Africa   –  46  51  61  61  


USA (no collective agreements exist)  0  0  0  0  0  


1 Figures from the UK, China and South Africa only available from 2010 onwards.
2  In 2012, all employees from central functions as well as the Goodwood plant were included in the calculation. The figure for the UK is therefore not directly comparable with those of previous years. 


If the same method were applied, the share would also be 86% in 2011.
3 Excluding executives.


In the BMW Group, institutionalised operational co-determination is implemented Group-wide according to the applicable national regulations. In all BMW AG 
plants and branches as well as in Austria and the UK, elected works councils observe co-determination for the employees. In China and South Africa, employees are 
represented by local workers’ representatives, while at the company locations in the USA no collective agreements exist.
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FIGURES, FACTS AND 
OBJECTIVES


Employee attrition rate BMW AG1


as a % of the workforce
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 4.592 2.74 2.16 3.87 3.47  


1 Number of employees on unlimited employment contracts leaving the company.
2 Increase due to voluntary termination agreements during the global financial crisis 2008/2009.


At 3.5%, the attrition rate was slightly lower in 2013 than in 2012. Retire-
ment continues to be the primary reason for attrition. The actual attrition 
rate is still very low, demonstrating the effectiveness of the proven pro-
grammes and measures of the BMW Group geared toward positioning itself 
as an attractive employer.


 GRI Indicator LA2


Total number of employees leaving BMW AG, by reason for 
leaving1


Number
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Total 3,009 1,753 1,389 2,561 2,371  


 Number dismissed by employer.
 Voluntarily left company (termination or suspension of employment contract by employee).
 Pension, death, pre-retirement part-time working arrangements.


1 Figures refer to employees with permanent contracts.


The decline in the number of employment contract terminations on the 
part of the employer, as well as the decline in the number of employees 
voluntarily leaving the company led to an overall decrease in total number 
of employees leaving, despite an increase in the number of retirements 
(pensions, pre-retirement part-time working arrangements). The share of 
women in the total number of people leaving the company (2,371) was 11.6% 
in 2013. The share of women among newly recruited employees was 16.9%.


 GRI Indicator LA2
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FIGURES, FACTS AND 
OBJECTIVES


Average weekly working time by country1


in hours


  09  10  11  12  13  


 


Germany


 Industry-wide collective agreement for the Bavarian metal
and electronics industries  35.0  35.0  35.0  35.0  35.0  


 Industry-wide collective agreement for commercial workers and
employees  of the Saxony metal and electronics industries  38.0  38.0  38.0  38.0  38.0  


 Non-tariff employees  40.0  40.0  40.0  40.0  40.0  


Austria (Steyr plant)  38.5  38.5  38.5  38.5  38.5  


USA (Spartanburg plant)  40.0  40.0  40.0  40.0  40.0  


UK (Oxford plant)  37.0  37.0  37.0  37.0  37.0  


South Africa (Rosslyn plant)  40.0  40.0  40.0  40.0  40.0  


1 Usual weekly working time according to employment contract, without part-time work.


The average weekly working time in Germany is 40 hours for non-tariff employees, and up to five hours less in Bavaria and Saxony due to the provisions of collective 
agreements there. At BMW Group plants abroad the weekly working time is similar to Germany.


Alternative work forms at BMW AG1


in hours


  09  10  11  12  13  


 


Part-time employees  3,133  3,709  3,825  3,948  3,966  


 in % of total number of employees  4.5  5.3  6.0  5.8  5.7  


Teleworking positions  7,636  9,209  11,717  15,235  18,094  


 in % of total number of employees  10.9  13.2  16.4  22.5  25.9  


Sabbaticals  704  498  450  514  511  


 in % of total number of employees  1.0  0.7  0.6  0.8  0.7  


Parental leave  1,313  1,600  1,513  1,674  1,968  


 in % of total number of employees  1.9  2.3  2.1  2.5  2.8  


1 Figures refer to employees with permanent and part-time contracts.


Part-time work is an important part of the flexible work time instruments at the BMW Group, particularly in view of the increasing demand for structures that allow 
for a good work-life balance as well as models adapted to different life phases. The number of part-time employees remained unchanged. The number of employees 
on teleworking models continues to increase.
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FIGURES, FACTS AND 
OBJECTIVES


Average days of further training per BMW Group employee1


Number


4.0        


3.5        
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 1.6 2.6 3.6 3.7 3.5  


1  Data retrieved by direct capture of the number of participants as well as a small share by 
qualified extrapolation. 


In 2013, the BMW Group increased expenditure on further education and 
training to €288 million (+2% compared to the previous year). Average days 
of further training per employee were at a similar level to previous years.


 GRI Indicator LA10


Average training hours at the BMW AG Academy, by employee 
category1


hours/employee 


  11  12  13  


 


Non-tariff 
Employees 21.5 27.1 31.2  


“Meister”
(master craftsmen) 24.2 32.5 40.7  


Tariff2 12.7 16.2 17.0  


Days of further training for managers in the BMW Group


Number 17,605 16,123 18,843  


1 Until 2008: BMW AG Performance Centres.
2 (w/o “Meister”) + trainees + other.


The BMW Academy founded in 2009 unites vocational training and further 
training for all company locations in Germany and the UK under one roof. 
This facilitates the coordination of training courses and generates synergies 
through the use of shared resources. The BMW Group’s training offensive 
was able to expand on its figures from 2013. Both the average amount of 
time spent on training as well as expenditure were at a similar level to the 
previous year. This trend can be observed throughout the whole company. 
In addition to classical training courses and e-learning, brand new educa-
tion programmes were launched, such as bachelor’s and master’s degrees in 
cooperation with universities.
The BMW Group invests continuously in training its managers worldwide.
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FIGURES, FACTS AND 
OBJECTIVES


Investment in further education and training1 at BMW Group
in € million


300        


250        


200        


150        


100        


50        


       


   09   10   11   12   13  


 


 1432 179 246 282 288  


1  BMW Group investments are dependent on the current need for further education and train-
ing, which may lead to year-on-year fluctuations.


2  In difficult economic conditions, training programmes focused on select target groups and pri-
ority topics during the 2009 financial year.


The BMW Group sees targeted employee training as an investment in the 
future. For this purpose, investment in education and further training was 
increased by 2% in 2013. At the same time, building up and maintaining 
skills expertise within the Group’s workforce are key aspects of strategic 
corporate governance.


BMW Group personnel costs per employee1


in €
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 72,349 83,141 84,887 89,140 89,895  


1  Figures exclude suspended employment contracts, employees in non-work phases of pre-re-
tirement part-time arrangements, trainees, students and low income earners. 


Maintaining a competitive level of expenditure on personnel plays a 
major role in the success of the BMW Group. In addition to focusing on 
cost, the aim is also to increase efficiency at all levels of the business. The 
high degree of motivation amongst employees and the positive corporate 
approach towards the workforce are maintained and underscored by a com-
bination of rewards determined individually on the basis of performance 
and success.


 GRI Indicator LA10


5


Share of performance-related compensation in BMW AG 
salaries, by employee category1


In % of salary group


  11  12  13  


 


Upper
management  55 – 66  54 – 70  53 – 69  


Middle
management  38 – 42  37 – 40  37 – 40  


Lower
management  10 – 11  10  10  


1  The definition focuses on the target value and has thus changed compared to the previous 
years.


Performance-based remuneration comprises a personal bonus and a corpor-
ate earnings-related bonus. The amount of the personal bonus depends on 
personal performance as well as achievement of the individual’s targets. The 
amount of the corporate bonus depends on the company’s performance. 
The variable part of remuneration increases as more responsibility is taken 
within the company.
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FIGURES, FACTS AND 
OBJECTIVES


Savings for BMW Group resulting from suggestions for 
improvement
in € million 
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 56.8 67.4 77.9 36.9 38.8  


Group-wide idea management at the BMW Group improves the company’s 
competitiveness and is a worldwide tool to involve and empower employees, 
giving them the opportunity to contribute their ideas and have an impact 
on change within the company. Internal marketing campaigns were carried 
out in 2013 to further establish this tool. In Germany, for example, the par-
ticipation rate in 2013 was 7.3%, up 23.7% on the previous year. 9,400 ideas 
were submitted, an increase of 19.8%.
Group-wide idea management led to savings of €38.8 million in 2013 
resulting from suggestions for improvement. In general, strong fluctuation 
is possible as certain ideas may make a larger contribution to the savings 
achieved in some years than in others. In 2013, the course was set for 
implementation in the UK at the beginning of 2014 of the updated ideas 
management concept already introduced in Germany. The UK will be the 
first international location to introduce the concept.


Group-wide BMW Group employee survey in 2013
in %


Overall satisfaction   89  


0  100  


Attractiveness as employer   91  


0  100  


Additional social benefits   85  


0  100  


Job security   87  


0  100  


A Group-wide employee survey is conducted every two years. In 2013, the 
survey was conducted on the basis of a representative sample. 89% of those 
surveyed were satisfied on the whole with the BMW Group. Very posi-
tive ratings were also given to attractiveness as an employer (91%), social 
benefits (85%) and job security (87%). The next Group-wide survey will take 
place in the summer of 2015. The results will be available online. 
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FIGURES, FACTS AND 
OBJECTIVES


Occupational health and safety management systems at BMW Group sites


Plant occupational health and safety certification Occupational health and Most recent year of certification
safety management system


 


Berlin plant OHSAS 18001 December 2011


Dingolfing plant OHRIS May 2012


Eisenach3 OHRIS OHSAS 18001 planned 2014


Goodwood plant, GB1 HS(G) 654 Introduced


Hams Hall plant, GB1 HS(G) 654 Introduced


Landshut plant OHRIS October 2012


Leipzig plant OHRIS March 2013


Munich plant OHRIS April 2012


Oxford plant, GB1 HS(G) 65 Introduced


Regensburg plant OHRIS June 2012


Rosslyn plant, South Africa OHSAS 18001 December 2011


Spartanburg plant, USA OHSAS 18001 February 2013


Steyr plant, Austria OHSAS 18001 December 2012


Swindon plant, GB1 HS(G) 654 Introduced


Wackersdorf plant5 OHRIS June 2012


Chennai plant, India OHSAS 18001 January 2013


CKD production Jakarta, Indonesia OHSAS 18001 January 2014


CKD production Cairo, Egypt OHSAS 18001 August 2011


CKD production Kaliningrad, Russia6 National standard Introduced


CKD production Kulim, Malaysia OHSAS 18001 December 2012


CKD production Manaus, Brazil National standard Introduced


CKD production Rayong, Thailand OHSAS 18001 January 2013


BMW Brilliance Automotive Ltd., Shenyang, China2 (Joint Venture) OHSAS 18001 January 2011


SGL Automotive Moses Lake, USA (Joint Venture) OHSAS 18001 Planned 2014


SGL Automotive Wackersdorf (Joint Venture) OHSAS 18001 Planned 2014


Magna Steyr Fahrzeugtechnik Graz, Austria (contract production) OHSAS 18001 July 2012


1 OHSAS certification planned 2015.
2 Includes the Dadong, Tiexi and Powertrain plants.
3 OHSAS 18001 certification in 2014.
4 HS(G) 65, Successful health and safety management, British Government guidelines on safety at the workplace. Does not require certification.
5 Jointly certified with BMW Regensburg plant.
6 GOST (state standard specification) 12.0230-2007 SSBT.


At present, OHRIS- and OHSAS-certified occupational health and safety management systems are in place at 19 of our 28 production plants (including joint  ventures 
and contract production in Jakarta, Cairo, Kaliningrad, Kulim, Manaus and Graz). Six additional facilities work with systems that meet national standards. OHSAS 
certification was introduced at the Indonesia plant in January 2014. Further certification is planned for the Eisenach plant and the SGL Automotive joint venture 
locations in Moses Lake and Wackersdorf in 2014 as well as for the plants in the UK in 2015.
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FIGURES, FACTS AND 
OBJECTIVES


Occupational safety at BMW AG/BMW Group1


number/number of participants 


  09  10  11  12  13  


 


Total accidents BMW AG (number)  4,619  4,458  3,941  4,128  4,413  


Accidents BMW AG with days absent
from work (number)  3032  3482  7443  6393  5393  


Accident frequency rate4 BMW AG  3.2  3.7  7.9  6.6  5.3  


Fatal accidents BMW AG (number)  0  0  0  0  0  


Safety training by BMW AG
occupational safety association  2,098  1,419  1,059  4,315  2,387  


Web-based training in 
occupational safety at BMW Group5        11,935  15,902  


Other training courses in
occupational safety at BMW Group5        16,513  10,892  


 Employees at BMW Group (number)        10,626  9,611  


 Employees of third-party
companies (number)        5,887  1,281  


BMW Group risk assessments6  16,891  19,967  21,612  26,040  26,462  


1 Figures for BMW AG excluding branches.
2 Occupational accidents with more than three days absence from work.
3 Occupational accidents with at least one day of absence from work.
4 Number of occupational accidents per one million hours worked (up to 2010 – occupational accidents with more than three days of absence from work; up to 2011 – with at least one day of absence).
5 Training courses captured in 2012 for the first time.
6 Safety assessments of workplaces, including with regard to possible ergonomic and health strains (ABATech method). Figures are cumulative and apply to the BMW Group.


There have been no fatal accidents at the BMW Group for the last eight years. Continuous improvements in workplace safety and special safety training are bearing 
fruit. In addition to training by the occupational safety association, a large number of internal training courses is carried out, data on which has been captured since 
2011. A total of 10,892 employees of the BMW Group as well as employees of third-party companies took part in safety training. In addition 3,984 people underwent 
training in first aid in Germany alone.
From 2011 onwards, the system no longer bases its calculations of the accident frequency rate on reportable occupational accidents (>3 days absence from work) but 
on all occupational accidents with absence from work of more than one day. These figures are presented in this report.
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FIGURES, FACTS AND 
OBJECTIVES


Sickness rate at BMW AG
in %


5.0        


4.5        
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   09   10   11   12   13  


 


 4.3 4.6 4.5 4.4 4.3  


The sickness rate at BMW AG (4.3%) is again lower than the previous year’s 
level (4.4%). Thus, the sickness rate was reduced for the third consecutive 
time.


Total days of work missed at BMW AG1


Number


18,000        


16,000        


14,000        


12,000        


10,000        
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6,000        


4,000        


2,000        
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Total 13,7272 16,6202 15,8923 12,7373 14,8533  


 Due to a notifiable work accident.
 Due to a notifiable accident on the way to or from work.


1 Figures for BMW AG, excluding branches.
2  Days of absence from work due to notifiable occupational accidents and/or accidents on the 


way to or from work (> 3 days of absence from work).
3  Days of absence from work due to notifiable occupational accidents and/or accidents on the 


way to or from work with at least one day of absence from work.


The number of occupational accidents with days absent from work dropped 
by 15.6% in 2013 compared to the previous year. The correlating increase 
in days absent from work was 29.4%. The average duration of absence from 
work per occupational accident was 14.9 days, the figure for the previous 
year was 9.7 days.
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FIGURES, FACTS AND 
OBJECTIVES


Accident frequency rate at BMW AG
per one million hours worked
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 3.11 3.61 7.12 5.82 4.82  


1  Occupational accidents with more than three days of absence from work (calendar days) per 
one million hours worked.


2  Occupational accidents with at least one day of absence from work per one million hours 
worked (data covers around 85% of BMW Group employees due to system constraints).


Occupational safety takes absolute priority at the BMW Group and is firmly 
anchored in all work processes in production. 
A new method of calculating the accident frequency rate was introduced on 
1 January 2011. This system no longer bases its calculations on reportable 
occupational accidents causing more than three days absence from work, 
but on all occupational accidents with absence from work. 
A large number of measures to reinforce the culture of safety contributed 
to a reduction in the Group-wide accident frequency rate of 5.8 (2012) to 4.8 
(2013).


 GRI Indicator LA7


Accident frequency rate at BMW Group by region1


per one million hours worked 


  Accident frequency  


 


Germany (BMW AG excluding branches)  5.3  


North America2  2.2  


South Africa3  3.3  


UK4  3.6  


Austria5  4.8  


1  Occupational accidents with at least one day of absence from work per one million hours 
worked.


2 Spartanburg plant, Financial Services, sales centres.
3 Rosslyn plant, Financial Services, sales centres.
4 Oxford plant, Swindon, Hams Hall, Goodwood, Financial Services, sales centres.
5 Steyr plant.


Occupational accidents at BMW AG (excluding branches) are currently cap-
tured on a region-specific basis as well as in the regions of our production 
sites. Gradual application to other BMW Group locations (e.g. dealerships, 
regions with CKD plants) is planned over the coming years. 
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FIGURES, FACTS AND 
OBJECTIVES


BMW Group donations worldwide in 2013
In %, total amount €8,481,6601


 


a) Science/Education 34.3 d) Politics 2.6


b) Society/Community 52.1 e) Environment/Sustainability 0.3


c) Culture 8.4 f) Sport 2.3


1  The sum indicated here does not include either cause-related marketing or sponsorship and 
does not contain the projects and activities carried out in the context of the company’s social 
and cultural commitment.


The BMW Group focuses its activities in the area of donations on society 
and the community as well as science and education, providing targeted 
support of projects connected with the company’s core competencies and 
activities. Donations made by the BMW Group in 2013 were approximately 
12% lower than in 2012. The main reason for this was that some funded 
projects came to an end.


 GRI Indicators EC1, SO6


a


d


b


c
e f


Donations in the field of politics
in €
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 565,274 603,145 430,517 427,442 223,701  


The BMW Group supports the work of the democratic parties CDU, CSU, 
SPD, FDP and Bündnis90/Die Grünen (Green Party). All BMW Group 
donations (above 10.000 €) for each year are published by name in the 
accounts included in the party financing report of the President of the 
German Federal Parliament. In 2013 the procedure for supporting political 
parties was successively changed. In the past, the BMW Group has mainly 
donated vehicles for use free of charge. The parties provide the BMW Group 
with confirmation of receipt of a donation by stating the corresponding 
value or rental rate. In 2013, this procedure was temporarily continued 
for the CSU due to different contractual periods. From 2014 onwards, the 
BMW Group will support the socio-political work of this party as well as 
the other parties by way of individual topic-based cooperation projects that 
are subject to the clear sponsorship regulations of the BMW Group. Vehicle 
donations in 2013 amounted to a value of €201,314 (CSU: €143,371, CDU: 
€16,232 FDP: €11,000, SPD: €9,108, Green Party: €21,603). In addition to 
vehicle donations, the CSU received a cash donation of €250 for a district 
association in 2013. International political donations by the BMW Group 
are only made in clearly defined and exceptional cases which are subject to 
the respective legal framework conditions. Expenditure on international 
political donations in 2013 amounted to around 0.9% of total expenditure 
on inter national donations (2012: around 0.4%).
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FIGURES, FACTS AND 
OBJECTIVES


Amount of expenditure on social commitment, by type of  
activity
in € thousand
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Total 7,619 26,591 36,846 31,979 28,944  


 Donations/contributions in kind  Community investment   Commercial activities


The activities of the BMW Group in the area of corporate social respon-
sibility are divided into three main areas. Firstly: monetary donations 
and donations in kind. Secondly: community investment. Community 
investment refers to investment in project initiatives conceived in-house, 
 cooperative endeavours and partnerships as well as corporate volunteering 
by BMW Group employees. And thirdly: commercial activities, i.e. sponsor-
ship and cause-related marketing. 
Total expenditure on corporate citizenship activities of the BMW Group 
decreased compared to the 2012 financial year. The main reasons for the 
decline in expenditure on corporate citizenship in 2012 were previous 
cases of one-off project funding which no longer applied in 2013, as well as 
 projects whose social impact was not measurable.
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Sustainability targets in the area of sustainability management


Group Strategy Number ONE/Sustainability strategy


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group is the world’s most 
 successful and sustainable premium 
provider of individual mobility


Group Strategy Number ONE: 
-  Growth: Our aim is to tap into existing and new 


business fields, to focus on the entire value 
chain and in particular to grow profitably


-  Shaping the future: Keeping close contact to 
our customers during the entire life cycle and 
along the entire value chain in order to grow 
profitably


-  Profitability: Our aim is to continuously increase 
the value of the BMW Group in its competitive 
environment in the long term


-  Access to technologies and customers: Stra-
tegic cooperation with the best partners is part 
of our Strategy Number ONE


Sustainability strategy: 
-  Derivation of Group sustainability strategy from 


all divisions, including development and integra-
tion of corresponding objectives.


-  Further development of sustainability manage-
ment including stakeholder dialogue


-  International expansion of external sustainability 
network


Group EBT
The BMW Group continued on its successful course in 2013 and posted a new record result in earnings before tax 
due to a strong increase in vehicle sales. Despite greater investment in future technologies, increased intensity of 
competition and higher personnel costs, earnings before tax rose at Group level by 1.4% to €7,913 million (2012: 
€7,803 million). As forecast for 2013, earnings before tax were on a par with the previous year, in line with our expec-
tations.


Vehicle sales of two million units (original target: two million units by 2020, already revised to 2016)
All three brands – BMW, MINI and Rolls-Royce – achieved record sales in 2013; as a result, the company further 
established its position as a leading manufacturer of premium automobiles worldwide. 1,963,798 BMW, MINI and 
Rolls-Royce vehicles sold.


Motorcycle sales
Although the majority of motorcycle markets contracted considerably during the reporting period, our Motorcycles 
segment broke its previous sales volume record in the year under report. We handed over 115,215 BMW motorcycles 
to customers worldwide.


Profitability of 8 – 10% in Automobiles segment as well as Return on Equity (RoE) of 18% in FS segment 
(EBIT margin)
The EBIT margin in the Automobiles segment was 9.4%. This means that we were within our forecast target range of 
8–10% due to the high demand for our premium vehicle brands.


The Financial Services segment can look back on a successful year 2013. The return on equity (RoE) of 20.2% 
exceeded the target of at least 18% and was thus in line with our expectations.


Listing on external sustainability ratings (DJSI, CDP, FTSE4Good)
In 2013 again, the BMW Group was able to hold its position as one of the most sustainable carmakers.


The company was again listed on the Dow Jones Sustainability Indices (DJSI, Europe and World). This makes the 
BMW Group the only company in the automotive industry to be listed among the top three for 15 consecutive years.


We achieved a record result in 2013 in the Global 500 Rating of the Carbon Disclosure Project (CDP), leading the 
industry with 100 out of 100 possible disclosure points as well as a performance rating in the “A” range.


In addition, the BMW Group was again listed on the British FTSE4Good index in 2013.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of sustainability management


Group Strategy Number ONE/Sustainability Strategy


Sustainability targets 20201 General directions2 Measures and results 20133 Status


Integration of sustainability in all company divisions
-  Sales division: Sustainability aspects integrated into sales training, green building integrated into Retail Standards 


Europe for new buildings, contractual agreement on human rights/ILO core labour standards integrated into all 
dealership contracts in the European region.


-  Purchasing division: Sustainability risk management process refined, range of training programmes for purchasers 
and suppliers expanded.


-  HR division: We reviewed our HR strategy and set up a global organisational structure as the basis for coordination 
of strategic HR topics.


-  Production division: By integrating environmental management into all production processes, we were able to 
reduce our consumption of resources by around 40% compared to 2006. This means that we have come closer to 
meeting our ambitious target (–45%) for 2006–2020.


-  Development division: In line with the product development process, targets were derived for new vehicle projects 
and agreement on sustainability targets/implementation in series production was agreed on for ongoing projects. In 
addition, the BMW i3 project was completed, with the vehicle going into production in autumn 2013.


-  Financial division: Concept development for sustainability strategy continued.


International expansion of external sustainability network
Ongoing engagement in the main sustainability networks (WBCSD, econsense, UN Global Compact) in 2013 through 
intensive on-site participation and contribution of content. A prime example is our active work (with Board member 
participation) in WBCSD projects (e.g. Sustainable Mobility II and Action 2020).


The BMW Group is also lead sponsor of SustainAbility and GlobeScan’s The Regeneration Roadmap project to iden-
tify a business road map for sustainability until 2020. The final report on this, Changing Tack, was published in 2013. 
The results will be used to fine-tune our strategy internally.


Raising employee awareness of sustainability (training)
In 2013, we rolled out an interactive Web-based training programme on sustainability. This enables our employees 
as well as dealers and suppliers to practice sustainable thinking and action. Over 2,200 people have completed this 
training programme so far.


A total of around 7,600 employees took part in face-to-face courses on sustainability in 2013. This number includes 
our introductory courses (around 5,700 participants) for new employees as well as the annual environmental protec-
tion and health and safety courses (around 1,900 participants).


In addition all our trainees also complete causes with sustainability topics (among others Clean Production, occupa-
tional health and safety, Health management). 


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of sustainability management


Stakeholder dialogue


Sustainability targets 2020 General directions Measures and results 2013 Status


Continuation and expansion of our 
comprehensive ongoing dialogue with 
various target groups on strategically 
relevant topics at German and 
international locations


-  Continuous and systematic identification and 
prioritisation of relevant stakeholders


-  Implementation of a range of stakeholder dia-
logue activities


-  Systematic communication of results within the 
company as well as derivation of measures and 
integration into processes to further develop 
strategy


-  A large number of stakeholder events (e.g. in Munich, Leipzig, Amsterdam, London, Warsaw and Johannesburg) on 
current topics such as the BMW i3, electromobility, mobility services, sustainable supply chains and energy supply 
at our locations.


-  face-to-face and group dialogue with capital market representatives as part of Socially Responsible Investment 
Roadshows in the financial centres of Europe and the USA


-  Dialogue with political stakeholders, e.g. as part of the Delhi Sustainable Development Summit, at the UN Conven-
tion on Climate Change COP19 in Warsaw and the Future Responsibility Conference of the FAZ Institute in Munich. 


-  Telephone interviews carried out with a range of stakeholders as part of the BMW Group materiality analysis.


-  Group-wide employee survey.


-  Expansion of communication with stakeholders via social networks.


Risk management


Sustainability targets 2020 General directions Measures and results 2013 Status


Continuation and ongoing further develop-
ment of risk management processes/
methods in order to secure the continuing 
existence of the BMW Group in the long run 
by identifying threats at an early stage


-  Identify and assess the main risks to the 
BMW Group


-  Derive risk strategies (reduction, avoidance, 
transfer) and track implementation of measures


-  Continuously monitor effectiveness and 
practic ability of processes/methods 


In addition to our ongoing task of identifying the main risks and reporting on our risk position to the Board of Manage-
ment, we carried out the following measures in 2013:


-  Development of risk catalogues that make risk situations transparent across divisions.


-  Development of an IT tool that optimises the recording and reporting of risks in the network, including the required 
measures, and promotes cooperation and mutual exchanges. 


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of product responsibility


CO2 emissions (fleet)


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group will have reduced CO2 
emissions of the European new vehicle 
fleet by at least 50% by 2020 (base year: 
1995)


-  Further refinement and penetration of  
Efficient Dynamics measures


-  Increasing electrification of vehicles 


-  Electric drivetrains to round out product 
 portfolio


Further refinement of Efficient Dynamics technology and electrification
In order to further pursue reductions in fuel consumption and CO2 emissions, our focus in 2013 remained on lowering 
running resistance (in particular with regard to aerodynamics and weight), improving drivetrain efficiency, optimising 
energy and heat management as well as electrification (see “Electromobility” section for more details).


These measures have enabled us to reduce CO2 emissions of our newly sold cars in Europe by more than 37% com-
pared to 1995. The value for the EU fleet in 2013 was 133 g/km. At the end of 2013, 39 vehicle models had maximum 
emissions of 120 g/km.


Electromobility


Sustainability targets 20201 General directions2 Measures and results 20133 Status


By 2020, the BMW Group will be the leader 
in taking a holistic approach to premium 
electromobility


-  BMW i3 incl. 360° ELECTRIC approach


-  Implement sustainability throughout the life 
cycle


-  Implement networking of vehicles, services, 
mobility services to create customer value


-  Energy management (Professional Wallbox) 
also in households 


Development of the world’s first series-produced electric car with a carbon passenger compartment 
(BMW i3)
Development of the first BMW Group electric vehicle under the sub-brand BMW i is complete and series production 
has started. In late July 2013, the BMW i3 was launched simultaneously in the three cities London, New York and 
Beijing. European sales of the BMW i3 started in November 2013. The fully electric-powered BMW i3 displays an 
innovative vehicle concept tailor-made for electromobility, including a passenger compartment made of CFRP.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of product responsibility


Mobility patterns


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group will have permanently 
changed mobility patterns in selected 
metropolitan areas by 2020 by introducing 
integrated mobility services


-  Flexible use: Roll-out of car-sharing service 
DriveNow; further cities in Germany, Europe, 
the USA and Asia to be added 


-  Develop parking solutions: Roll-out of 
 ParkNow and ParkatmyHouse 


-  Establish intermodal solutions: Interlink differ-
ent mobility services


Car-sharing service DriveNow established
Financial 2013 was very successful for DriveNow. Just in time for the turn of the year 2013/2014, the car-sharing joint 
venture of the BMW Group and Sixt SE welcomed its 200,000th customer (Dec. 2012: 75,000) and hence almost 
tripled its number of users in only 12 months. 


Innovation focused in 2013 on expanding offerings to better meet the needs of the customer. DriveNow therefore 
introduced new usage, vehicle and pricing models as well as flexible insurance options. In collaboration with select-
ed partners, special leisure packages were developed for shopping, skiing or spa visits, which, following Munich, 
are to be expanded to other cities. All of these offers can be booked spontaneously directly in the car. The fully 
electric-powered BMW ActiveE models introduced to the Berlin and Munich fleets in June 2013 were also in high 
demand. The fleet now consists of nine premium BMW and MINI brand models and will be extended further in 2014 
with the addition of the BMW i3.


Development and implementation of services for mobility support in the future/mobility services


Drivers in the greater San Francisco area can use our ParkNow service to locate free parking spaces in multi-storey 
car parks, saving not only time but also fuel and doing both their finances and the environment a favour. ParkNow also 
offers other useful services, for example tips on where to find a car wash or the availability of bicycles for hire in the 
respective ParkNow locations.


With the BMW i3, ParkNow LongTerm is also being introduced to help customers rent a long-term parking space with 
charging station.


Further development of car-to-car communication* to avoid road congestion and reduce emissions


The research project Sichere Intelligente Mobilität – Testfeld Deutschland (Safe intelligent mobility – testing ground 
Germany), completed in 2013, examined the potential of communication between vehicles from different carmakers. 
The BMW Group participated in the field tests with over 120 vehicles, both cars and motorcycles.


BMW is a member of the steering committee of the Car2Car Communication Consortium, which is collaborating with 
various stakeholders to roll out the new technology.


In 2013, the project KoSys was launched with the aim of equipping the infrastructure in a European corridor with 
Car2Car technology (via Wi-Fi and also mobile phone).


BMW is pursuing mobile phone communication as introductory scenario and is participating in the initiative via the 
Converge funding project.
*  Car-to-car communications are considered a promising opportunity to improve safety and traffic flow thanks to inter-car communication 


as well as communication with the surrounding infrastructure.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of product responsibility


Mobility patterns


Sustainability targets 20201 General directions2 Measures and results 20133 Status


Reduction of environmental impact of motorised private transport in urban areas*


The BMW Group is cooperating with around 30 partners on the joint research project UR:BAN. In this project, the 
BMW Group is involved in the area of networked traffic systems, working on the sub-project Urban Streets.


In 2013, the backend and vehicle volumes were specified for the realisation of the “Green Wave Wizard” and agreed 
amongst the partners in the UR:BAN project (MAN, Continental and others).


On this basis, technical implementation (backend and vehicle volumes) was begun as prerequisite for the field tests 
scheduled in 2014.
*  Fuel efficiency is optimised by traffic-light prediction – information and speed control recommendations are provided to the driver and the 


engine is automatically controlled.


Assessment of environmental impact of car-sharing and electric-car-sharing systems in urban areas*


For the cooperation project started 2012 and funded by the German Federal Ministry for the Environment, Nature 
Conservation and Nuclear Safety a first wave of surveys was conducted in mid-2013. In order to obtain answers to 
the question of how car-sharing systems are affecting mobility and the environment in urban areas, the user surveys 
were supplemented by an innovative mobility tracking system. Over 4,000 DriveNow customers were surveyed 
directly in the car-sharing vehicles. The ministry is planning to host a large-scale event in July 2014 to present the 
results of the first wave of the survey.
*  An assessment of the influence of car-sharing systems on mobility patterns, degree of motorisation, overall environmental footprint and 


leverage effects for the introduction of electromobility.


Product safety


Sustainability targets 20201 General directions2 Measures and results 20133 Status


Increase vehicle safety by integrating 
 active and passive safety systems


Develop preventive measures, particularly for 
passenger, partner and pedestrian protection 


Development of preventive measures to improve product safety
Series development of preventive pedestrian protection to fulfil the expected New Car Assessment Programme 
(NCAP) requirements based on the results of the EU-funded project Assessment methodologies for Pedestrian and 
Cyclist Safety Systems (AsPeCSS).


In addition, the BMW Group introduced in 2013 an initial version of preventive pedestrian protection as an option for 
all new vehicles.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of product responsibility


Life cycle approach


Sustainability targets 20201 General directions2 Measures and results 20133 Status


Carry out Life Cycle Engineering in the 
product development process to ensure 
sustainability over the entire life cycle of 
the vehicle


-  Agree on sustainability targets along the entire 
value chain in vehicle projects


-  Environmentally friendly product development: 
Integrate ecological sustainability in accordance 
with ISO TR 14062 (Design for Environment) 


-  Use holistic accounting with LCA as the meas-
uring and control instrument in new product 
lines 


Life Cycle Engineering over the entire life cycle of the vehicle
-  Continuation of Life Cycle Engineering for BMW i8 and finalisation for BMW i3 with production start in September 


2013. This includes selecting suppliers according to their use of sustainable materials, optimising the range and 
energy consumption of BMW eDRIVE, setting up resource-efficient production structures in Landshut and Leipzig, 
a strategic partnership between the BMW Group and Naturstrom AG to offer a renewable electricity package to 
BMW i customers, further refinement of the recycling concept.


-  In line with the product development process, sustainability targets were derived for new vehicle projects or agreed 
for ongoing projects and integrated into the development of the series. 


Product recycling


Sustainability targets 20201 General directions2 Measures and results 20133 Status


 -  Further development of recycling solu-
tions for carbon-fibre-reinforced plastic 
(CFRP) and reuse of carbon fibres in new 
products


-  Used high-voltage batteries from vehicles 
should be reused as second-life batteries 
in energy storage systems, for example 
for temporary storage of electricity from 
photovoltaic panels


-  Separate CFRP from end-of-life vehicles and 
reuse in new products


-  Develop a technical concept for using high-volt-
age batteries in storage systems (second life)


-  Separation of CFRP from vehicles earmarked for recycling using a handling device developed by the BMW Group 
in the Recycling- und Demontagezentrum (RDZ) Munich


-  Implementation of a technical concept for the use of high-voltage batteries


-  Development of component parts for BMW vehicles or other applications from recycled CFRP


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of group-wide environmental protection


Renewable energy


Sustainability targets 20201 General directions2 Measures and results 20133 Status


By 2020, the BMW Group will be the 
leader in the use of renewable energy 
in production and value creation


-  Further develop an integrated energy manage-
ment system (transparency of consumption, 
targets management, monitoring)


-  Continuous improvement of ongoing operations


-  Plan and implement energy-efficient property, 
plants and technologies


-  Implement projects to use renewable energy 
(e.g. wind, solar)


-  Raise awareness, train and motivate managers 
and employees 


Energy strategy
With our energy strategy launched in 2012 and its five specific areas of action, we laid the foundation for implementa-
tion of further measures to achieve our targets. The BMW Group uses the most environmentally friendly and sus-
tainably profitable energy resource at each production plant. The share of renewable energy as a percentage of total 
electricity consumption at the BMW Group increased to 48% in 2013 (compared to 36% in the previous year and 
28% in 2011). It is one of our primary targets to further increase this percentage in the future.


Resource consumption


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group will reduce water, 
energy, waste snd solvents per vehicle  
by 45% by 2020 (base year 2006)


-  Timely consideration of environmental aspects 
when making investment decisions


-  Continuous monitoring of all relevant environ-
mental key indicators


-  Ambitious targets


-  Selective transfer of in-company best-practice 
approaches to the entire production network


Clean Production Strategy
As we improved efficiency by 41.4% between 2006 and 2013, we were able to come closer to our 2020 reduction 
target of 45%. 


The comparative figures for 2013 were as follows:


-  Energy consumption: Down by 2.1% from 2.41 to 2.36 MWh/vehicle compared to 2012  
(down 31% compared to 2006)


-  Water consumption: Down by 1.8% from 2.22 to 2.18 m³/vehicle compared to 2012  
(down 33.1% compared to 2006)


-  Process wastewater: Down by 7.8% from 0.51 to 0.47 m³/vehicle compared to 2012  
(down 42.7% compared to 2006)


-  Waste for disposal: Down by 11.4% from 6.47 to 5.73 m³/vehicle compared to 2012  
(down 69.7% compared to 2006)


-  VOC emissions: Down by 10.7% from 1.78 to 1.59 kg/vehicle compared to 2012  
(down 36.7% compared to 2006)


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Environmental/health and safety management system


Sustainability targets 2020 General directions Measures and results 2013 Status


Implementation and continuous 
optimisation of a retail-specific integrated 
environmental and health and safety 
management system in accordance with 
ISO 14001 and BS OHSAS 18001 in 
companies of the BMW retail network 


-  Develop uniform retail-specific processes, 
standards, tools and documents


-  Roll-out and implement at the participating 
locations of the BMW Group’s retail network


The German BMW branches successfully passed the first certification audits in June 2013.


In addition, six further European BMW dealerships were certified in accordance with ISO 14001 and OHSAS 18001 
in 2013: Vienna, Zurich, Rome, Milan, Madrid and Barcelona.


On track Target achieved Measures requiredTarget not yet achieved Ongoing


Sustainability targets in the area of group-wide environmental protection


Transport logistics


Sustainability targets 2020 General directions Measures and results 2013 Status


The BMW Group will optimise transport 
volumes, increase the share of low-
emissions modes of transport and capacity 
utilisation in new vehicle transport


-  Development of concepts for traffic avoidance 
(capacity utilisation)


-  Switch to environmentally friendly modes of 
transport


Higher percentage of low-emissions modes of transport used
This led to a further increase in the average volume of rail transport of BMW Group vehicles from the plants to 60.7% 
(previous year: 56.9%). In addition, measures to reduce air freight volume were introduced in 2013. This led to a 17% 
decrease in air freight volume to plants outside Europe.


-  Inbound: A new rail-based transport concept for transport of freight to and from plants in the USA went into oper-
ation in 2013. As a result, up to 20,000 containers per year are now transported by rail instead of by road. This will 
lead to a reduction in CO2 emissions by around 60%.


-  Outbound: In mid-2013, all vehicles for export from the BMW plant in Leipzig (around 30,000 vehicles per year) 
were transported to the seaport of Bremerhaven by rail instead of by road. This results in a reduction in CO2 emis-
sions of over 1,000 tonnes per year.


Increased capacity utilisation in new vehicle transport


To further increase the share of rail transport, upcoming invitations to bid for transport contracts will be assessed to 
ensure concentrated deliveries from specific countries. 


In 2013, for instance, supply of finished vehicles to the Spanish market was shifted to rail transport. This means that 
some 7,000 vehicles per year will be shifted from truck to rail transport.


Optimise transport volume


A concept was developed to optimise container management. Overarching management of container transports 
as well as optimum employment of reusable containers used to transport vehicle parts for production minimises 
container inventories and empty transports. Implementation is planned for 2014.
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Sustainability targets in the area of supplier management


Supply chain


Sustainability targets 2020 General directions Measures and results 2013 Status


Efficient supply chain that applies the 
same ambitious sustainability standards 
worldwide


-  Systematically identify and implement business 
opportunities resulting from sustainability


-  Ensure compliance with environmental, social 
and governance standards


-  In collaboration with all main players, including 
competitors, civil society and government, find 
solutions for critical supply chains and empower 
suppliers


-  Risk management: As part of the continuous improvement of the risk filter system, special risk assessments 
for all product groups were carried out in addition to the annual update of data. 


-  Training courses: Successful training of 777 operational purchasers and commodity managers (over 80%) 
on sustainability, continuation of two-day certificate course with the University of Ulm, with a total of 40 course 
 participants.


-  Resource efficiency: Joined CDP Supply Chain to identify potential improvements in energy and water 
 consumption on the part of our suppliers.


-  Stakeholder dialogue event: In December 2013 the BMW Group organised a Stakeholder dialogue on 
 sustainability in the supply chain and in resource production to receive input for the further refinement and 
 improvement of its strategy and measures.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of employees


Preparing for the future


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group reduced the number of 
occupational accidents and improved the 
health of its employees. The BMW Group 
has the right skill set to face the challenges 
of the future


-  Accident prevention measures


-  Health management


-  Further education and training


Occupational health and safety
-  Company-wide coverage by occupational safety management systems
At present, OHRIS- and OHSAS-certified occupational health and safety management systems are in place at 19 of 
our 28 production plants; the other facilities work with systems that meet national standards. Further certification is 
planned for plants in the UK in 2014 and 2015. BMW AG dealerships were also OHSAS 18001-certified in 2013 as 
part of a matrix certification.


-  Accident frequency rate
The accident frequency rate is 4.8 occupational accidents with days absent from work per one million hours worked.


Securing and maintaining capacity to perform and employability
-  Introduce and implement Gesundheitsmanagement 2020 (Health Management 2020) 
In 2013, we completed and evaluated the pilot phase of the Health Management 2020 programme and prepared for 
its roll-out. The programme represents an integrated approach to health management within the company.


In 2013, we placed particular focus on the topic of bowel cancer prevention at our German locations. A physical 
health campaign that ran for several weeks, Aktionswochen der Psychischen Gesundheit also offered talks, seminars 
and workshops on topics such as relaxation techniques, stress management and addiction prevention.


-  Today for Tomorrow and ergonomics
With our Today for Tomorrow project, we are gradually adapting our production lines to suit our ageing workforce. 
The Today for Tomorrow approach was established in the BMW Group’s value-added production system. The 
knowledge gained from this project is now being implemented across other German and international BMW Group 
locations (e.g. South Africa and the USA).


 


 
 


Employee recruitment and training
-  Further education days
We invested €288 million in further education and training. On average, each employee completed a total of 3.5 days 
of further education and training in 2013.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of employees


Leadership


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group takes an integrated 
approach to leadership for motivated 
employees


-  Implementation of regular employee surveys


-  Permanent further development of the 
BMW Group’s manager training programme


Employee survey
In 2013, the survey was conducted on the basis of a representative sample. 89% of those surveyed were satisfied on 
the whole with the BMW Group. Very positive ratings were also given to attractiveness as an employer (91%), social 
benefits (85%) and job security (87%). 


Manager training
In view of current corporate strategy and HR development requirements we revised and updated the Corporate 
 Leadership Programme in 2013. Our aim here is to encourage all managers to continuously examine their approach 
to leadership, and to increase their effectiveness as leaders.


Diversity


Sustainability targets 20201 General directions2 Measures and results 20133 Status


With its diverse workforce, the BMW Group 
is internationally successful and is increas-
ing its innovative strength


-  Consistent implementation and permanent 
further development of Group-wide diversity 
strategy


-  Area of action “Gender”
In accordance with the recommendations of the German Corporate Governance Code, the BMW Group’s Diversity 
Concept aims to bring the share of women in management positions into line with the overall employee structure. We 
produce a regular progress report on the achievement of this target.


The number of female managers increased from 12.7% in 2012 to 13.8% in 2013. The share of women on the 
 Supervisory Board is currently 20% (previous year: 20%). Since July 2012, there has been one female member of the 
BMW Board of Management (12.5%).


-  Area of action “Cultural background”
We enhance cultural diversity by focusing on recruiting new employees at our locations in the growth markets and by 
recruiting employees from other countries to work in Germany.


-  Area of action “Age/experience”
The number of years each employee works for the BMW Group is increasing. This is due to earlier entry into the 
company and later exit due to the rising retirement age, for example. To make sure that employees of different ages 
and in different life phases can contribute their particular strengths to the full, we introduced extensive programmes 
for flexible and mobile working. 


To complement this, we raise the awareness among managers of the challenges posed by mixed-age teams. When 
setting up new locations or divisions we recruit people from a range of ages.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of employees


Attractive employer


Sustainability targets 20201 General directions2 Measures and results 20133 Status


The BMW Group is considered an 
attractive employer


-  Attractive young talent programmes


-  Fair and above-average remuneration 


Young talent programmes
To enable future employees to meet the increasing challenges faced in the multinational context, periods abroad are 
either obligatory or optional parts of all programmes. 


At the end of 2013, around 240 young potentials were taking part in the ongoing, practice-oriented bachelor’s and 
master’s programmes funded by the company in Germany. Around 220 doctoral candidates are currently studying for 
their PhDs with the BMW Group. 


Remuneration 
Our remuneration is aligned with the upper third of the respective labour market worldwide. The BMW Group thus 
pays considerably above the local minimum wage.


In addition to a fixed salary, our employees receive a variable share in the company’s profits. Due to the positive 
 business development in 2012, employees took home a profit share in 2013 that was almost as high as the record 
level of the previous year. This amount was equivalent in Germany to around 2.5 months’ salary.


Positioning as an attractive employer on the labour market
-  Trendence Graduate Barometer Germany 2013: number two in business and engineering, number four in IT.


-  Universum Graduate Survey 2013: number two in business and engineering, number 1^1 in IT.


-  Global Reputation Institute 2013 (Global RepTrack 100): number one (across industries and worldwide).


-  Trendence Europe’s Top 500 Employers 2013: number nine in business, number five in engineering.


-  Universum World’s Most Admired Employers 2013: number 14 in business, number five in engineering (thus 
the top automotive company and top German company).


-  Trendence Pupil Barometer Germany 2013: number four (thus the top automotive company).


-  Trendence Young Professional Barometer Germany 2013: number one in the categories business, engineering 
and IT.


-  Universum Professional Survey Germany 2013: number two in business, number one in engineering, number 
four in IT


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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Sustainability targets in the area of Corporate Citizenship


Corporate Citizenship


Sustainability targets 20201 General directions2 Measures and results 20133 Status


Based on its core competencies, the 
BMW Group is a leader in intercultural 
communication


-  Corporate citizenship with a focus on intercul-
tural communication and social inclusion


-  Corporate volunteering with a focus on reward-
ing employees for their volunteering activities


-  Corporate citizenship of our two foundations 
BMW Foundation Herbert Quandt and Eber-
hard von Künheim Foundation


Corporate Citizenship
In 2013, our main focus was on the areas of intercultural innovation and social inclusion. The Intercultural Innovation 
Award (IIA) is a one-of-its-kind project to support innovative concepts that work towards solving intercultural tension 
and conflict. Around 175,000 people have already benefited from the financial and advisory services provided by the 
Intercultural Innovation Award projects. 


Corporate volunteering 
In 2013 again, the BMW Group bestowed corporate citizenship awards on its employees worldwide. This is the 
company’s way of thanking those employees who do voluntary work in their free time. Employees from 11 countries 
took part in the competition. In 2013 again, four projects were presented with the award, each of them focusing on 
different aspects of corporate citizenship. The projects range from setting up an inclusive football team, to a recycling 
project in Cairo, as well as the support of refugees and migrants, to weekend/holiday care of disabled children and 
adolescents.


Foundations
A key instrument in the work of the Foundation Herbert Quandt in 2013 was its international Young Leaders pro-
grammes. The programmes motivate managers to take social responsibility a step further, beyond their professional 
tasks. 


The Eberhard von Künheim Foundation’s JOBLINGE project gives unemployed young people who have no school 
leaving certificate or who are resistant to training the opportunity to earn themselves a trainee position or job through 
their own efforts. In 2013, JOBLINGE saw considerable growth, in particular once new branches and locations had 
been opened in Essen, Offenbach and Wiesbaden, for instance. 


For details of each of our foundations’ projects, please refer to their websites (www.bmw-stiftung.de,  
www.kuenheim-stiftung.de) or their reports.


1  Long-term strategic targets. Mainly includes aims, not smart targets.
2  Overarching measures the BMW Group has defined to achieve the strategic Sustainability Targets 2020. 
3  Targets, measures and results in 2013 that contribute to achieving the 2020 targets.


On track Target achieved Measures requiredTarget not yet achieved Ongoing
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APPENDIX


About this report 


The BMW Group Sustainable Value Report (SVR) 
2013 has been published to provide stakeholders with 
comprehensive information about the company’s 
 sustainability strategy and the progress made in inte-
grating sustainability into its corporate processes. 


Topics have been selected and weighted in accord-
ance with the findings of a systematic materiality 
process  see Chapter 1. Where appropriate, references 
are also provided to supplementary information in 
the Annual Report or on other BMW Group websites.


Each chapter starts with a one-page overview of the 
main facts. In 2013, these included progress made, 
a forecast of future objectives as well as the key per-
formance indicators (KPIs) used internally to con-
trol and monitor the BMW Group’s sustainability 
performance.


The Figures, facts and objectives chapter provides a 
transparent list of targets achieved as well as the sus-
tainability figures used in monitoring, together with 
explanatory texts. 


The report is published in German and English. For 
reasons of clarity and to avoid double references, 
generic references to the masculine in this document 
should be understood as referring to both sexes. 


REPORTING PERIOD


The reporting period is the 2013 calendar year. The 
effective date for all facts and figures is 31 December 
2013. For the sake of completeness and to ensure 
information is up-to-date, some of the data we have 
captured up to March 2014 (editorial deadline) have 
also been included. The Figures, facts and objectives 
chapter generally maps the figures for 2009–2013 
(with the exception of newly added key figures). They 
refer to the entire BMW Group with its three brands 
BMW, MINI and Rolls-Royce. There are, however, 
some exceptions concerning site-specific topics and 
local sustainability programmes. Wherever this is 
the case, the entity the figures apply to is specified 
accordingly, e.g. BMW AG. Any targets that were met 
in 2012 are not mentioned again in the 2013 Sustain-
able Value Report.


The last SVR was published in May 2013 as a com-
bined print and online report covering financial year 
2012. 
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CONFORMS TO GRI STANDARDS


The BMW Group’s Sustainable Value Report 2013 
has been compiled in accordance with the Global 
Reporting Initiative (GRI G3.1) guidelines. Sec-
tor-specific aspects have also been considered on 
the basis of the GRI Automotive Sector Supplement 
(Pilot Version 1.0). To what extent GRI indicators 
are met is shown in the GRI Index. At GRI level A+ 
(GRI checked), this SVR 2013 meets the maximum 
requirements detailed in the GRI guidelines. 


THE COMPREHENSIVE GRI INDEX IS AVAILABLE FOR DOWNLOADING FROM 
THE INTERNET AT:


 www.bmwgroup.com/svr


UN GLOBAL COMPACT – COMMUNICATION ON PROGRESS


The BMW Group committed to implement the prin-
ciples of the UN Global Compact in 2001, and in this 
report once again reports on progress achieved in 
complying with these principles. References to the 
Global Compact principles have been integrated into 
the  GRI Index. 


THIRD-PARTY VERIFICATION


The entire report (the texts of all six chapters as well 
as Figures, facts and objectives) were audited by 
PricewaterhouseCoopers  Assurance Report. In addi-
tion, indicators from the areas of environmental 
protection and occupational health and safety were 
audited by external auditors and experts in accor-
dance with ISO 14001, EMAS and OHSAS.


FORWARD-LOOKING STATEMENTS


The BMW Group SVR contains various forward-looking 
statements about future developments which are based on 
the current status of the BMW Group’s assumptions and 
forecasts. They are thus subject to a variety of predictable 
and unpredictable risks, uncertainties and other factors, so 
that the actual outcome, including the company’s financial 
and assets position, its development or performance could 
differ considerably. The BMW Group makes no commitment 
to update such forward-looking statements or to adapt them 
to future events or developments.
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APPENDIX


1  Our engagement applied to the German version of the Report. This text is a translation of the Independent Assurance Report issued in German language – the German text is authoritative


Independent Assurance Report 


TO BMW AG, MUNICH


We have been engaged to perform a limited assurance engagement on the information in the Sustainable Value 
Report of BMW AG, Munich (hereinafter: the Company), for the business year from 1 January to 31 December 2013 
(hereinafter: the Report).1


MANAGEMENT’S RESPONSIBILITY


The Company’s Board of Managing Directors is responsible for the proper preparation of the Report in accordance 
with the criteria stated in the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of the Global Reporting Ini-
tiative (GRI):


–  Materiality,
–  Stakeholder Inclusiveness,
–  Sustainability Context,
–  Completeness,
–  Balance,
–  Clarity,
–  Accuracy,
–  Timeliness,
–  Comparability and
–  Reliability.


This responsibility includes the selection and application of appropriate methods to prepare the Report and the use 
of assumptions and estimates for individual sustainability disclosures which are reasonable in the circumstances. 
Furthermore, the responsibility includes designing, implementing and maintaining systems and processes relevant 
for the preparation of the Report.


PAGE 1 OF 3
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PRACTITIONER’S RESPONSIBILITY


Our responsibility is to express a conclusion based on our work performed as to whether anything has come to our 
attention that causes us to believe that the information in the Report of the Company for the business year 2013 has 
not been prepared, in all material respects, in accordance with the above mentioned criteria of the Sustainability 
Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of the GRI. We also have been engaged to make recommendations for the 
further development of sustainability management and sustainability reporting based on the results of our assurance 
engagement.


We conducted our work in accordance with the International Standard on Assurance Engagements (ISAE) 3000. 
This Standard requires that we comply with ethical requirements and plan and perform the assurance engagement, 
under consideration of materiality, to provide our conclusion with limited assurance.


In a limited assurance engagement the evidencegathering procedures are more limited than for a reasonable assur-
ance engagement (for example, an audit of financial statements in accordance with § (Article) 317 HGB (“Handels-
gesetzbuch”: “German Commercial Code”)), and therefore less assurance is obtained than in a reasonable assurance 
engagement. The procedures selected depend on the practitioner’s judgement.


Within the scope of our work we performed amongst others the following procedures:


–  Inquiries of personnel responsible for the preparation of the Report regarding the process to prepare the reporting 
of sustainability information and the underlying internal control system;


–  Inspection of documents regarding the sustainability strategy as well as understanding the sustainability manage-
ment structure, the stakeholder dialogue and the development process of the Company’s sustainability program;


–  Inquiries of personnel in the corporate functions that are responsible for the individual chapters of the Report;
–  Recording of procedures and inspection of the documentation of the systems and processes for collection, analy-


sis, validation and aggregation of sustainability data as well as its testing on a sample basis;
–  Performance of site visits as part of the inspection of processes for collecting, analyzing and aggregating selected 


data:
 –  in the corporate headquarter in Munich,
 –  in the production plant in Dingolfing (Germany),
 –  in the production plant in Leipzig (Germany),
 –  in the production plant in Tiexi (China),
 –  in the production plant in Dadong (China);
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–  Analytical procedures on data in the Report;
–  Comparison of selected data with corresponding data in the Company’s Annual Report 2013;
–  Gaining further evidence for selected data in the Report by inspection of internal documents, contracts and 


invoices/reports from external service providers.


CONCLUSION


Based on our limited assurance engagement, nothing has come to our attention that causes us to believe that the 
information in the Report of the Company for the business year 2013 has not been prepared, in all material respects, 
in accordance with the above mentioned criteria of the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of 
the GRI.


EMPHASIS OF MATTER – RECOMMENDATIONS


Without qualifying our conclusion above, we make the following recommendations for the further development of 
the Company’s sustainability management and sustainability reporting:


–  Further formalization of the internal control system for sustainability information especially regarding earlier 
reporting;


–  Further harmonization of worldwide reporting systems to facilitate sustainability information collection,
–  Stronger focus of the Report content based on the results of the materiality analysis, especially with regard to the 


new G4 Guidelines of the GRI.


 
Munich, May 13, 2014


PricewaterhouseCoopers
Aktiengesellschaft
Wirtschaftsprüfungsgesellschaft


Hendrik Fink ppa. Christian Fischl
Wirtschaftsprüfer  
(German Public Auditor) 


PAGE 3 OF 3


221SUSTAINABLE VALUE REPORT 2013  — INDEPENDENT ASSURANCE REPORT 


Previous 
chapter


Contents 
page


Home


   About this report


   Assurance Report


   Global Reporting Initiative


   Imprint







APPENDIX
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UNGC Profile Reported Reference
Principles


1. Strategy and Analysis
1–10 1.1 Statement from the Board of Management -- 5, 6


1.2 Impacts of operational activity, key risks and opportunities -- 12, 26–31, 39–41, 72–75, 97–100, 110–113, 142–144


2. Organizational Profile
2.1 Name of the organisation -- 1
2.2 Primary brands, products and services -- 7, AR 3
2.3 Operational structure of the organisation -- AR 198–199
2.4 Location of organisation’s headquarters -- 225
2.5 Countries where the organisation operates -- 7, AR 198–199
2.6 Ownership structure and legal form -- 7, AR 18, 82–84
2.7 Markets served -- 7, AR 198–199
2.8 Company profile/Scale of the organisation -- 7, 162–163, AR 4
2.9 Significant changes regarding size, structure or ownership -- C
2.10 Awards -- 19, 49, 53, 67, 115, 148


3. Report Parameters
3.1 Reporting period -- 217
3.2 Date of most recent previous report -- 217
3.3 Reporting cycle -- 217, C
3.4 Contact persons for questions regarding the report -- 229
3.5 Process for defining report content -- 14, 20–25, 161, 217
3.6 Boundary of the report -- 163, 217
3.7 Limitations on the scope or boundary of the report -- 14, 217–218, C
3.8 Basis for reporting on joint ventures -- AR 198–199
3.9 Data measurement techniques and bases of calculations -- C
3.10 Restatements of information -- C
3.11 Changes from previous reporting periods in the scope, boundary or measurement methods -- 161, 217
3.12 GRI Content Index -- 223–227
3.13 External assurance for the report -- 219–221


GRI Index
 
The following GRI Index is an abbreviated version. Please go to  bmwgroup.com/svr to access the complete GRI Index including comments in the version that was 
referred to by GRI for auditing purposes.


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C = Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR = AR stands for the BMW Group Annual Report 2013 (pdf version), available online at: annual-report2013.bmwgroup.com
All core indicators are printed in bold.
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UNGC Profile Reported Reference
Principles


4. Governance, Commitments, and Engagement
1–10 4.1 Governance structure of the organisation -- AR 168–177, 32–35, 132, 186, 166–195


4.2 Independence of the Chairman of the Supervisory Board -- AR 168–171
4.3 Number of independent members in the highest governance body -- AR 168–171
4.4 Co-determination right of employees and shareholders -- 117–119, 34, AR 166, 86
4.5 Linkage between executive compensation and achievement of sustainability goals -- 13, 116–117, 194, AR 185–194
4.6 Process in place to avoid conflicts of interest -- 33, AR 166, 172–175, C


1–10 4.7 Qualifications and expertise of the highest governance body regarding economic, environmental and social topics -- AR 155–157, 164–165 
1–10 4.8 Values, mission statements, principles and codes of conduct of the organisation relevant to sustainability -- 12–17, 33, 98, 72, AR 179, C


4.9 Oversight of the sustainability performance and relevant risks by the Board of Management -- 16, 26–31
4.10 Assessment of the performance of the Board of Management regarding sustainability -- 13


7 4.11 Precautionary approach -- 15, 36–68, 69–93, 97
1–10 4.12 Support for external economic, environmental and social activities -- 18, 23, 99


4.13 Memberships in associations and advocacy organisations -- 23
1–10 4.14 Stakeholder groups engaged by the organisation -- 14, 20–25


4.15 Basis for identification and selection of stakeholders -- 20–25
4.16 Approaches to stakeholder engagement -- 20–25


1–10 4.17 Key stakeholder topics -- 14, 167, C


UNGC Indicator Reported Reference
Principles


Economic
1, 6, 7 Management approach -- 11–12, 15–16, 26–35, 97–100, 162–167, 202–204, C


EC1 Direct economic value generated and distributed -- 162–163, 200–201, AR 57
7 EC2 Financial implications due to climate change -- 27, 42–48, C
1, 6 EC3 Organisation’s defined benefit plan obligations -- 163, AR 72


EC4 Significant financial assistance received from government -- 164, AR 99
1 EC5 Range of ratios of standard entry level compared to local minimum wage -- 113–116, 214, C


EC6 Policy, practices and proportion of locally based suppliers -- 97–98, 183
6 EC7 Procedures for local hiring and local senior management -- 134, 185, 187, 189, C


EC8 Development/impact of infrastructure investments and services -- 141–159
EC9 Indirect economic impacts -- 165, 183, 184


Environmental Protection
7, 8, 9 Management approach -- 15–16, 26–35, 38–64, 71–92, 81–85, 168–182, 205–210
8, 9 EN1 Materials used by weight or volume -- 171–172
8, 9 EN2 Percentage of used materials that are recycled materials -- 171, C


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C = Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR = AR stands for the BMW Group Annual Report 2013 (pdf version), available online at: annual-report2013.bmwgroup.com
All core indicators are printed in bold.
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UNGC Indicator Reported Reference
Principles


8 EN3 Direct energy consumption -- 172, 174, 175
8 EN4 Indirect energy consumption -- 174, C
7, 9 EN5 Energy savings -- 73, 76–80, 174–175, C
8, 9 EN6 Energy-efficient products and services -- 42–49, 73
8, 9 EN7 Reduction of indirect energy consumption -- 76–80, 85, 174, 180
8 EN8 Total water withdrawal -- 175
8 EN9 Water sources affected by withdrawal of water -- C
8, 9 EN10 Percentage of water recycled and reused -- 90–91, C
8 EN11 Production plants in protected areas -- 92–93, 180
8 EN12 Significant impacts upon biodiversity in protected areas -- 92–93
8 EN13 Habitats protected and restored -- 92–93
8 EN14 Strategies for managing impacts on biodiversity -- 92–93
8 EN15 Endangered species in areas affected by operations of the organisation / C
8, 9 EN16 Direct and indirect greenhouse gas emissions -- 172, 176–178, C
8 EN17 Other relevant greenhouse gas emissions -- 176, 180
7, 8, 9 EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved -- 42–48, 76–80, 176, C
8 EN19 Emissions of ozone-depleting substances -- C
8 EN20 NOX, SOX and other significant emissions -- 172, 177
8 EN21 Total water discharge -- 172, 178, C
8 EN22 Total weight of waste by type and disposal method -- 172, 179, C
8 EN23 Significant spills -- C
8 EN24 Cross-border transport or treatment of hazardous waste -- 179
8 EN25 Areas impacted by the organisation’s discharges of water and runoff -- C
7, 8, 9 EN26 Initiatives to mitigate harmful environmental impacts of products -- 41–48, 55–56, 58–64, 205, 209, C
8, 9 EN27 Percentage of products sold and their packaging materials that are reclaimed by category -- 56, C
8 EN28 Significant fines and sanctions for non-compliance with environmental laws -- AR 76, C
8 EN29 Significant environmental impacts of transporting products, goods, materials and members of the workforce -- 81–85, 176, 180, 182, 210
7–9 EN30 Environmental protection expenditures and investments -- 182


Employees
1, 3, 6 Management approach -- 15–16, 18, 35, 109–113, 117–118, 120–124, 126–135, 184–199, 212–


214, C
LA1 Breakdown of workforce by employment type, contract and region and gender - 184–185, 192, C


6 LA2 Number and rate of employee turnover - 119, 191, C
LA3 Benefits provided only to full-time employees -- 114–119


1, 6 LA15 Parental leave - 181–138, 192, C
1, 3 LA4 Percentage of employees covered by collective bargaining agreements -- 190
1, 3 LA5 Minimum notice period(s) regarding significant operational changes -- C


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C = Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR = AR stands for the BMW Group Annual Report 2013 (pdf version), available online at: annual-report2013.bmwgroup.com
All core indicators are printed in bold.
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UNGC Indicator Reported Reference
Principles


1 LA6 Percentage of total workforce represented in occupational health and safety committees -- 120, C
1 LA7 Injuries, occupational diseases, working days lost, absentee rate and work-related fatalities - 197–119, C
1 LA8 Preventive healthcare, counselling and training regarding serious diseases -- 122–124, 196–197
1 LA9 Health and safety topics covered in agreements with trade unions -- 120–121, C


LA10 Education and further training measures - 193–194, C
LA11 Skills management and lifelong learning that support the continued employability of employees -- 125–129, 212
LA12 Employee performance and career development reviews -- C


1, 6 LA13 Diversity in senior management and employee structure -- 185–187, 189
1, 6 LA14 Ratio of basic salary of male and female employees -- 113–116, C


Human Rights
1–6 Management approach -- 11, 16, 18–19, 26–31, 98, 101–103, 105, 112–113, 129, 131, 190, 203, C
1–6 HR1 Investment agreements that include human rights clauses -- 18, 98, C
1–6 HR2 Percentage of suppliers that have undergone screening on human rights -- 101–103
1–6 HR3 Employee training on human rights - 18, 105–106, C
1, 2, 6 HR4 Incidents of discrimination and actions taken -- 18, 131, AR 76, C
1–5 HR5 Operations with significant risk concerning the freedom of association and collective bargaining - 101–103, C
1–5 HR6 Operations with significant risk for incidents of child labour -- 101–103, AR 198–199, C
1–5 HR7 Operations with significant risk for incidents of forced and compulsory labour -- 101–103, AR 198–199, C
1, 2 HR8 Percentage of security personnel trained on aspects of human rights that are relevant to operations -- 18, C
1, 2 HR9 Incidents of violations involving rights of indigenous people -- C
1, 2 HR10 Impact assessments/reviews on human rights -- 18–19, C
1, 2 HR11 Grievances related to human rights -- 19


Society 
10 Management approach -- 16–19, 23, 26–35, 102, 142–144, 200–201, 215, C


SO1 Impacts of operations on local communities and regions -- 19–25, 27, 75, 142–159, 168, 196, C
SO9 Operational activities with negative impact on local community -- 26–31, 39–41, 72–75, 97–100, 110–113, 142–144
SO10 Avoidance and mechanisms to reduce negative impact on local community -- 11, 20–25, 32–34, 38–41, 71–75, 96–100, 109–113, 141–144, C


10 SO2 Number of business units analysed for corruption-related risks -- 32–34, 102, AR 181–183, C
10 SO3 Employee training regarding anti-corruption - 33, C
10 SO4 Anti-corruption measures - 34, C
10 SO5 Public policy positions and participation in public policy development and lobbying -- 23, C
10 SO6 Financial and in-kind contributions to political parties and politicians -- 143, 200, C


SO7 Number of legal actions for anti-competitive behaviour -- AR 181–182
SO8 Number of fines for non-compliance with laws -- AR 181–182, C


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C = Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR = AR stands for the BMW Group Annual Report 2013 (pdf version), available online at: annual-report2013.bmwgroup.com
All core indicators are printed in bold.
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UNGC Indicator Reported Reference
Principles


Product Responsibility
1, 8 Management approach -- 16, 26–30, 32–35 38, 41–48, 50–54, 66, 168–171, 205–208, C  
1, 8 PR1 Life cycle stages in which health and safety impacts of products and services are assessed -- 39–68
1 PR2 Incidents of non-compliance with regulations concerning health and of safety of products -- 52–56, C
8 PR3 Principles and measures related to product and service information and labelling -- 52, C
8 PR4 Incidents of non-compliance with regulations and voluntary codes concerning product information and labelling -- C


PR5 Customer satisfaction -- 67
10 PR6 Programmes for compliance with laws, standards and voluntary codes related to marketing 


communications
-- 66


PR7 Incidents of non-compliance with regulations and voluntary codes related to marketing communications -- 66
1 PR8 Number of substantiated customer data protection complaints -- 29–30, 66–67, C


PR9 Significant fines for non-compliance with laws and regulations concerning the provision and use 
of products


- AR 76, C


Sector Supplement1


A1 Stipulated work hours per week and average hours worked overtime in production -- 192
A2 Percentage of employees not managed with overtime compensation schemes -- C
A3 Percentage of major first tier supplier facilities with independent trade union organisations -- C
A4 Numbers of vehicles sold, broken down by type, fuels, power train technologies and region -- 166
A5 Compliance of vehicles sold with the respective existing and next defined emissions standards -- 42–48
A6 Average fuel economy by type of vehicle -- 170
A7 Average carbon dioxide emissions by type of vehicle -- 168
A8 Compliance of vehicles sold with the respective existing and next defined noise standard -- 170, C
A9 EN29 – relevant indicator for automotive sector -- 180
A10 Weight of vehicle and percentage breakdown of generic, recyclate and renewable material of a best-selling vehicle -- 171


1 GRI Sector Supplement Automotive Sector, Pilot Version 1.0, 2004
- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C = Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR = AR stands for the BMW Group Annual Report 2013 (pdf version), available online at: annual-report2013.bmwgroup.com
All core indicators are printed in bold.
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Consumption data
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Model  Urban (l/100 km)  Extra-urban (l/100 km)  Combined (l/100 km)  CO2 emissions (g/km)  
 combined


 


BMW          


BMW ActiveE  0  0  0  0  


BMW 118d  5.1 – 5.4 [5.1 – 5.3]  3.6 – 3.8 [3.7 – 3.9]  4.1 – 4.4 [4.2 – 4.4]  109 – 115 [110 – 116]  


BMW 520i Sedan  8.4 – 9.0 [8.1 – 8.6]  5.2 – 5.5 [4.7 – 5.1]  6.4 – 6.8 [6.0 – 6.4]  149 – 159 [139 – 149]  


BMW ActiveHybrid 3  – [5.5]  – [6.2]  – [5.9]  – [139]  


BMW ActiveHybrid 5  – [6.1 – 6.7]  – [6.6 – 7.2]  – [6.4 – 7.0]  – [149 – 163]  


BMW ActiveHybrid 7  – [6.0]  – [7.2]  – [6.8]  – [158]  


BMW X1 sDrive20d EfficientDynamics Edition  5.2  4.1  4.5  119  


BMW 730d BluePerformance  – [6.8]  – [4.9]  – [5.6]  – [148]  


BMW X1 xDrive18d  6.5 [6.1]  4.8 [5.1]  5.5 [5.4]  144 [143]  


BMW 116d EfficientDynamics Edition  4.4  3.4  3.8  99  


BMW 320d Touring  5.9 – 6.0 [5.7]  4.0 [4.1]  4.7 – 4.8 [4.7]  124 – 125 [123 – 124]  


BMW 520d Sedan  5.4 – 5.8 [5.2 – 5.7]  4.0 – 4.4 [4.1 – 4.5]  4.5 – 4.9 [4.5 – 4.9]  119 – 129 [119 – 129]  


BMW X3 xDrive20d  5.9 – 6.3 [5.4 – 5.8]  4.7 – 5.1 [4.8 – 5.1]  5.2 – 5.6 [5.0 – 5.4]  136 – 146 [131 – 141]  


BMW C Evolution  0  0  0  0  


BMW i3  0  0  0 0  


BMW i3 (with range extender)  –  –  0.6  13  


BMW i8  –  –  2.1  49  


MINI


MINI E  0  0  0  0  


MINI Cooper S  7.6 – 7.7 [6.8 – 6.9]  4.6 – 4.8 [4.4 – 4.5]  5.7 – 5.8 [5.2 – 5.4]  133 – 136 [122 – 125]  


MINI One D  3.9 – 4.0  3.1 – 3.2  3.4 – 3.5  89 – 92  


MINI Cooper D  4.3 – 4.4 [4.2 – 4.3]  3.1 – 3.2 [3.5]  3.5 – 3.6 [3.7 – 3.8]  92 – 95 [98 – 99]  


Specifications apply to ACEA markets; Figures in brackets apply to automatic transmission.
Fuel consumption and CO2 emissions are dependent on wheel and tyre size.
Further, regularly updated information on vehicles can be found on the www.bmw.com, www.mini.com and www.rolls-roycemotorcars.com websites.
Fuel consumption is determined in accordance with the ECE driving cycle. Valid for vehicles with a European country specification.
All engines comply with at least Euro-5 emissions standards.
Further information on the official fuel consumption, specific official CO2 emissions and power consumption of new passenger vehicles can be found in the “Guideline for  fuel consumption, CO2 emissions and electric power consumption of new passenger vehicles” available from all 
sales outlets, the Deutsche Automobil Treuhand GmbH (DAT),  Hellmuth-Hirth-Str. 1, 73760 Ostfildern-Scharnhausen, Germany and at http: // www.dat.de / angebote / verlagsprodukte / leitfaden-kraftstoffverbrauch.html.
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The BMW Group aims to be the most successful and sus-
tainable premium provider of individual mobility. To 
achieve this, we set ourselves ten ambitious goals along the 
entire value chain.


The BMW Group Sustainable Value Report (SVR) has been 
published to provide stakeholders with comprehensive 
information about the company’s sustainability strategy 
and the progress made in integrating sustainability into 
its corporate processes. The Sustainable Value Report is 
published at the same time as the Annual Report on the 
date of the Annual Accounts Press Conference.


The requirements of the German CSR Directive Implemen-
tation Act (CSR-RUG) obligate Bayerische Motoren Werke 
Aktiengesellschaft (BMW AG) to publish a non-financial 
report at company and Group level. This will be published 
jointly  as  an  integrated,  separate non-financial  report 
(herein after referred to as “separate non-financial report”) 
within this Sustainable Value Report for BMW AG and 
BMW Group.


In the SVR 2019 we focused on providing information that 
is required in order to comply with the German CSR Direc-
tive Implementation Act (CSR RUG) and the Global Report-
ing Initiative (GRI). We then added more detailed informa-
tion on topics with strategic relevance for the BMW Group. 
Current examples on measures that support implementing 
our sustainability targets can be found on • our website.


Each chapter starts with a one-page overview of key per-
formance indicators. The sub-sections of each chapter begin 
with an overview of the information required to comply 
with the relevant legislation. Further topics of strategic 
 relevance to the BMW Group and information pertaining 
to the GRI Standards, which go beyond the legal report-
ing requirements, are outlined in more detail on the sub-
sequent pages.


You can find  the  legally  required  information  1 on the 
 following pages, which are highlighted in beige:


–  Business model:  
Introduction, An overview of the BMW Group, page 6 
as well as further details in the Annual Report 2019


–  Integration of top management:  
Chapter 1.1 Sustainability strategy, pages 10 – 12 
Chapter 1.2 Sustainability management, pages 17 – 19


–  Stakeholder engagement:  
Chapter 1.3 Stakeholder dialogue, pages 20 – 25


–  Environmental matters:  
Chapter 2 Products and services, 
pages 36 – 42 and pages 47 – 50 
Chapter 3 Production and value creation, 
pages 63 – 67 and pages 84 – 92


–  Employee matters:  
Chapter 4 Employees and society, pages 98 – 99 
Chapter 4.1 Health and performance, pages 101 – 105 
Chapter 4.2 Long-term employee development, 
pages 110 – 115 
Chapter 4.3 Diversity, pages 122 – 125


–  Social matters:  
Chapter 1.5 Product safety, pages 32 – 34 
Chapter 4.4 Corporate citizenship, pages 129 – 132


–  Respect for human rights:  
Chapter 1.4 Compliance and human rights, 
pages 26 – 29 
Chapter 3.3 Supplier network, pages 88 – 92


–  Combatting corruption and bribery:  
Chapter 1.4 Compliance and human rights, 
pages 26 – 29 as well as further details in the 
Annual Report 2019


You can find further information on our report concept in 
the Appendix. • see Our reporting concept


ABOUT THIS REPORT


1  Diversity Concept in Board of Management and Supervisory Board is contained in the Statement on Corporate 
Governance. • see Annual Report 2019
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Preface


Dear Readers,


At the BMW Group we have a consistent approach across 
the company: we deliver on our promises. The same applies 
to the topic of sustainability. While others talk, we set 
actions into motion. Bold visions and distant targets are 
fine and good, because they provide orientation. However, 
what really matters is that we make an effective contribu-
tion to environmental and climate protection here and now. 
Because the only way to realise grand visions like that of 
a climate-neutral Europe in 2050 is by implementing con-
crete measures today.


Sustainability is not just a trend for us. 
It is a call to action.
For us it’s about thinking and acting beyond today for 
tomorrow. This can be seen in our Sustainable Value Report 
2019. We have already fulfilled almost all the  sustainability 
targets that we set in 2012 for 2020 or are in the final stretch 
towards achieving them.


Our road to sustainable mobility: 
we plan to meet Europe’s CO2 requirements 
for 2020 and 2021.
A major focus of our sustainability strategy is lowering 
CO2 emissions. In recent years, we have steadily reduced 
the CO2 emissions of  our  vehicle fleet  and achieved a 
decrease of around 40 per cent between 1990 and 2019. In 
2020, we will once again lower our carbon emissions in 
Europe  significantly, with a decrease of around 20 per cent 
from the previous year. This means we plan to meet 
Europe’s ambitious CO2 targets for 2020 and 2021. One 


Oliver Zipse
Chairman of the Board of Management of BMW AG
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factor in achieving this is to inspire more customers to 
drive electric vehicles and plug-in hybrids. This accounts 
for about two-thirds of the reduction. The remaining third 
will come from further efficiency measures for our conven-
tional engines.


We have a clear e-mobility roadmap.
A quarter of the vehicles we sell in Europe should be elec-
trified by 2021; a third in 2025 and half in 2030.


In 2019, we delivered over 146,000 electric vehicles and 
plug-in hybrids to customers worldwide. That means we 
now have a total of more than half a million electrified vehi-
cles on the roads across the globe. However, it is also clear 
that people all over the world will continue to buy vehicles 
with a conventional engine.


For many people worldwide, it is still the best choice for 
their individual mobility needs. It is precisely because we 
take climate protection so seriously that we have taken Effi-
cient Dynamics to the next level by making our conven-
tional engines systematically even more accomplished.


Effective climate protection cannot be 
achieved with bans.
We will continue to offer our customers a wide range of 
drive technologies, where they can choose between differ-
ent drive trains in all relevant vehicle segments – accord-
ing to their mobility needs and desires. This gives our cus-
tomers the “Power of Choice”.


From production to recycling: we take a 
holistic approach.
Our understanding of sustainability is not limited to reduc-
ing the emissions of our vehicle fleet. Our sights are focused 
on the entire value chain. In our supply chain, for  example, 
we have created a high level of transparency.  Moreover, our 


suppliers must commit to the BMW Group’s high sustain-
ability standards. We support them, for instance, by sour-
cing cobalt and lithium directly and making it available to 
our partners, starting 2020. Since 2017, all BMW Group 
locations in Europe have obtained their externally pur-
chased electricity exclusively from renewable sources; from 
2020, all BMW Group locations worldwide will do the same. 
This shows our full commitment to sustainability across 
the company.


The BMW Group is driving active 
environmental protection.
We were the first automobile manufacturer to appoint an 
environmental officer in our organisation back in 1973. 
Since 2001, we have been committed to the UN Global 
Compact and implement its ten principles at all our loca-
tions worldwide. The fully-electric BMW i3, with its 
360-degree approach, has been a pioneer in sustainable 
mobility since 2013.


Now, we are going even further: we have set ourselves 
ambitious targets to successfully tackle a variety of new 
challenges. For this very reason, we have decided to fully 
incorporate our sustainability strategy into the BMW cor-
porate strategy. This will fully ensure that the company’s 
thinking and actions are aligned in a sustainable manner. 
For me, this is how environmental and climate protection 
can achieve a real impact – across the company and within 
society.


Oliver Zipse
Chairman of the Board of Management of 


Bayerische Motoren Werke Aktiengesellschaft
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Combined separate non-financial report


AN OVERVIEW OF THE BMW GROUP1


•  GRI 102-2, 102-7


Profit before tax 2 
in € million


7,118
2019


9,627  10,675
2018  2017
2  The figures for the previous year were adjusted in line with first-time 


application of IFRS 16, see [6] in the Group Appendix of the 
BMW Group Annual Report 2019.


Vehicle deliveries* 
in thousand units


2,538.4
2019


2,483.3 2,468.7
2018  2017


CO2 emissions of BMW Group Automobiles 
 (EU-28) in g / km


127
2019 3


128 128  122
2018 3 2017 3  2017 4


3  adjusted value due to introduction of WLTP (Worldwide Harmonised 
Light Vehicles Test Procedure)


4  using NEDC test procedure


Research and development expenditure 
in € million


6,419
2019


6,890  6,108
2018  2017


BMW Group employees at year-end 
in numbers


133,778
2019


134,682 129,932
2018  2017


Investment in further education and training 
in € million


370
2019


373  349
2018  2017


*  Delivery figures have been adjusted retrospectively going back to 2015. The basis for the adjustments is a change in the methodology used to collate data for the BMW Group’s most important markets (China, 
USA, Germany, UK, Italy and Japan). The retrospective adjustment enables better comparability. Additional information can be found in the Annex under “Additional information on delivery figures.”


1  •  ORGANISATION AND BUSINESS MODEL
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KEY SUSTAINABILITY INDICATORS
5-year overview
  2015  2016  2017  2018  2019  


Change to  
previous year in %


BUSINESS ACTIVITIES            


Revenues (in € million)¹ 92,175 94,163 98,282 96,855 104,210 7.6


Profit before tax (in € million)¹ 9,224  9,665 10,675 9,627 7,118 – 26.1


Sales volume automobiles (in thousand units) * 2,257.9 2,352.4 2,468.7 2,483.3 2,538.4 2.2


PRODUCTS AND SERVICES            


CO2 emissions of BMW Group Automobiles 2 (EU-28) (in g / km) 127 124 128 3 128 127 – 0.8


Sales of electric and electrified vehicles (number) * 32,732 61,873 103,103 142,385 146,160 2.7


PRODUCTION AND VALUE CREATION            


Energy consumption per vehicle produced (in MWh / vehicle) 2.19 2.21 2.17 2.12 2.04 – 3.8


Water consumption per vehicle produced (in m³ / vehicle) 2.24 2.25 2.22 2.39 2.32 – 2.9


Process waste water per vehicle produced (in m³ / vehicle) 0.45 0.42 0.40 0.45 0.44 – 2.2


CO2 emissions per vehicle produced (in t / vehicle) 0.57 0.54 0.41 0.40 0.30 – 25.0


Waste for disposal per vehicle produced (in kg / vehicle) 4.00 3.51 3.86 4.27 4.09 – 4.2


Volatile organic compounds (VOC) per vehicle produced  
(in kg / vehicle) 1.22 1.14 1.03 0.93 0.85 – 8.6


Share of renewable energy purchased from third parties (in %) 4 58 63 81 79 87 10.1


Share of production-relevant purchasing volume in the CDP Supply 
Chain Programme (in %) 53 69 77 75 78 4.0


EMPLOYEES AND SOCIETY            


Employees at end of year (number) 122,244 124,729 129,932 134,682 133,778 – 0.7


Attrition rate (as a percentage of workforce) 5 2.08 2.70 2.64 2.78 3.39 21.9


Share of women in total workforce (in %) 18.1 18.70 19.3 19.9 19.8 – 0.5


Share of women in management positions (in %) 14.5 15.30 16.0 17.2 17.5 1.7


Average days of further training per BMW Group employee  
(days per employee) 4.1 3.80 3.4 3.4 3.3 – 2.9


Accident frequency (per one million hours worked) 4.4 4.00 3.6 3.5 3.5 0.0


Expenditure on corporate citizenship (in thousand €) 39,109 87,837 6 33,436 37,242 33,229 – 10.8


Expenditure on donations (in thousand €) 17,066 70,356 6 16,205 15,829 14,847 – 6.2


*  Delivery figures have been adjusted retrospectively going back to 2015. The basis for the adjustments is a change in the methodology used to collate data for the BMW Group’s most important markets (China, 
USA, Germany, UK, Italy and Japan). The retrospective adjustment enables better comparability. Additional information can be found in the Annex under “Additional information on delivery figures.”


1  The figures for the previous financial year were adjusted due to a change in accounting methods when IFRS 16 was introduced, see [6] in the Group appendix of the Annual Report 2019. In addition, the figures for 
the previous year were adjusted due to the change in how selected topics that are of subordinate importance overall are posted.


2  Since 09 / 2018 all vehicles in the EU must be licensed according to the new WLTP test cycle. However, the calculation of CO2 emissions from fleet vehicles will only be switched to WLTP in 2021 by the European 
Commission. Therefore, it is necessary to calculate WLTP fleet emissions back to NEDC values up to and including 2020 for reporting purposes. The changed WLTP test constraints lead to higher NEDC emissions 
(NEDC correlated) due to the reversed calculations. In order to ensure comparability, the CO2 fleet emissions for 2017 (122 g / km NEDC) were converted to a correlated NEDC value of 128 g / km under WLTP test 
constraints and published originally with the 2 / 2018 quarterly report.


3  Adjusted value in line with planned change to WLTP (Worldwide harmonized Light vehicles Test Procedure)
4  Calculated based on volumes of green energy purchased as well as the conservative calculation of country-specific energy shares from renewables purchased from third parties. Figures from 2015 onwards not 


 directly comparable with figures for 2012–2014. Figures from 2015 onwards include all BMW Group production locations as well as corporate development and administration in Munich / DE.
5   This figure refers to BMW AG.
6  Significantly higher amount compared to other years due to a one-off donation to the BMW Foundation in the centenary year 2016
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Core competency: 
system integration


Care for millions of customers


High production numbers


Design


Profitability


Complexity of the vehicle


Customisability


High quality


Flexibility for changing market demand


Competitive prices


Dealership network


Safety


Sustainability


Supplier network


Regulatory requirements


Drive diversity


Automated driving functions


Digital services and interfaces


The BMW Group is currently undergoing a fundamental 
transformation process that presents opportunities and 
risks for the business. While in the past they were purely 
hardware products, automobiles are now becoming parts 
of an interconnected mobility world. Modern vehicles are 
becoming increasingly more complex. System integration 
is a strength of the BMW Group, giving the company a 
competitive edge – in particular in the context of the tran-
sition towards sustainable mobility.


In practical terms, for us system integration means:


–  Meeting the needs of customers all over the world
–  Supplying different markets according to their 


 specific requirements
–  Mastering complexities concerning regulatory 


requirements and technology
–  Integrating technical innovations.
–  And offering a complete, sustainable and safe 


 finished overall product in spite of its complexity


To this end, developers, suppliers and our production sites 
collaborate closely in an efficient global network.
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Combined separate non-financial report


1.1   
STRATEGY


OUR MISSION


The BMW Group is the most successful and sustainable 
premium provider of individual mobility.


Sustainability is part and parcel of the BMW Group’s busi-
ness model. We have set clear goals for sustainable individ-
ual mobility, resource-efficient value creation, our employees’ 
development and our engagement in society. In pursuing 
these goals, our aim is to ensure a viable future for our busi-
ness while improving the customer experience.


Assuming responsibility is an integral part of the 
BMW Group’s core business vision. We are convinced that 
the lasting success of any enterprise in today’s economy 
comes down to acting responsibly and ensuring social 
acceptance. Global challenges such as climate change and 
urbanisation inspire and motivate us to develop innova-
tive products and services.


We achieve a competitive advantage by providing for-
ward-looking solutions. Sustainability is an integral part 
of our corporate Strategy NUMBER ONE > NEXT.


Our strategy provides the practical framework for the 
BMW Group’s long-term development and sets out the stra-
tegic approaches we will be taking through to 2025. We 
are helping to take individual mobility into a new dimen-
sion, with electric, connected and autonomous vehicles. In 
this process, our work focuses on electromobility, autono-
mous driving and digitalisation and is geared to our cus-
tomers’ needs. As drivers of innovation, we are commit-
ted to taking the leading role within the automotive indus-
try in these areas.


Strategy NUMBER ONE > NEXT
• G1.01


Mission
Competitive  


edge


Strategic  
approach


Culture


To add value to our business, our environment and the soci-
ety we live in, the BMW Group integrates sustainability 
across the entire value chain and into all our basic pro-
cesses. This covers everything from the sustainability 
requirements for the procurement process and the design 
of our products through to the development of new lines 
of business. •  GRI 102-11


Pursuing long-term sustainability goals
In 2012, the BMW Group set itself ten strategic sustainabil-
ity goals running through to 2020, which we have since con-
sistently pursued. Our focus is on three key areas of action:


–  Products and services
–  Production and value creation
–  Employees and society


• see 
graphic 1.02
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Combined separate non-financial report


The ten sustainability goals of the BMW Group and their potential influence on the Sustainable Development Goals (SDGs) 1
• G1.02


1  As part of our materiality analysis in 2018, we identified the areas that would have the most significant impact on the SDGs. Direct and indirect impacts are represented accordingly with the SDG icons in the  graphic.
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The BMW Group  
is the most successful  


and sustainable  
premium provider  


of individual  
mobility.


Find employees,  
tap into young talent, 


develop potential  
and secure  


employability


•  Chapter 4.2


Foster individual  
 responsibility and 


design the working 
environment


•  Chapter 4.1


Leader in the use of  
renewable energy in  


production and  
value creation


•  Chapter 3.2


Water, energy, waste,  
solvents per vehicle  


reduced by 45%  
(base year 2006)


•  Chapter 3.1


Leader in taking  
a holistic approach  


to premium  
electromobility


•  Chapter 2.2


Permanently changed 
 mobility patterns in  


selected metropolitan areas 
by introducing integrated 


mobility services


•  Chapter 2.3


Increased transparency 
and resource efficiency in 


the supply chain


•  Chapter 3.3


Leader in  
intercultural  


understanding


•  Chapter 4.4


Reduced by at least 50% 
in the European  
new vehicle fleet  
(base year 1995)


•  Chapter 2.1


Increase 
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Combined separate non-financial report


BMW Group 2020 sustainability goals: largely achieved
• G1.03


2020 goals Current status in 2019 and outlook


PRODUCTS AND SERVICES  


Carbon emissions
By 2020, the BMW Group will have reduced CO2 emissions in the European new vehicle fleet 
(EU-28) by at least 50 % compared to the base year (1995).


As of the end of 2019, the BMW Group has reduced CO2 emissions to a level 42.4 % lower than 
in 1995. We have specific plans to help us achieve the 2020 goal in full. •  chapter 2.1


Electromobility
The BMW Group will be a leader in taking a holistic approach to premium electromobility. Thanks to our broad range of electrified vehicle products, the BMW Group is a market leader in 


new vehicle registrations in this field in Germany (based on total market share). In Europe: sec-
ond (total market share); globally: third (premium segment). We therefore expect to achieve this 
goal by 2020 and have already announced further ambitious goals in addition. •  chapter 2.2


Mobility patterns
By 2020, the BMW Group will have permanently changed mobility patterns in selected metro-
politan areas by rolling out integrated mobility services.


In recent years, we have begun to offer a number of urban mobility services (including a joint 
venture with Daimler AG), making a positive impact on mobility patterns in selected cities. As a 
result, we expect to meet this goal in 2020. •  chapter 2.3


PRODUCTION AND VALUE CREATION  


Consumption of resources
By 2020, the BMW Group will have reduced its resource consumption (energy, water, waste for 
disposal, solvents) per vehicle produced by 45 % (base year: 2006).


This goal has already been achieved in part. In terms of waste and solvents, we have already far 
surpassed the set goals as of 2019 (waste: – 78.4 %, solvents: – 66.1 %). As far as energy 
(2019: – 40.4 %) and water (2019: – 28.8 %) are concerned, we are currently significantly 
ahead of our direct competitors based on their publicly accessible sustainability reports, 
although we are still yet to reach the 45 % target. •  chapter 3.1


Renewable energy
The BMW Group will be the leader in the use of renewable energy in production and value 
creation.


By 2018, our European plants were already powered by 100 % renewable energy or offsets were 
made to this effect. In 2020, we are aiming to reach this figure for all our plants worldwide. 
•  chapter 3.2


Sustainable, resource-efficient supply chain
By 2020, the BMW Group will have significantly increased supply chain transparency and 
resource efficiency.


In terms of transparency, we consider the target achieved, especially when it comes to critical 
raw materials (such as cobalt). However, we still see a need for resource efficiency to be 
improved in 2020. •  chapter 3.3


EMPLOYEES AND SOCIETY  


Health and performance
To preserve the health and the performance of its employees in the long term, the BMW Group 
will promote a culture of personal responsibility and ensure an appropriately designed work 
environment


The BMW Group has already achieved its self-imposed goal thanks to various measures in the 
area of occupational safety. We expect this to continue in 2020. 
•  chapter 4.1


Long-term employee development
The BMW Group will ensure long-term employee development by seeking out the right 
employees, making the most of their talents, developing potential and ensuring employability.


From the BMW Group’s perspective, this goal has already been achieved as of 2019. Evidence 
for this includes external studies on employer attractiveness and our in-house employee  survey. 
In 2020, we expect to continue meeting this goal. •  chapter 4.2


Diversity
Through its diverse workforce, the BMW Group will increase its competitiveness and enhance 
its innovative strength.


The global reach of the BMW Group is also reflected in the diversity of our workforce. The pro-
portion of women in management positions (17.5 %) is above our self-imposed target range. 
•  chapter 4.3


Corporate citizenship
The BMW Group will be a leader in intercultural understanding. Since 2011, we have been able to reach more than 3.6 million people with our intercultural 


understanding projects. •  chapter 4.4


Introduction


1
Fundamentals


1.1 Strategy


1.2 Sustainability management


1.3 Stakeholder dialogue


1.4 Compliance and human rights


1.5 Product safety


2
Products and services


3
Production and 
value creation


4
Employees and society


Appendix


12


·







We conduct materiality analyses on a regular basis to take 
account of ongoing developments. The latest update was 
undertaken in 2018. For a list of the material issues, please 
see the •  GRI-Index. For detailed information about the 
materiality process, please see last year’s •  Sustainable Value 


Report 2018 (pages 13–14). •  GRI 102-46, 102-47


Looking ahead
2020 will be a transformational year for the BMW Group. 
As the year comes to a close, it will mark the end of the 
intended implementation phase for our current set of sus-
tainability goals. In addition, we are already hard at work 
incorporating new sustainability goals into our business 
strategy.


Some of the questions at the heart of this planning process 
are:


–  How can we incorporate the goals set in the Paris 
 Climate Agreement more substantially and effectively 
into our business activities?


–  Building on the insights gained from recycling, how 
can we ensure an increasing number of closed-loop 
material cycles as part of a circular economy?


–  How can we deal with new and changing 
 requirements, expectations and risks pertaining 
to the  company’s supply chain?


–  How can we further improve our understanding of 
our customers’ individual mobility choices and offer 
appropriate solutions?


We are taking new developments and standards from the 
regulatory code and the Sustainable Development Goals 
(SDGs) into account, as well as the expectations of our 
stakeholders in civil society and the capital market.


Working towards the UN Sustainable Development Goals
In autumn 2015, the General Assembly of the United 
Nations announced the •  Sustainable Development Goals (SDGs). 
The SDGs are at the core of the 2030 Agenda, a global action 
plan aiming to ensure that economic progress is environ-
mentally friendly and socially equitable.


We are convinced that companies, governments and other 
organisations can each make a positive contribution 
towards achieving the objectives set out in the SDGs. We 
also believe that it is our duty to uphold this social contract. 
We too are committed to supporting the SDGs as part of 
our sustainable business strategy, focusing on our value 
chain. For us, this also means factoring in the 2°C target 
set out in the Paris Climate Agreement.


In 2018, we provided a detailed explanation of which UN 
Sustainable Development Goals we were working on the 
most to help achieve our existing list of ten sustainability 
goals. In this spirit, at the beginning of each chapter of this 
report, we link the measures described in the relevant chap-
ter to the SDGs.
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BMW Group’s position on the recommendations of the 
 Task Force on Climate-related Financial Disclosures
Climate change is one of the greatest social challenges of 
our time. In light of this fact, the BMW Group has pledged 
to respect the Paris Climate Agreement. Our efforts in this 
area are focused on establishing which technologies are 
best equipped to reduce global CO2 emissions from pas-
senger transport.


Some of the results of this approach represent extraordin-
ary milestones in the BMW Group’s commitment to sus-
tainability.


Our reporting takes the recommendations of the Task Force 
on Climate-related Financial Disclosures (TCFD) into 
account. This initiative, launched by the •  Financial Stability 


Board, aims to provide consistent climate-related financial 
risk disclosures. The TCFD has published recommenda-
tions for use by companies to help them report transpar-
ently on climate risks and opportunities as part of their 
business and financial reporting. These recommendations, 
which remain voluntary, focus on four core areas: govern-
ance, strategy, risk management, and metrics and targets.


Milestones in the BMW Group’s commitment to sustainability
• G1.04


Past and present milestones Future milestones


1973
First in the automotive 


 industry to appoint an envir-
onmental protection officer.


2007
Introduced  Efficient Dynamics, 
a bundled set of  technologies 
to reduce  carbon  emissions.


2013
Launched the fully  


electric BMW i3.


2019
0.5 million electrified 


 vehicles sold (cumulative).


By 2021
1 million electrified  vehicles 


sold (cumulative).


By 2023
Product range includes 
25 electrified models.


• see 
graphic 1.04


We provide detailed reporting in our Annual Report and 
Sustainable Value Report, as well as for our Carbon Dis-
closure Project (CDP) rating. The TCFD recommendations 
have been a part of the CDP questionnaire since 2018.


Table G1.05 provides a brief overview of the four core elem-
ents of the TCFD and how they are enshrined in the  


•  BMW Group CDP questionnaire.


The detailed TCFD Index in the •  Appendix provides the 
company’s essential information related to climate change 
in line with the TCFD recommendations, as well as refer-
encing further details in the CDP questionnaire.


The BMW Group’s 2019 CDP questionnaire, including a full 
set of responses, is available on the •  BMW Group website. 


•  BMW Group CDP questionnaire
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TCFD core elements and CDP reference
• G1.05


TCFD core elements •  Reference to the BMW Group’s 2019 CDP questionnaire 1


Governance
Disclosure of the organisation’s governance around climate-related risks and opportunities.


C1.1b 
C1.2, C1.2a


Strategy
Disclosure of the actual and potential impacts of climate-related risks and 
opportunities on the organisation’s businesses, strategy and financial planning, 
provided that this information is  material.


C2.1, C2.3, C2.3a, C2.4, C2.4a 
C2.3, C2.3a, C2.4a, C2.5, C2.6, C3.1, C3.1c, C3.1d,  


C3.1a, C3.1d


Risk management
Disclosure of the processes used by the organisation to identify, assess and manage 
 climate-related risks.


C2.2b, C2.2c 
C2.2d 


C2.2


Metrics and targets
Disclosure of the metrics and targets used to assess and manage relevant climate-related risks 
and opportunities, provided that this information is material.


C4.2, C9.1 
C6.1, C6.3, C6.5 


C4.1, C4.1a, C4.1b, C4.2


1  These references are consistent with Table 1: CDP questions are aligned with TCFD recommendations in Section 3 of the official TCFD report 
“CDP Technical Note on the TCFD Disclosing in line with the TCFD’s Recommendations in 2019”.


Capital market ratings for sustainability
In 2019 once again, the BMW Group was ranked among 
the top companies by renowned sustainability ratings, 
thus confirming its leading position as a sustainable com-
pany. The BMW Group was once again the only German 
carmaker to be ranked in the Dow Jones Sustainability 
Indices (DJSI) in the “World” and “Europe” categories.


Sustainability ratings
• G1.06


RATINGS   


ASSESSMENT AND RESULTS   


In 2019, the BMW Group was the only German automobile 
manufacturer to be listed once again in the World and Europe 
• Dow Jones Sustainability Indices (DJSI), making it the 
only company in the automotive industry that has been contin-
uously listed on the index since the very beginning.


For the • CDP rating (formerly: Carbon Disclosure Project), 
the company was given an A rating in the Leadership category 
in the year under review.


The BMW Group was listed once again in 2019. The • FTSE-
4Good Index is part of the British index family on sustainabil-
ity and corporate governance provided by the FTSE Group in 
London.


In the year under report, the company achieved an A- rat-
ing in the CDP rating in the Leadership category. The 
BMW Group was also listed again in the British FTSE4Good 
index in 2019. The company was also listed by MSCI, Sus-
tainalytics and ISS-Oekom and holds a leading position 
among carmakers in each case. 
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Developing positive impacts on the economy and society
As a global company, the BMW Group acknowledges its 
responsibility to contribute to economic prosperity in the 
countries where we are active. For this reason, our mission 
is not only to aspire to sustained profitable growth for the 
company, but also to make specific contributions towards 
economic development and quality of life at our locations.


The growth of the BMW Group not only facilitates a rea-
sonable return for investors, but also attractive salaries for 
employees, as well as our contribution to society through 
the taxes we pay on earnings and profits. These are direct 
economic effects which are quantified by calculating the 
net value added.


The BMW Group’s net value added (€ 22,189 million) is at 
a consistently high level (2018  1: € 24,542 million). The larg-
est share of our net value added benefits our employees 
(2019: 56.1 %; 2018  1: 50.8 %). The proportion accruing to 
lenders increased over the previous year, rising to 11.1 % 
(2018: 9.2 %). Meanwhile, the equivalent number for the 
public sector (including deferred tax expense) was 10.1 % 
(2018: 11.2 %). The proportion of net value added flowing 
to shareholders, at 7.4 %, was lower than in the previous 
year (2018: 9.4 %).


The BMW Group currently employs 133,778 staff (2018: 
134,682) and is providing training to 4,801 young people 
at its locations around the world (2018: 4,964). In addition, 
a large number of jobs and training positions are being 
created in retail and sales. Our purchase of intermediate 
products also secures jobs worldwide in our supply chains. 
Since we source the components for vehicle production 
locally whenever possible, our business activities create 
jobs and increase prosperity in the areas where our facili-
ties are located.


By paying our own taxes on earnings and profits, and indir-
ectly through the tax payments of our employees and sup-
pliers, we boost the tax revenues of the regions where we 
and our suppliers operate. Taxes on earnings and profits 
for the BMW Group amounted to around € 2,140 million 
in 2019 (2018  1: € 2,530 million). In addition, we help to fund 
public budgets by paying tariffs and import duties.


Analysing local effects
An impact assessment study by the University of South 
Carolina in 2018 shows that the BMW Group made an 
appreciable economic impact on the prosperity of the US 
state of South Carolina.


The overall contribution to economic output by the 
BMW Group and its suppliers was estimated at US$ 21 bil-
lion, which was achieved by the generation of jobs, contri-
butions to local household incomes and the impact on the 
gross domestic product of the state. As a result, the 
BMW Group creates considerable economic multiplier 
effects in South Carolina. A similar study in San Luis Potosí, 
Mexico, also yielded positive results.


1 The figures for the previous financial year were adjusted due to changes in accounting 
methods when IFRS 16 was introduced, see note [6] to the Group Financial Statements of 
the Annual Report 2019.
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 Calculation of BMW Group net value added
• G1.07


 
2019 
(€ m)


2019 
(%)


2018 
(€ m)


 1 2018 
(%)


 1 Change 
(%)


ORIGIN OF VALUE ADDED          


Sales revenue 104,210 99.0 96,855 98.2 7.6


Financial income – 22 0.0 988 1.0 –


Other income 1,031 1.0 774 0.8 33.2


Total revenue 105,219 100.0 98,617 100.0 6.7


Material expenses 2 57,358 54.5 53,132 53.9 8.0


Other expenditures 14,923 14.2 12,342 12.5 20.9


Payments in advance 72,281 68.7 65,474 66.4 10.4


Gross value added 32,938 31.3 33,143 33.6 – 0.6


Depreciation of total fixed assets 10,749 10.2 8,601 8.7 25.0


Net value added 22,189 21.1 24,542 24.9 – 9.6


DISTRIBUTION OF NET VALUE ADDED          


Employees 12,451 56.1 12,479 50.8 – 0.2


Lenders 2,466 11.1 2,266 9.2 8.8


Government / public sector 2,250 10.1 2,733 11.2 – 17.7


Shareholders 1,646 7.4 2,303 9.4 – 28.5


Group 3,269 14.7 4,671 19.0 – 30.0


Other partners 107 0.5 90 0.4 18.9


Net value added 22,189 100.0 24,542 100.0 – 9.6


1  The figures for the previous financial year were adjusted due to a change in accounting methods when IFRS 16 was introduced, see [6] in the Group Appendix of the Annual Report 2019. In addition, the figures for 
the previous year were adjusted due to the change in how selected topics that are of subordinate importance overall are posted.


2  Expenditure for material and supplies covers both the original material costs of the vehicle production as well as additional material costs (for example tariffs, insurances and freight).
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Combined separate non-financial report


1.2   
SUSTAINABILITY 
MANAGEMENT


At the BMW Group, our business is based on sustainable 
value creation and responsible corporate governance prin-
ciples. To ensure compliance with these principles across 
all divisions of the company, we have defined clear guide-
lines and responsibilities. These are supported by oversight 
and incentive systems.


Involving the Board in sustainability management
The Board of Management governs the BMW Group under 
its own responsibility, acting in the interests of the com-
pany and with the aim of achieving sustainable growth in 
value. It determines the strategic orientation of the enter-
prise and ensures its implementation. The Board of Man-
agement is also responsible for ensuring compliance with 
all provisions of the law and internal regulations as well 
as for adequate risk management and controlling. The 
Supervisory Board advises and supervises the Board of 
Management in conducting its duties (dual management 
system). •  GRI 102-18


Following the restructuring of the BMW Group’s Corpor-
ate Strategy division, there is now joint responsibility for 
sustainability and mobility. This involves taking the changes 
in mobility systems and their impacts on the BMW Group 
into account, analysing these changes and impacts in view 
of requirements for doing business sustainably, evaluating 
these changes and impacts, and translating them into stra-
tegic assumptions for the company. At the same time, the 
operational duties related to environmental management 
system oversight at our various locations were transferred 
to the relevant central department.


The Sustainability and Mobility department is under the 
direct organisational supervision of the Chairman of the 
Board of Management within the Corporate Strategy divi-
sion. This unit is responsible for global sustainability man-
agement. Its tasks include:


–  Identifying challenges and opportunities for 
 sustain able operations


–  Developing and monitoring sustainability goals
–  Further developing, specifying and integrating 


 sustainability into the individual divisions, taking 
the entire value chain into account


–  Ensuring the cooperation of all departments in the 
company involved in sustainability


–  Helping to deliver a sustainable mobility system, 
especially in urban areas


Managing sustainability on a long-term basis
The Board of Management works to ensure that the Group’s 
Strategy NUMBER ONE > NEXT is aligned with sustain-
ability in the long term. The special-purpose Sustainabil-
ity Board was fully involved in regular Board of Manage-
ment meetings in 2019, allowing sustainability issues to be 
even more consistently integrated into the company’s deci-
sion-making processes. Since then, sustainability issues 
have been treated like every other topic and discussed as 
needed at fortnightly Board of Management meetings. All 
specific decisions referred to the Board of Management are 
subject to a mandatory sustainability evaluation. The deci-
sions to be made by the Board of Management are prepared 
by the Strategy and Structure Working Group. This group 
consists of the top management of the company divisions 
and also addresses sustainability issues. The BMW Group’s 
governance principles are set down in the • Corporate Gov-


ernance Code. •  GRI 102-18, 102-19,  102-20, GRI 102-26, 102-27, GRI 102-31
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Combined separate non-financial report


Sustainability established as corporate objective
Sustainability has been integrated at all corporate levels of 
the BMW Group since 2009 as a strategic objective based 
on specific targets and metrics. Sustainability is therefore 
an explicit component of the company’s management sys-
tem. First, this means that every major issue and project 
must be measurable in terms of sustainability as a corpor-
ate objective. This way, we ensure that, in addition to eco-
nomic factors, environmental and social aspects are also 
accounted for in the decision-making process. It also means 
that sustainability as a corporate objective is broken down 
to the level of business areas and divisions. As a result, the 
personal targets set for managers include sustainability 
aspects and criteria which have an effect on their perform-
ance-based remuneration. •  GRI 102-19, GRI 102-28


Rewarding sustainable business success
The Supervisory Board decides on the level of compensation 
received by members of the Board of Management, orient-
ing its decisions on the sustainable development of the 
BMW Group. Bonuses are also based in part on personal 
performance, evaluated primarily according to qualitative 
criteria. These criteria include environmental innovation 
(e. g. reduction of carbon emissions), leadership accomplish-
ments and the ability to lead change processes. Additional 
criteria are: enhancing the company’s attractiveness as an 
employer, progress in the implementation of the diversity 
concept, which is presented to the Supervisory Board in a 
report, as well as activities that advance corporate citizen-
ship in the BMW Group. • Compensation Report within the Annual 


Report 2019 •  GRI 102-27,   GRI 102-28, GRI 102-35 
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1.3   
STAKEHOLDER DIALOGUE


As a globally active enterprise, the BMW Group operates 
in a sensitive, highly connected world. Our production and 
our products have an impact on the environment and affect 
the interests of a variety of stakeholders. At the same time, 
the viewpoints, decisions and actions of our stakeholders 
have a decisive impact on the success of our enterprise. We 
therefore engage in ongoing dialogue regarding sustain-
ability topics with our stakeholders in relevant markets 
and at all our locations.


Our long-term involvement in the UN’s climate change 
conferences (COPs) is an important platform for our inter-
action with stakeholders, with the most recent of these 
events held in Madrid in 2019.


In dialogue with our stakeholders, we want to build trust, 
understand positions, identify trends as well as build on and 
consolidate partnerships. In doing so, we also deliberately 
address critical issues and debates.


This helps us to analyse more effectively what next steps 
are required or are expected of us in the individual areas 
of action in sustainability management. At the same time, 
by engaging in dialogue, we can show in a transparent 
manner what scope we see for action when confronted 
with current challenges and the prerequisites and frame-
work conditions that are important to us. With every type 
of stakeholder dialogue we engage in, feedback from our 
stakeholders is always factored into the company’s stra-
tegic considerations.


These interactions are based on our •  Stakeholder Engagement 


Policy. It defines the goals of the dialogue, determines the 
criteria for identifying and prioritising our stakeholders 
and provides a template for a range of suitable dialogue 
formats and communication channels. •  GRI 102-42


Continuous and systematic identification and prioritisation 
of relevant stakeholders and their topics of interest is a cor-
nerstone of stakeholder dialogue. To this end, we regularly 
carry out “stakeholder mapping” on strategically import-
ant topics at all relevant locations. We cover issues brought 
up by our stakeholders, as well as topics about which we 
actively seek out our stakeholders’ views. 


Some of the major topics our stakeholders raised with us 
in 2019 were:


–  Combating climate change (in particular,  
CO2 emissions)


–  Human rights in the supply chain (in particular, raw 
materials for electromobility applications)


–  Sustainable finance


Some of the major topics on which we solicited our stake-
holders’ views were:


–  Key aspects of corporate responsibility (responsibility 
for products and production, responsibility for 
resources, responsibility for the supply chain, respon-
sibility for the mobility of the future, responsibility 
for employees, social responsibility) •  GRI 102-44
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Our next steps: 


The BMW Group plans to continue to engage in dialogue 
with our stakeholders next year, both regionally and glob-
ally. In addition to the ongoing dialogue, we use our estab-
lished formats in order to meet stakeholders’ needs to dis-
cuss current topics.


As in previous years, we plan to hold a dialogue with our 
stakeholders in 2020 in our most important core markets: 
Europe, Asia and North America. These discussions will 
focus on various aspects of corporate responsibility.


Likewise, we also want to continue to engage in dialogue 
with our investors and analysts. As a result, in addition to 
our daily conversations, we plan to once again participate 
in socially responsible investment (SRI) roadshows and 
conferences in the global financial centres in 2020.


Introduction


1
Fundamentals


1.1 Strategy


1.2 Sustainability management


1.3 Stakeholder dialogue


1.4 Compliance and human rights


1.5 Product safety


2
Products and services


3
Production and 
value creation


4
Employees and society


Appendix


21


·







Other strategically relevant topics


Transforming urban mobility
Traffic jams, high levels of air pollution and associated 
restrictions on quality of life present enormous challenges, 
particularly in regional conurbations. We discuss these 
problems and possible solutions with our stakeholders, who 
have increasingly been highlighting their expectation that 
companies should assume responsibility when it comes to 
transforming mobility in urban areas. Our urban mobility 
experts are also in close contact with cities and municipal-
ities.


We primarily develop our sustainable mobility solutions at 
our research and development centre in Munich, supported 
by our BMW  Group  technology  offices  in  Mountain 
View / US,  Shanghai / CN,  Tokyo / JP,  Seoul / KR  and  Tel 
Aviv / IL. Proximity to the technological hotspots of the 
world facilitates exchange with important stakeholders in 
order to develop innovations and technologies for urban 
mobility. The challenges and needs determined on this 
basis are then channelled into specific research projects.


Decarbonisation and digitalisation are currently in the 
spotlight of social and political debate. There is an increas-
ing degree of overlap between the two phenomena, as con-
nected technologies offer significant opportunities to make 
transport more efficient (and, in turn, more environmen-
tally friendly with lower emissions levels). These possibil-
ities range from better route planning to user-friendly inte-
gration of public and private mobility options.


From the BMW Group’s point of view, there must be favour-
able conditions in place for companies to effectively pro-
vide these mobility services. 


When engaging in dialogue with political stakeholders in 
the main markets, the following topics are key for the 
BMW Group:


–  Support for electromobility and comprehensive 
expansion of charging infrastructure


–  Political control of emission limits without discrim-
inating against individual drive technologies and 
 vehicle concepts


–  Continued development of the regulatory framework 
for autonomous driving and digital networks


–  Support for new efficiency-enhancing technologies
–  Realistic relationship between emission targets and 


emission measurement methods
–  Consistency between supply-side and demand-side 


decarbonisation policies
–  Ensuring a sufficient supply of critical raw materials


As a general rule, the BMW Group supports the pricing of 
scarce public goods to ensure that the transport system is 
managed more efficiently.


Operating as a sustainable participant in the 
financial market
A regular, in-depth dialogue with the capital market has 
always been regarded as a high priority for the BMW Group. 
Investors and analysts are giving increasing consideration 
to environmental, social and governance (ESG) aspects in 
their investment recommendations and decisions. Through 
face-to-face meetings and conversations, as well as road-
shows and conferences held at international financial cen-
tres, we share information about the latest developments 
in the area of sustainability and the key focus areas that 
form part of our business strategy.


The European Commission presented its sustainable finance 
action plan  for  the financing of sustainable growth  in 
March 2018, before detailing specific proposals for legally 
binding regulations in May 2018. With the proposed regu-
lation for a European Union classification system (“taxon-
omy”), standardised criteria are to be established to deter-
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mine whether the economic activity of an enterprise is 
(environmentally) sustainable, with the aim of helping the 
EU’s economy transition to a more environmentally friendly 
and sustainable circular economy. From the BMW Group’s 
perspective, these developments cannot be permitted to 
result in disproportionate disadvantages for European com-
panies in the face of international competition. The EU’s 
legislative process on the taxonomy is expected to be com-
pleted in the first quarter of 2020.


Sustainability is also a factor that the BMW Group takes 
into consideration when it comes to pension fund invest-
ments. The company regularly examines compliance with 
sustainability standards during the process of allocation 
of asset management mandates. The BMW pension fund 
is already selectively invested in various liquid asset classes 
with a targeted ESG focus. In the illiquid asset class, part 
of the fund has already been invested into targeted SDG 
achievement efforts. In addition, climate risks associated 
with the fund are measured at regular intervals with the 
aim of long-term risk reduction.


Involvement in associations
The BMW Group is a member of various associations in a 
number of countries. Our membership is voluntary in the 
majority of cases, although there are some situations in 
which these memberships are necessary to comply with 
legal requirements.


In all of these cases, the BMW Group’s role is to commu-
nicate its position to obtain information about the stances 
the associations adopt. However, this does not mean that 
the BMW Group’s stances are fully in line with those of 
the associations. If there are significant discrepancies, the 
company will consider which options are available for deal-
ing with this situation.


To provide greater transparency, the BMW Group always 
discloses its most important association memberships on 
its website. •  BMW Group website •  EU Transparency Register


Engaging in a transparent dialogue with political 
decision-makers
By engaging in active and open dialogue with political 
decision- makers, union representatives, associations and 
NGOs, we play a constructive and transparent role in help-
ing to shape the general political framework for our busi-
ness activities. We offer our expertise to help promote fair 
competition for all involved and find sustainable solutions. 
We regard this as an important aspect of our corporate 
responsibility.


Our political offices are responsible for global communica-
tions on environmental, financial and socio-political issues, 
as well as dealing with relevant economic policy and indus-
try-specific issues.


In these efforts, we always hold a clear position, which we 
communicate transparently to external parties, including 
to critical stakeholders and regardless of the target audi-
ence we are addressing. This principle also applies to 
issues such as climate change, where we have pledged to 
respect the Paris Climate Agreement and have long been 
committed to protecting the climate. This is also reflected 
in our ambitious targets for electromobility, our produc-
tion facilities and our supply chain. In addition, as part 
of the Science Based Targets initiative, we have joined 
other vehicle manu facturers in supporting a method for 
establishing adequate company-specific targets for global 
value chain CO2 emissions.


• see 
chapter 2.2 and 


chapter 2.3
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Main feedback from our stakeholders in the 2019 
dialogues on the topic “Responsibility in times of 
transformation”
In 2019, we held four • BMW Group dialogue meetings, in which 
we discussed corporate responsibility and sustainability 
with local stakeholders. These events were held in Tel 
Aviv / IL, San Luis Potosí / MX, Seoul / KR and Munich / DE. 
The conversations touched on various aspects of corporate 
responsibility:


–  Responsibility for products and production
–  Responsibility for resources
–  Responsibility for the supply chain
–  Responsibility for the mobility of the future
–  Responsibility for employees
–  Social responsibility


We also discussed whether certain areas of corporate 
responsibility are more important than others and should 
be pursued more actively by the BMW Group.


The stakeholders’ feedback painted a relatively balanced 
picture here, with participants expecting the BMW Group 
to adequately address all areas of corporate responsibility. 


•  GRI 102-44


Ensuring respect for human rights and environmental 
standards in the supply chain
Human rights in the supply chain are becoming an increas-
ingly relevant topic in our stakeholder outreach. As a result, 
the BMW Group frequently heard about specific issues from 
this area in 2019. The discourse around sustainable raw 
material procurement is highly important to the BMW Group, 
and we make regular efforts to engage in a productive dia-
logue on the subject. For instance, in March 2019, experts 
from the BMW Group met with stakeholders in Berlin / DE, 
to discuss critical raw material supply chains.


In addition to internal measures to increase transparency 
in our supply chain, we are involved in projects such as the 


• Responsible Cobalt Initiative.


• see 
graphic 1.08


Stakeholder feedback about other aspects of corporate responsibility 1


• G1.08


41 %


7 %
7 %


34 %


8 %


38 %


9 %


33 %


Willingness
to spend more than 


an extra 10 %
 


Willingness 
to spend up to 
an extra 10 %


8 %


30 %


8 %


36 %


Social  
responsibility 


•  chapter 4


Responsibility for 
resources  


•  chapter 3


Responsibility in the 
supply chain 


•  chapter 3


Responsibility  
for the mobility of 


the future 
•  chapter 2


Responsibility  
for employees 


•  chapter 4


Responsibility for 
products / production 


•  chapters 2 and 3


1  500 people were surveyed in each of four locations: Mexico City, Munich, Seoul and Tel Aviv. We asked them the following questions: In which of the following BMW Group activity areas would improvements 
 motivate you to pay more for a product or service? And how much more would you be willing to spend?


•  GRI 102-44
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During the year under review, the BMW Group, BASF SE, 
Samsung SDI and Samsung Electronics jointly launched the 
industry-wide Cobalt for Development pilot project in Kol-
wezi, in the Democratic Republic of the Congo. To this end, 
we and the other project initiators commissioned the 
Deutsche Gesellschaft für Internationale Zusammenarbeit 
(GIZ) GmbH to investigate how living and working condi-
tions can be improved over a period of three years at an 
artisanal cobalt mine site and in surrounding communities.


Local partners such as governmental authorities and small-
scale mining cooperatives were involved in developing and 
implementing the measures from the outset, which was 
intended to strengthen local ownership and the sustaina-
bility of the efforts. The official launch in September 2019 
was attended by national government representatives as 
well as representatives from civil society and business.


 Stakeholder groups and forms of dialogue
• G1.09


 
 
BMW Group 
in dialogue


Dialogue, conferences and technology workshops with investors and analysts Capital market
Dialogue in the context of industry initiatives, joint events, training courses, 
presentations, supplier risk assessments Suppliers


Participation of company experts in committees and working groups, 
 memberships of initiatives and associations


Networks  
and associations


Available to answer questions from policymakers and provide information to 
 political decision-makers on relevant topics from the company’s perspective


Political 
 decision- makers


Visiting universities and colleges, talks, discussions, dialogue events  
with students Research
Dialogue within the context of press trips, press releases, information events on 
new products, test drives, trade fairs Mass media
Dialogue with sales organisations and  
coordinating units of importers Business partners
Discussions with local residents, plant tours, press engagements Local stakeholders


Face-to-face meetings / dialogue, responding to enquiries


Civil society and 
NGOs


Dialogue with employees and managers, employee surveys, idea management, 
internal media Employees
Surveys (including a corporate reputation study), social media, trade fairs,   
mass media Customers


 


•  GRI 102-40, 102-43
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1.4   
COMPLIANCE AND 
HUMAN RIGHTS


Sustainability goal:


The aim of our compliance management system is to 
ensure legal conformity of all BMW Group activities.


Responsible and lawful conduct is firmly established as 
part of the BMW Group’s corporate culture. We strongly 
believe in respect for human rights and are committed to 
observance of such rights at all of our locations. We also 
expect this from our business partners throughout the 
value chain.


Key measures:


The BMW Group regards integrity and compliance with 
the law as basic requirements for long-term business rela-
tionships. Clear values and guidelines, together with a com-
prehensive compliance management system, enable us to 
build trust among our customers, business partners, share-
holders and the general public, thereby laying the founda-
tion for the long-term success of our company.


Establishing legal conformity within the BMW Group
The BMW Group Legal Compliance Code forms the basis 
of our compliance management system. It spells out the 
Board of Management’s commitment to compliance as a 
joint responsibility and underlines all employees’  obligation 
to act responsibly and in compliance with applicable laws.


In the year under review, we stepped up our activities to 
raise compliance awareness. Under the motto “We are com-
pliance”, we hosted the first BMW Group Compliance Day 
at all our German plants and at locations worldwide, with 
interactive formats to engage the workforce.


To strengthen our company-wide compliance network, we 
invited around 130 Compliance Managers from different 
markets to a BMW Group Compliance Conference. In 
 addition to specialist lectures and a panel discussion, the 
 conference also provided an opportunity for best practice 
sharing.


Managing compliance
Our company-wide compliance management system is ori-
ented towards the BMW Group’s risk situation and also 
covers the Financial Services segment. With defined struc-
tures and processes, it creates a company-specific regula-
tory framework, so that every employee is aware of their 
compliance responsibility and lawful conduct is systemat-
ically ensured. Key components of this system include inter-
nal compliance regulations, legal monitoring, complaint 
and case management, compliance controls and compli-
ance reporting, as well as compliance training and com-
munications activities. •  Annual Report 2019


The compliance management system is applied to all com-
pliance topics: in particular, to prevent corruption and anti-
competitive conduct and to ensure respect for human 
rights – especially the core labour standards of the •  Inter-


national Labour Organization (ILO) – at all our locations.


In our annual compliance reporting, we also ask all organ-
isational units of the BMW Group to conduct a local risk 
assessment of potential for human rights violations. Their 
responses form the basis for developing further measures 
to minimise risks. •  GRI 412-1


Introduction


1
Fundamentals


1.1 Strategy


1.2 Sustainability management


1.3 Stakeholder dialogue


1.4 Compliance and human rights


1.5 Product safety


2
Products and services


3
Production and 
value creation


4
Employees and society


Appendix


26


·



https://www.bmwgroup.com/en/investor-relations/financial-reports.html

https://www.ilo.org/global/lang--en/index.html

https://www.ilo.org/global/lang--en/index.html

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf





Combined separate non-financial report


Implementing labour standards and respect for human 
rights worldwide
The •  BMW Group Code on Human Rights and Working Conditions, 
 published in 2018 along with the Joint Declaration on 
Human Rights and Working Conditions in the BMW Group, 
clarifies how the BMW Group promotes respect for human 
rights and implements the core labour standards of the ILO 
in its business activities worldwide. In the year under review, 
the Code was presented at international human rights con-
ferences and through targeted communications campaigns 
in different markets.


Specific human rights risks arise in the supply chain due 
to the collaborative, continent-spanning nature of value cre-
ation processes in the automotive industry. For this reason, 
we have integrated human rights into the BMW Group 
 sustainability standard for the supplier network •  GRI 412-3 and 
established an appropriate risk management process.


In addition to the company’s international purchasing terms 
and conditions, BMW Group importer contracts also con-
tain a clause on compliance and human rights, which will 
also gradually be included in all dealer contracts world-
wide by the end of 2020. Human rights obligations are also 
taken into account in choosing sites and in investment 
 decisions. •  GRI 205-2, 412-3


In an effort to meet increasing requirements in the area of 
human rights, we discuss various legislative proposals 
through associations and initiatives and participate in the 
Automotive Industry Dialogue as part of the German gov-
ernment’s National Action Plan on Business and Human 
Rights. The German Federal Ministry of Labour and Social 
Affairs featured a practical example from the BMW Group 
on its • CSR website. We also co-founded the Human Rights 
Working Group of the •  German Institute for  Compliance in 2019 
and are represented on its governing board.


• see 
chapter 3.3


Due diligence processes:


Systematically ensuring lawful conduct
To systematically reduce compliance-related and reputa-
tional risks, the Board of Management created a Compli-
ance Committee to control and monitor the necessary activ-
ities. The scope and intensity of our compliance activities 
are determined on the basis of an annual company-wide 
compliance risk assessment. Company-wide compliance 
management activities are implemented at operational level 
by the BMW Group Compliance Committee Office and 
more than 70 local compliance functions across the 
BMW Group.


Compliance with and implementation of the BMW Group 
Legal Compliance Code and internal compliance regula-
tions are audited regularly by Corporate Audit. The 
BMW Group Compliance Committee Office also conducts 
additional spot checks in conjunction with a forensic  service 
provider, focusing primarily on corruption prevention and 
antitrust compliance. In 2019, we launched a pilot project 
aimed at refining these spot checks and achieving better 
coverage of BMW Group National Sales Companies and 
financial services companies. The organisational units for 
audit are selected on the basis of a company-wide compli-
ance risk assessment. •  GRI 205-1


Employees can address any questions relating to compli-
ance to their managers or the BMW Group Compliance 
Contact. Non-employees may also use the option to report 
possible infringements. Within the company, possible vio-
lations of the law can be reported anonymously via the 
BMW Group SpeakUP Line. The BMW Group Compliance 
Committee Office investigates reports and initiates meas-
ures to address any issues.
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Identifying and minimising risk in the financial services 
business
Due to the nature of its products and processes, the finan-
cial services business entails specific risks. Our focus here 
is on anti-money laundering measures, compliance with 
financial sanctions, information privacy and data  protection, 
fraud prevention, legislative and regulatory monitoring, as 
well as consumer lending protection. To address the risks 
in these areas, a “compliance coordination” function was 
created within the Financial Services segment as a dele-
gated function of the BMW Group Compliance  Committee 
Office. Based on an annual trend analysis, it identifies new 
or modified regulatory requirements in the financial ser-
vices sector and defines the necessary measures. Imple-
mentation by the BMW Group’s financial services compa-
nies worldwide is tracked on a quarterly basis. Compliance 
is incorporated into the target management process for the 
Financial Services segment. Integration of specific targets 
into our balanced scorecard system underlines the impor-
tance of this topic and helps monitor implementation. We 
also use a management system to identify risks of non-com-
pliance with internal and external regulations at an early 
stage.


Results and performance indicators:


Compliance and human rights training expanded
The aim of our training programme is to reinforce compli-
ance in our corporate culture. With the creation of the 
BMW Group Compliance Academy in 2019, existing 
employee training options were restructured and refined.


The “Compliance Essentials” training uses case studies to 
convey the content of the BMW Group Legal Compliance 
Code. The section on corruption prevention also covers the 
aspects of corporate hospitality and gifts. The training is 
mandatory for BMW Group managers and optional for all 
other employees. •  GRI 205-1,  205-2, 412-2


The online training “Antitrust Compliance” is also manda-
tory for managers and staff who may be exposed to anti-
trust risks as a result of their functions or in certain cir-
cumstances. We also continue to offer classroom training 
on antitrust law.


Number of employees 1 with a valid 
“ Compliance Essentials” certificate:


over


48,500
2019


over 44,000
2018


Number of employees 1 with a valid “ Antitrust 
Compliance” certificate:


over


35,000
2019


over 22,000
2018


1  The training modules must be repeated every two years by the employees required to take 
them.
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We organise specific training on the subject of human rights. 
Staff at all human resources departments worldwide have 
received training on the BMW Group Code on Human 
Rights. Additional training on human rights topics was 
also held at our units in various Asian countries, for ex-
ample. These internal training courses are primarily geared 
towards managers and focus groups such as purchasing 
staff. •  GRI 412-2


The effectiveness of our compliance management system 
is regularly reviewed by the BMW Group Compliance Com-
mittee. This process aims to ensure the legal conformity 
of BMW Group activities. We view the increase in our train-
ing figures in the year under review as an indicator that 
employees are receiving appropriate information and have 
greater awareness of compliance.


Our next steps:


Over the coming years, we will continue to expand our 
compliance network and use webinars and classroom 
events at our Munich location in Germany to provide the 
new Compliance Officers with an introduction to their role. 
We also plan to introduce further IT-based solutions to 
make our compliance management system more efficient 
and more effective.


On the training side, we will continue to develop the 
BMW Group Compliance Academy and expand our train-
ing on human rights.


Monitoring for the German National Action Plan on  Business 
and Human Rights should be concluded in 2020. We also 
remain committed to the German government’s Auto-
motive Industry Dialogue, which promotes respect for 
human rights at German automotive companies and in 
their global supply and value creation chains, together with 
other stakeholders.
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Other strategically relevant topics


European Commission antitrust allegations against five 
German automobile manufacturers
In July 2017, the media reported on suspected antitrust 
infringements in the German automotive industry as a 
result of anticompetitive agreements between German 
manufacturers. Following an inspection at the BMW Group 
in October 2017, the European Commission opened for-
mal proceedings in connection with antitrust allegations 
against five German automobile manufacturers on 18 Sep-
tember 2018 and provided its statement of objections relat-
ing to the ongoing antitrust investigation on 5 April 2019.


–  The BMW Group has reviewed the objections and 
information provided by the European Commission 
very carefully and submitted a reply to the authority.


–  The BMW Group views these proceedings as an 
attempt to equate permissible coordination of 
 industry positions on the regulatory framework 
with unlawful cartel agreements.


–  The BMW Group will use all legal means to contest 
the European Commission’s allegations, if necessary.


In this context, the BMW Group wishes to underline the 
clear distinction between potential violations of antitrust 
law and illegal manipulation of exhaust gas treatment – 
which the BMW Group has not been accused of.


Fine issued by the Federal Cartel Office in connection 
with purchase of long steel products
On 21 November 2019, the Federal Cartel Office concluded 
proceedings against several automobile manufacturers, 
including the BMW Group. The investigations focused on 
purchasing prices for long steel products. Purchases of flat 
steel, which plays a much more significant role in automo-
tive production, are not affected.


The BMW Group has agreed to settle the legal proceedings 
and accepted  a fine of 28 million euros. BMW Group 
 employees do not face any fines. 


There is no connection with the antitrust allegations against 
five German manufacturers that are the subject of an 
 investigation by the European Commission. Although the 
BMW Group acknowledges its wrongdoing in this case, the 
company’s position on the allegations made by the Euro-
pean Commission remains unchanged. •  GRI 206-1 
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International conventions and principles
Our models for ensuring compliance with environmental 
and social standards throughout the value chain are based 
on various internationally recognised guidelines. This 
applies in particular to the •  Guidelines for Multinational Enter-


prises issued by the Organisation for Economic Cooperation and Devel-


opment (OECD), the •  UN Guiding Principles on Business and Human 


Rights, the content of the •  ICC Business Charter for Sustainable 


 Development and the •  United Nations Environment Programme’s 


(UNEP) International Declaration on Cleaner Production.


With the signing of the •  UN Global Compact by the BMW AG 
Board of Management in 2001 and the introduction of the 


•  Joint Declaration on Human Rights and Working Conditions in the 


BMW Group, we committed to abide by internationally rec-
ognised human rights and, specifically, the ILO core labour 
standards.  This  commitment  is  also  reflected  in  the 


•  BMW Group Code on Human Rights and Working Conditions which 
has been ratified by the Board of Management and employee 
representatives. Our due diligence process for human rights 
is geared towards the UN Guiding Principles on Business 
and Human Rights. •  GRI 102-12, 102-16 
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1.5   
PRODUCT SAFETY


Sustainability goal:


The BMW Group offers its customers and other road 
users the highest safety standards


The BMW Group follows the principle of “safety first”. 
The active and passive safety systems used in our vehicles 
ensure greater safety on the road, and we avoid the use of 
substances hazardous to human health in our production 
processes. We also inform our customers about all the 
safety aspects of our products while enabling them to rec-
ognise and overcome dangerous situations by taking 
driver safety training.


Key measures:


The safety of our vehicles is a central component of our 
product responsibility as a premium manufacturing com-
pany. We take a holistic approach to safety and security 
that includes technical solutions, training, information and 
data protection, based on our desire to meet our  customers’ 
high expectations for safety, comfort and convenience.


Using safety systems to minimise risks
The active and passive safety measures used in our  ve hicles, 
which meet the highest quality standards, allow us to 
reduce the risk of accidents and injuries faced by our cus-
tomers and other road users.


These safety measures include perfect chassis tuning, 
strengthened passenger compartments, effective brakes, 
airbags and driver assistance systems.


Reducing hazardous materials – protecting health and 
the environment
Starting at the design stage for our vehicles, we consciously 
avoid the use of problematic materials and take active steps 
to minimise emissions in the passenger compartment. In 
this way, we seek to ensure that legal requirements for 
product safety, protection of human health and the envir-
onment are taken into account around the world for each 
phase of the vehicle life cycle (from development to use to 
recycling to disposal).


In addition, all vehicles that belong to the BMW, MINI and 
Rolls-Royce brands are equipped with passenger compart-
ment air filters as standard components, which filter out 
pollutants and particles such as dust or pollen from the 
outside air.


Comprehensive information on safety aspects
We give our customers access to comprehensive informa-
tion on how to correctly use our products and services. 
Information about health and safety and how to properly 
use our vehicles is available in our integrated owner’s hand-
book, which comes in both print and electronic editions 
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(as a smartphone app or online resource). In addition to 
this, there is also information about the vehicle and addi-
tional background information on services, accessories and 
components.


Improving skills and awareness with driver training
In over 30 countries, the BMW Group offers training for 
BMW cars, MINI cars and BMW motorcycles. We use the 
BMW and MINI Driving Experience to raise awareness of 
dangerous situations, helping to improve road safety.


In the year under review, we expanded our range of train-
ing courses in response to our customers’ needs and the 
increasing significance of electromobility. All in all, we 
trained over 135,000 participants at international training 
locations in 2019.


Protecting data effectively
Given the spread of digitalisation, aspects such as data pro-
tection, data security and cybersecurity are becoming ever 
more important. For the BMW Group, privacy by design 
means ensuring that the need to safeguard customers’ data 
is taken into account at an early stage during the develop-
ment of features and services, with the aim of ensuring 
transparency, informational self-determination and data 
security. In order to maintain an appropriate level of pro-
tection, we apply our Security by Design approach. This 
involves examining products and services for security 
aspects throughout the entire product life cycle.


The BMW Group’s product responsibility includes the trans-
fer of vehicle data to third parties. For security reasons, 
data is only ever to be transferred via a secure web-based 
data backend.


As a result, none of the BMW Group’s vehicles are directly 
connected to the Internet, minimising the risk of hackers 
gaining access to the vehicle or the driver’s personalised 
data. The point of access to the Internet is controlled via a 
gateway and monitored by an administrator.


Our BMW CarData service offers customers transparency 
and comprehensive protection for their vehicle and its data. 
As a result, customers have full data sovereignty and can 
decide at any time what data to share with service pro-
viders (such as workshops, insurance companies and fleet 
managers) in exchange for a custom-tailored service. The 
customer’s consent is required for personalised data to be 
passed on to third parties.


BMW CarData was launched in Germany in May 2017 and 
rolled out across Europe in 2019. Plans are currently being 
made to introduce the service in other markets. Thanks to 
the programme’s transparent and secure data transfer, the 
BMW Group is able to promote the development of other 
innovative services based on vehicle data.


Improving safety with automated driving
The BMW Group is working on automated driving concepts 
in order to further improve vehicle and product safety. Our 
customers’ confidence in the safety of their vehicles plays a 
key role, especially with regard to connected and autono-
mous driving.


Given the growing relevance of this issue, we entered into 
a partnership with Daimler in 2019, which will allow us to 
work together on developing new security technologies for 
automated driving applications while benefiting from our 
combined synergy. One of the measures we would like to 
bring about is an industry-wide standard covering product 
safety factors in this area.
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Due diligence processes:


Guaranteeing safety through systematic management
Our vehicles are developed and manufactured in strict 
compliance with quality management systems. All models 
are subject to thorough audits with regard to vehicle safety.


Our quality management also covers the use of the  vehicles. 
We monitor our products on the market and follow up on 
any reports relating to safety. If required, we will immedi-
ately inform the responsible authorities and introduce all 
necessary measures to protect our customers.


Even if there is an indication that a component may be 
faulty but does not present an immediate danger, we carry 
out voluntary technical campaigns. This involves the ve-
hicles being inspected and, if necessary, the faulty compon-
ents being replaced.


In the event of a safety risk, we carry out technical meas-
ures in cooperation with the responsible authorities. The 
BMW Group has established committees, processes and 
organisations for this purpose, which are managed by the 
central department for Product Support, Technical Cam-
paigns and Warranty Costs. •  GRI 416-1


Results and performance indicators:


Continuous improvement of safety
By constantly developing and improving our safety sys-
tems, we are helping to reduce the risk of accidents and 
injuries for all road users. An important indicator for us is 
the European New Car Assessment Program (EuroNCAP), 
an evaluation scheme for vehicle safety. The results for our 
newly launched vehicles in 2019 (three top EuroNCAP 
 ratings in 2019 for the BMW 1 Series, 3 Series and Z4) 
underline the BMW Group’s credentials as a company com-
mitted to meeting industry safety standards for premium 
manufacturers.


Our next steps:


In the years to come, we will keep working to enhance the 
safety of our vehicles even further. Our particular focus 
will be on connected and automated driving.
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*  Delivery figures have been adjusted retrospectively going back to 2015. The basis for the 
adjustments is a change in the methodology used to collate data for the BMW Group’s most 
important markets (China, USA, Germany, UK, Italy and Japan). The retrospective adjust-
ment enables better comparability. Additional information can be found in the Annex under 
“Additional information on delivery figures.”
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PERFORMANCE INDICATORS


CO2 emissions of BMW Group Automobiles 
(EU-28) in g /km


127
2019 1


128  128 122
2018 1  2017 1 2017 2


1  Figure adjusted due to introduction of the WLTP test procedure
2  According to NEDC test procedure


CO2 emission reduction of BMW Group 
Auto mobiles (EU-28) compared to the 
base year 1995 in %


42
2019


42   42
2018   2017


Electrified vehicles* 
Cumulated number since 2013


504,369
2019


358,209 215,824
2018 2017


Electrified vehicles* 
Annual sales


146,160
2019


142,385 103,103
2018 2017


Public charging points accessible with 
ChargeNow number


270,000
2019


223,000 137,000
2018 2017
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EMISSIONS OF CO2 AND POLLUTANTS


By 2020, the BMW Group will have reduced 
CO2 emissions in the European new vehicle fleet  
(EU-28) by at least 50 % compared to the base  
year 1995.


Efficient and cost-effective: the plug-in hybrid BMW 330e* 
consumes between 1.6 and 1.7 l / 100 km according to WLTP.
*  See consumption and CO2 data, p. 138


Sustainability goal 
Products and services
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2.1  
EMISSIONS OF CO2 AND 
POLLUTANTS


Sustainability goal:


By 2020, the BMW Group will have reduced CO2 emis-
sions in the European new vehicle fleet (EU-28) by at 
least 50 % compared to the base year 1995 


Climate change and the burdens placed on air quality, 
especially in cities, are among the key challenges we face. 
We therefore consistently strive to reduce emissions of 
CO2 and pollutants in the development of our vehicle fleet 
so that we can continue to meet the statutory limits world-
wide.  
 
Incentives for sustainable mobility also play an important 
role in the purchase decision of customers. Besides buyer’s 
premiums and reduced taxes, examples of these include 
exceptions to potential traffic restrictions as well as prefer-
ential treatment in lane usage and parking concessions for 
electrified vehicles. We respond to the growing envir-
onmental awareness of many customers by expanding our 
portfolio of low-emission, efficient vehicles. They can select 
the right drivetrain technology for their mobility needs 
thanks to our Power of Choice concept.  
 
By taking measures to reduce the emissions of CO2 and 
pollutants, we act in line with the UN Sustainable Devel-
opment Goals (SDGs) 3 (Good health and well-being), 9 
(Industry, innovation and infrastructure), 12 (Responsible 
consumption and production) and 13 (Climate action).


Key measures:


Lowering emissions with efficiency technologies and 
solutions for pollutant reduction
In our conventional drive vehicles, we currently achieve 
the most effective impact on lowering CO2 and pollutant 
emissions through our efficiency technologies and through 
specific solutions for pollutant reduction.


The BMW Group is continuing to concentrate its efforts on 
reducing fuel consumption and CO2 emissions. For  ex ample, 
the BMW 520d* and 520d Touring* models were launched 
with 48-volt technology in 2019. These models, powered 
by a 140 kW / 190 Hp four-cylinder diesel engine, reduce 
fuel consumption by up to 0.3 litres per 100 km. The mild 
hybrid technology with a 48-volt electrical system will be 
gradually rolled out for our diesel and petrol engines in all 
series. This will help to further reduce the CO2 emissions 
of our conventional drive vehicles. 


Reducing local emissions of nitrogen oxide (NOx) in par-
ticular is key to improving urban air quality. For this rea-
son, all diesel models of the BMW Group have been fitted 
with a highly effective combination of a NOx storage cata-
lytic converter (NSC) and a SCR system (SCR, Selective 
Catalytic Reduction) with urea injection (AdBlue) since 
mid-2018 (except for MINI 3-door cars, 5-door cars and 
convertible models). The larger MINI diesel models also 
use these technologies.


Reducing global CO2 emissions is also imperative when it 
comes to protecting the climate. In light of this, our Effi-
cient Dynamics projects have helped us integrate efficiency 
technologies in our vehicles since 2007, in accordance with 
the specific requirements of individual models, engines 
and the respective markets.


*  See consumption and CO2 data, p. 138
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Combined separate non-financial report


Offering more electrified models
Our models with electric drivetrains also do their part in 
lowering CO2 and pollutant emissions. To familiarise cus-
tomers as well as possible with electromobility, we launched 
the fully electric battery model (BEV) BMW i3* in 2013 and 
the plug-in hybrid model (PHEV) BMW i8* in 2014.


In addition to the BMW i vehicles, we have seven BMW 
PHEV models as well as a MINI BEV and PHEV model that 
we offer our customers worldwide. By 2023, two years ear-
lier than previously intended, we plan to offer at least 25 
electrified models, of which more than half will be purely 
electric.


As part of our Power of Choice concept, we offer flexibil-
ity when it comes to technology options. Customers can 
choose the right drivetrain technology for their mobility 
needs. Following the launch of the BEV model, as of 2020 
the BMW X3 is our first model that offers a choice between 
a conventional, PHEV or BEV engine. This flexibility is also 
important in that it allows us to meet regulatory require-
ments in the different markets.


Supporting the development of harmonised regulations
The diversity and lack of harmonisation of different regu-
lations at the national and supranational level present us 
with huge challenges and have a significant impact on cus-
tomer demand. The BMW Group supports the develop-
ment of nationally, and where possible internationally, har-
monised guidelines, since they make an important contri-
bution towards combating climate change and improving 
air quality. This harmonisation results in dependable and 
predictable guidelines.


We intend to continue to meet the EU emissions targets in 
2020 and 2021, and beyond. In view of the global CO2 fleet 
targets, the BMW Group pursues the clear objectives of 
meeting limits and, where we consider it to be appropriate, 
surpassing these. For example, together with other vehicle 
manufacturers we reached an agreement with the US state 
of California which aims to reduce emissions by 3.7 % per 
year in the period between 2022 to 2026. We are planning 
to voluntarily align our fleet in all 50 states and apply a uni-
form standard in accordance with this guideline.


In the EU, for example, we supported the development of the 
harmonised test procedure WLTP (Worldwide Harmonized 
Light Vehicles Test Procedure) through the VDA (German 
Association of the Automotive Industry) and ACEA (Euro-
pean Automobile Manufacturers’ Association). • GRI 102-13


Due diligence processes:


Systematically taking account of emission reduction in 
product development
The above-mentioned aspects of product responsibility are 
an integral part of the target systems and organisational 
processes in our vehicle development units.


We consistently take our reduction targets and market-spe-
cific fleet requirements into account during product devel-
opment. To do so, we define specific targets for emission 
reduction over the whole life cycle for new vehicle projects 
in each product line. This extends from the development 
of vehicles, via the supply chain and production, right up 
to utilisation, and finally vehicle recycling.


With this life cycle engineering, we intend to carry through 
our vision of achieving a substantial improvement from 
one vehicle generation to the next. We manage the imple-
mentation of targets and evaluation of progress in the devel-
opment process by applying the Life Cycle Assessment in 
accordance with ISO standard 14040  / 44.


• see 
chapter 2.2


*  See consumption and CO2 data, p. 138
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Combined separate non-financial report


Life cycle engineering
• G2.01
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The BMW Group’s Strategy unit is responsible for monitor-
ing and refining our targets. In addition, the Complete 
Vehicle Architecture unit coordinates the development and 
implementation of fuel-saving technologies in individual 
vehicle projects, which are implemented for example 
through Efficient Dynamics measures.
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Combined separate non-financial report


Results and performance indicators:


Further reduction in emissions
The average CO2 emissions of our European new vehicle 
fleet (EU-28) were 127 g / km  1 in 2019 (internal BMW Group 
calculation). We therefore reduced fleet fuel consumption 
by 1 g / km in the year under review (2018: 128 g / km  1). The 
fleet value consists of an average fuel consumption of 5.0 l 
diesel / 100 km  1 and 6.0 l petrol / 100 km1.


The BMW Group reduced CO2 emissions of its newly sold 
vehicles in Europe by around 42.4 % (calculated as a NEDC 
value) between 1995 and 2019 (2018: approx. 42 %). Adjusted 
for the switch from NEDC to NEDC correlated, the decrease 
during this period was around 40 %. •   GRI 302-5, 305-5


Fleet CO2 emissions in 2019 were slightly reduced com-
pared to the previous year, which is in part due to the strong 
growth in sales of electrified models. Here, the BMW Group 
exceeded the previously announced target of having 
500,000 electrified vehicles on the road since 2013 by sell-
ing around 504,000 units. 


In the USA, the average fuel consumption for the model 
year 2019 was 35.7 mpg  2 for passenger cars (model year 
2018: 35.1 mpg) and 29.8 mpg  2 for light trucks (model year 
2018: 29.4 mpg  ). The average CO2 emissions of both fleets is 
33.7 mpg 2 or 167 g CO2 / km 2 (model year 2018: 168 g CO2 / km, 
internal BMW calculation). In China, average petrol con-
sumption was 6.1 l / 100 km  3 in 2019 (2018: 6.2 l / 100 km), 
and the median CO2 emissions were 144 g CO2 / km  2 (2018: 
147 g CO2 / km). •   GRI  302-5, 305-5


The average fleet CO2 emissions of the BMW Group per 
kilometre in 2019 were 140 g CO2 / km 1 (calculation for the 
key markets of EU-28, USA, China, Japan and Korea). This 
equals a 0.7 % reduction compared to the previous year 
(2018: 141 g CO2 / km 1). •  GRI 305-3, 305-5


Since the beginning of the 1990s, we have significantly 
reduced pollutant emissions by refining our technologies. 
In Europe alone, the exhaust emissions of the new vehicle 
fleet of diesel cars were reduced by more than 90 % between 
1992 and 2019 compared to Euro 0, in accordance with the 
limit values of the Euro standards Euro 1 to Euro 6. • GRI 305-7


The introduction of new models with drivetrain technolo-
gies that ensure lower emissions and pollutants continues 
to have a positive effect on our average fleet CO2 emissions. 
We expanded our product range to twelve electrified mod-
els at the end of 2019.


1  Since September 2018 all vehicles in the EU must be licensed according to the new 
WLTP test cycle. However, the EU Commission will not start using WLTP to calculate fleet 
CO2 emissions until 2021. As a result, WLTP fleet emissions must be retroactively 
 calculated as NEDC values for the purposes of reporting until and in 2020.


2  Basis: USC (United States Combined)
3  Basis: NEDC (New European Driving Cycle)
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Combined separate non-financial report


Our next steps:


The BMW Group sees itself as a driving force in the devel-
opment of sustainable individual mobility. In this process, 
we focus on both increasingly efficient, clean combustion 
engines and electromobility. Our Efficient Dynamics pack-
age of measures has played a role in significantly reducing 
the fuel consumption, CO2 emissions and pollutant emis-
sions of our vehicles since 2007. We intend to continue on 
this successful path with innovative approaches in the areas 
of combustion engine drive, aerodynamics and lightweight 
design.


We see further potential for reducing fuel consumption 
and pollutant emissions in the electrification of the drive-
train and the use of new digital services such as intermodal 
routing, real-time traffic and searching for parking spaces 
online. We are developing new models for 2020 (BEV: BMW 
iX3,* PHEV: BMW X1 25e,* X2 25e,* BMW 3-Series Tour-
ing 330e* and 330e xDrive*). Since March 2019, we have 
offered the PHEV models BMW 3-Series Sedan 330e,* 
5-Series Sedan 530e,* 745e,* X5 xDrive45e,* i8 Coupe* and 
i8 Roadster* and, since July 2019, the MINI Countryman 
Cooper SE* with the latest Gen4 eDrive PHEV technology. 
The BMW X3 xDrive 30e* model was added to this range 
in December 2019.


The BMW iX3* model will be fitted with the fifth  generation 
of the electric drivetrain following the start of production 
in 2020. In 2021, we will start producing the BMW i4 and 
the BMW iNEXT models. Following initial success with 
navigation-data-supported transmission control and the 
driving assistant, we are also investing in further research 
and development in this area.


• see 
chapter 2.2


From the perspective of the BMW Group, modern diesel 
engines will continue to play an important role. We will 
therefore continue to work on highly effective air-purity 
technologies for our vehicle portfolio in 2020. And we will 
further optimise our combustion engines with 48-volt recu-
peration systems and maximum emission reduction. All 
MINI and BMW models with three-cylinder diesel engines 
as well as the BMW X1* and X2* models with a 25d engine 
have met future exhaust emission standard Euro 6d since 
July 2019. From March 2020 onwards, all remaining  models 
will be gradually converted to meet Euro 6d.


Our customers and the public are asking critical questions 
about the future of diesel technology. We want to respond 
to these questions and communicate the advantages of 
 diesel technology with transparency and open discussion.


*  See consumption and CO2 data, p. 138
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Other strategically relevant topics


Emissions caused by diesel engines
More and more cities worldwide are taking action to 
improve air quality, particularly in highly congested city 
centres. Reducing particulate matter and NOx is an  important 
starting point. Besides promoting alternative emission- free 
drivetrains and an improved range of mobility services, 
some cities are also introducing traffic restrictions for indi-
vidual road sections or entire zones.


For example, older petrol models (exhaust emission stand-
ards Euro 0 and 1) and diesel engine cars (Euro 0 to 2) are 
permanently prohibited from entering the green zone in 
Paris / FR. Drivers of older vehicles (Euro 0 to 3) are required 
to pay an additional fee in the inner city of London / UK. 
In Germany, older vehicles (Euro 0 to 3, depending on the 
classification of the green zone) have been banned since 
2007 from entering certain city regions following the intro-
duction of environmental badges. A total of 58 such green 
zones, of which 57 carry the maximum restriction of at 
least Euro 4 or Euro 3 with particle filter, now exist in Ger-
man cities.


However, despite these measures, the public debate still 
centred around urban air quality in the year under review, 
particularly in Germany. Independent of the establishment 
of these green zones, which predominantly target particu-
late matter, the BMW Group introduced a diesel particle 
filter as a way to effectively reduce particulate matter  several 
years before the legal requirement came into force. The cur-
rent diesel models of the BMW Group are also proving to 
be more efficient at reducing the amount of NOx they emit. 
They are thus more environmentally friendly  compared to 
the average fleet. In several German cities, much stricter 
traffic restrictions for diesel models (emissions level Euro 
4 and, in some cases, 5) have already been decided upon 
and introduced.


In this regard, the German government assists the federal 
states and affected cities in complying with the applicable 
air quality limits as quickly as possible and in exploiting 
the full potential of all measures seeking to reduce nitro-
gen without restricting mobility. These include modern air 
protection plans and municipal measures, such as creating 
intelligent infrastructure, converting diesel buses and taxis, 
digitalising traffic systems and expanding electromobility. 
The BMW Group welcomes this concept and, in addition 
to the national •  BMW UMWELTPRÄMIE (environmental pre-
mium), the •  BMW UMWELTPRÄMIE+ (environmental premium 
plus) was offered until 31 December 2019 in selected cit-
ies, which aims to speed up the rejuvenation of the car fleet 
and thus make a quick and effective contribution towards 
reducing nitrogen oxide emissions. Realignment of the pre-
mium structure to speed up fleet rejuvenation is planned 
for 2020. •  GRI 416-2 


In addition, the BMW Group engages in continuous inter-
national dialogue with cities, inhabitants and authorities 
around the world in order to develop joint solutions and 
prevent the restriction of mobility. In this regard, we offer 
our customers electrified vehicles, access to mobility ser-
vices and low-emission petrol and diesel engines. From the 
perspective of the BMW Group, the modern diesel engine 
can also continue to make an important contribution towards 
improving air quality and achieving national and interna-
tional CO2 reduction targets in the short and medium term. 
A diesel engine emits up to 15 % less CO2 than a petrol 
engine and there is still no comprehensive infrastructure 
for alternative drivetrain technologies. In the view of the 
BMW Group, modernising the vehicle fleet is an efficient 
way to reduce pollution. Political framework conditions at 
European level can provide important incentives for speed-
ing up the market penetration of low-emission diesel.


On the other hand, retrofitting the hardware of diesel cars, 
which is currently a topic of political discussion in Ger-
many only, is not worthwhile in our opinion. The priority 
is to improve air quality as quickly as possible. In this con-
text, retrofitting the hardware of BMW Group vehicles is 
not an option. Retrofitting hardware increases the weight 
of vehicles and their level of fuel consumption. Advances 
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in diesel technology cannot be effectively transferred to 
series vehicles developed years ago with a technical solu-
tion developed at a later point in time. Comprehensively 
retrofitting hardware would only help to improve air  quality 
much too late. It would be several years before retrofitting 
systems for several model series that satisfy our  quality re-
quirements and have been tested for durability become 
available in a fast-track approval process. From our perspec-
tive, incentives for modernising the existing fleet of diesel 
models in a fast-track process, in addition to software up-
dates, would be a preferable solution. Such action would 
have a negative impact on the quality, consumption and 
CO2 emissions as well as on the performance of  ve hicles 
due to the necessary vehicle modification and higher weight.


CO2 limits stepped up in the EU
In December 2018, the EU decided to step up CO2 limits 
by 2030. By then, CO2 emissions of new vehicles are 
expected to be reduced by 37,5 % compared to 2021. From 
the perspective of the BMW Group, this goal can only be 
achieved by significantly increasing the share of electrified 
vehicles in the new vehicle fleet. This means that roughly 
one quarter of vehicles sold by the BMW Group would need 
to be electrified by 2021, one third by 2025 and half by 
2030. We already offer a broad portfolio of models that we 
are continually expanding. However, the trends in our var-
ious markets show that this range is perceived in different 
ways.


As one of the market leaders for electromobility in Europe, 
we find that the political factors promoting electromobil-
ity have a considerable impact on our sales. Although there 
is a legal framework for the domestic market for electric 
vehicles in Europe with uniform guidelines for manufac-
turers, the aspects that affect customers, such as charging 
infrastructure and subsidies, are defined at the national 
level with a high level of fragmentation within Europe. We 
believe that this structural asymmetry poses a risk. The 
EU requirements placed on vehicle manufacturers must be 
accompanied by an ambitious programme to increase the 
demand for electrified vehicles in order to achieve the great-
est possible effect. In our opinion, fragmented and national 
policies have little effect.


• see 
chapter 2.2
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Further key indicators


Development of CO2 emissions of BMW Group new 
vehicle fleet in the European Union
The BMW Group has significantly reduced the CO2 emis-
sions of its new vehicle fleet since 1995 thanks to improve-
ments in efficiency (for example through BMW Efficient 
Dynamics) and the electrification strategy. Since Septem-
ber 2018 all vehicles in the EU must be licensed according 


to the new WLTP test cycle. A comparison of the reduction 
in CO2 in the BMW Group’s new vehicle fleet and the aver-
age fleet value in the EU is therefore only useful for the 
period between 1995 and 2017, i. e. on the basis of the old 
NEDC test cycle. This reveals that the BMW Group con-
tinues to move closer to the average fleet emissions of all 
new vehicles in the EU and is almost on par in terms of 
CO2 reduction, despite the fact that the majority of our 
vehicles are in the segment of medium and large vehicle 
classes. •  GRI 305-5 


Development of CO2 emissions of BMW Group new vehicle fleet in the European Union
• G2.02
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1  Since September 2018, all vehicles in the EU must be licensed according to the new 
WLTP test cycle. However, the EU Commission will not start using WLTP to calculate fleet 
CO2 emissions until 2021. As a result, WLTP fleet emissions must be retroactively calcu-
lated as NEDC values for the purposes of reporting until and in 2020. The  amended WLTP 
test constraints result in higher NEDC emissions (NEDC-correlated) in the retro active 
calculation. To guarantee comparability, the EU fleet CO2 emissions in 2017 (122 g / km 
NEDC) were converted into a correlated NEDC value of 128 g / km under WLTP test con-
straints and disclosed for the first time in the second quarterly report of 2018. This value 
remained at 128 g / km in 2018. In 2019 it decreased by 1 g / km to 127 g / km.
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– 42.4 % 


  Development of CO2 emissions of BMW Group new vehicle fleet in 
the EU from 1995 to 2017 (on the basis of the NEDC test cycle).


  Development of CO2 emissions of BMW Group new vehicle fleet  
in the EU from 2017 to 2019 (on the basis of the NEDC test cycle, 
retroactively calculated as an NEDC value for the purposes of 
 comparability).1


  Development of CO2 emissions of BMW Group new vehicle 
fleet in the EU (on the basis of the NEDC test cycle; provisional 
value for 2018). Source: the International Council on Clean 
Transportation (ICCT), 1995–2009; European Environment 
Agency (EEA), 2010–2019.


• see 
graphic 2.02
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ELECTROMOBILITY


The BMW Group is a leader in taking a holistic 
approach to premium electromobility.


The fully electric MINI Cooper SE*. The BMW Group  
plans to offer 25 electrified models by 2023.
*  See consumption and CO2 data, p. 138


Sustainability goal 
Products and services







Combined separate non-financial report


2.2  
ELECTROMOBILITY


Sustainability goal:


The BMW Group is a leader in taking a holistic approach 
to premium electromobility


Electromobility is one of the central topics of the future 
when it comes to making urban living and traffic sustain-
able. This is reflected again and again in our dialogue with 
stakeholders. Our electrified vehicles 1 combine the advan-
tages of sustainable mobility and technological conveni-
ence. Fully electric battery models (BEV) have zero local 
emissions and can significantly reduce traffic noise in cit-
ies. Compared to the conventional drivetrain technology, 
they have a more efficient electric engine and quicker 
acceleration. This means that we can offer our customers 
an entirely new driving experience.  
 
We intend to set standards in electromobility and contrib-
ute towards fulfilling the Paris Climate Agreement. To 
underline our claim to leadership, we are aiming to contin-
ually increase the sales of our electrified vehicles by 2025. 
By 2021, we are planning to more than double sales com-
pared to 2019. By taking measures to further enhance elec-
tromobility, we are contributing to the UN Sustainable 
Development Goals (SDGs) 7 (Affordable and clean 
energy), 9 (Industry, innovation and infrastructure), 11 
(Sustainable cities and communities), 12 (Responsible con-
sumption and production) and 13 (Climate action).


• see 
chapter 1.1


Key measures:


Achieving sustainability over the entire life cycle
From the very beginning of the BMW i project, we have 
been one of the first manufacturers to pursue the goal of 
consistently reducing the emissions of CO2 and other pol-
lutants over the entire life cycle. We are continuously work-
ing on this. As most of the CO2 emissions emitted by BEVs 
arise from the manufacture of the essential components, 
we rely on renewable resources and highly resource-effi-
cient and environmentally friendly production processes.


Another decisive factor is the use of renewable energy 
sources in the BMW value chain: from the manufacture of 
energy-intensive materials such as CFRP (carbon fibre rein-
forced polymer), to vehicle production and the BMW Green 
Energy package we offer our customers when they pur-
chase their vehicle.


Other approaches include the recycling and reuse of bat-
teries, for example in stationary storage units for improved 
use of renewables.


Improving range and expanding our vehicle portfolio
A key challenge for the success of electromobility is improv-
ing the range of our vehicles. For example, we increased 
the range of the BMW X5 PHEV  2 from 31 km (2015, accord-
ing to the NEDC cycle) to 80 km3, the BMW 530e PHEV  2 
from 45 km (2017, according to the NEDC cycle) to 60 km3, 
the BMW 330e PHEV  2 from 40 km (2016, according to the 
NEDC cycle) to 60 km 3 and the BMW i3 BEV  2 from 300 km 
(2016, according to the NEDC cycle) to 359 km4. We have 
doubled the range of the BMW i3 compared to 2013. We are 
working towards our goal of continually increasing range 
by taking a number of measures.


• see 
chapter 3.1


2  See consumption and CO2 data, p. 138
3  Range already calculated on the basis of the new WLTP test cycle and retroactively calcu-


lated as an NEDC value for the purposes of comparability. Range is dependent on various 
factors, particularly personal driving style, route characteristics, ambient temperature, 
heating / climate control and preheating / precooling. Provisional value.


4  Range already calculated on the basis of the new WLTP test cycle and retroactively calcu-
lated as an NEDC value for the purposes of comparability. Range is dependent on various 
factors, particularly personal driving style, route characteristics, ambient temperature, 
heating / climate control and preheating / precooling.


1  The term “electrified vehicles” has varying definitions in the automotive industry. 
The BMW Group defines these as fully electric and plug-in hybrid vehicles that can be 
charged and driven purely electrically.
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Combined separate non-financial report


To ensure that we reach sales targets for our electric and 
hybrid vehicles, we are gradually expanding our product 
portfolio to 25 electrified models by 2023. The BMW i3 is 
one of the models offered by SHARE NOW, which is part 
of our joint venture with Daimler AG. Furthermore, we 
are always expanding our network of dealerships and train-
ing specialised staff for the sale of electrified vehicles. This 
package of measures is rounded out with focused market-
ing campaigns and financing offers for electrified cars.


Facilitating rapid charging and improving access to 
charging stations
In collaboration with other carmakers, charging station 
operators, energy suppliers and grid operators, we are work-
ing towards simplifying access to charging stations and the 
charging procedure. We are working to achieve this by 
deploying our specialist expertise and with financial  support.


In joint venture with IONITY, we plan to establish a 
high-performing rapid charging network with 400 rapid 
charging stations along major transport axes by 2020 at 
the European level. This will facilitate charging that is up 
to seven times faster than normal 50 kw stations. This 
means that appropriately equipped vehicles can be charged 
in ten to 15 minutes.


We want to make electromobility even more convenient for 
both private customers and companies who operate whole 
fleets and continue to expand our BMW 360° ELECTRIC 
product and service portfolio for state-of-the-art charging 
solutions. To promote electromobility among our own 
employees, we are increasing the number of charging points 
at BMW Group locations. We plan to install more than 
4,100 charging points for electrified cars at our German 
locations by 2021. Charging options at work are becoming 
increasingly important for our employees as more and more 
of them are driving electrified vehicles of the BMW Group. 
We plan to make about half of the charging points  available 
to the public.


• see 
chapter 2.1


Improving framework conditions in dialogue with 
 policy-makers
From the perspective of the BMW Group, in many coun-
tries there is still a need for governments to catch up in 
terms of political support for electromobility. We seek out 
dialogue with policy-makers regarding the consistency of 
policy measures on the supply and demand sides.


We are involved, for example, in the Nationale Plattform 
Elektromobilität (National Platform for Electromobility – 
NPE) in Germany and the Agora Verkehrswende (Agora 
traffic transition). Internationally, the BMW Group is a 
member of the international advisory committee of China 
EV 100, as well as VELOZ, a non-profit organisation in the 
US state of California which promotes electromobility.


Due diligence processes:


Anchoring carbon footprints in product development
A holistic, life cycle-oriented regard for environmental 
impact is an integral part of the target systems and organ-
isational processes in our vehicle development.


We manage the implementation of targets and evaluation 
of progress in the development process by applying the 
Life Cycle Assessment in accordance with ISO standard 
14040  / 44. These carbon footprints allow us to determine 
at the development stage the environmental impact the 
vehicle will have during its life cycle. This also allows for 
comparison with predecessor models.


As an example, the •  BMW 745Le, Environmental Report 
shows that, assuming standard consumption levels, the 
potential greenhouse gas values of a plug-in hybrid  ve hicle 
are around 33 % lower over the entire life cycle than in a 
conventional reference vehicle, taking account of the EU-25 
electricity mix. Furthermore, when charging electricity 
comes from renewable energy, the emission values are 
reduced by around 58 %.


• see 
chapter 1.3
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Combined separate non-financial report


We consistently take our reduction targets and market- 
specific fleet requirements into account during product 
development. To do so, we define specific targets for opti-
misation over the whole life cycle for new vehicle projects 
in each product line. The BMW Group’s Strategy unit is 
responsible for monitoring and refining our targets.


Results and performance indicators:


Electrified vehicles improved holistically and sales 
increased
In total, we had sold around 504,000 vehicles with electric 
and plug-in hybrid drives by the end of 2019, which means 
that we surpassed our goal of selling 500,000 vehicles. In 
2019, the BMW Group delivered 146.160  1 electrified  ve hicles 
(2018: 142.385), making it once again a leading provider in 
the electromobility sector. Since 2018, new and existing 
customers have been able to opt for a BMW i3* model and 
the third generation of high-voltage batteries with a  capacity 
of 42 kilowatt hours. As an urban brand, MINI also offers 
a very good selection of  electrified models. The MINI 
Cooper SE*, available for order since its launch in 2019, has 
a range of 242 to 270 km according to the NEDC.


Competence centre for battery cells opened
In 2019, we began pooling our many years of experience 
and comprehensive expertise in battery cells in a new com-
petence centre in Munich / DE. The centre aims to make 
advances in battery cell technology and fully penetrate pro-
duction processes. Taking the current technology of the 
BMW i3* as a starting point, we intend to double the energy 
density of our battery cells by 2030 and thus increase the 
range for our customers. The new competence centre rep-
resents the entire value chain of the battery cell technol-
ogy – from research and development, through to the com-
position and design of the battery cells. In accordance with 
our life cycle approach, sustainability is taken into consid-
eration throughout all stages, from the procurement of raw 
materials to recycling.


• see 
performance 
 indicators


• see 
chapter 3.1 and 
chapter 3.3 


Charging infrastructure further expanded
From 2015 to the end of 2019, the BMW Group was involved 
in over 50 projects for improving the charging infrastruc-
ture and initiated the installation of around 15,000 charg-
ing points. High-performing and increasingly widespread 
50 kw direct current charging points ensure a BMW i3* can 
be charged to 80 % in around 45 minutes. 202 of the 400 
IONITY rapid charging stations have been installed to date.


Further progress in environmental optimisation 
of  electromobility
In the year under review, we also pursued and expanded 
our approaches to the holistic environmental optimisation 
of BMW’s electromobility. Through our BMW i 360° 
 ELECTRIC services, we already offer our customers elec-
tricity from renewable sources in many markets. Starting 
this year, a pilot project offers customers the chance to 
receive an add itional package, which includes a supply of 
charging electricity for up to 10,000 km, when they pur-
chase an electrified model from selected dealers in Ger-
many. Vehicles can be charged at home with an included 
“green electricity agreement”, i. e. with electricity from 100 % 
renewable energy sources. We also deepened our exper-
tise in the recycling of batteries and worked on developing 
new recyc ling methods that can be scaled at an industrial 
level.


• see 
chapter 3.1 


*  See consumption and CO2 data, p. 138
1  Delivery figures have been adjusted retrospectively going back to 2015. The basis for the 


adjustments is a change in the methodology used to collate data for the BMW Group’s most 
important markets (China, USA, Germany, UK, Italy and Japan). The retrospective adjust-
ment enables better comparability. Additional information can be found in the Annex under 
“Additional information on delivery figures.”
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Combined separate non-financial report


Breakdown of the CO2e footprint by drive type (illustration)
• G2.03
 
CO2 e stands for “CO2 equivalent”. Besides CO2, this information also includes all other climate-relevant greenhouse gases produced in the cycle.
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so that in the coming years we can continue to offer in-
novative solutions for the mobility needs of our customers 
worldwide. Thanks to a scalable modular system, the 
BMW X3 will be the first model series to be available with 
a combustion engine and PHEV, as well as the BMW iX3* 
model with a fully electric drivetrain. A special feature of 
the electric engine (eDrive Gen5), used in the BMW iX3* 
model for the first time, is that it is designed not to require 
rare earths.


We are pressing ahead with the development of hydrogen 
fuel cell vehicles as a complementary electrification option, 
with a view to preserving flexibility in terms of alternative 
drivetrains. The current state of development work was 
presented to the public at the 2019 International Motor 
Show Germany with the concept car BMW i Hydrogen 
NEXT. BMW also supports the development of hydrogen 
infrastructure as an associated partner of H2 Mobility 
Deutschland.


Our next steps:


The BMW Group will continue to invest in the planning 
and development of new vehicle models and bring forward 
their introduction: we now have plans to offer a total of 25 
electrified models, which was previously announced for 
2025, in 2023 – two years ahead of schedule. Our Power of 
Choice approach is key here: flexible vehicle designs for 
fully electric vehicles, plug-in hybrids and combustion 
engine models. This will enable us to swiftly respond to 
changing framework conditions, diverse customer require-
ments and the different speeds at which alternative drive-
trains penetrate the market.


We plan to offer more than half of the 25 models as fully 
electric versions. We intend to offer our high-volume  models 
as pure battery vehicles as well. Depending on the segment, 
we want to extend the range of our fully electric vehicles 
to up to 700 km. The next step is the launch of the BMW iX3* 
model in 2020. The BMW Group is deliberately focusing 
its efforts on building a broad drivetrain  technology base 


*  See consumption and CO2 data, p. 138
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Other strategically relevant topics


Supporting positive framework conditions for 
electromobility
Expanding charging infrastructure is essential for the 
breakthrough of electromobility. Positive regulatory incen-
tives, both financial and functional, speed up the shift from 
the combustion engine to the electrified vehicle. Such incen-
tives that have been facilitated at the national level and still 
need to be put into practice by communal policy are cur-
rently the main reason why our customers opt for an elec-
tric vehicle.


With regards to the financial incentives, there is still the 
issue that promotional measures and the intensity of such 
vary widely from country to country, region to region and 
city to city. At present, customers also respond immedi-
ately when incentives are removed (e. g. tax incentives), 
which is reflected in a reduction in demand. This was appar-
ent in the Netherlands, for example. After tax benefits for 
plug-in hybrids were removed in 2017, demand for these 
vehicles almost disappeared (– 94 % compared to the pre-
vious year and this has not recovered since then).


In the case of functional incentives, for example the prior-
itisation of electrified vehicles over combustion engines in 
car parks, local authorities need to independently develop, 
communicate and implement an “electrification strategy”. 
This would encompass all planned measures, build trust 
in the new technology and thus create security of invest-
ment for private companies, particularly for the costly devel-
opment of charging infrastructure.


As  has  previously  been  done  in  Hamburg / DE,  the 
BMW Group concluded a similar agreement with the city 
of Munich / DE in 2018 with a view to solving the chicken-
and-egg problem (more infrastructure first or more elec-
trified vehicles first) on a collaborative basis. It was agreed 
that the city of Munich would set up a total of 550 charg-
ing stations, i. e. 1,100 charging points, in public areas by 
2019.


As a result of the partnership, the car-sharing service of 
our joint venture, SHARE NOW, increased its electric fleet 
in Munich from 85 to 200 BMW i3* models in 2019. This 
means that our company’s electric fleet in the Bavarian cap-
ital more than doubled. In this context, the previous 85 
BMW i3* models were replaced with vehicles of the latest 
generation with improved range. This successful model is 
now being discussed with other cities as part of the coop-
erative platform Urbane Mobilität in Germany and the EIT 
Urban Mobility (EIT: European Institute of Innovation and 
Technology).


Overall, there are marked differences in conditions world-
wide. We would like to see all markets take similarly effec-
tive measures to promote electromobility as those already 
in place in Norway, China and the US state of California. 
Particularly within the EU, harmonising the support 
 measures and expanding the charging infrastructure more 
intensively would be necessary. This could also make a signif-
i cant contribution towards achieving EU emission  reduction 
 targets.


*  See consumption and CO2 data, p. 138
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Promoting sustainable employee mobility
The BMW Group is currently working with partners to install and oper-
ate one of the largest charging networks in Germany. In future, employ-
ees of the BMW Group will be able to conveniently and inexpensively 
charge their electric vehicles with green electricity at more than 4,100 
new charging points in the parking areas of BMW Group production 
plants, development centres and office locations. About half of the 
charging points will be available to the public. The project is expected 
to be completed by 2021.


By introducing discounts for tickets for public transport (Job Ticket), 
company buses and the BMW LeaseRad bike scheme, we provide in-
centives for employees to use other means of transport and improve 
traffic conditions at our locations. We are not looking to replace the car 
completely but rather to demonstrate other mobility alternatives.


For example, some 45 % of employees commute to BMW Group’s 
 Research and Innovation Centre in Munich every day by car or motor-
bike, around 40 % by public transport and about 5 % by company bus. 
Around 10 % travel by bike or walk.


Further key indicators


The market for electromobility in Europe
With its share of electrified vehicles, the BMW brand is 
 currently the market leader in Germany and ranks second 
in Europe. Nevertheless, we have noticed that our range 
of electrified vehicles is received very differently by cus-
tomers in the individual European countries. Despite offer-
ing the same range across countries, there are some clear 
differences in market penetration.


It is the view of the BMW Group that this fragmentation 
is directly related to the extremely heterogeneous national 
support and framework conditions and the required expan-
sion of the charging infrastructure. This becomes clear 
when looking at the sales of the BMW Group in Europe. If 
you compare  the number of  electrified vehicles of  the 
BMW Group in Europe with the company’s market volume 
in each country, it is apparent that our share of electric 
vehicles is relatively low, particularly in the high-volume 
markets.


Also in overall terms, the general share of electrified ve-
hicles, for example, in Germany (2019: 3.0 %) 1 or France 
(2019: 2.8 %) 1 is still relatively low. To achieve the new EU 
2030 CO2 emissions targets, we believe that effective pro-
motional measures, combined with the comprehensive 
 expansion of the charging infrastructure, which will 
 significantly increase the share of electrified vehicles, are re-
quired throughout Europe, especially in the volume  markets.


1 Source: German Association of the Automotive Industry, January 2019


Introduction


1
Fundamentals


2
Products and services


2.1 Emissions of 
CO2 and pollutants


2.2  Electromobility


2.3 Mobility patterns


3
Production and 
value creation


4
Employees and society


Appendix


52


·







BMW Group market share in total European sales by 
country
• G2.05


in %


22.2


8.6
7.5


6.0 5.2


2.9 2.9 2.3 2.3
1.1


7.6


DE GB FR IT ES BE CH NL SE AT NO Other


5


0


25


20


15


10


30
31.4


BMW Group market share in total European sales by country as at 12 / 2019  
(BEV, PHEV and conventional drivetrains)


Share of electrified vehicles in BMW Group 
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BMW Group average Europe market 
share BEV and PHEV 8.5 %


Share of electrified vehicles in BMW Group sales in 
Europe by country
• G2.04
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MOBILITY PATTERNS


The BMW Group will have permanently changed mobility 
patterns in selected metropolitan areas by 2020 through 
the introduction of integrated mobility services.


The “BMW i Interaction EASE study. Automated and net-
worked mobility” has the potential to reduce traffic jams, 
lower the risk of accidents, reduce emissions and improve 
the quality of life in cities.


Sustainability goal 
Products and services







Combined separate non-financial report


2.3  
MOBILITY PATTERNS


Sustainability goal:


The BMW Group will have permanently changed mobility 
patterns in selected metropolitan areas by 2020 through 
the introduction of integrated mobility services


The BMW Group offers its customers individual mobility 
at premium quality. The focus is always on our brand 
promise of driving enjoyment. This has become a chal-
lenge, especially in densely populated urban spaces, but 
also on the motorways around large cities. By 2030, a pro-
jected 60 % of people worldwide will live in cities.  
 
The related increase in traffic volumes often goes hand in 
hand with a significant rise in noise and air pollution, con-
sumption of space as well as increased risk of accidents. 
We are proactive in taking these challenges into account 
as we develop our networked vehicles and mobility ser-
vices. Our measures are designed to contribute to UN Sus-
tainable Development Goals (SDGs) 9 (Industry, innova-
tion and infrastructure), 11 (Sustainable cities and com-
munities) and 13 (Climate action).  
 
The technological shift towards electrification, digitalisa-
tion and new mobility services is fundamentally changing 
the sector. The integration of cars into a multimodal, 
increasingly digitally networked mobility ecosystem – 
especially in urban areas – represents a great entrepre-
neurial challenge.  
 
 
 
 
 


Up until 2019, the BMW Group focussed on expanding its 
car-sharing services in cities in Germany, Europe and the 
USA. In 2019, mobility services were strategically 
reviewed and then reoriented. This involved the merging 
of a broad spectrum of mobility-related services with 
Daimler AG under YOUR NOW (car-sharing, taxi / ride 
hailing, charging and parking).  


Key measures:


Improving urban quality of life with networked and auto-
mated driving
Automated and digitally networked vehicles have the poten-
tial to significantly reduce the frequency of traffic jams, 
lower the risk of accidents, reduce emissions and improve 
the quality of life in cities. This is particularly important if 
electromobility is to be pursued at the same time. Analys-
ing anonymous vehicle data has a great deal of potential 
for making traffic more sustainable.


State-of-the-art driver assistance systems are now avail able 
in the 8-Series, X5 and 3-Series BMW models. At present, 
the first highly automated research vehicles not only drive 
on motorways but are also being used for testing purposes 
in city traffic in Munich / DE as well as in selected cities in 
China and the USA. During these tests, drivers who can 
take over control in any situation are always in the vehicle.
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We intend to bring the first highly automated vehicle, the 
BMW iNext, onto the market. The driver can delegate driv-
ing to the car during longer periods on open motorways 
and roads similar to motorways and carry out other activ-
ities depending on regulatory requirements.


The five development stages of automation
• G2.06


 


Driver tasks


No assistance Assisted Partly automated Highly automated Fully automated Autonomous
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time to time Eyes off Mind off Passenger


Vehicle guidance
(steering, braking, 


accelerating)


Vehicle drives 
completely by itself 
and  requires neither 
 steering wheel nor 


pedals
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When developing vehicles, we draw on both our own tech-
nological strength and collaboration with innovative part-
ners. In doing so, we also intend to establish an open indus-
try standard for highly and fully automated driving (non- 
exclusive industry platform).
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Providing services for more sustainable mobility 
In addition to our highly automated vehicles, we plan to 
provide our customers with mobility in a seamlessly net-
worked, sustainable ecosystem consisting of car-sharing, 
ride-hailing, parking, charging and multimodality.


For this purpose, we merged our mobility services with 
those of Daimler AG in a joint venture in 2019. The joint 
venture comprised the following activities and services: 
REACH NOW (multimodal and on-demand mobility), 
SHARE NOW (car-sharing), FREE NOW (ride-hailing), 
PARK NOW (parking) and CHARGE NOW (charging). 
BMW Group subsidiary Digital Charging Solutions, founded 
in 2017, also offers other OEMs (Original Equipment Man-
ufacturers) access to the CHARGE NOW network as a prod-
uct – the first customer was the PSA Group.


Due diligence processes:


Taking changes in urban mobility patterns into account 
at an early stage
The BMW Group has pooled the issue of changes in  mobility 
systems in its corporate strategy and analysed the result-
ing opportunities and challenges together with the issues 
of sustainability. The role of the car in the transport sys-
tem of the future, particularly in urban areas, is one of the 
greatest challenges for the future of the car and is addressed 
accordingly by the BMW Group, along with the reduction 
of the CO2 emissions and the sustainability of supply chains. 
Trends in the main markets are analysed very closely.


In order to understand changes, impacts and needs of urban 
mobility patterns worldwide in good time, the BMW Group 
takes part in projects focused on dialogue, initiators and 
research. These include the BMW Institute for Mobility 
Research (ifmo) and the BMW Group Dialogues with stake-
holders. We systematically integrate the insights gained 
from these into the development processes for new  vehicle 
models and services.


The BMW Group also aims to implement scalable solutions 
in cooperation with cities by improving framework condi-
tions. One example of this is our agreement with the  cities 
of Munich / DE and Hamburg / DE.


Preventively protecting customer information and data
The protection of information and data is an integral part 
of business processes at the BMW Group. Data protection 
adheres to the relevant laws, in particular the EU General 
Data Protection Regulation. Our information protection 
complies with the international security standard ISO  / IEC 
27001. The personal data of our customers is only collected, 
processed or used to the extent legally permitted and with 
the consent of the person in question. We address com-
plaints in a timely manner.


In order to protect our digital systems from manipulations, 
we systematically search out weak points with a view to 
closing any potential gaps in good time before releasing 
the respective component. We continuously convert new 
insights into mandatory standards. There are also clear 
guidelines for information and data protection for cooper-
ation and partner relationships.


We introduced BMW CarData in Germany in 2017 and 
then in Europe the following year. This is a service that 
gives our customers the option of deciding about the utili-
sation and transmission of data from vehicles to third par-
ties in compliance with data protection legislation. We now 
want to establish this service in other core markets such 
as the USA.
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Results and performance indicators:


Autonomous driving further advanced with artificial 
intelligence 
Artificial intelligence has been used in the BMW assistance 
systems since 2018 to anticipate typical hazardous situ-
ations, for example when vehicles merge in traffic, and 
respond accordingly. The learning process always takes 
place on the central computer system of our development 
unit, so that all vehicles are fitted with identical and pre-
viously safeguarded features.


To ensure that the use of artificial intelligence is always 
hazard-free for humans, we have developed our own 
 process to methodically safeguard this. We have shared 
our experiences in the cross-industry support project 
PEGASUS,1 which ended in 2019 after running for 
42 months. The collaboration allowed us to move closer 
towards streamlined and cross-manufacturer safeguard-
ing tools for highly automated vehicles, always ensuring 
that the safety of our automated systems is the top  priority.


Collectively creating the basis for an industry standard
This year, we published the most comprehensive report to 
date on the development, testing and operation of safe, 
automated vehicles, together with eleven leading com panies 
in the automated driving sector (Aptiv, Audi, Baidu, BMW, 
Continental, Daimler, Fiat Chrysler Automobiles, HERE, 
Infineon, Intel and Volkswagen).


The Safety First for Automated Driving (SaFAD) white 
paper aims to highlight how important safety by design, 
along with verification and validation, is in establishing a 
standard for automated driving as an industry. The SaFAD 
white paper is centred around twelve guiding principles 
that define the features of automated vehicles in great detail.


The authors of the SaFAD white paper and experts from 
participating partner companies present the results of the 
joint project at industry and technology conferences around 
the world. The white paper represents an important step 
towards establishing industry-wide standards in the area 


of testing through to the approval of highly automated driv-
ing functions.


Global cooperation network expanded
We have also further expanded our cooperation network 
at the international level to ensure that we reach our tar-
gets for automated and networked vehicles by 2021. In July, 
we signed an agreement with Tencent in Beijing / CN regard-
ing collaborating on the expansion of the BMW Group’s 
China High Performance D3 Platform. The BMW Group 
will use this platform to develop automated driving tech-
nologies and products that respond to complex local  traffic 
conditions and the requirements of our customers in China.


We have also entered into a strategic partnership with 
Daimler AG in the area of automated driving. Together, we 
intend to develop the next generation of technology for 
driver-assistance systems and find new solutions for auto-
mated driving on motorways and automated parking func-
tions, each corresponding to Society of Automotive Engin-
eers (SAE) Level 4.


Furthermore, we hope to hold talks on expanding the scope 
of collaboration in future to higher levels of automation for 
urban environments and cities. The non-exclusive partner-
ship is open to other car manufacturers and technology 
partners. The results of the partnership will also be pro-
vided to other vehicle manufacturers for licensing purposes.


1  Project to establish generally accepted quality criteria, tools and methods as well as 
 scenarios and situations for the approval of highly automated driving functions.
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Combined separate non-financial report


Number of mobility services customers increased
The YOUR NOW  services  offered  in  partnership with 
 Daimler AG allowed us to reach even more customers with 
our mobility services, taking us closer to attaining our goal 
of sustainably changing mobility patterns in metropolitan 
areas. In 2019, several million customers 1 in 27 cities and 
14 countries used the car-sharing service SHARE NOW 
with a total of 3,505 electric cars in the fleet. The services 
and their expansion are continuously reviewed and opti-
mised on the basis of local regulatory requirements and 
customer demand. In 2019, the service was discontinued 
in some cities in North America but introduced for the first 
time in France and Hungary.


The charging service of our joint venture CHARGE NOW 
currently provides access to around 270,000 public charg-
ing points from different providers in 25 countries. In 2019, 
a number of customers running into the double-digit  million 
range 1 in 17 countries and 151 cities used the ride-hailing 
service FREE NOW. Thanks to the digital parking service 
PARK NOW, a number of customers running into the mid-
dle double-digit million range 1 in more than 1,346 cities 
were able to find and pay for parking spaces more quickly 
and easily. This also helps to reduce traffic that builds up 
in cities due to people searching for a parking space.


Investment in new mobility concepts
In 2019, the BMW Group invested through i Ventures in 
start-ups in the sectors of mobility services and electromo-
bility as well as in pioneering technologies in the fields of 
autonomous driving and digitalisation, including in •  Yel-


lowbrick, •  Recogni, •  Trifacta and •  Zūm. With its own hard-
ware and software, Yellowbrick offers cheaper and quicker 
big data warehouse solutions that enable companies to 
obtain information from large datasets in real time. Rec-
ogni is an AI-based software solution for vehicles that offers 
quicker and more energy-efficient object recognition. The 
software from Trifacta organises large quantities of data 
in order to make better use of these for analysis purposes. 
Zūm is a mobility platform for schools and families with 
approved drivers, providing a reliable driving service that 
takes children to school.


Our next steps:


We are continuously working on intelligently networking 
vehicles, infrastructure and mobility services. In doing so, 
we intend to make urban mobility even more flexible, con-
venient, sustainable and safer.


The BMW Group expects that by 2030 many vehicles in 
urban traffic will be automated, networked and electric. In 
dialogue with municipalities and in public partnerships, 
we wish to continue to contribute towards offering more 
sustainable and tailored mobility services to all residents. 
Besides offering our customers personal convenience, we 
want to make road traffic more efficient, firstly, to reduce 
parking pressure and jams, secondly, to promote compli-
ance with upper limits for immissions (air quality, noise) 
and emissions (CO2) and, thirdly, to reclaim urban spaces 
for residents.


To bring new technologies with the highest possible level 
of maturity into series production and to further build on 
our autonomous driving expertise, we are setting up new 
development and testing grounds in the Czech Republic, 
which are expected to be completed in 2022. Particularly 
complex (everyday) autonomous driving conditions will 
then be tested there in a real-life but controlled  environment.


In 2020, we are planning to supplement our driver assist-
ance systems in the BMW 3-Series Touring, BMW 4-Series 
and BMW iX3 models with an enhanced intelligent display 
of the vehicle’s environment sensor to improve the under-
standing of the functions. We are gradually working 
towards strengthening support for the driver using artifi-
cial intelligence and highly automated systems.


1  The customer base of the listed services and companies is still being consolidated, which 
is why it is currently not possible to specify exact figures on customers or compare with 
 figures from the previous year.


• see 
performance  
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Other strategically relevant topics


Promoting electromobility and mobility services in 
urban areas
The BMW Group is convinced that improving mobility 
hugely increases the quality of life in cities. Improved frame-
work conditions combined with service innovations are 
key to this. Accordingly, we focus on developing innova-
tive technologies and concepts.


How successful electromobility and on-demand mobility 
services are in becoming established depends to a large 
degree on the prevailing framework conditions. A signifi-
cant market penetration of electromobility requires more 
than the availability of charging infrastructure. It is essen-
tial that policy-makers provide incentives.


If the users of electric or car-sharing vehicles gain privil-
eged access to public parking spaces, for example, then this 
is a significant advantage they can enjoy on a daily basis. 
Such support measures have the potential to influence pur-
chasing and utilisation decisions in the desired direction.


The German electromobility and car-sharing laws allow 
the granting of privileges for the respective vehicles in pub-
lic spaces. However, giving privileges to certain vehicles 
can also cause conflict, especially because parking spaces 
in cities are so scarce and in high demand.


The BMW Group has initiated pilot projects in  Hamburg / DE, 
Berlin / DE and Munich / DE to debate the existing oppor-
tunities with residents and local stakeholders, and develop 
and implement these. It is important to take the first step 
with residents and to communicate the results of other 
 cities and communities. In our view, this contributes to a 
faster dissemination of sustainable mobility  concepts.


We will expand and deepen the collaboration with cities at 
the national and international level, for example via the 
Urbane Mobilität (urban mobility) platform (DE), the Agora 
Verkehrswende  (Agora  traffic  transition)  (DE),  the EIT 
Urban Mobility (European Institute of Innovation and Tech-
nology) and the World Economic Forum (US, EU, CN).


Addressing framework conditions and challenges of 
automated driving
At the centre of our concepts and technical developments 
for automated driving is the safety of drivers, passengers, 
pedestrians and other road users. Therefore, clear legal 
framework conditions need to accompany the introduction 
and advancement of this technology. The data transfer that 
accompanies digitalisation and automation also intensifies 
the requirements placed on aspects of manipulation and 
data privacy. We are meeting these requirements appro-
priately.
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With an increasing degree of automation, the challenges 
are not only legal in nature, but also societal and ethical. 
The legal framework is being adjusted worldwide through 
a variety of legal initiatives. With regard to legislation about 
automated driving, Germany is currently playing a lead-
ing role. A separate ethics commission on behalf of the 
German federal government has also developed 20 guide-
lines for programming automated drive systems.


The BMW Group sees that there is still a way to go in terms 
of European approval of automated driving systems that 
are regulated in UN bodies. The EU commission is push-
ing ahead with an exemption regulation similar to that in 
the USA. A number of activities have been launched in 
China to create a regulatory framework for automated 
 driving.


It is the view of the BMW Group that additional regula-
tions are also required in relation to the rolling out of fleets 
of automated vehicles for customer operations in cities in 
conjunction with mobility services such as ride-sharing or 
ride-pooling. Passengers should, for example, be able to 
enter or exit the vehicle at locations they are already used 
to when taking conventional taxis, such as at entrances 
and in lay-bys. In conjunction with the above-mentioned 
mobility services, the Urban Mobility strategy unit of the 
BMW Group cooperates with many cities through the 
Urbane Mobilität platform of the German Association of 
the Automotive Industry (VDA), among  others, in order to 
exploit the opportunities that new technologies offer for 
cities and their residents.
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Combined separate non-financial report


KEY PERFORMANCE INDICATORS


Improvement in resource consumption and 
emissions per vehicle produced  1 since 2006 
in %


55
2019


52 53
2018 2017 1 Average value


Change in resource consumption and emis-
sions per vehicle produced compared with 
the previous year in %


 – 7.8
2019


2.7 – 5.3
2018 2017


Share of suppliers in the CDP Supply Chain 
Programme with at least a B rating in %


34
2019


30 25
2018 2017


Share of production-relevant purchasing 
 volume in the CDP Supply Chain Programme 
in %


78
2019


75 77
2018 2017


Share of renewable energy purchased from 
third parties in %


87
2019


79 81
2018 2017


Supplier locations evaluated using the 
 sustainability questionnaire number


3,921
2019


4,168 4,886
2018 2017
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CONSUMPTION OF RESOURCES


By 2020, the BMW Group will reduce its resource 
consumption (energy, water, waste, solvents) per 
vehicle produced by 45 % (base year 2006).


The BMW Group Plant San Luis Potosí / MX opened in 2019. After 
its first full year of production it is set to become the most 
 resource-efficient plant in the BMW Group.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.1  
CONSUMPTION OF 
RESOURCES


Sustainability goal:


By 2020, the BMW Group will reduce its resource 
consumption (energy, water, waste, solvents) per vehicle 
produced by 45 % (base year 2006)


The depletion of scarce resources, the effects of climate 
change and the impact a growing global population 
increasing consumption is having on the environment 
present enormous challenges for our society. Therefore, 
the BMW Group has set ambitious sustainability goals for 
itself and, by continuously improving energy- and 
resource-efficiency and reducing CO2 emissions in produc-
tion processes, it is making a valuable contribution 
towards protecting the environment and the climate. In 
this way, we are contributing in particular towards achiev-
ing the UN Sustainable Development Goals (SDGs) 9 
(Industry, innovation and infrastructure), 12 (Responsible 
consumption and production) and 13 (Climate action).


Key measures:


By implementing measures for increasing resource effi-
ciency, we are meeting our responsibilities to society and 
the environment. Through sustainable management we 
are taking into account our stakeholders’ expectations and 
in addition we are reducing our production costs in the 
medium term.


Conserving resources by means of optimising processes 
and new technologies
In order to reduce CO2 emissions and energy consumption 
in vehicle production, we are optimising processes and 
investing in more efficient technologies. In 2019, we com-
missioned our new plant in San Luis Potosí / MX, which 
has been equipped with highly efficient technology.


Continuous personal development and knowledge exchange 
between our employees are key components of our resource 
management. At the start of the reporting period, global 
experts  in  the field of energy management met at  the 
“Energy Days”, which took place at the largest BMW  facility 
in Spartanburg / US, to discuss further energy-saving meas-
ures. At ten other BMW Group locations, best practices 
were shared at workshops on energy efficiency, based on 
the methods of the WPS-Lernwerkstatt (learning work-
shop for a value creation-focused production system).


We also rely on optimised processes and state-of-the-art 
technology to reduce our water consumption and waste-
water. In this context, key measures are introducing water-
less processes in our foundries, repeatedly using treated 
process wastewater as well as further optimising processes 
in our paint shops and wastewater treatment plants.
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Combined separate non-financial report


Closing gaps in material cycles and reducing waste
In order to minimise waste, we are developing recycling 
and reprocessing concepts that are customised for waste 
streams in the different plants, varying legal requirements 
and existing disposal structures. This is not just important 
in terms of resource efficiency. The disposal of commercial 
waste poses a global challenge. At our German production 
 locations, for example, many waste incinerators are work-
ing at capacity.


Starting in the product development phase, we are ensur-
ing economical use of resources and design products with 
the aim of making certain that as many material cycles as 
possible can be closed. In 2019, we closed the gaps in addi-
tional waste metal cycles by sending waste metal from our 
pressing plants back to our steel suppliers.


Due diligence processes:


Controlling consumption of resources through environ-
mental management
In 2001, the BMW Group signed the United Nations Envi-
r onment Programme’s “International Declaration on 
Cleaner Production” and expressly committed to keeping 
the envir onmental impact and resource consumption of 
our production activities as low as possible.


Controlling resource consumption is an integral part of 
environmental management at our plants. The processes 
are overseen by the steering committee of the BMW Group’s 
international environmental network. Each machine, build-
ing and space in each plant is allocated to an operator. This 
person is responsible for the processes and procedures, 
machines and technical systems as well as their environ-
mental impacts in their allocated area.


We have introduced environmental management systems 
at all of our existing production plants and plan to roll them 
out at all future locations. All German BMW Group loca-
tions including the Research and Innovation Centre in 
Munich / DE as well as six others in Europe (Vienna / AT, 
Zurich / CH, Rome / IT, Milan / IT and Madrid / ES) are now 


• see further 
key indicators


 certified according to ISO 14001. The same applies to all 
production locations worldwide with the exception of 
motorcycle production in Manaus / BR, where this step is 
planned for 2020. The BMW Group’s environmental man-
agement system is ISO 14001 certified and the quality man-
agement system ISO 9001 certified. Individual processes 
and organisational structure of the ISO 50001 have been 
pooled in this integrated management system.


Coordinating environmental protection measures 
 globally through competence centres
The BMW Group has five environmental centres of com-
petence in the areas of emissions, water, waste, training 
and environmental management system. They are staffed 
by environmental experts from the different plants and by 
specialists from Corporate Environmental Protection.


The managers of participating plants as well as the Corpor-
ate Energy Management department of the BMW Group 
work closely together in the area of energy efficiency. Both 
the competence centres and Energy Management discuss 
legal requirements and best-practice solutions with tech-
nology experts from the production plants. In addition, 
they develop reference systems on which to base future 
planning and process improvements.


Environmental improvements that have been effective at 
one location are implemented at other locations wherever 
possible. Furthermore, we pass on our experiences to our 
suppliers in order to foster sustainability in our supply 
chain as well.
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Combined separate non-financial report


Results and performance indicators:


Resource efficiency slightly below previous year’s level
Since 2006, the BMW Group has reduced its consumption 
of energy and water in vehicle production; emissions from 
waste and wastewater as well as solvents and CO2 per 
 vehicle produced have been reduced by an average of 55 %. 
In the same period, through energy efficiency alone, we 
made cost savings totalling € 171 million. Compared to the 
previous year, utilisation of resources per vehicle produced 
in 2019 was reduced by an average of 7.8 %.


With regard to VOC (volatile organic compounds) emis-
sions, which occur in particular during the painting pro-
cess, we were able to achieve a further reduction for the 
reporting period due to the new paint shop systems we 
introduced at our plants in Munich / DE and Oxford / UK in 
2018. Despite an increase in volume, the new systems also 
contribute to the reduction in overall water consumption 
at the plants.


Improvement in resource consumption and  emissions 
from vehicle production since 2006
• G3.01


per vehicle produced


Energy consumption – 40.4 %


CO2 emissions – 71.4 %


Waste for disposal – 78.4 %


Water consumption – 28.8 %


Process wastewater – 46.3 %


Solvent emissions – 66.1 %


Our main focus is currently on energy consumption. In this 
area, we are systematically following reduction plans in order 
to achieve our objectives. And we also continue to work on 
making further improvements in areas where we have 
already achieved our internal targets.


• see 
performance 
indicators


Our next steps:


The tightening regulations concerning climate protection 
make the energy target even more relevant, because we 
need to reduce CO2 emissions from the production pro-
cesses of the BMW Group even further. In the coming year, 
we will thus continue to focus mainly on energy. Here, we 
want to  tap  into the potential of continuous efficiency 
improvements.


In addition, we want to significantly improve resource effi-
ciency by modernising technical equipment at our plants 
in Dingolfing / DE, Regensburg / DE, Leipzig / DE and Ross-
lyn / ZA by 2020. 


After its first full production year in 2020, our new plant 
in Mexico is set to become the most resource-efficient plant 
of the BMW Group. After the start-up phase with increased 
consumption, the plant is expected to make a significant 
contribution towards increasing efficiency over the next 
few years.
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End-of-life vehicle recovery and recycling
We do not consider end-of-life vehicles as waste to be dis-
posed of, but as a secondary source of raw materials. There-
fore, we promote the recovery of end-of-life vehicles, com-
ponents and materials in order to reintegrate them into the 
raw materials cycle. Together with its sales organisations 
in each country, the BMW Group has installed recovery 
systems for end-of-life vehicles in 30 countries and offers 
environmentally friendly vehicle recycling at more than 
2,800 recovery centres. All vehicles brought onto the mar-
ket since 2008 meet the global requirements set for the 
recycling of end-of-life vehicles, components and materi-
als. In this way we provide 95 % total recycling, with 85 % 
reuse and material recycling. •  GRI 301-3


In order to increase our recycling rate even further, we con-
tinuously test recycling concepts for new vehicle compon-
ents at our recycling and dismantling centre. Furthermore, 
we promote the implementation of new technologies, such 
as the recycling of batteries and carbon fibre components, 
through cooperation with research institutes and  suppliers.


Reusing and recycling batteries
Batteries that are no longer suitable for vehicles may be 
given a new lease of life in stationary storage systems. In 
this way they can contribute to integrating renewable 
energy into the power grid, increasing grid stability and 
reducing electricity costs for the consumer wherever pos-
sible. We are also gradually installing battery storage sys-
tems at our own sites. 


For batteries that are no longer suitable even for use as a 
stationary storage unit, we aim to achieve the highest 
 possible rate of recycling of the valuable resources they 
 contain. In collaboration with the technical university 
TU  Bergakademie Freiberg, the BMW Group has developed 
a procedure which has increased the recycling rate signifi-
cantly compared to conventional methods. Here, we want 
to ensure that resources are not downcycled to low-value 
secondary materials and, if possible, generate recyclates of 
suitable quality for producing new lithium-ion batteries. In 
a battery technology development project in collaboration 


• see 
chapter 3.2


• see 
chapter 2.2


Other strategically relevant topics


Using Design for Recycling
Life Cycle Engineering ensures the environmentally 
friendly use of raw materials as early as the vehicle devel-
opment phase. The requirements for recycling-optimised 
development and production of our vehicles as well as selec-
tion and use of secondary materials are defined in a sep-
arate BMW Group standard. We design our supply chains 
and material flows accordingly.


When using potentially supply-critical raw materials such 
as rare earths, we carefully consider weight, function and 
costs. Wherever it makes technical and business sense, we 
replace artificial materials with recyclates or renewable 
materials.


It is important to us to use recycled materials or renew able 
raw materials in our vehicles. Up to 20 % of the thermo-
plastic materials in our vehicles are made from recyclates. 
These thermoplastic materials account for an average of 
12 % of vehicle weight. We use up to 50 % secondary alu-
minium in high-strength cast aluminium parts. •  GRI 301-2 In 
our BMW i3* in particular, we use a large proportion of 
recycled plastics and natural fabrics. We also continue to 
explore the use of natural raw materials such as flax or 
kapok and we are assessing how we can integrate ocean 
plastic as a material in future vehicle projects.


As a member of the “Circular Economy Initiative Deutsch-
land”, we are driving the transformation towards a  circular 
economy with the support of representatives from  politics, 
science, industry and society. The initiative was set up in 
2018 by acatech, the German National Academy of Science 
and Engineering, in collaboration with SYSTEMIQ.


• see 
graphic 2.01


*  See consumption and CO2 data, p. 138
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Further key indicators


BMW Group CO2 footprint
With our efforts to supply all locations with carbon-free 
electricity, we want to contribute to climate protection. 
CO2 emissions at the BMW Group locations are generated 
directly from burning fossil fuels (Scope 1 emissions 1) and 
indirectly through the company’s electricity and heat con-
sumption (Scope 2 emissions 1). Here, we focus on reduc-
ing CO2 emissions from our production facilities, which 
account for around 90 % of these Scope 1 and 2 emissions.


Both upstream and downstream in the value chain, we con-
tinually reduce emissions caused by the use and disposal 
of our products, in our supply chain, in transport logistics 
and by employees commuting to and from work (Scope 3 
emissions 1). Approximately 70 % of these emissions, cur-
rently the largest proportion, are generated during utilisa-
tion of the vehicles sold. The emissions generated during 
fuel production are not counted here. With our Efficient 
Dynamics technologies and our electrification strategy, we 
are continually reducing the average fleet emissions of CO2 
per km.


Around a quarter of Scope 3 emissions are generated in 
the upstream supply chain. Therefore, we constantly work 
with our suppliers to look for further possibilities to use 
resources more efficiently. Furthermore, around 2 % of 
Scope 3 emissions are caused by the global transport  volume 
required to supply our production plants with mater ials, 
to deliver our vehicles and to supply spare parts to the mar-
kets. In order to keep these CO2 emissions to an absolute 
minimum, we are continuously working on expanding utili-
sation of low-carbon energy and transport modes.


• see 
chapter 2.1 and 


chapter 2.2


• see 
chapter 3.3


• see 
graphic 3.17


with Duesenfeld GmbH, we have developed a process to 
recycle electrolytes and graphite. It is our joint target to 
achieve a recycling rate of 96 % at the cell level by 2020. 
Eventually, we want to reach a recycling rate of almost 
100 %.


Our new hi-tech competence centre for battery cells in 
Munich / DE was officially opened in the summer of 2019, 
thus enhancing our research capacities and enabling us to 
expand our expertise, particularly in the area of battery 
design and cellular chemistry. • see 


chapter 2.2


Opening of new plant in San Luis Potosí, Mexico
The BMW Group has invested close to one billion euros in the new pro-
duction site. Once the start-up phase is completed, the plant will have 
a capacity of up to 175,000 units per year and produce one of the most 
successful cars of the BMW brand, the BMW 3 Series Sedan.


New standards in sustainability 
From its first full production year, our San Luis Potosí plant is  expected 
to become the most resource-efficient plant of the BMW Group.


A particular sustainability goal within the context of local conditions is 
the efficient use of water resources. The site will have the lowest water 
consumption per vehicle manufactured in the production network. The 
plant operates BMW Group’s first process wastewater-free paint shop. 
The water required for painting the cars is treated and re-used.


Renewable energy sources will supply the plant with completely carbon- 
free electricity in the future. A part of this electricity is produced by a 
70,000 m2 photovoltaic plant on site.


Production for the global market
With the new plant in Mexico, the BMW Group’s production network 
now spans a total of 31 locations. In line with the BMW Group Strategy 
NUMBER ONE > NEXT, the new plant will contribute towards building 
and maintaining a flexible and high-performing production network as 
well as a balanced distribution of value creation between Europe, Asia 
and the Americas.


1 Differentiation between Scope 1, 2, 3 according to the Greenhouse Gas Protocol, 
a  partnership of World Resources Institute (WRI) and World Business Council for Sustain-
able Development (WBCSD).
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The BMW Group’s total CO2 emissions along the entire 
value chain have increased over the years. This is due to 
growing production and sales volumes. However, emissions 
per vehicle have gone down over time. The reduction of 
average fleet emissions (– 0.7 %) is overcompensated by the 
increase in sold vehicles by 1.2 %. The growing share of elec-
trified vehicles has been reflected in the continuous rise of 
CO2 emissions in the upstream chain over the years.


BMW Group CO2 footprint
• G3.02


in t CO2 2015 2016 2017 2018 2019


Total emissions 1 68,991,955 70,818,970 72,850,7242 74,213,4023 75,987,119


SCOPE 1: DIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 536,168 562,146 625,072 581,703 642,259


Emissions of BMW Group locations 4 443,575 472,021 529,728 487,249 550,494


Emissions of company vehicles 87,358 85,008 88,782 88,272 85,667


Emissions of company-owned planes  5,235 5,117 6,562 6,182 6,098


SCOPE 2: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 5 923,313 868,089 510,911 538,622 302,574


Electricity / heat purchased by BMW Group locations 5 923,313 868,089 510,911 538,622 302,574


SCOPE 3: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 67,532,474 69,388,735 71,714,7412 73,093,0773 75,042,286


Emissions of logistics 1,402,082 1,427,399 1,497,0752 1,563,919 1,570,397


Emissions of business trips 138,522 142,250 169,233 159,039 129,646


Emissions of employees’ commuter traffic 6 133,690 139,797 140,187 136,608 146,298


Emissions of upstream chain 7 14,886,300 15,391,154 16,786,192 17,221,109 18,505,921


Emissions of utilisation phase 8 49,582,958 51,079,073 51,887,708 52,759,5673 53,421,006


Emissions of disposal 7 1,145,158 1,185,148 1,234,346 1,252,835 1,269,018


1  Addition of emissions from employees’ commuter traffic, from 2012 onwards emissions from supply chain, utilisation phase and disposal as well as from 2015 onwards BMW Group location emissions from 
BMW Motorrad Berlin / DE and corporate functions, development and administration in Munich / DE. The emissions listed account for around 90 % of the Scope 1 to Scope 3 emissions of the BMW Group. 
 Climate-relevant gases other than CO2 are not included in Scope 1 and 2 emissions.


2  Due to new input data from an external service provider, the figures for 2017 were adjusted.
3  Figure not directly comparable to previous years’ figures. Calculated using EU fleet emissions according to NEDC correlated. Using NEDC correlated values in 2017 would result in a value of 52,933,132 t of CO2. 


This is equivalent to a reduction of absolute emissions by 0.3 % in 2018. 
4  Figures from 2015 onwards not directly comparable to figures from previous years due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin / DE as well 


as administration, development and central distribution centres. Application of VDA emissions factors revised in 2017.
5  Figures from 2015 onwards not directly comparable to figures from previous years due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin / DE as well 


as administration, development and central distribution centres. Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Application of VDA emissions factors revised in 2017. Scope 2 emis-
sions calculated using “location-based” method (overall third-party electricity and heat purchased calculated using VDA factors): 1,420,172 t CO2.


6  Calculation basis BMW AG. Extrapolation based on number of employees for the BMW Group.
7  Thinkstep’s LCA tool GaBi calculates emissions from supply chain and disposal processes, based on the carbon footprints of representative vehicles from the product lines (including the climate-relevant gases 


CO2, CH4, N2O, SF6, NF3, among others). Corresponding with the CO2 e emissions, energy consumption (lower heating value) is calculated based on the environmental footprints: around 85,805,214 MWh in the 
supply chain as well as 536,630 MWh at the disposal companies.


8  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.


•  GRI 302-2, 305-1, 305-2, 305-3


We are aware that we must contribute to climate protection 
through the reduction of overall emissions from the Group 
as well. This is one of the key strategic challenges we are 
faced with and that we are addressing by consistent CO2 
management along the entire life cycle.
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Solvent emissions per vehicle produced
VOC (volatile organic compounds) emissions, which occur 
in particular during the painting process, were reduced to 
0.85 kg per vehicle in the reporting year (2018: 0.93 kg). 
We achieved this reduction by introducing new painting 
technologies, among other measures.


Solvent emissions per vehicle produced 1


• G3.04


in kg / vehicle


2.0


1.0


0


   


2015 2016 2017 2018 2019


 


1  Efficiency indicator = VOC emissions from vehicle production divided by the total number 
of vehicles produced, without motorcycles, incl. BMW Brilliance Automotive Ltd. joint ven-
ture Shenyang / CN, not  including the vehicles from the Magna Steyr / AT and Nedcar contract 
production plants.


1.22
1.03 0.93


1.14
0.85


CO2 emissions per vehicle produced
A further reduction of CO2 emissions in 2019 continues 
the trend of the last few years, which we see as confirma-
tion that our measures have the desired effect.


CO2 emissions from vehicle production per vehicle pro-
duced decreased to 0.30 t in the reporting period compared 
to the previous year, (2018: 0.40 t CO2 per vehicle). We were 
also able to reduce absolute emissions in the production 
network despite a slight increase in the production volume 
(2019: 697,025 t CO2; 2018: 962,545 t CO2).


CO2 emissions per vehicle produced 1
• G3.03


in t / vehicle


1.0


0.5


0
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1  Efficiency indicator calculated from Scope 1 and Scope 2 CO2 emissions (market-based 
method according to GHG Protocol Scope 2 Guidance. Other climate-impacting gases than 
CO2 not included) from vehicle production, without motorcycles, minus CHP losses divided 
by the total number of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint  venture, 
Shenyang / CN, not including the vehicles from the Magna Steyr and Nedcar contract produc-
tion plants.


•  GRI 305-4, 305-5
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0.41 0.40


0.54
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Energy consumption per vehicle produced
In 2019, we were able to reduce energy consumption from 
our vehicle production by 3.8 % compared to the previous 
year to 2.04 MWh per vehicle produced. We regard having 
once again reduced our energy consumption per vehicle 
produced as confirmation that our measures for  increasing 
energy efficiency in our production processes are  working.


Energy consumption per vehicle produced 1


• G3.05


in MWh / vehicle


3.0


1.5


0
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1  Efficiency indicator = electricity, heat, natural gas and heating oil consumption from vehicle 
production (without motorcycles) minus CHP losses, divided by the total number of vehicles 
produced, excluding vehicles from the Magna Steyr / AT and Nedcar contract production 
plants, plus energy consumption of the engine plants and electric engines as well as battery 
production, divided by engine production in Hams Hall / UK, Steyr / AT, Munich / DE and BMW 
Brilliance Automotive Ltd. in Shenyang / CN.


•  GRI 302-3, 302-4


2.19 2.17 2.122.21 2.04
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Energy consumption in detail
• G3.06


in MWh 2015 1 2016 1 2017 1,2 2018 1,2 2019 1,2


TOTAL ENERGY CONSUMPTION 
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)          


Total energy consumption  5,479,002 5,783,841 5,852,666 5,788,965 5,974,625 


of which vehicle production  5,054,722 5,328,856 5,362,618 5,169,266 5,226,227


of which motorcycle production  80,535 85,559 95,493 89,300 120,583


of which non-manufacturing areas  343,745 369,426 394,555 530,399 3 627,815


TOTAL ENERGY CONSUMPTION IN DETAIL 
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)          


Electricity (external source)  2,485,881 2,584,570 2,588,409 2,513,308 2,439,675 


Community heating  366,593 381,340 408,735 395,609 358,992 


Community cooling in Mwh  1,002 1,084 1,095 1,072 1,123 


FOSSIL FUELS          


Heating oil 4,829 3,698 4,450 2,888 2,205 


Natural gas  2,393,723 2,575,089 2,624,557 2,669,457 3,005,902 


of which CHP losses  214,569 245,899 258,380 294,724 412,451


NON-FOSSIL FUELS          


Biogas (landfill gas)  226,146 237,446 224,819 205,320 164,957 


of which CHP losses  98,670 108,536 84,166 86,787 68,560


Wood pellets  430 220 220 220 68 


RENEWABLES          


Solar (photovoltaics)  397 394 381 1,091 1,703 


1  To further increase transparency, energy consumption from the corporate functions, development and administration in Munich / DE as well as the motorcycle plant in Berlin / DE were included in the report for the 
first time in 2015.


2  Including motorcycle production in Manaus / BR and Rayong / TH as well as the corporate areas in Tiexi / CN since 2017.
3  Figures not directly comparable to previous years’ figures, mainly due to a more refined distinction between production and non-manufacturing areas (e. g. administration, development, central distribution  centres).


•  GRI 302-1


Energy consumption in detail
Despite several production start-ups, including that of our 
new plant in Luis Potosí / MX, our energy consumption for 
2019 has increased only slightly. We were able to compen-
sate for the additional consumption with our measures for 
increasing energy efficiency. Overall, we saved 186 GWh 
compared to the developments without additional  measures. 


In this context, our efficient washing technology in engine 
production, preheating of combustion air in the alumin-
ium melting furnaces as well as energy-efficient drives for 
air conditioning systems, pumps and conveyor technology 
through the use of frequency inverters all play an import-
ant part. •  GRI 302-1
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Average distribution of materials in BMW Group vehicles
Graphic 3.07 shows an overview of material composition 
of BMW Group vehicles, on which the input/output assess-
ment is based.


The calculation is based on data on representative vehicles 
from all product lines. The average is calculated using 
weighted numbers of units for the different product lines.


Changes in the proportion of metal in the used materials 
are most likely due to the increased number of battery and 
hybrid vehicles that contain a high-voltage battery.


Average distribution of materials in BMW Group 
 vehicles  1


• G3.07


in %


18
Non-ferrous metals
(e.g. aluminium)


4
Elastomers 
(e.g. tyres and seals)


1
M.O.N. (mod. organ. natural mat.)


12
Thermoplastic resins


1
Textiles


9
Others


2
Duromers


53
Steel and iron


1  Calculation based on aggregated mean values of vehicles of the BMW 1, 2, 3, 4, 5, 6, 7, X1, 
X2, X3, X4, X5 and X6 series, MINI and MINI Countryman as well as the i3 and i8 BMW i 
  models and the PHEV versions of BMW 3, 5, 7, X1 and X5 series and MINI Countryman.


•  GRI 301-1
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BMW Group input / output assessment for 2019 vehicle 
production
The number of vehicles produced in the reporting period 
remained almost unchanged compared to the previous year, 
at 2.56 million vehicles (including BMW Brilliance) (2018: 
approximately 2.54 million). Based on an average weight 
of BMW Group vehicles of around 1.6 t, the total weight 
of input materials is around 4 million t. To calculate the 
individual material flows, the total weight is multiplied by 
the average distribution of the materials in BMW Group 
vehicles. •  GRI 301-1  


 BMW Group input / output assessment for 2019 vehicle production
• G3.08


    


INPUT  


Water 1, 4 5,417,428 m3


Energy 1 5,226,227 MWh


OUTPUT  


Total waste 1, 4 780,911 t


of which recyclable 771,162 t


of which waste for disposal 9,749 t


Total wastewater 1, 4 3,578,497 m3


CO2 emissions 1, 3 767,585 t


Volatile org. compounds (VOC) 1, 2 1,985 t


NOx
 1, 2 693 t


CO 1, 2 459 t


SO2
 1, 2 10 t


Particulates, dust 1, 2 46 t


1  Incl. BMW Brilliance Automotive Ltd., Shenyang / CN, not including contract production.
2  BMW Group measurements / capture as well as calculations based on energy consumption (primarily heating oil and gas) with the aid of the VDA emission factors.
3  Calculated using revised emissions factors.
4  The figure refers just to the vehicle production (without motorcycles).


•  GRI 301-1, 302-1, 305-1, 305-7


• see 
graphic 3.07
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Water consumption per vehicle produced 1
• G3.09


in m3 / vehicle


3.0
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1  Efficiency indicator = water consumption from vehicle production divided by the total 
 number of vehicles produced, incl. BMW Brilliance  Ltd. joint venture in Shenyang / CN, 
not including vehicles from the Magna Steyr / AT and Nedcar contract production plants. 
BMW Motorrad is not included either.


2.24 2.22 2.392.25 2.32


Water consumption
After a rise in the last reporting year, total water consump-
tion in 2019 has dropped slightly. Water consumption per 
vehicle produced was just below the previous year’s figure, 
at 2.32 m³ (2018: 2.39 m³). This is mainly due to reduced 
water consumption in the Spartanburg and Landshut plants 
(optimised processes). Nonetheless, water consumption 
also directly depends on the changing climate conditions 
with high temperatures and long drought periods at our 
locations.


We are not aware of water removal from sensitive water 
sources (water from nature conservation areas) in the 
reporting period. There are no plans in this regard for the 
future either.


Water consumption 1


• G3.10


 2015 2016 2017 2018 2019


Water consumption in m³ 4,819,684 5,017,816 5,073,220 5,425,073 5,417,428


of which drinking water in % 86 87.1 88.0 90.4 87.4


of which groundwater in % 14 12.5 11.7 9.6 12.6


of which surface water in % 0.0 0.5 0.3 0.0 0.0


of which rainwater in % 0.0 0.0 0.0 0.0 0.0


1  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang / CN. BMW Motorrad is not included.
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The overall wastewater volume has increased slightly. This 
increase compared to the previous year concerns both the 
volume of wastewater from sanitary facilities and process 
wastewater volume. This slight increase in wastewater vol-
ume is mainly due to the increased production figures.


Wastewater 1


• G3.11


 2015 2016 2017 2018 2019


Total wastewater in m³ 3,108,587 3,312,562 3,633,306 3,432,982 3,578,497


of which process wastewater in m³ 960,234 944,008 914,016 1,015,736 1,036,179


of which wastewater from sanitary facilities in m³ 2,148,353 2,368,554 2,719,290 2,417,246 2,542,318


Total heavy metals and heavy metal compounds in kg 502 742 406 461 402


COD 2 in kg 2,152,073 2,085,398 2,273,678 1,902,577 1,960,211


AOX 3 in kg 87 131 101 64 63


1  The key performance indicator “Process wastewater” is measured after wastewater treatment in BMW Group plants (incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang / CN) has taken place. 
BMW Motorrad is not included. Together with the wastewater from sanitary facilities at the plants, this is the figure for total wastewater. Due to factors such as evaporation, water input does not correspond to total 
wastewater.


2  COD = chemical oxygen demand.
3  AOX = absorbable organic halides in water.


Wastewater
Materials input into wastewater should be limited to vol-
umes that will not overtax natural decomposition processes. 
At all of our plants, we have thus introduced our own 
BMW-specific wastewater standards, some of which con-
siderably exceed local regulations.


Process wastewater per vehicle produced 1
• G3.12


in m3 / vehicle
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1  Efficiency indicator = process wastewater from vehicle production divided by the total 
 number of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture in 
 Shenyang / CN, not including vehicles from the Magna Steyr / AT and Nedcar contract 
 production plants. BMW Motorrad is not included either.
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Waste
In the reporting period, we were largely able to reduce the 
figures that were already at a low level in 2018 further. The 
waste for disposal per vehicle produced was 4.09 kg (2018: 
4.27 kg). This is equivalent to a reduction of 4 % as com-
pared to the year before.


Waste 1
• G3.13


in t 2015 2016 2017 2018 2019


Total waste 754,747 762,924 785,209 789,817 780,911


Hazardous waste for recovery 31,099 30,855 36,379 37,259 44,572


Hazardous waste for disposal 5,483 4,219 4,992 4,717 4,894


Non-hazardous waste for recovery 714,887 723,632 739,799 742,652 726,590


Non-hazardous waste for disposal 3,278 3,732 4,039 5,189 4,855


Materials for recycling 745,986 754,486 776,179 779,911 771,162


Metals for recycling (scrap) 569,959 569,841 571,685 560,164 503,928


Waste for disposal  8,761 7,951 9,031 9,906 9,749


1  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN. BMW Motorrad is not included.


Waste for disposal per vehicle produced 1
• G3.14


in kg / vehicle
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1  Efficiency indicator = waste for disposal from vehicle production divided by the total number 
of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, Shenyang/CN, 
not including vehicles from the Magna Steyr/AT and Nedcar contract production plants. 
BMW Motorrad is not included either.
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3.51 4.09
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Certified environmental management systems in 
production facilities of the BMW Group
Environmental management systems are in place at all 
BMW Group production facilities worldwide as well as in 
the central planning departments. With the exception of 
the Manaus / BR plant, all systems are certified in accord-
ance with ISO 14001:2015. The San Luis Potosí / MX plant 
was certified in 2019 as planned. The Manaus / BR plant is 
due to follow in 2020. External audits confirmed that the 
German and Austrian sites additionally meet the EMAS 
European environmental management standard.


Investment in environmental protection
At € 159 million, total investment by the BMW Group in 
environmental protection in the reporting period remained 
at almost the same level as in 2018 (€ 161 million). Once 
again, a large share of these investments in 2019 went into 
paint shops. In addition, our implementation of environ-
mental management measures meant that there were no 
significant environmental incidences in the entire produc-
tion network in the reporting period. As in previous years, 
no penalties were imposed.


Investment in environmental protection 1
• G3.15


in € million
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1  Calculation of integrated environmental investments of the BMW Group production  facilities 
according to VDA standard.
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Certified environmental management systems in production facilities of the BMW Group
• G3.16


Site Environmental management system Date of most recent ISO 14001  certification


BMW GROUP PLANTS   


Araquari / BR plant ISO 14001 January 2018


Berlin / DE plant ISO 14001 / EMAS January 2018


Chennai / IN plant ISO 14001 January 2018


Dingolfing / DE plant ISO 14001 / EMAS January 2018


Eisenach / DE plant ISO 14001 / EMAS January 2018


Goodwood / UK plant ISO 14001 January 2018


Hams Hall / UK plant ISO 14001 January 2018


Landshut / DE plant ISO 14001 / EMAS January 2018


Leipzig / DE plant ISO 14001 / EMAS January 2018


Manaus / BR plant National Standard 1 Implemented 2


Munich / DE plant ISO 14001 / EMAS January 2018


Oxford / UK plant ISO 14001 January 2018


Rayong / TH plant ISO 14001 January 2018


Regensburg / DE plant ISO 14001 / EMAS January 2018


Rosslyn / ZA plant ISO 14001 January 2018


San Luis Potosí / MX plant ISO 14001 March 2019


Spartanburg, US plant ISO 14001 January 2018


Steyr / AT plant ISO 14001 / EMAS January 2018


Swindon / UK plant ISO 14001 January 2018


Wackersdorf / DE plant ISO 14001 / EMAS January 2018


ASSEMBLY PLANTS   


Jakarta / ID assembly plant ISO 14001 July 2018


Cairo / EG assembly plant ISO 14001 November 2018


Kaliningrad / RU assembly plant ISO 14001 August 2017


Kulim / MY assembly plant ISO 14001 December 2018


BMW BRILLIANCE AUTOMOTIVE HOLDINGS LTD. JOINT VENTURE   


BMW Brilliance Automotive, Shenyang / CN ( joint venture) 3 ISO 14001 December 2018


CONTRACT PRODUCTION   


Chongqing / CN ISO 14001 August 2018


Magna Steyr Fahrzeugtechnik Graz / AT ISO 14001 / EMAS July 2018


TVS Motor Company Hosur / IN ISO 14001 January 2017


VDL Nedcar Born / NL ISO 14001 July 2018


1  Fulfilment of legal requirements.
2  Certification planned for 2020.
3  The joint venture comprises three locations.


Introduction


1
Fundamentals


2
Products and services


3
Production and 
value creation


3.1 Consumption of resources


3.2 Renewable energy


3.3 Supplier network


4
Employees and society


Appendix


80


·







The BMW Group is also involved in research and develop-
ment for a maritime biofuel intended to reduce emissions 
from sea transport in the future.


Ahead of the United Nations Climate Change Conference 
2019 (COP 25) in Madrid and as part of the Group’s com-
mitment to further reduce carbon emissions along the 
entire value chain, the BMW Group was the first car man-
ufacturer to join the international “Getting to Zero Coali-
tion”. The objective of this initiative is to use zero-emission 
cargo vessels from 2030.


With the measures that have been implemented so far, we 
were able to curb the increase of CO2 emissions in 2019. 
Compared to 2018, CO2 emissions rose by 0.4 %. This increase 
is mainly due to more produced vehicle units, the commis-
sioning of the plant in Mexico and starts and discontinua-
tions of vehicle projects throughout the entire plant network.


Logistics: carriers and CO2 emissions
The use of CO2-friendly energy sources and carriers are 
essential criteria for the BMW Group when it comes to 
selecting freight companies. For supplying our Chinese 
plants, for example, the Trans-Siberian Railway is used as 
an alternative to air transport, resulting in a reduction of 
CO2 emissions in the region of 56,000 t. In addition, more 
than 50 % of vehicles produced leave the BMW Group plants 
by rail. Furthermore, since the US Continental Distribu-
tion Center in Lower Nazareth opened in 2019 we have 
been able to cut down on overseas transports and procure 
more material locally in the NAFTA area. 


As part of the Green Logistics Strategy 2050, we are con-
tinuously developing environmentally sustainable logistics 
concepts in collaboration with freight forwarders, infra-
structure operators and producers of commercial vehicles. 


Implemented projects include a total of nine electric lor-
ries, which are used in plant logistics. In October 2019 the 
BMW Group ran a field trial with an electric lorry for inter-
plant parts distribution. In addition, seven gas-powered 
lorries are already in use at the Leipzig / DE and Munich / DE 
plants.
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Logistics: carriers and CO2 emissions  1


• G3.17


 2015 2016 2017 2018 2019


INBOUND (MATERIAL PROVISION OF THE PLANTS 
AND SPARE PARTS DELIVERY)          


Transport volume in million tkm 13,822 15,202 14,5452 14,491 15,634


CO2 emissions in t 467,023 506,604 537,9282 589,730 577,077


OUTBOUND (DISTRIBUTION OF VEHICLES AND SPARE PARTS)          


Transport volume in million tkm 25,584 25,006 25,881 25,777 26,489


CO2 emissions in t 935,059 920,795 959,147 974,189 993,320


TOTAL (INBOUND AND OUTBOUND)          


Transport volume in million tkm 39,406 40,208 40,4262 40,268 42,123


CO2 emissions in t 1,402,082 1,427,399 1,497,0752 1,563,919 1,570,397


PERCENTAGE SHARE OF CARRIERS IN TOTAL (INBOUND 
AND OUTBOUND) IN TERMS OF TRANSPORT VOLUME AND 
CO2 EMISSIONS  tkm g CO2  tkm g CO2 tkm g CO2 tkm g CO2 tkm g CO2 


Sea 78.9 57.0 77.7 55.0 75.8 52.92 75.0 50.3 73.0 47.8


Road 13.5 27.8 14.9 30.8 17.2 31.72 17.6 31.1 20.1 37.5


Rail 7.0 3.2 6.9 3.1 6.32 2.5 6.5 2.3 6.3 2.6


Air 0.6 12.0 0.5 11.1 0.72 12.92 0.9 16.3 0.6 12.2


1  Figures refer to BMW and MINI, excluding Rolls-Royce Automobiles. CO2 emissions calculated in accordance with DIN EN 16258 and TREMOD 5.2 (airfreight only – belly / freighter). Scope: inbound volumes 
(mater ial supplies to plants and spare parts delivery) for BMW and MINI vehicle plants worldwide as well as for delivery of spare parts to the parts supply centre. Outbound volumes (vehicle distribution and spare 
parts) as far as the distribution centres in the worldwide markets and in certain markets as far as the dealership.


2  Due to new input data from an external service provider, the 2017 values were adjusted.


•  GRI 305-3
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RENEWABLE ENERGY


The BMW Group is the leader in the use of renewable 
energy in production and value creation.


Solar energy. The new photovoltaic plant in San Luis Potosí / MX 
covers an area of 70,000 m2 and has an output of 5 MW.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.2  
RENEWABLE ENERGY


Sustainability goal:


The BMW Group is the leader in the use of renewable 
energy in production and value creation


In order to make a contribution towards climate protection 
and reduce CO2 emissions in production, the BMW Group 
uses renewable energy and energy-efficient systems. From 
2020, we want to supply all production plants worldwide 
exclusively with electricity from renewable sources. To 
this end, we have further expanded our own renewable 
generation capacities at our sites.  
 
In this way, we are contributing in particular towards 
achieving the UN Sustainable Development Goals (SDGs) 
9 (Industry, innovation and infrastructure), 12 ( Responsible 
consumption and production) and 13 (Climate action).


Key measures:


By generating our own renewable electricity, we are fur-
ther improving our environmental performance. In this 
way, we also match our stakeholders’ expectations to keep 
emissions from vehicle production to a minimum and to 
use a holistic approach towards implementing sustainabil-
ity in the area of mobility.


Using renewable energy at our plants
We are continuously increasing the use of renewable energy 
along the entire value chain, focusing in particular on our 
own plants. In order to decide which renewable energy 
sources are best suited to a particular location, we carry out 
country-specific analyses to evaluate the technical, politi-
cal and economic conditions. Accordingly, we use different 
technologies and solutions. In this context we prioritise pro-
ducing our own renewable energy. If this is not entirely 
feas ible due to prevailing technical and economic condi-
tions, we purchase additional electricity from local renew-
able sources if possible. We compensate for the remaining 
electricity from non-renewable sources by purchasing cer-
tificates of origin.


In 2019, one focus area was the expansion of solar capaci-
ties at various sites. New photovoltaic systems were success-
fully commissioned in Rayong / TH as well as Shenyang / CN 
plants. A 70,000 m2 solar farm with a capacity of 5 MW was 
installed at the newly opened San Luis Potosí / MX plant. 
During its ramp-up phase, the photo voltaic system already 
supplied almost half of the electricity required for install-
ing the production facilities. We purchased the remaining 
electricity from other suppliers of renewable energy and 
made up any shortfalls by acquiring certificates, thus achiev-
ing a 100 % carbon-free electricity supply at this site for the 
reporting period.


And at the Rosslyn / ZA plant the BMW Group has been 
cooperating since 2015 with the “Bio2Watt” company, which 
also aims to secure energy supply from renewable sources. 
In the future, a biogas system producing energy from organic 
waste and cattle manure will cover approximately 70 % of 
the electricity demand at this plant.
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Stabilising the grid by storing energy
In addition, we continuously work on innovative solutions 
for using and storing renewable energy. On our battery 
farm on the premises of our Leipzig / DE plant, we use 
high-voltage batteries from the BMW i3. The storage farm 
is connected to the public electricity grid and can take load 
off the grid in times of peak renewable energy generation. 
When supply is low, the storage system can feed the elec-
tricity back into the grid. In this way the BMW Group con-
tributes to keeping the public electricity grids stable.


Promoting renewable energy in the supply chain
We also promote an increase in the use of renewable energy 
in our supply chain. More than a fifth of our total emis-
sions (Scope 1, 2 and 3), and thus many times the CO2 emis-
sions at our own plant locations, is generated at our sup-
pliers. This share is set to grow even further due to the 
increasing electrification of our vehicles. As part of the 


•   Supply Chain Programme of the Carbon Disclosure Project (CDP), we 
ask our suppliers for details on their CO2 emissions and 
the share of renewables in their overall energy consump-
tion. In addition, we encourage suppliers to set themselves 
emission targets.


• see 
graphic 3.02


• see 
chapter 3.3


Due diligence processes:


Central management and local tracking of the use of 
renewable energies
The Real Estate, Facility Management and Corporate Secu-
rity unit manages and controls the use of renewable energy 
in the BMW Group buildings. A steering group is respon-
sible for coordinating current and future measures and for 
evaluating regularly whether the targets are being achieved. 
We have defined independent processes throughout the 
Group for the planning and implementation of measures, 
which assign clear roles and responsibilities to the central 
strategy departments, regional control stations as well as 
plants at the local level.


Furthermore, the BMW Group works in close cooperation 
with its energy suppliers in the local markets in order to 
be able to respond to any changes in the supplied electri-
city quality in terms of the green electricity share and CO2 
freight.


Changes in the relevant regulations often present us with 
great challenges, as they make long-term planning more 
difficult. The monitoring process, also with external sup-
port, helps the BMW Group to respond to corresponding 
developments at an early stage in order to find both tech-
nically and economically as well as politically viable solu-
tions.


We ask our suppliers who take part in the CDP Supply 
Chain Programme to take measures to reduce their 
CO2 emissions and track their overall progress using their 
CDP rating.
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Results and performance indicators: 


Use of renewable energy sources on the increase
In 2019, we continued to expand our use of renewable energy 
to 87 % (2018: 79 %). We were able to reduce the relative 
CO2 emissions in production from 0.40 t (2018) to 0.30 t per 
vehicle (2019). The same applies to the absolute CO2 emis-
sions in the production network, which were reduced by 
27.6 % (2019: 697,025 t CO2; 2018: 962,545 t CO2).


Our strategy to expand renewable energy has proven to be 
an effective foundation for the planning of concrete meas-
ures and can be applied in a wide variety of country con-
texts. In addition to our production locations in Europe 
and Brazil that are already supplied exclusively with elec-
tricity from renewable sources (partially via certificates), 
we were also able to supply our Shenyang / CN, San Luis 
Potosí / MX and Rayong / TH plants exclusively with elec-
tricity generated from renewable sources. We regard the 
continuous growth in the share of renewable energy in our 
production plants as confirmation that our measures have 
the desired effect.


Share of green electricity purchased from 
third  parties 1
• G3.18


in %


100


50


0


   


2015 2016 2017 2018 2019


 


1  Calculated based on volumes of green energy purchased (among other things via certificates 
of origin) as well as the conservative calculation of country-specific green energy shares for 
the rest of electricity purchased from third parties. Figures from 2015 onwards not directly 
comparable to figure for 2014. Figures from 2015 onwards include all BMW Group  production 
locations, incl. BMW Brilliance Automotive Ltd. joint venture, Shenyang / CN, as well as 
 corporate functions, development and administration in Munich / DE.


• see performance 
indicators


• see 
chapter 3.1
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Raising awareness for sustainability among suppliers
In 2019, a total of 40 (2018: 31) of the suppliers out of 199 
(2018: 190) who participated in the CDP programme 
reported to have a target in place that is at least “2-degree 
compliant”. Clear strategies for the use of renewable energy 
are required in order to reach these targets. For this rea-
son, we consider them to be important indicators of a strat-
egy change by the suppliers. 2-degree compliant targets 
refer to the international climate policy stipulation of lim-
iting global warming to below 2°C. 54 further suppliers 
(2018: 55) are planning to define such a target within the 
next two years. By asking the suppliers to set such targets, 
we make our expectations in terms of sustainability clear 
and still give them sufficient time to make this strategy 
change with stipulations for the use of renewable energy.


Our next steps:


We are planning to achieve our target of supplying all our 
worldwide locations completely with energy from renew-
able sources in 2020. To this end, we want to enter into 
suitable supply contracts or acquire certificates for all sites 
that are currently not yet fully supplied by green energy.


Expanding renewable energy throughout the supply chain 
is an integral part of our strategy. Here, we also want to 
continue to increase the use of renewable energy and 
encourage more suppliers to introduce a “2-degree compli-
ant” set of objectives.
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SUPPLIER NETWORK 


The BMW Group will significantly increase supply 
chain transparency and resource efficiency by 2020.


Responsibility in the supply chain. Launch of the "Cobalt for Development" 
 project in 2019 in the Democratic Republic of Congo.


Sustainability goal 
Production and value creation
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3.3  
SUPPLIER NETWORK


Sustainability goal:


The BMW Group will significantly increase supply chain 
transparency and resource efficiency by 2020


It is of the utmost importance for the BMW Group that 
environmental and social standards are adhered to and 
that there is a focus on resource efficiency along the 
entire value chain. Here, we are committed to reaching 
out beyond our direct suppliers. We believe that we can 
achieve our objectives in this regard only through con-
tinuous and collaborative supplier development and con-
sistent supplier management. In addition, we support 
initiatives for standardising sustainability requirements 
and introducing monitoring mechanisms, for example in 
mining and processing critical raw materials, through-
out the entire supplier network.  
 
With our measures along the supply chain we want to 
contribute towards fulfilling the UN Sustainable Develop-
ment Goals (SDGs) 8 (Decent work and economic growth), 
10 (Reduced inequalities), 12 (Responsible consumption 
and production) and 13 (Climate action).


Key measures:


With an estimated share of more than 70 % of all value 
added, our supplier network 1 can contribute significantly 
to sustainability within the BMW Group. The increasing 
complexity of the supply networks presents us with great 
challenges. With electromobility consistently expanding, 
our demand for raw materials is changing. These special-
ised supply chains can bring with them particular environ-
mental and social risks. Therefore, we are working closely 
with our direct suppliers in order to make our supply chains 
more transparent. •  GRI 102-9


Establishing sustainability firmly within the 
supplier network
As one of the pioneers in the automotive sector, we have 
made sustainability an integral part of our procurement 
process and an essential purchasing criterion since 2014. 
Our sustainability requirements apply to all suppliers of 
production materials as well as service providers. In turn, 
they are also obliged to forward these requirements to their 
sub-suppliers.


We identify raw materials and other materials that are par-
ticularly critical in terms of sustainability. We analyse the 
impact of these resources on the environment and society 
along the entire supply chain, develop raw material- specific 
hedging strategies and carry out pilot projects to increase 
sustainability performance.


In order to ensure an active transformation towards a sus-
tainable supplier network, we seek close collaboration with 
our suppliers and are committed to their further develop-
ment in all aspects of sustainability. To this end, we deliver 
training, information events and various other activities 
as part of our development programme.


• see other 
 strategically 


 relevant topics


1 At present, the BMW Group supplier network comprises approximately 12,000 suppliers.
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In addition to carrying out our own activities and provid-
ing due diligence tools, we are participating in various auto-
motive industry-specific cross-sector initiatives. Here, we 
are committed to driving the standardisation of sustain-
ability requirements as strongly as possible. By collaborat-
ing with other companies, we can drive positive changes 
even more effectively.


Among other initiatives, we are involved in •  Drive Sustain-


ability, the •  Responsible Business Alliance (RBA) as well as its 
subsidiary organisation, the •  Responsible Minerals Initiative 


(RMI). In addition, we want to foster transparency in min-
eral supply chains through our membership in the •   Initiative 


for  Responsible Mining Assurance (IRMA) and other raw material- 
specific initiatives.


As part of a specific working group of the German Associ-
ation of the Automotive Industry (VDA), the BMW Group 
helped develop a standardised assessment protocol on 
labour and social standards. In future, it will be possible 
to acknowledge and share the results of on-site checks 
within the supplier network, in order to avoid supplier sites 
being audited repeatedly and to ensure widespread  coverage.


Furthermore, the BMW Group has been called into the 
OECD stakeholder group and the “National CSR Forum” 
of the German Federal Government. Here, we contribute 
our experiences with various aspects of sustainability and 
the procurement of raw material as well as due diligence 
in supplier networks.


• see other 
topics with 
strategic relevance


Addressing resource efficiency and CO2 emissions at our 
suppliers
By encouraging them to participate in the Carbon  Disclos ure 
Project’s (CDP) •  Supply Chain Programme we support our sup-
pliers in their efforts to reduce the impact of their business 
activities on the climate. At the heart of the programme is 
annual reporting taking into account a multitude of  aspects. 
In this context, measures for reducing CO2 emissions and 
increasing the share of renewable energy play an impor-
tant role, as do strategic and management- relevant topics 
such as the integration of climate protection into the cor-
porate strategy and active risk management. One example 
are measures for reducing CO2 emissions in the produc-
tion of battery cells. These make up a significant propor-
tion of the overall CO2 emissions in battery-powered elec-
tric vehicles. When the BMW Group and its BMW Bril-
liance joint venture awarded the € 7 billion-plus contract 
for supplying battery cells to battery manufacturer CATL, 
for example, it was agreed that large proportions of elec-
tricity from renewable sources in Germany and secondary 
raw materials must be used by the supplier. The CATL bat-
tery cell plant is currently under construction in Erfurt 
(Germany). Among the advantages of this location are a 
high availability of electricity from renewable sources and 
efficient transport links to our European ve hicle plants.


The reporting results in an overall evaluation reflecting the 
increase in resource efficiency and the reduction of emis-
sions. It is our aim that 60 % of our suppliers participating 
in the CDP Supply Chain programme achieve at least a B 
rating by 2020 (A is the highest and D is the lowest rating 
in terms of implementing the CDP criteria).


In 2017, we initiated the setting up of a working group 
within the CDP, in which we have been working in collab-
oration with other companies from the automotive sector 
since 2018 to further advance the implementation of the 
CDP Supply Chain Programme along the entire supply 
chain. In the year under review, the working group contin-
ued to develop a set of performance indicators and work on 
a joint invitation for the reporting period.
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Due diligence processes:


Increasing transparency and minimising risks
The increase of transparency and resource efficiency in our 
supply chains is based on compliance with environmental 
and social standards as defined in the •  BMW Group sustain-


ability standard for the supplier network. The standard is an inte-
gral part of the application documents for suppliers and 
must be taken into account when preparing an offer.


In addition, all supplier agreements concluded by the 
BMW Group for materials required for production as well 
as for materials not required for production contain specific 
clauses in the • Purchasing conditions. These conditions are 
based on the principles of the • UN Global Compact and the 


• International Labour Organization (ILO) • GRI 412-3 and contain 
speci fications for resource efficiency.


At the start of the year under review, we implemented even 
more stringent sustainability requirements for suppliers. 
In addition to an ISO 14001, or EMAS-certified environ-
mental management system, we now also require an occu-
pational health and safety management system certified 
according to OHSAS 18001 or the new ISO 45001 stand-
ard. By signing a contract with us, our suppliers also com-
mit to ensuring that their own suppliers in turn comply 
with these agreements.


Our employees in Strategic Purchasing are responsible for 
sustainability topics concerning the supplier network. We 
use due diligence processes to monitor the implementation 
of sustainability standards at our suppliers.


Any information about potential breaches of our sustain-
ability standards in the supplier network is processed by 
the Supply Chain Response Team. Furthermore, we have 
established the Human Rights Contact Supply Chain as a 
central contact point, which can be reached by phone 


•  + 49 89 382-71230 and •  e-mail to anonymously report 
potential infringements against social and also environ-
mental standards by our suppliers.
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Due diligence at the BMW Group is observed based on OECD Due Diligence Guidance for Responsible Business Conduct
• G3.19


 


1
Include RBC in strategies 
and management systems


—  BMW Group Legal 
 Compliance Code


—  BMW Group sustain-
ability standard for the 
supplier network


—  BMW Group terms and 
conditions of purchase 
for direct and indirect 
material


2
Identify and evaluate 
nega tive effects in busi-
ness activities, supply 
chains and business 
relations


—  BMW-specific risk filter
—  Media screening
—  Cross-OEM sustainability 


questionnaire
—  Third-party (external) 


sustainability audits
—  Second-party 


 (internal) sustainability 
 assessments


—  Supply chain 
 assessments


3
Eliminate, prevent or limit 
negative effects


—  Cross-OEM sustainability 
questionnaire


—  Third-party (external) 
sustainability audits


—  Second-party 
 (internal) sustainability 
 assessments


—  Supply chain 
 assessments


— Escalation process


4
Audit of implementation 
and results


—  Media screening
—  Cross-OEM sustainability 


questionnaire
—  Third-party (external) 


sustainability audits
—  Second-party 


 (internal) sustainability 
 assessments


—  Supply chain 
 assessments


5
Communication about 
how we manage effects
 
—  Sustainability report
— Stakeholder dialogues
— CDP Supply Chain
—  Sustainability ratings 


(e. g. DJSI)


6
Provide or help with 
compensation where 
appropriate


—  BMW Group  Human 
Rights Contact 
 (complaint procedure)


— Ad-hoc team
— Escalation process
—  Supplier development 


and training


1
Include responsible business 


conduct in strategies and 
 management systems


2


Identify and evaluate 
negative effects in 
 business activities, 
 supply chains and 
 business relations


3
Eliminate, prevent 
or limit negative 
effects


5


Communication 
about how we 


manage effects


4
Audit of 


 implementation 
and results


6
Provide or help with 


compensation where 
appropriate


Results and performance indicators:


Relevant supplier locations evaluated
All previously nominated as well as potential supplier loca-
tions of the BMW Group are evaluated based on our risk 
filter, which accesses various country- and commodity 
group-specific risk databases. Furthermore, we evaluated 
3,921 supplier locations (2018: 4,168) based on the industry- 
specific questionnaire during the reporting period. Our 
focus is on suppliers with a large tendering volume. There-


• see 
performance 
indicators


fore, the evaluation included 95 % (2018: 97 %) of suppliers 
of materials required for production with a tendering vol-
ume of more than € 2 million from BMW AG, as well as 72 % 
(2018: 80 %) of suppliers of materials that are not required 
for production with a tendering volume of more than 
€ 10 million from BMW AG. •  GRI 308-1, 412-1, 414-1
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Sustainability deficits were identified at 2,131 potential and 
existing supplier locations, for example in the area of envi-
r onmental management or with regard to a human rights 
policy not being in place at the company in question. Cor-
rective measures to remedy the sustainability deficits were 
defined for 1,317 of those cases. With the new, more strin-
gent requirements for occupational health and safety, the 
number of deficits rose during that year. For all other cases, 
it is yet to be reviewed whether corrective measures will 
be defined. Therefore, we entered into written agreements 
on introducing new occupational health and safety man-
agement systems or certifying existing ones with the 
affected companies.


In addition, 94 audits and eleven assessments were carried 
out by or on behalf of the BMW Group in the reporting 
period. Crucial areas of action identified by audits and 
assessments have been highlighted, particularly in the areas 
of hazardous substance management, waste management 
and working conditions or occupational safety. •  GRI 308-1, 


308-2, 414-1, 414-2


A total of 153 supplier locations were not commissioned 
because they do not meet the sustainability requirements 
of the BMW Group, among other things. We did not, how-
ever, terminate any existing cooperation in 2019. We regard 
this as confirmation of  the success of our approach of 
addressing and demanding sustainability requirements 
early on in the procurement process. •  GRI 308-2, 414-2


Two potential incidents involving infringements of our 
principles for sustainability in the supply chain were 
reported using the relevant channels, for example the 
Human Rights Contact Supply Chain, during the report-
ing year. These notifications concerned occupational health 
and safety matters. We were able to investigate and close 
all enquiries in 2019 before the end of the year. •  GRI 308-2, 


414-2


Increase in transparency due to the CDP Supply Chain 
Programme
In 2019, a total of 199 of our suppliers (2018: 190) reported 
on their resource efficiency via the CDP Supply Chain 
 Programme. These suppliers account for 78 % of the pur-
chase volume of the BMW Group (2018: 75 %).


As in the previous year our evaluated suppliers, including 
the 24 companies that entered the programme in 2019, 
achieved an average score of C. 34 % achieved a rating of B 
and higher (2018: 30 %). There have been significant improve-
ments with suppliers who have been reporting for at least 
three years. We regard this as evidence that the programme 
is well established at the companies which have been partici-
pating for longer periods and that it yields the expected 
results.


Participating suppliers reduced their CO2 emissions by 
32 million t in 2019 (2018: 39 million t). This was mainly 
due to one larger divestment, renewable energy projects 
and an increase in energy efficiency.


The positive results that have been achieved thus far by the 
programme would seem to  indicate  that our efforts  to 
increase transparency and resource efficiency in the  supply 
chain are effective.


Our next steps:


In the coming years, sustainability aspects will play an even 
bigger role during the tendering process at the BMW Group. 
In particular, we will evaluate how best to establish CO2 
indicators as a criterion for awarding contracts. In addition, 
we want to further expand risk management for sustain-
ability in our supplier network, for example through 
in-depth, standardised risk identification and audits.


Furthermore, we are planning to hedge further supply 
chains that are particularly associated with certain risks 
and drive active transformation through standardisation 
and enabling measures. Here, we will focus increasingly 
on local and on-site measures.
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Other strategically relevant topics


Action taken on selected raw materials:


Steel and aluminium
In terms of weight, steel and aluminium make up the  largest 
share of materials used in our vehicles. We are consistently 
looking for ways to increase efficiency and transparency 
in the supply chains and to ensure that we source our 
mater ials in an environmentally friendly and socially via-
ble manner.


As a founding member of the Aluminium Stewardship Ini-
tiative (ASI), we have helped define the standard for a trans-
parent and sustainable supply chain from mine to vehicle 
from the outset (Performance Standard, Chain of Custody). 
As a first step, we had an audit carried out as an industrial 
user at our light metal foundry in Landshut according to 
the performance standard and we are working very closely 
with our partners in the supplier network on gaining cer-
tification for the remaining links in the supply chain, all 
the way upstream to the mine.


We have also been supporting the formalisation of the 
Responsible Steel Initiative (RSI) for a long time now and 
we are actively contributing towards developing a sustain-
ability standard. As part of a multi-stakeholder process, a 
sustainability standard of steel industry production sites 
was published in the reporting period. The first certifica-
tions are to follow from 2020, including the sustainability 
standard at the product level, starting at the mine.


Cobalt
Another relevant raw material is cobalt, a key component 
in the production of electrified vehicles. Large amounts of 
cobalt are contained in batteries of electric vehicles and 
plug-in hybrids. As cobalt mining is associated with high 
risks, in particular in terms of human rights, we are work-
ing towards establishing maximum transparency in the 
supply chain. We are in constant contact with the battery 
cell manufacturers and, for some years now, we have asked 


them to disclose the origin of this raw material. We made 
details concerning our cobalt supply, for example on smelt-
ers and countries of origin, available to the public and we 
update this information regularly. In a next step, we will 
restructure our cobalt supply chains. In addition, the 
BMW Group will procure cobalt for the fifth generation of 
battery cells directly from mines outside the Democratic 
Republic of Congo, i.e. in Australia and Morocco, from 2020 
and make it available to the partners in the supply chain. 
In this way, we are increasing transparency concerning the 
origin of this raw material.


In the Congo, we are involved in the “Cobalt for Develop-
ment” pilot project, which was officially launched in Sep-
tember 2019. In collaboration with BASF SE, Samsung SDI 
and Samsung Electronics as well as the German develop-
ment agency Gesellschaft für Internationale Zusammenar-
beit (GIZ), we are promoting responsible artisanal cobalt 
mining. Over a three-year period, we are investigating how 
working and living conditions in small-scale mining in the 
Democratic Republic of Congo can be improved. The pro-
ject focuses on a pilot mine where cobalt is extracted using 
artisanal methods. If the project is successful, these 
approaches can then also be used for other artisanal mines 
in the long term.


Furthermore, we are participating in cross-sector initia-
tives, such as the Responsible Cobalt Initiative (RCI) and 
the Responsible Minerals Initiative (RMI), in order to 
increase transparency in the cobalt supply chain and 
develop measures pertaining to overcoming social and 
environmental risks. In collaboration with the RMI and 
the Chinese Chamber of Commerce (CCCMC), we devised 
an auditing standard and an auditing process for refiner-
ies and smelters, which are validated and further refined 
by means of pilot audits. Two refineries were already fully 
audited during the reporting period, 15 more have started 
the process.


In addition, we are actively involved in the Global Battery 
Alliance, which advocates more sustainability in supply 
chains for batteries.


• see 
chapter 1.3
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Lithium
Apart from cobalt, lithium is another key material for electro-
mobility and large amounts are contained in battery cells 
of electric vehicles and plug-in hybrids. Lithium is mined 
from hard rock, for example in Australia, as well as from 
brine deposits, for example in South America. There is 
some criticism in particular with regard to brine  production 
amid concerns about local groundwater.


In order to further increase traceability within the supply 
chain, BMW has decided to purchase lithium directly, start-
ing with the fifth generation of battery drives. We will then 
make the lithium available to our partners in the supply 
chain, in the same way as we do with cobalt. We intend to 
source 100 % of the lithium hydroxide needed for the 
high-voltage batteries in our vehicles in this way. When 
procuring the material, we will continue to ensure that any 
effects on the groundwater are kept to a minimum.


Copper
With the electrification of our fleet, the demand for copper 
is also on the rise, since large amounts of the material are 
contained in the vehicles’ electrical systems as well as the 
high-voltage battery and the drivetrain. Therefore, we want 
to assess this supply chain in terms of potential negative 
effects on the environment as well as on society.


In this context, we have initiated several pilot projects to 
make the copper supply chain for the vehicles’ electrical 
system more transparent. Together with our suppliers 
DRÄXLMAIER Group and LEONI AG we have mapped 
all steps in the supply chain and visited cable production, 
copper processing and mining locations. We are using the 
results from these activities to develop solutions in collab-
oration with stakeholders from politics, society and  industry.


Natural rubber
Fostering sustainability in the natural rubber supply chains, 
a raw material which is mainly used in tyre products, is 
also particularly important to us. The BMW Group has 
been seeking opportunities for dialogue and collaboration 
with the relevant stakeholders in this sector for several 
years. In March 2019, a collaboration between all parties 
involved in the processing of natural rubber was success-
fully established and, at a founding meeting in Singapore, 
the independent •  Global Platform for Sustainable Natural Rubber 


(GPSNR) was set up. The foundation of the GPSNR was ini-
tiated by the management of the •  World Business Council for 


Sustainable Development (WBCSD) •  Tire Industry Project (TIP). At 
present, more than 50 organisations and institutions are 
participating in the GPSNR, most of them vehicle or tyre 
producers, suppliers of natural rubber and NGOs. The 
BMW Group is the only vehicle manufacturer represented 
on the executive committee of the GPSNR. All members 
are committed to environmental protection and improv-
ing working conditions, to adhering to improved social and 
ecological standards and to promoting sustainability with 
business partners.
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Conflict minerals
In order to promote responsible supply chains from conflict- 
affected and high-risk areas (in particular the Democratic 
Republic of Congo and neighbouring countries, including 
Rwanda, Uganda and Burundi), the BMW Group uses the 
relevant OECD Due Diligence Guidance. In view of the EU 
Conflict Minerals Regulation, which will come into force 
on 1 January 2021, we want to foster transparency with 
regard to the origins of “3TG” minerals (tin, tantalum, tung-
sten and gold) and ensure they are “conflict-free”. In this 
context we are surveying 3TG-relevant suppliers of the 
BMW Group via a •   standardised form about their supply 
chain from mine to smelter on an annual basis. This sur-
vey is part of the sector-specific sustainability question-
naire and is thus an integral part of our procurement pro-
cess. Since the campaign was launched in August 2019, we 
achieved around 99 % coverage of the 3TG volume to the 
BMW Group. The survey process is due to be completed 
in April 2020. In addition, •  the BMW Group conflict minerals 


team provides training, information and additional support 
for the suppliers.


National human rights initiatives in the supply chain
Initiatives concerning sustainability aspects and human 
rights in the supply chain are active in various countries. 
In Germany these initiatives include the National Action 
Plan for Business and Human Rights (NAP) by the  German 
government and a draft for a Sustainable Value Chains Act 
(NaWKG).


We are participating in many of these initiatives, for exam-
ple via the automotive industry dialogue, which is part of 
the NAP. Through our membership in various associations, 
we are participating in the discussion on different legisla-
tive initiatives.


In some areas, the activities of the BMW Group exceed the 
national legal requirements. Our measures concerning the 
sourcing of •  cobalt are a good example.


However, against the backdrop of complex value chains in 
the age of globalisation, national regulations are often not 
sufficient. Therefore, the BMW Group is strongly support-
ing European and international efforts to establish a legal 
framework, ideally with a global scope.
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Further key indicators


Distribution of BMW Group purchase volumes
It is the BMW Group’s strategy to maintain a good long-
term balance of sales, production and purchasing volumes 
in the various regions. The BMW Group plans the devel-
opment of regional purchasing volumes in such a way that 
it correlates to the global distribution of development, 
investment, production and sales activities.


Regional distribution of the direct and indirect BMW Group purchase volumes
• G3.20


Basis: direct production material 1 in € billion Basis: indirect goods and services 2 in € billion


Eastern Europe 1.9 %


North America 13.6 %


Rest of 
western Europe 21.3 %


Asia / Australia 6.0 %


Rest 1.5 %


Germany 55.7 %
Total


17.3


Eastern Europe 22.0 %


North America 19.0 %


Rest of 
 western Europe 16.8 %


Asia / Australia 6.5 % Rest 2.3 %


Germany 33.4 %


Total


44.9


1  Incl. raw materials, based on production locations
2  Incl. production partners, based on order locations


•  GRI 102-9
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Combined separate non-financial report


BMW Group employees at end of year  
in numbers


133,778
2019


134,682 129,932
2018 2017


Attrition rate at BMW AG  
as a percentage of workforce


3.4
2019


2.8 2.6
2018 2017


Average days of further training  
per employee


3.3
2019


3.4 3.4
2018 2017


Employee satisfaction  
in %


82
2019


87 88
2017 2015


Share of female employees in total workforce  
in %


19.8
2019


19.9 19.3
2018 2017


Share of female employees in management 
positions in %


17.5
2019


17.2 16.0
2018 2017


PERFORMANCE INDICATORS
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Combined separate non-financial report


Accident frequency in number of accidents with at least 
one day absent per one million hours worked


3.5
2019


3.5 3.6
2018 2017


Sickness rate at BMW AG 
in %


5.0
2019


4.9 4.6
2018 2017


Total expenditure on corporate citizenship  
in € thousand


33,229
2019


37,242 33,436
2018 2017


Expenditure on donations worldwide  
in € thousand


14,847
2019


15,829 16,205
2018 2017
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HEALTH AND PERFORMANCE 


To preserve the health and the performance of 
its employees in the long term, the BMW Group 
 promotes personal responsibility and an 
 appropriately designed work environment.


BMW Group gym. The company offers courses in nutrition, 
 exercise, relaxation and addiction prevention. 


Sustainability goal 
Employees and society







Combined separate non-financial report


4.1  
HEALTH AND PERFORMANCE


Sustainability goal:


To preserve the health and the performance of its 
employees in the long term, the BMW Group promotes 
personal responsibility and an appropriately designed 
work environment


Our employees are the BMW Group’s most important suc-
cess factor. Maintaining their health and performance is 
therefore a top priority for us. In addition to the high 
demands we place on our employees at work, as an 
employer we must be able to react flexibly to changes in 
lifestyles and the needs of an ageing society. Our occupa-
tional health and safety concept therefore includes a holis-
tic health management programme, occupational safety 
and ergonomics, ageing-appropriate work systems and a 
wide variety of healthy food in our canteens.  
 
The right to health and safety at the workplace is a key com-
ponent of our • BMW Group Code on Human Rights and Working 


Conditions. In it, the BMW Group undertakes to consistently 
comply with the currently applicable occupational health 
and safety legislation worldwide and in addition to set its 
own standards for improving occupational safety. •  GRI 403-1 
These programmes also help us contribute towards achiev-
ing the UN Sustainable Development Goals (SDGs) num-
bers 3 (Good health and well-being) and 8 (Decent work 
and economic growth).


Key measures:


An extensive management system for occupational safety 
and protection of health forms the basis of our activities in 
this area. This system complies with the respective local 
legislation in each case, and also often goes far beyond it. 
For example, all except two of the BMW Group’s produc-
tion sites are certified in accordance with the international 
standards OHSAS 18001  / ISO45001 (Occupational Health 
and Safety Assessment Series) or OHRIS (Occupational 
Health and Risk Management System). •  GRI 403-1


In addition, our “Health Initiative” was introduced in 2011. 
It coordinates all measures to promote the health and per-
formance of our employees. The initiative addresses the 
areas of health management, work safety and ergonomics 
as well as corporate catering.


Health management
As part of our Health Initiative, we have developed an 
extensive prevention and rehabilitation programme cover-
ing the areas of nutrition, exercise, relaxation and addic-
tion prevention. In addition, we run international cam-
paigns designed to promote health awareness among 
employees. In 2019 for example, we focused on mental 
health with our “Power up your mind” campaign. We also 
hold information days, dialogue events, courses and train-
ing for executives in order to regularly inform our employ-
ees about current health topics such as cancer prevention, 
the dangers of addiction, and resilience. •  GRI 403-6


• see 
graphic 4.06
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Combined separate non-financial report


And since 2014, the “Health Management 2020” (GM 2020) 
programme has been running in collaboration with our 
company doctors. The programme is designed to strengthen 
each and every employee’s sense of individual responsibil-
ity and to provide a work environment that meets the 
respective requirements for optimal health and perform-
ance. Employees who voluntarily take part in the pro-
gramme undergo a health check and answer questions 
regarding their work environment, after which they receive 
an extensive personal medical report and have the option 
of consulting a physician for advice on any preventive meas-
ures required. The participating employees’ departments 
also receive a consolidated report laying out the relevant 
health aspects and information on how to structure the 
working environment. While they do not allow identifica-
tion of any individual person, these reports do help to deter-
mine general areas for improvement. In Germany, for 
instance, we had invited around 85,000 employees to the 
programme between 2014 and the end of 2019 and had 
compiled over 35,000 individual reports and around 850 
reports for departments. •  GRI 403-2, 403-3


It is of particular importance to us that all our employees 
have access to our health services. While in Germany these 
services are provided to our employees (including temp-
agency workers) in acute situations, in some other coun-
tries such as Thailand, India and Mexico, the BMW Group 
health services offer basic health care. To maintain the high 
quality of service delivery, our medical specialists take part 
in internal and external further education programmes. 


•  GRI 403-3


Work safety and ergonomics
At all of our locations, we continually evaluate and improve 
work safety on the basis of certifications such as ISO 45001, 
OHSAS 18001 and OHRIS, through health and safety com-
mittees and by way of internal BMW risk assessments. The 
Safety and Ergonomics Risk Assessment (SERA) is the tool 
used to assess risks in production and production-related 
areas. This was rolled out throughout the BMW Group 
from 2016 onwards. Today, we use SERA at twelve manu-
facturing and non-manufacturing sites.


It is of the utmost importance to us that all third-party com-
panies that are present at the BMW Group locations also 
work as safely as possible. Safe collaboration with contract-
ors is regulated by the contractor declaration, which deter-
mines risks and derives protective measures from the first 
day of work onwards. In addition, BMW provides all 
employees of external companies who are working on the 
large construction sites with safety instructions delivered 
by specialists, above and beyond the statutory stipulations 
(on smaller construction sites this is the task of the exter-
nal company). The contracting departments must monitor 
compliance with the occupational safety stipulations them-
selves. In order to promote occupational health and safety 
in our upstream value creation chains too, our •   Purchasing 


terms and conditions require our suppliers to comply with the 
international stipulations regarding occupational health 
and safety in accordance with OHSAS 18001  / ISO 45001 
and with the management systems derived from the ILO 
(International Labour Organization) or the UNGC (United 
Nations Global Compact), such as OHRIS. •  GRI 403-7


• see 
graphic 4.06
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Enabling long-term employment
The increasing average age of our workforce brings new 
challenges in terms of health. With our “Today for Tomor-
row > NEXT”, programme we are helping to ensure that 
our employees remain healthy and able to work as they age. 
The programme focuses on muscular-skeletal disease as 
well as physical indications. It includes measures in the 
four action areas of prevention, ergonomics, management 
of employee’s work, and leadership. In Germany, the pro-
gramme additionally includes a prevention and integration 
process that integrates employees with health constraints 
as well as possible into the work processes. •  GRI 403-3, 403-6


Due diligence processes:


All topics within the company that affect occupational 
health and safety are consolidated within the “Work Envir-
onment and Health” unit, which is part of our Human 
Resources portfolio within the Board of Management. In 
general, the on-site managers are responsible for all related 
operational processes. The health management and occu-
pational safety teams (company doctors, medical assistants, 
safety experts and officers) support and advise the respect-
ive departments in carrying out the statutory tasks involved 
in occupational health and safety. •  GRI 403-1


Evaluating risks and implementing measures at our 
 locations
At present, 27 of our 31 production locations have occupa-
tional health and safety management systems certified 
according to OHRIS, OHSAS 18001 or ISO 45001. In add-
ition, occupational health and safety committees with rep-
resentation from both the employer and employee sides 
are active at almost all BMW Group locations, making con-
tinuous improvements in health and safety standards at 
the workplace. •  GRI 403-4


In order to identify work-related risks, we carry out a num-
ber of risk and stress analyses. For example, we conduct a 
mental stress risk assessment that records mental stress 
experienced at the workplace by carrying out observational 
interviews. Based on the results, we have the department 
concerned introduce measures to counteract relevant men-
tal stressors. Mental stress risk assessments must be 
reviewed at least every two years to ensure they remain 
relevant. Risk assessment in production plants and in pro-
duction-adjacent areas was simplified by the SERA risk 
analysis. Further procedures include the office workstation 
analysis (BAPA), the safety diagnosis, which can be applied 
as needed, and the central logging system for environmen-
tally relevant substances (ZEUS). •  GRI 403-2 Based on the 
management systems used at BMW, all methods and tools 
are regularly evaluated according to the plan-do-check-act 
cycle (at BMW: “Health and Work Environment Cycle”). 
The results are used to further refine the respective stand-
ard requirements – taking account of the co-determination 
rights of the works council; if required, the representatives 
of severely disabled employees and HR management are 
consulted, too. We also ensure the quality of our processes 
by having them assessed by the annual internal BMW Audit. 
The certified locations are audited by external certification 
organisations. In addition, the skilled workers who imple-
ment the processes participate in regular training.    


•  GRI 403-2, 403-4, 403-9, 403-10


Our employees can approach their line managers and the 
works council at any time to report dangers and risks. At 
several  locations  such  as  Goodwood / UK  and  Hams 
Hall / UK, an app can be used for this purpose. •  GRI 403-2
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Combined separate non-financial report


Results and performance indicators:


The success of our efforts is demonstrated by the accident 
frequency rate, the rate of absenteeism due to illness (sick-
ness rate) and the number of days missed.


Accident frequency kept at a low level
The accident frequency rate among employees on regular 
work contracts was kept stable on a low level, at 3.5 acci-
dents per one million hours worked (2018: 3.5). On-site 
occupational health and safety management systems, the 
continuous improvement of safety conditions in the work-
place as well as targeted safety training are decisive factors 
for this success. The target we set ourselves in 2011 of halv-
ing the accident frequency rate by 2020 was already achieved 
in 2015. And we will continue to work on further reduc-
ing it in the future. •  GRI 403-9


• see 
performance  
indicators


Accident frequency rate at BMW Group 1


• G4.01


in %


8.0


4.0
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1  Number of occupational accidents with at least one day of absence from work per 
one  million hours worked among employees with regular work contracts.


2  Figure not directly comparable to previous year’s figures due to expansion of scope of plants 
in Brazil, Thailand and India. Around 90 % of BMW Group employees captured.


3  Expansion of scope to include 100 % of BMW Group employees.


•  GRI 403-9


To further increase our high level of safety, additional safety 
checks were introduced. To support this process, a safety 
app for system maintenance has been available since 2020. 
There were no fatal accidents in 2019. •  GRI 403-9


4.42


3.6 3.5
4.03


3.5


Introduction


1
Fundamentals


2
Products and services


3
Production and 
value creation


4
Employees and society


4.1 Health and performance


4.2 Long-term 
employee development


4.3 Diversity


4.4 Corporate citizenship


Appendix


104


·



https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf





Combined separate non-financial report


Days of absence and sickness rate kept at a low level
The number of days of absence due to severe accidents 
(number of days of absence due to an occupational accident 
per one million working hours), which has been consoli-
dated at BMW Group level since 2017, increased slightly 
compared to the previous year (2018: 71.3, 2019: 78.3). This 
does not represent a trend towards severe accidents for the 
year 2019. •  GRI 403-9


The sickness rate at BMW AG (number of hours of absen-
teeism due to illness, divided by the contractually agreed 
number of hours to be worked) was 5.0 % (2018: 4.9 %), 
slightly higher than in the previous years. We aim to 
improve this figure going forward. •  GRI 403-10


Sickness rate at BMW AG 1


• G4.02


in %
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1  Number of hours: absenteeism due to illness, divided by the contractually agreed number of 
hours to be worked. This figure refers only to BMW AG, as the sickness rate is not consoli-
dated to BMW Group level.


•  GRI 403-10


• see 
performance  
indicators


4.6 4.6
4.9


4.6
5.0


Our next steps:


In 2020, the BMW Group will continue its efforts to pro-
mote personal responsibility and an appropriately designed 
work environment in order to maintain the health and the 
performance of its employees in the long term. With this 
in mind, in 2020 we will expand the spectrum of our Health 
Management 2025 programme to include additional focus 
areas. Furthermore, we will implement the international 
“Power up your mind” campaign at further locations. The 
“Be a Hero” campaign, which resulted from action taken at 
one dealership to introduce preventive measures against 
injuries from cuts and bruises, will be implemented at fur-
ther BMW AG locations.
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Further information:


Number of employees covered by the management 
system for occupational health and safety
128,628, or 96.15 % of BMW Group employees work at loca-
tions certified according to OHSAS 18001, OHRIS or ISO 
45001. •  GRI 403-8


Key accident factors at BMW Group
Graphic G4.03 shows the main activities during which acci-
dents occur at the BMW Group. It shows that most acci-
dents happen while employees are walking or doing assem-
bly and dismantling work. Walking accidents can result in 
injuries such as concussions, fractures, sprains and contu-
sions. To counteract this, we continued to implement the 
BMW Group “Safe Walking” campaign launched in 2016.


An analysis of accidents at the BMW Group dealerships 
showed that most occupational accidents in the workshops 
result in cuts or bruises. In 2018 we therefore introduced 
a campaign to prevent these types of injury; the campaign 
will continue until 2020. •  GRI 403-9, 403-10


Main accident factors
• G4.03


in %


6.9 Other Processing 5.7


Handling parts 11.6


6.6 Transport


1.9 Cleaning


15.2 Secondary activities


19.9 Assembly/dismantling


1.8 Testing


Driving 4.3


Walking 26.1


•  GRI 403-9


Long-term employment for people with performance 
constraints
At our locations, we make every effort to enable employ-
ees with health-related performance constraints to remain 
in long-term employment with us. The share of employees 
with severe disabilities at BMW AG was 6.5 %, thus remain-
ing on a similar level as in the previous years (2018: 6.4 %).


Share of employees with severe disabilities at 
BMW AG  1


• G4.04
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1  The share of employees with severe disabilities is based on the statutory requirements in 
accordance with the German Social Code (SGB IX). In addition, the BMW Group awarded 
contracts amounting to around € 35.3 million to workshops for the severely disabled in 
 Germany in 2019, of which around € 8.5 million can be written off in accordance with the 
compensatory levy act. The order volume was thus at a consistently high level in 2019 again.
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Training and further education
Training in environmental protection and work safety is 
generally organised by the BMW Group Academy. The 
Academy compiles its seminar curriculum in collaboration 
with the “Qualification” Center of Competence, the respect-
ive departments for work safety, ergonomics and environ-
mental protection as well as the health management unit. 
In exceptional cases, when certain events occur or imme-
diate action is required, the work safety, ergonomics and 
environmental protection departments or the health ser-
vices can develop and offer their own training measures. 
Such events could be workplace accidents, near-accidents 
or the introduction of new plant and processes. •  GRI 403-5


The mandatory seminars on work safety and environmen-
tal protection are presented in the work safety and envir-
onmental protection qualification map. Additional train-
ing should be logged by line managers in the training logs 
of their direct subordinates. An effectiveness check must 
be documented using a suitable tool, for example the 
BMW Group Academy’s competency analysis tool. Respon-
sibility for training lies with direct line managers, who con-
firm the effectiveness of the instruction in collaboration 
with the team member concerned. Employees are expected 
to implement what they have learned. Line managers have 
a duty of oversight in this regard. Temporary workers are 
treated the same as BMW employees in this context. 


Instruction of employees of third-party companies and their 
suppliers is carried out by the person responsible for this 
at the contractor company. The requirements relevant to 
health check-ups and instruction of temporary workers are 
set down in the general agreement between the contrac-
tor and BMW. BMW provides a matrix that maps out the 
mandatory health check-ups. •  GRI 403-7


Instruction of temp workers consists of general instruction 
topics carried out by the contractor and by the BMW Group, 
as well as instruction about specific hazards at the work-
place. •  GRI 403-7


Voluntary health programmes
For us, prevention includes promoting healthy behaviour as 
well as optimising the working environment.


Prevention and health care
• G4.05


Optimisation of  
the work  environment


Promotion of  
healthy behaviour patterns


Behaviour Conditions


Corporate culture and  
leadership behaviour


Individual responsibility
— Exercise 
— Acting safely 
— Ergonomic behaviour 
— Workplace healthcare services 
— Addiction prevention 
— Mental health 
— Nutrition


Ergonomic and safe workplace 
design
(included in the ITO and in the 
 ongoing production process)


Work structures and other rele-
vant regulations


Infrastructure 
(e.g. facilities, company catering, 
BMW gym)


Healthy behaviour is promoted in the areas of exercise, 
nutrition, mental health, addiction prevention, workplace 
healthcare services, acting safely and ergonomic behaviour. 
It includes health risks such as muscle and skeletal disease 
due to lack of exercise and posture issues as well as meta-
bolic disorders that can arise due to imbalanced diets. 


•  GRI 403-6
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Occupational health and safety management systems at BMW Group production plants
• G4.06


Production plant Management system Most recent year of certification 


BMW GROUP PLANTS   


Araquari / BR plant ISO 45001 December 2019


Berlin / DE plant OHSAS 18001 December 2017


Chennai / IN plant OHSAS 18001 December 2018


Dingolfing / DE plant OHRIS May 2018


Eisenach / DE plant OHSAS 18001 September 2018


Goodwood / UK plant OHSAS 18001 September 2018


Hams Hall / UK plant OHSAS 18001 January 2017


Landshut / DE plant OHRIS October 2018 


Leipzig / DE plant OHRIS March 2019


Manaus / BR plant National standard 1 Implemented


Munich / DE plant OHRIS March 2018


Oxford / UK plant OHSAS 18001 January 2019


Rayong / TH plant OHSAS 18001 November 2018


Regensburg / DE plant OHRIS June 2018


Rosslyn / ZA plant OHSAS 18001 December 2017


San Luis Potosí / MX plant 2 National standard 1 Introduced 3


Spartanburg / US plant ISO 45001 April 2019


Steyr / AT plant ISO 45001 April 2019


Swindon / UK plant OHSAS 18001 December 2018


Wackersdorf / DE plant OHRIS June 2018


ASSEMBLY PLANTS   


Jakarta / ID assembly plant OHSAS 18001 March 2017


Cairo / EG assembly plant OHSAS 18001 August 2017


Kaliningrad / RU assembly plant National standard 1 Implemented


Kulim / MY assembly plant OHSAS 18001 December 2018


BMW BRILLIANCE AUTOMOTIVE HOLDINGS LTD. JOINT VENTURE   


BMW Brilliance Automotive Ltd., Shenyang / CN ( joint venture) 4 OHSAS 18001 December 2019


CONTRACT PRODUCTION   


Chongqing / CN OHSAS 18001 January 2018


Magna Steyr Fahrzeugtechnik Graz / AT OHSAS 18001 August 2018


TVS Motor Company Hosur / IN OHSAS 18001 January 2017


VDL Nedcar Born / NL National standard 1 Implemented


1   Fulfilment of legal requirements.  2  2018 only pre-series production, opened in 2019.  3  ISO 45001 certification planned for 2020.  4  The joint venture comprises three locations.
The BMW Group (including all contract manufacturers and external production companies) currently has certified occupational health and safety management systems in accordance with OHRIS and OHSAS in 
place at 27 of its 31 production locations and corresponding systems in accordance with national standards at four further sites.


•  GRI 403-8
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LONG-TERM EMPLOYEE DEVELOPMENT


The BMW Group ensures long-term employee 
 development by seeking out the right employees, 
making the most of their talents, developing 
 potential and ensuring employability.


Employee satisfaction. In the current Universum agency 
ranking, the BMW Group was again voted the most attractive 
employer among automotive groups in the world.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.2  
LONG-TERM EMPLOYEE 
DEVELOPMENT


Sustainability goal:


The BMW Group ensures long-term employee develop-
ment by seeking out the right employees, making the 
most of their talents, developing potential and ensuring 
employability


The success of the BMW Group is based on the dedication 
and technical expertise of its employees. We make every 
effort to recruit and keep the best people. This means 
offering them attractive and secure jobs, comprehensive 
development and training opportunities, as well as a range 
of options for achieving a better work-life balance.  
 
Providing long-term prospects for its employees is of key 
significance to the BMW Group. Especially in these vola-
tile times of digitalisation and technological transforma-
tion, we want to offer our employees reliable working con-
ditions and continuous learning opportunities. The com-
pany is facing considerable challenges in terms of 
increasing competition from leading technology compa-
nies, a global scarcity of qualified technical workers and 
demographic change. With this in mind, it is all the more 
important for the BMW Group to be an attractive employer. 
By investing in our employees and offering them individ-
ual development opportunities, we are acting in the spirit 
of the UN Sustainable Development Goals (SDGs) 4 
(Quality education) and 8 (Decent work and economic 
growth).


Key measures: 


Offering attractive overall remuneration
We want to exceed the statutory minimum standards at all 
of our locations when it comes to working conditions. We 
have defined this mission in the BMW Group Code on 
Human Rights and Working Conditions. In order to guar-
antee that the BMW Group remains an attractive employer, 
we aim to ensure that the total compensation package is 
above the average for the respective labour market. To ver-
ify this, we carry out annual compensation studies world-
wide. The total compensation package is made up of 
monthly remuneration and a variable compensation com-
ponent; and there are a wide range of additional benefits, 
such as a company pension. The variable remuneration 
component was reviewed in 2019 and brought back to a 
level that is in line with the market with effect from 2020, 
thus ensuring that it remains competitive.


The same remuneration policies apply for all of the 
BMW Group companies – regardless of employees’ gender, 
religion, origin, age, disability, sexual orientation or coun-
try-specific characteristics. Our remuneration policy is thus 
an integral part of a consistent and transparent process of 
employee development worldwide. •  GRI 401-2


Encouraging work-life balance
The working hours that function best for employees vary 
depending on what phase of life they are in, their individ-
ual life plans and their work situation. For this reason, the 
BMW Group offers a range of options to help them find 
the right work-life balance – for example through flexible 
working hours, sabbaticals or mobile working. In principle, 
such work time options can be used by all employees and 
are not limited to certain life events.
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Our unique “Vollzeit Select” (“Full-time Select”) model 
allows employees to acquire up to 20 additional holiday 
days. Since 2019, our “dynamische Teilzeit” (“Dynamic 
Part-time”) option enables BMW AG employees to talk to 
their line managers about postponing the fixed days of 
leave in their part-time model and collecting them for use 
during school  holidays for example. Since 1996, BMW has 
also offered the option of temporarily working part-time 
with a guarantee of returning to full-time work after this 
period. We have also been offering employees family sup-
port services for many years.


Offering a wide range of training and further education 
options
Every BMW Group employee receives a consistent and com-
prehensive performance and behaviour review at least once 
a year in order to support their individual development. 


•  GRI 404-3 The BMW Group also invests on an ongoing basis 
in training its employees and fostering their talents. This 
lets us ensure that they have the skills needed to keep pace 
with future challenges. Against this backdrop, we offer 
training for new areas of competence in particular, for 
example in digitalisation, electrification and data analyt-
ics. The BMW Group thus consistently pursues the prin-
ciple of life-long learning. With innovative, needs-based 
training courses and by creating the necessary time and 
space for people to learn, we encourage our employees to 
enjoy their learning experiences and actively enable them 
to become involved in shaping the future of the BMW Group. 
In connection with this, our managers have a decisive role 
to play in digital and agile transformation. As part of our 
development and further training for managers, we sup-
port managers and management teams by offering inno-
vative programmes that address the current requirements 
placed on leadership (e. g. the central CAMPUS programmes 
or “Treffpunkt Führung NEXT”). •  GRI 404-2


Against the backdrop of the restructuring of our vocational 
training, which started in 2018, we continued to implement 
our strategic action packages (action areas were compe-
tence orientation and digitalisation @vocational training). 
Here, the focus remains on the digital transformation of 
the company and training people in the new skills required 
for that, such as digital manufacturing processes and auto-
mation techniques. In addition to the fundamental skills 
that continue to be necessary (training content in accord-
ance with the framework curriculum), vocational training 
is focusing on qualifying people in new specialist and inter-
disciplinary skill sets in 30 vocational occupations and 17 
courses of study under the dual system. The key to success 
here is the integration of new teaching and learning meth-
ods (learning platforms, Office365  / Teams, new ways of 
working etc.) into the learning ecosystem of our vocational 
training, programmes. This is designed to secure state-of-
the-art initial vocational training of future talent that will 
be of benefit to us for the long term.


The portfolio within the academic young talent programmes 
is targeted at a diverse range of groups: we open up entry 
opportunities to students in bachelor’s and master’s degrees, 
PhD programmes as well as graduates and young profes-
sionals. Our core task is to attract the right talent at an 
early stage, to bind them to the company and to foster their 
personal development.
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Focus on fostering expertise and leadership qualities
Our aim is to develop leaders who stand out as much for 
their personal initiative as for their ability to successfully 
manage teams and build networks. With this in mind, we 
continuously refine and develop the training programmes 
both for managers and for experts in areas where future 
skills are needed.


The international Expert Career programme was rolled out 
in 2019. This career development option enables the 
BMW Group to offer an additional career path opportun-
ity at international level. In addition to the classical man-
agement career with its focus on disciplinary leadership, 
the Expert Career programme focuses on specialist, pro-
ject or company-relevant topics that do not entail line 
responsibility for others. This means that the BMW Group 
can in future do an even better job of attracting, develop-
ing and further training talented specialists, project man-
agers or corporate experts in their key skills and future 
competencies. The Expert Career programme is in prin-
ciple open to all employees and is not limited to selected 
specialist departments or divisions. Employees who have 
both career options can be deployed according to their 
strengths. Both development paths are permeable so it is 
possible to switch between the two at any time if the nec-
essary potential is there. This allows for focussed and flex-
ible training based on the personal development goals of 
the employee and the company’s requirements. 


Due diligence processes:


Systematically identifying and managing the need for 
action
We have established a strategic process for human resources 
planning (Strategic Workforce Planning) in recent years in 
order to identify and address the new skills required at the 
company in good time and promptly find the right people 
for the tasks at hand. This process takes place every year, 
and is steered by the “Group Human Resources, Strategy 
and Goals” section. The planning results serve as a basis 
for the systematic alignment and success tracking of our 
training and further education programmes as well as rel-
evant HR tools such as personnel marketing, recruitment 
and young talent programmes.


We conduct an employee survey every two years. The most 
recent survey was carried out between September and the 
beginning of October 2019. Compared to the 2017 survey, 
the High-Performance-Index (HPO-I), which is made up 
of the five categories of strategy, culture, team, processes 
and leadership, improved slightly once again. This index 
is anchored within the BMW Group’s management system, 
it measures the performance capability of the organisation 
and is at the same time the basis for internal and external 
benchmarking. Compared to the 2017 survey, the results 
in  the  “Image  and  employer  attractiveness”  category 
decreased; however, they remain relatively high overall. 
Very positive ratings were given for example to attractive-
ness as an employer (85 %), social benefits (87 %) and job 
security (85 %). However, we should note that most of these 
figures are declining. By contrast, employees rated the “Pro-
cesses and structures” category higher than in 2017.


The results of the 2019 employee survey are currently being 
systematically evaluated in order to derive specific meas-
ures to be taken.


• see 
graphic  4.07
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Results and performance indicators:


Attractiveness as an employer confirmed
In 2019, the BMW Group was again one of the most attract-
ive employers worldwide. In the current The World’s Most 
Attractive Employers ranking of the Universum agency, the 
company was again voted the most attractive employer 
among automotive groups in the world. The BMW Group 
was in top place again in the Trendence Young Professional 
Barometer Germany. This is also confirmed by the low attri-
tion rate of 3.4 % at BMW AG (2018: 2.8 %). More informa-
tion about the company’s attractiveness as an employer can 
be found in our •  Annual Report 2019.


Group-wide BMW Group employee survey  1


• G4.07
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1  The percentages represent the positive responses “strongly agree” and “somewhat agree” for the respective question.
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Combined separate non-financial report


Further training programmes expanded
We were able to expand our training and further education 
offering  in 2019. We also introduced new learning pro-
grammes as part of the digitalisation initiative in order to 
teach the latest skills in the areas of agile working methods 
and data analytics.


Our activities in the area of human resources help us main-
tain our standing as an attractive employer and ensure that 
we achieve our goal of long-term employee development. 
As at the reporting date, 4,801 young people had vocational 
training contracts or were employed in youth talent pro-
grammes at the BMW Group (2018: 4,964). The number of 
people starting their working life at the company’s Ger-
man training centres remained constant at 1,200 (2018: 
1,200).


Apprentices and participants in youth talent 
 programmes
• G4.08


Number


5,000


4,500


4,000


   


2015 2016 2017 2018 2019


 


4,700 4,750


4,964


4,613


4,801


The average time spent in training and further education 
per employee was 3.3 days (2018: 3.4). Web-based prep-
aration is designed to ensure that all participants have a 
similar level of knowledge before the actual course begins, 
thus optimising the duration of training. And we used new 
e-learning courses to make employees less time-depend-
ent and to increase efficiency by offering condensed learn-
ing content. •  GRI 404-1


Average days of further training 1


• G4.09


Number of days
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1  Further training of employees and temp workers of the BMW Group in the consolidated com-
panies worldwide. Data retrieved by direct representation of the number of participants as 
well as a small share by qualified extrapolation. The data also include e-learning courses.


•  GRI 404-1
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Combined separate non-financial report


The BMW Group continued to invest substantially in train-
ing and further education in 2019, with expenditure of 
€ 370 million (2018: € 373 million).


Investment in further education and training 1


• G4.10


in € million
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1  Training and further education encompasses BMW Group vocational training in 11 countries 
and further education for employees and temp workers of the BMW Group in the consolidated 
companies worldwide.


352 349
373


352
370


Our next steps: 


Further training is becoming a decisive factor in the employ-
ability of our workforce. Our managers have a key role to 
play in the transformation process of the BMW Group. 
Employees and managers are supported in their necessary 
up-skilling and re-skilling efforts by the BMW Group Acad-
emy, which provides tailored courses that focus on new 
areas of expertise and ways of working.


In 2020, the focus will be on continuing to drive the digit-
alisation offensive, the transfer to electromobility and the 
introduction of additional new learning formats.
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 Further key indicators


BMW Group employees 
As at 31 December 2019, the number of employees work-
ing for the BMW Group worldwide was 133,778 in total. 
This figure is at the level of the previous year (2018: 134,682). 
To secure its future viability as a company, in 2019 the 
BMW Group continued to restructure its workforce by util-
ising natural attrition.


This meant that future areas such as artificial intelligence 
and autonomous driving, electromobility, smart produc-
tion and logistics as well as data analysis, software archi-
tecture, agile software development and innovative drive-
trains can be further strengthened and the international 
production network as well as the production of electric 
drivetrains further expanded. Around 3,800 employees 
have fixed-term contracts with the BMW Group (2018: 4,638). 


•  GRI 102-7, GRI  102-8 


BMW Group employees at end of year
• G4.11


 2015 2016 2017 2018 2019


Workforce by segment      


Automotive 111,410 112,869 117,664 121,994 121,208


Motorcycles 3,021 3,351 3,506 3,709 3,658


Financial Services 7,697 8,394 8,645 8,860 8,798


Other 116 115 117 119 114


Share of employees with fixed-term contracts 1, 2 5,359 4,270 4,685 4,638 3,803


Employees in part-time employment 4,497 4,753 5,553 6,299 6,318


1  Figures exclude suspended employment contracts, employees in non-work phases of pre-retirement part-time arrangements, low income earners, trainees, interns and students.
2  Within BMW AG (which employs around two-thirds of the entire workforce of BMW Group), 0.4 % of the 1.5 % of people on fixed-term contracts are women. For systemic reasons, these data are only calculated for 


BMW AG.


•  GRI 102-8
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BMW Group employees at end of year 1


• G4.12


Number of employees


200,000
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1  Figures exclude suspended employment contracts, employees in non-work phases of 
 pre-retirement part-time arrangements, low income earners, trainees, interns and students.


2  Of whom 36.3 % are tariff-bound production employees of the BMW Group.
3  Of whom 35.4 % are tariff-bound production employees of the BMW Group.
4  Of whom 35.7 % are tariff-bound production employees of the BMW Group.
5  Of whom 35.3 % are tariff-bound production employees of the BMW Group.
6  Of whom 36.7 % are tariff-bound production employees of the BMW Group.


•  GRI 102-7


122,2442 129,9324 134,6825 133,7786


124,7293


Employees in 
 foreign countries


Employees in 
Germany


Share of employees per country with  
production location(s)
• G4.13


Number of employees


Germany 90,418 
of which fixed-term 1,219


Thailand 607 
of which fixed-term 109


South Africa 3,384
of which fixed-term 735


Other countries 8,601 
of which fixed-term 498


China 2,163 
of which fixed-term 885


USA 12,654 
of which fixed-term 0


India 686 
of which fixed-term 22


UK 7,452 
of which fixed-term 177


Austria 4,040 
of which fixed-term 152


Brazil 913 
of which fixed-term 3


Mexico 2,860 
of which fixed-term 3


A good two-thirds the BMW Group workforce are employed in Germany, 
followed by the USA with 9.5 % and the UK with 5.6 %.


•  GRI 102-8
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Number of people leaving and employee attrition rate at 
BMW AG
The number of people leaving BMW AG was higher than 
in the previous year, in particular due to part-time pre- 
retirement. The share of women in the total number of 
 people leaving the company (2,794) was 14.6 % in 2019 
(2018: 2,247). The number of newly recruited permanent 
employees also remained constant at 20.3 % (2018: 22 %). 


Employee attrition rate at BMW AG 1


• G4.15


in %
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1  Number of employees on unlimited employment contracts leaving the company.


•  GRI 401-1


2.08
2.64 2.782.70


3.40


Alternative ways of working at BMW AG
In principle, all employees whose tasks permit can work 
remotely and outside the classical working hours. There is 
no fixed upper  limit  to  remote working.  In 2019, over 
36,000 employees, or around 70 % of those working outside 
the direct production areas, chose to take at least one par-
tial or full remote-working day (2018: 66 %). This represents 
a renewed increase compared to 2018. Outside of agreed 
working hours, employees have the right to be unavailable. 
The trend in the key indicators shows that our flexible work-
ing arrangements are responding to an existing need on 
the part of our employees. •  GRI 102-8, 401-3


The attrition rate at BMW AG remained on a very low level 
in 2019, at 3.4 % (2018: 2.8 %). If figures for retirement, part-
time pre-retirement and death are excluded, the attrition 
rate for 2019 was 1.3 % (2018: 1.2 %). Overall, our pro-
grammes and measures help to ensure that the BMW Group 
can continue to position itself as an attractive employer. 


•  GRI 401-1


Total number of employees leaving BMW AG, by reason for leaving 1


• G4.14


 Number 2015 2016 2017 2018 2019


Total 1,577 2,067 2,077 2,247 2,794


Part-time retirement, retirement, death 978 1,199 1,207 1,314 1,700


Voluntarily left company  
(termination or suspension of employment contract by employee) 556 809 809 873 1,029


Dismissed by employer 43 59 61 60 65


1  Figures refer to employees with permanent contracts.


•  GRI 401-1
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Alternative ways of working at BMW AG 1


• G4.16


Number of employees 2015 2016 2017 2018 2019


Part-time workers 2 3,943 4,294 4,572 5,000 5,630


in % of total number of employees 5.1 5.0 5.2 5.6 6.4


Teleworking positions 3 25,072 28,088 31,754 34,339 36,066


in % of total number of employees 53.0 59.4 63.3 66.1 69.4


Number of employees who use “Vollzeit Select” 3,592 3,998 4,690 5,508 5,500


in % of total number of employees 4 4.7 5.1 5.3 6.1 6.2


Sabbaticals 462 598 567 648 764


in % of total number of employees 0.6 0.7 0.6 0.7 0.9


Parental leave 2,535 3,028 3,389 3,675 4,096


in % of total number of employees 3.3 3.5 3.9 4.1 4.6


1  Figures refer to employees with permanent and part-time contracts.
2  Of which 3,649 were female (65 %). For systemic reasons, this number is only calculated for BMW AG.
3  Only workers in administrative positions who engaged in teleworking.
4  Statistical population not including apprentices, interns, thesis students working at the company and doctoral candidates.


•  GRI 102-8, 401-3


Training and further education
Worldwide, the BMW Group invests on an ongoing basis 
in training its managers. In the year under review, the com-
pany logged a total of 13,260 days of manager training.


In 2019, a total of over 1,225 managers took part in dia-
logue-based training to prepare them for future leadership 
challenges (2018: 1,696). 1,107 days of participation in man-
agement dialogue events (such as “Treffpunkt Führung 
NEXT”) were logged (2018: 1,424). •   GRI 404-1


Average training hours at the BMW AG Academy, 
by employee category
• G4.17


Employee category 2017 2018 2019


Non-tariff employees 19.2 22.7 16.7


“Meister” (master craftsmen) 17.7 17.7 14.1


Tariff 12.8 11.9 10.6


•  GRI 404-1
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Unions and collective bargaining
As laid down in the •  BMW Group Code on Human Rights and Work-


ing Conditions, the company recognises the rights of all 
employees to set up employee representation and carry out 
collective bargaining to regulate working conditions. At 
the BMW Group, institutionalised co-determination is 
implemented Group-wide according to the applicable 
national regulations. At all BMW AG plants and dealer-
ships as well as in Austria and the UK, elected works coun-
cillors observe co-determination for the employees. In 
China and South Africa, employees are represented by 
local works’ councils. At locations that have no such worker 
representatives, the BMW Group encourages regular dia-
logue between employees and the company.


The BMW Group complies with conventions 87 and 98 of 
the ILO (International Labour Organization), which guar-
antee workers freedom of association and the right to col-
lective bargaining. This also includes the right to establish 
and to join independent trade unions and other advocacy 
organisations as well as protection against discrimination 
on the grounds of membership in an employee represent-
ative body. Freedom of association is thus one of the prin-
ciples set down in the •  Joint Declaration on Human Rights and 


Working Conditions at the BMW Group. The timely and compre-
hensive involvement of employee representatives is ensured 
in the BMW Group by the Supervisory Board of BMW AG 
with equal representation of all parties as well as by works 
councils and local employee representatives. •  GRI 102-41


Share of employees represented by a trade union or falling under collective agreements
• G4.18


in % 2015 2016 2017 2018 2019


Germany 1 100 100 100 100 100


UK 86 85 86 85 85


China (plant) 100 100 100 100 100


Austria 1 100 100 100 100 100


South Africa 59 58 53 62 59


USA (no collective agreements exist) 0 0 0 0 0


Mexico 1 – – – – 100


1  Excluding executives and contractors.


•  GRI 102-41


Saving money thanks to employee ideas
For almost 80 years now, the BMW Group has been rewarding its employees’ good ideas. Employee involvement and the CRE8 ideas management programme play an 
 important role in continuously optimising processes and workflows and thus also contributes towards keeping the BMW Group competitive. In 2019, around 2,150 of over 
8,000 submitted ideas were implemented. This led to first-year savings of € 60 million. These ideas also provide additional benefit in terms of quality, environmental pro-
tection, customer focus and occupational safety. 
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DIVERSITY


Through its diverse workforce, the BMW Group 
increases its competitiveness and enhances its 
 innovative strength.


Diversity as a driver. The BMW Group fosters a culture in which 
 diversity is seen as a strength. Employees from over 120 countries 
work together successfully at our company.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.3  
DIVERSITY


Sustainability goal:


Through its diverse workforce, the BMW Group increases 
its competitiveness and enhances its innovative strength


Our employees’ wide variety of life plans, ways of viewing 
the world and cultural backgrounds reflects the increasing 
diversity of modern society. The BMW Group sees this as 
a real benefit. We are convinced that a diverse workforce 
increases our innovative strength. That is why we deliber-
ately foster diversity in our workforce.  
 
The BMW Group regards an appropriate gender balance, 
an intercultural workforce and a good age mix as making 
a decisive contribution towards the company’s competi-
tiveness. We benefit from the diversity of our workforce 
as they help us to better understand the individual needs 
and expectations of our customers. And beyond that, our 
measures to foster diversity and equal opportunities 
 enable us to work towards the UN Sustainable Develop-
ment Goals (SDGs) 5 (Gender equality) und 10 (Reduced 
 inequalities).


Key measures:


Promoting diversity and equal opportunity in the company 
The •  BMW Group Code on Human Rights and Working Conditions 
declares that equal treatment of all employees is a funda-
mental principle of our corporate policy. The Diversity Con-
cept for the BMW Group workforce passed by our Board 
of Management in 2010 defines three dimensions where 
diversity is to be strengthened across the company while 
taking due consideration of local conditions: gender, cul-
tural background as well as age and experience.


The BMW Group fosters a culture in which diversity is seen 
as a strength. With workshops, talks and dialogue formats, 
we raise awareness among our employees and managers 
for a range of diversity-related aspects. We also take meas-
ures in the areas of recruitment and human resources devel-
opment to foster diversity and equal opportunity through-
out the company. In addition, we develop programmes that 
address different target groups in specific company port-
folios and divisions. Diversity-promoting concepts were 
also developed for the management boards (Board of Man-
agement and Supervisory Board). These concepts contain 
diversity criteria for succession planning on the Board of 
Management and the composition of the Supervisory Board. 
We report in detail on the criteria and their implementa-
tion in our •  Annual Report 2019.


In 2019, special focus was placed on the events taking place 
as part of Diversity Week. These were carried out at 39  
BMW Group locations under the banner “Diversity is our 
strength”. Management commitment to diversity was spot-
lighted in a large number of communications activities. In 
addition, interactive offerings provided an exchange plat-
form for employees and opened up new ways of engaging 
with the topic.
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Promoting women has been a particular focus at the 
BMW Group for many years now. In order to continue to 
move towards a gender balance in the company, we are 
implementing a large number of measures in the areas of 
talent identification and HR development. For example, we 
ensure that we have a high share of women in the young 
talent programmes in order to secure tomorrow’s talents 
at an early stage. In the area of HR development, we have 
improved our methods of identifying and developing female 
talent. In addition we introduced a parental coaching course 
for parents-to-be in 2019, which supports a seamless return 
to work after a period of parental leave.


To further promote an international perspective and inter-
cultural understanding among our new employees, we 
designed our young talent programmes such as the “Global 
Leader Development Programme” with international par-
ticipants in mind. The increasingly international charac-
ter of our workforce raises the bar in terms of people of dif-
ferent cultures being able to work together and cooperate 
across borders. The BMW Group equips its employees for 
this by offering a wide range of HR development, training 
and further education opportunities.


We benefit from the age diversity of our workforce by lev-
eraging the strengths of different age groups and fostering 
the exchange of knowledge and experience between the 
generations. Against this backdrop we introduced the 
BMW Group Senior Experts Programme in 2019. This en-
ables retired employees to continue to work on a task-by-
task and project basis, passing their experience on to the 
younger generation.


Since 2013, the share of BMW Group employees aged 
between 30 and 50 has been steadily decreasing. At the 
same time, the proportion of those over 50 years of age has 
grown •  GRI 405-1 For this reason, we continued to imple-
ment the “Today for Tomorrow” programme in order to 
maintain employee performance. To complement this, we 
raise awareness among managers of the opportunities and 
challenges posed by mixed-age teams. •  GRI 404-2


Due diligence processes:


Ensure equality of compensation
In order to ensure gender pay parity, the BMW Group has 
established a monitoring process that compares the monthly 
pay of men and women based on the categories of full-time, 
part-time, pay grade and age. The analysis carried out in 
2019 found no significant differences between the overall 
compensation packages of women and men. •  GRI 405-2 


Counteracting discrimination through clear policies and 
contact officers
The BMW Group Legal Compliance Code prohibits dis-
crimination of any sort. Employees can address related 
quer ies to their own managers, the relevant offices of the 
BMW Group, the HR department or the works council. The 
BMW Group SpeakUP Line, a telephone hotline available 
in over 30 languages, furthermore gives our employees 
worldwide a way to anonymously and confidentially report 
possible breaches of the Legal Compliance Code. The 
department of Human Resources Policy and Strategy, in 
cooperation with the operational human resources staff 
and the disciplinary executives, is responsible for all meas-
ures specified by our Diversity Concept. We report on the 
responsibility for diversity concepts in the Board of Man-
agement and Supervisory Board and the monitoring of 
their implementation in our •  Annual Report 2019.
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Results and performance indicators:


Diversity campaigns expanded
By holding a total of 146 events as part of Diversity Week, 
we were able to reach around 45,800 employees worldwide 
in 2019, and create a common understanding of diversity 
within and for the company.


Diversity within company remains at a high level
The share of female managers at BMW AG rose by 0.7 per-
centage points to 15.8 % in the year under review. The share 
of female managers at the BMW Group increased to 17.5 %, 
thus exceeding the self-imposed target range of 15–17 %. 
The share of female employees at BMW AG is 16.3 % of the 
total workforce and 19.8 % at the BMW Group. In the young 
talent groups, the proportion of women in the year under 
review was around 39 % for the trainee programme and 
about 28 % for the academic youth talent programmes (2018: 
44 and 28 % respectively). With a share of 35 % of women 
on the Supervisory Board, we are in compliance with the 
recommendation of the German Corporate Governance 
Code. •  GRI 405-1


• see 
performance 
indicators


Share of female employees in management positions 
and in the entire workforce 1


• G4.19


in %
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1  The share of female employees at BMW AG is 16.3 % of the total workforce and 15.8 % in 
management positions. The share of women on the Supervisory Board is 35.0 % and 14.3 % 
on the Board of Management.


•  GRI 405-1


In terms of cultural diversity, we continue to benefit from 
the great variety of cultural backgrounds in our workforce. 
In 2019, employees from a total of 122 countries were work-
ing together successfully at BMW AG alone (2018: 124 coun-
tries). When it comes to securing talent for the future, we 
also take an international approach: in 2019, young peo-
ple from eleven countries took part in the Global Leader 
Development Programme that fosters young talent (2018: 
eight countries).


Age diversity also continued to increase in 2019. At 
BMW AG ¹  the  share  of  employees  over  the  age  of  50 
increased from 29.1 % (2018) to 29.8 %. This is the result not 
only of demographic change but also of our efforts to sup-
port age(ing)-appropriate working conditions. •  GRI 405-1


18.1


14.3


19.9


17.2


19.8


17.5


19.3


16.0


18.7


15.3


Management 
positions


Entire 
 workforce


1 This figure is currently not consolidated to BMW Group level.
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BMW AG employees according to age group, divided 
into functions and gender 1


• G4.20


in  %
< 30  


years old
30–50 


years old
> 50  


years old


2017 total 12.0 59.7 28.3


2018 total 11.7 59.2 29.1


2019 total 11.1 59.1 29.8


 direct 2 15.2 52.3 32.6


 indirect 3 8.6 63.3 28.1


 male 10.0 58.5 31.5


 female 17.2 62.1 20.7


1  Figures refer to employees with permanent contracts.
2  Clock-controlled and production employees.
3  All employees without clock control.


•  GRI 405-1


These figures confirm the effectiveness of our measures to 
further strengthen diversity in the BMW Group. This helps 
to enhance our competitiveness and innovative strength 
as a company.


We report in detail on the achievement of diversity goals 
in the Board of Management and Supervisory Board in our 


•  Annual Report 2019.


Our next steps: 


The timeframe for achieving our self-imposed goals with 
regard to improving the gender balance in the overall work-
force and in leadership positions terminates at the end of 
the 2020 financial year. By then, we will have set ourselves 
new, ambitious goals for the subsequent years. In this pro-
cess, we will continue to refine our diversity measures.


The measures already implemented as part of our holistic 
diversity concept will be further pursued and expanded 
next year.
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Further information


Share of women in the workforce per country with 
production site(s)
The share of women in our workforce varies strongly in the 
different functional areas: in Germany, the share of women 
in production-related activities is less than 10 %, while it is 
over 20 % in sales-related activities. At international level 
too, the share of women is lower in production-intensive 
countries. •  GRI 405-1


Share of women in the workforce by country with 
production site(s)
• G4.21


in %


  16.9 Germany


  17.0 UK


  25.4 USA


  15.2 Austria


  22.8 South Africa


  8.0 India


  31.0 Thailand


  50.5 China


  21.4 Brazil


  30.5 Mexico 


  35.3 Other countries


0 25 50


 


•  GRI 405-1
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Share of local employees per country with production 
location(s)
While the share of local employees in leadership positions 
in Germany is very high, at our other locations it ranges 
between 48 and 88 % (2018: between 57 and 87 %)   


•  GRI 405-1


Share of local employees in management positions at major company locations 1


• G4.22


in % 2015 2016 2017 2018 2019


Germany 99.2 99.3 99.4 99.5 99.7


UK 85.2 87.5 86.3 86.9 87.5


USA 86.1 89.4 87.7 88.3 87.4


Austria 75.1 84.8 82.8 85.6 82.3


South Africa 85.4 85.4 83.0 82.8 82.7


India 71.1 66.7 70.0 74.4 82.1


Brazil 67.2 67.6 76.1 77.6 78.2


China 2 65.2 65.8 76.5 76.7 73.7


Thailand 72.4 65.6 56.8 56.8 57.1


Mexico 3 – – – – 48.4


1  “Local” refers to managers with local contracts. People deployed to work at the location who do not have a local employment contract are not included. These are reflected in the difference to 100 in each case.
2  Including employees of the joint venture BMW Brilliance Automotive Ltd., Shenyang / CN, which is not consolidated in the BMW Group.
3  Production launch in Mexico in June 2019.


•  GRI 405-1
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CORPORATE CITIZENSHIP 


The BMW Group is a leader in intercultural 
 understanding.


Schoolchildren at the United Nations’ Education Day. The BMW Group 
 develops and supports selected education projects worldwide that give 
young people a better chance in life.


Sustainability goal 
Employees and society
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4.4 
 CORPORATE CITIZENSHIP


Sustainability goal:


The BMW Group is a leader in intercultural  understanding


As a global company, the BMW Group addresses social 
issues worldwide. We take responsibility for the living 
conditions and career opportunities at our locations and 
with this in mind, we collaborate with a large number of 
people and organisations. Intercultural understanding, 
fair working conditions, education, gender equality and 
participation on the part of employees form the focal 
points of our corporate citizenship activities. These are the 
areas in which we can best bring our competencies to bear 
to achieve measurable progress towards the UN Sustain-
able Development Goals (SDGs).   
 
Taking the SDGs as a basis, we focus here on our core 
expertise and work in particular towards SDGs 4 (Quality 
education), 5 (Gender equality), 8 (Decent work and eco-
nomic growth), 10 (Reduced inequalities) as well as 17 (Part-
nerships for the goals). We also contribute towards SDGs 
6 (Clean Water and Sanitation) and 11 (Sustainable cities 
and communities).


Key measures: 


Corporate citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. 
Through our projects, we make a contribution towards 
prosperity and development at the BMW Group locations. 
At the same time we benefit as a company from dialogue 
with our partners from civil society, government and the 
scientific community. Their ideas and experience give us 
valuable input in terms of innovations and our strategic 
direction. Corporate citizenship at the BMW Group focuses 
on long-term solutions that are internationally transfer able 
and bring lasting results according to the principle of “help-
ing people to help themselves”.


Strengthening intercultural understanding and 
 facilitating social inclusion
As a corporation with a multinational workforce and loca-
tions on five continents, the BMW Group has a vital inter-
est  in  tolerance  and understanding  between different 
nations, cultures and religions. In order to promote this, 
we present the •  Intercultural Innovation Award every two years 
in collaboration with the •  United Nations Alliance of Civilizations 


(UNAOC). The award recognises innovative projects that seek 
solutions for intercultural tensions and conflict. The winning 
individuals and initiatives receive support in the form of both 
a grant and expert advice. The main focus here is on projects 
that promote gender equality. 


The BMW Group develops education projects at its loca-
tions that facilitate young people’s first steps into the labour 
market and offer them better  life prospects. With pro-
grammes from primary level through to higher education, 
we make a lasting contribution to more equality of oppor-
tunity. We design the programmes around the specific 
needs and requirements of each location. In 2019 again, 
the BMW Group continued to implement education pro-
grammes in the USA, Thailand, India, Brazil, Mexico, 
China, South Korea and Germany. For further informa-
tion and projects see the BMW Group’s •  Corporate citizen-


ship website.
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Involving and rewarding employees
Within the company, we focus on the increasing participa-
tion of the workforce. With this in mind, we involved our 
employees more closely in project implementation, a move 
that was met with great enthusiasm.


Since 2015, the BMW Group has been partnering with the 
Waves4Water organisation. The aim of this project is to 
supply families living close to BMW Group locations in 
Mexico, India and Thailand with water filters so that they 
have better access to clean drinking water. By the end of 
2019, the project had resulted in 4,620 filter systems being 
distributed, from which 462,000 people living in the direct 
proximity of BMW  Group  locations  benefited.  Over 
300 employees helped to distribute water filters in their 
communities.


Since 2011, the company has also awarded the “BMW Group 
Award for Corporate Citizenship” to employees who stand 
out for their voluntary work, thus making an important 
contribution to society. The annual award is under the 
patronage of the Chief Human Resources Officer of the 
BMW Group. In addition, the Doppelfeld Foundation set 
up by the former BMW Board member and Supervisory 
Board Chair Volker Doppelfeld awards a special prize for 
particularly dedicated young employees. The winners 
receive prize money of € 5,000 each, which they can use for 
a dedicated purpose.


BMW Foundation Herbert Quandt: fostering responsible 
leadership
The BMW Foundation Herbert Quandt is an independent 
corporate foundation whose activities contribute towards 
the BMW Group’s corporate citizenship and mission.


The foundation encourages leaders worldwide to take action 
as “Responsible Leaders” to help shape a peaceful, just and 
sustainable future. These activities are also designed to sup-
port the UN Sustainable Development Goals (SDGs).


The BMW Foundation offers these leaders a platform for 
their personal and professional development and its global 
Responsible Leaders network brings them into contact with 
each other across borders and sectors. The third element in 
the foundation’s work is to invest in initiatives and organ-
isations that design solutions to globally significant social, 
political and environmental crises.


Due diligence processes:


Avoiding risks by applying clear guidelines
The hallmarks of all of the corporate citizenship activities 
undertaken by the BMW Group are transparency, compli-
ance with all statutory requirements as well as careful docu-
mentation of the measures taken. The BMW Group  policy 
on “Sponsorship, donations and memberships” was drafted 
for this purpose in 2011. It prescribes binding rules of con-
duct for all internal departments and locations of the 
BMW Group.


In this way, we want to make sure that our corporate citi-
zenship efforts address actual needs and have a lasting 
impact. The Corporate Social Responsibility department 
plays a leading role here. It collaborates with the different 
locations in shaping, coordinating and evaluating corpor-
ate citizenship efforts. To obtain a complete overview of all 
activities, the department conducts an annual global sur-
vey in all relevant areas of the company.
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People reached by corporate citizenship activities of the BMW Group
• G4.23


in %


People reached by  
Intercultural Innovation Award  
winning projects since 2011


By the end of 2019: 
over 3.6 million


Target 2025: 
six million


People reached by 
BMW Group  education 
programmes


By the end of 2019: 
 400,000


Target 2025: 
one million


Results and performance indicators:


Further increase in number of people reached
We regularly formulate clear objectives that allow us to 
measure the impact of our sponsorship measures. For ex-
ample, between 2011 and 2025, we want to reach six mil-
lion people through the diverse projects recognised by the 
Intercultural Innovation Award. We are on the right track. 
Between 2011 and the end of 2019, the winning projects 
supported over 3.6 million people, meaning we had already 
reached 60 % of our target.1


In addition, between 2017 and 2025 we intend to provide 
good quality education to one million young people – par-
ticularly in technical areas. Our education and training 
programmes had already reached over 400,000 children 
and young people at international BMW Group locations 
by the end of 2019 (2018: 316,000), meaning that we had 
reached 40 % of our target.2


Based in Munich / DE, the department also monitors the 
impact of the BMW Group as a whole with respect to cor-
porate citizenship. Since 2010, the iooi (Input Output Out-
come Impact) method has been used for this purpose. By 
listing the resources deployed (inputs), the services pro-
vided (outputs), the results achieved (outcomes) and the 
effects attained (impacts), this method makes it possible to 
differentiate corporate citizenship activities according to 
the effort involved and the benefits realised, making their 
impact measurable and demonstrable. This gives us a basis 
for evaluating and further developing our projects.


1 The number of people supported is provided by the award winners at the end of each year.  
It is calculated based on combined data from media and sources.


2 The number of people reached is calculated based on combined data from the respective 
 education initiatives.


Introduction


1
Fundamentals


2
Products and services


3
Production and 
value creation


4
Employees and society


4.1 Health and performance


4.2 Long-term 
employee development


4.3 Diversity


4.4 Corporate citizenship


Appendix


131


·







Combined separate non-financial report


In 2019, we spent a total of € 33.2 million on our corporate 
citizenship activities (2018: € 37.2 million). To see how these 
funds were allocated to our various areas, please refer to 
graphics 4.24 and 4.25. BMW Group expenditure on com-
munity investment rose compared to fiscal 2018 as a result 
of new education projects being implemented. Expendi-
ture on commercial activities on the other hand decreased, 
as a number of sponsorship activities in the areas of cul-
ture and sports were discontinued in 2019.


These results, in particular those from the Intercultural 
Innovation Award lighthouse project, are proof of our con-
tribution to strengthening intercultural understanding and 
social inclusion worldwide.


Total expenditure on corporate citizenship, by type 
of activity 1


• G4.24


in thousand €


100,000


50,000


0


   


2015 2016 2017 2018 2019


1  The activities of the BMW Group in the area of corporate citizenship are divided into three 
main areas: monetary donations and payments in kind; community investment, which refers 
to investment in project initiatives and partnerships conceived in-house as well as corpor ate 
volunteering by BMW Group employees, and our commercial activities, which encompass 
sponsorship and so-called cause-related marketing.


2  The relatively high amount in 2016 is due to a one-off donation to increase the capital of the 
BMW Foundation in the BMW centenary year 2016 from € 50 million to € 100 million. 


• see 
performance 
 indicators


Commercial 
activities


Community 
investment


37,242


87,8372


39,109 33,436 33,229


Donations worldwide
• G4.25


in %, total €14,846,506 1


Politics 0.1


Science/education 66.5


5.8 Sports


14.3 Society/Community


1.1 Environment/Sustainability


12.1 Culture


1  In the form of donations and payments in kind.


Our next steps:


The BMW Group will continue to engage in corporate 
citizen ship activities worldwide in the future. In order to 
make the activities of the company and individual employ-
ees transparent, we will be bringing all activities together 
on a single platform. This will also make it easier to directly 
contact the people responsible for the projects.


In addition, we want to foster employee involvement in our 
corporate citizenship activities by providing a platform for 
them to engage in voluntary work in their free time. With 
this in mind, an intranet platform was established at the 
end of 2019 that pulls together all of the key information 
on social responsibility at the BMW Group. In line with 
the motto “inform, inspire, connect”, employees can pre-
sent their initiatives on the platform and engage in exchange 
with their colleagues. The company also uses the platform 
to inform the general works council about ongoing initia-
tives and projects.


Donations/ pay-
ments in kind
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OUR REPORTING CONCEPT


The BMW Group Sustainable Value Report (SVR) 2019 
has been published to provide stakeholders with compre-
hensive information about the company’s sustainability 
strategy and the progress made in integrating sustainabil-
ity into its corporate processes. The requirements of the 
German CSR Directive Implementation Act (CSR RUG) 
obligate Bayerische Motoren Werke Aktiengesellschaft 
(BMW AG) to publish a non-financial report at company 
and Group level. This will be published as an integrated, 
separate non-financial Group report within this Sustain-
able Value Report. The legally required information ¹ will 
be provided in the chapter sub-sections on the beige-
coloured pages. If information only applies to parts of the 
BMW Group (e. g. to BMW AG), this will be indicated in 
the text. This report has been prepared in accordance with 
the GRI Standards: “Comprehensive Option”. •  GRI 102-54


CSR Directive Implementation Act


Main topics
Based on the results of the materiality analysis updated in 
2018 in accordance with the Global Reporting Initiative 
(GRI) as well as with the current long-term sustainability 
goals of the BMW Group, we derived the main topics to be 
complied with pursuant to the CSR Directive Implemen-
tation Act (CSR RUG). Both our own business activities, 
products and services as well as business relationships, e. g. 
along the supply chain, were taken into consideration. The 
topics of high relevance are presented in the integrated, 
separate non-financial report.


The order of the topics described is aligned with the long-
term sustainability goals of the BMW Group and does not 
represent any particular weighting of the topics. An over-
view of the information on the main topics that is relevant 
to the legislation is presented at the beginning of each 
sub-section of the respective chapter. Here, in accordance 
with the statutory materiality requirements, we have com-
piled the information that in each case is required for an 
understanding of the business performance, the financial 
result and the current situation of the BMW Group and 
which clearly expresses the effects of business activities on 
the non-financial aspects specified in the legislation.


• see 
chapter 1.1


1 The diversity concept within the Board of Management and Supervisory Board is part of the 
Statement on  Corporate Governance.


• see Annual Report BMW Group 2019 
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Risks
During the reporting process, we assessed whether any 
risks are associated with our own business activities, our 
business relationships and the products and services, which 
would very probably have, either currently or in the future, 
severe negative effects on the non-financial aspects speci-
fied in the legislation. Based on the net-risk assessment and 
the general legal requirements on selecting the main report-
ing content, we have no risks to report in the context of 
the CSR RUG. For the above-mentioned anti-trust allega-
tions by the EU Commission and in line with the Inter-
national Financial Reporting Standards, we have already 
made a provision of around €1.4 billion for as yet unfore-
seeable financial effects. •  Annual Report BMW Group 2019


Connection to figures in financial statements
For each topic, an assessment was carried out to identify 
any figures in the financial statements that are required in 
order to understand the Combined separate non-financial 
report and are therefore to be reported and explained. The 
assessment concluded that there are no further connec-
tions to figures in the financial statements, apart from the 
provision already made and communicated in relation to 
the anti-trust allegations of the EU Commission as well as 
the penalty payment in relation to Langstahl.


Assurance engagement
The entire report (including the integrated, separate non- 
financial report) was audited by PricewaterhouseCoopers 
GmbH Wirtschaftsprüfungsgesellschaft, with limited assur-
ance in accordance with ISAE 3000 (revised). •  GRI 102-56


With the exception of the auditors of the legislation-rele-
vant information – who were selected by the Supervisory 
Board of BMW AG – the Corporate Reporting, Corporate 
Communications and Policy as well as Corporate Planning 
and Product Strategy departments selected the external 
auditors for the Sustainable Value Report. Ms Ursula Mathar 
and Dr Thomas Becker (sustainability, mobility) as well as 
Mr Glenn Schmidt (governmental and external affairs) are 
responsible for expert approval of the SVR. Overall respon-
sibility lies with the Board of the BMW Group. The Super-
visory Board is responsible for reviewing the CSR RUG- 


• see 
chapter 1.4


• see 
 Assurance Report


relevant information. The external auditors support the 
Supervisory Board in fulfilling its obligation to undertake 
audits within the context of the CSR RUG.


References to information external to the report are con-
sidered additional information that is not part of the audit. 
Third-party auditing enables us to document for the pub-
lic the reliability and trustworthiness of the information 
provided. In addition, we receive impetus for improvement 
and innovation in the reporting process. •  GRI 102-32, 102-56 
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Report content in compliance with 
GRI Standard


Reporting period
The reporting period is the 2019 financial year. The effect-
ive date for all facts and figures is 31 December 2019. •  GRI 


102-50 The SVR is published annually. •  GRI 102-52 The last 
report was published in March 2019 as an interactive PDF 
covering financial year 2018. •  GRI 102-51


The statements made in the SVR 2019 about the BMW Group 
generally refer to the group of consolidated companies in 
the 2019 Annual Report. Any deviations from that are indi-
cated and their scope specified in the footnotes of the 
respective tables and charts or within the text. •   GRI 102-45 


Nothing significant has changed in the reporting period 
with regard to the organisation of the BMW Group or its 
supply chain. •  GRI 102-10


The BMW Group Sustainable Value Report 2019 will be 
published at the same time as the Annual Report on the 
BMW Group website. The •  GRI Content Index for the SVR 
2019 is available in a separate document on the website. 


•  GRI 102-55 The next SVR will be published in early 2021.


UN Global Compact – report on progress
The BMW Group committed to implement the principles 
of the United Nations •   Global Compact in 2001 and in this 
report once again provides information on progress 
achieved in complying with these principles. References 
to the Global Compact principles have been integrated into 
the •  GRI Content Index.


Forward-looking statements
The BMW Group Sustainable Value Report 2019 contains 
various forward-looking statements about future develop-
ments which are based on the current status of the 
BMW Group’s assumptions and forecasts. They are thus 
subject to a variety of predictable and unpredictable risks, 
uncertainties and other factors, so that the actual outcome, 
including the company’s financial and assets position, its 
development or performance could differ considerably. The 
BMW Group makes no commitment to update such for-
ward-looking statements or to adapt them to future events 
or developments.


The report is published in German and English.


Introduction


1
Fundamentals


2
Products and services


3
Production and 
value creation


4
Employees and society


Appendix


Our reporting concept


TCFD Index


Fuel consumption and 
CO2 emissions ratings


Additional information on 
delivery figures


Independent Practitioners’ 
Limited Assurance Report


Imprint


135


·



https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf

https://www.unglobalcompact.org/

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/responsibility/downloads/en/2020/2020-BMW-Group-GRI-2019-Englisch.pdf





TCFD INDEX


Key elements of TCFD Summary of disclosure pursuant to TCFD
With reference to 


•  CDP Questionnaire 20191


Governance


Disclose the organisation’s governance 
around climate-related risks and 
 opportunities.


A. Board’s responsibility for climate-related risks and opportunities.


The Board of Directors is the highest entity with direct responsibility for climate 
change matters. The Board determines the strategic direction with regard to sus-
tainability topics and climate change. Every document submitted to the Board for 
decision must include a sustainability assessment of the planned project and/or the 
alternatives presented for decision.


C1.1b


B. The role of management in assessing and managing climate-related risks 
and opportunities.


All Board members are responsible for climate-related topics and ensure that the 
strategic direction with regard to sustainability is implemented more systematically 
as a driver in all Board divisions.


C1.2, C1.2a


Strategy


Disclosure of actual and potential impacts 
of climate-related risks and opportunities 
on the organisation’s businesses, strate-
gy and financial planning where such in-
formation is material.


A. A. Climate-related risks and opportunities Main opportunities:


—  As the industry is significantly affected by future regulatory requirements, manufac-
turers that implement sustainability strategies at an early stage can gain a competi-
tive edge through lower ongoing development costs and benefit from higher sales 
due to earlier market penetration. 


—  Increasing demand for vehicles with efficient and new technologies that comply 
with CO2 regulations.


—  Shifts in consumer preferences towards CO2-efficient and sustainable products and 
services.


—  Improved access to capital due to the increasing significance of sustainability on the 
capital market.


Main risks:


—  Emissions requirements (e.g. from  EU28, USA and China) are implemented 
and force the automotive industry to adapt its products.


—  Further requirements focus on taxation of vehicles on the market.
— Interruptions in the supply chain due to environmental and weather-related 


 damage.
—  Changes linked to natural resources that lead to bottlenecks in the availability 


of raw materials.


C2.1, C2.3, C2.3a, C2.4, C2.4a


B. Impacts of climate-related risks and opportunities on the organisation’s 
businesses, strategy and financial planning.


The necessity of combatting climate change has a high impact both on the short-
term and long-term decision-making processes of the BMW Group. Examples of 
strategic decisions taken in the past can be found in the CPD chapters.


C2.3, C2.3a, C2.4a, C2.5, C2.6, C3.1, 
C3.1c, C3.1d


C. Resilience of the organisation’s strategy


The BMW Group carries out stress tests using qualitative and quantitative sensitivity 
analyses; product planning, sales volumes and R&D investments take account of the 
Paris Agreement climate targets. A detailed assessment of the resilience of the or-
ganisation’s strategy can be found in our CDP answers.


C3.1a, C3.1d
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Risk management system


Offenlegen, wie das Unter nehmen klima-
bedingte Risiken identifiziert, bewertet und 
 managt


A. The organisation’s processes for identifying and assessing climate-related 
risks 


The Group Risk Management unit is formally organised as a localised company-wide 
network and is managed by a central risk management function. Material risks re-
ported by the network are initially presented for review and then classified according 
to the level of their impact on the result and/or on the risk-bearing capacity. 


In addition, topics that may bring opportunities and risks to our business, today or in 
the future, are determined using an “environmental radar”, that enables continuous 
observation of external changes.


C2.2b, C2.2c


B. The organisation’s processes for managing climate-related risks 


Risks and opportunities are logged, monitored and managed depending on their 
probability and potential threat for the company, or they are avoided completely.


Methods have been developed to address each of the material risks identified.


C2.2d


C. Integration of processes for identifying, assessing and managing 
 climate-related risks into the organisation’s overall risk management


The process of identifying, assessing, monitoring and managing climate-related 
risks is integrated into the company-wide risk management process.


C2.2


Metrics & targets


Disclose the metrics and targets used to 
assess and manage climate-related risks 
and opportunities in line with its strategy 
where such information is material.


A. Metrics used by the organisation to assess climate-related risks and 
 opportunities


The Sustainable Value Report offers an overview of key sustainability indicators that 
the BMW Group uses to measure, monitor and manage risks related to climate 
change. As CO2 emissions are of key significance for the assessment of climate-re-
lated issues, we consider Scope  1, Scope  2  and Scope  3 emissions as well as the 
emissions (gCO2 / km) of the new vehicle fleet as key metrics.


C4.2, C9.1


B. Disclosure of Scope 1, Scope 2 and Scope 3 greenhouse gas emissions


Further information can be found in the CDP chapters as well as in graphic G3.02 
CO2 footprint of BMW Group in the SVR 2019, p.70.


C6.1, C6.3, C6.5


C. Targets used by the organisation to manage climate-related risks and 
 opportunities


In its Strategy NUMBER ONE > NEXT, the BMW Group set itself ten sustainability goals 
(SVR 2019, p.11). These goals relate among other things to climate-related topics such 
as resource scarcity, CO2 emissions, e-mobility, climate-neutral energy procurement etc. 
In addition, further short and long-term goals were set to manage Scope 1-3 emissions.


C4.1, C4.1a, C4.1b, C4.2 


1  These references correspond to Table 1: Allocation of CDP questions to TCFD recommen-
dations in section three of the official TCFD Report “CDP Technical Note on the TCFD 
 Disclosing in line with the TCFD’s Recommendations in 2019”
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FUEL CONSUMPTION AND CO2 EMISSIONS RATINGS


Figures in brackets () refer to automatic vehicles


Fully electric models (BEV)
Fuel consumption in l / 100 km  


(combined) 
CO2 emissions in g / km  


(combined)


Electricity consumption in 
kWh / 100 km  


(combined)


BMW i3 (120 Ah) 0 0 13.1


BMW i3s (120 Ah) 0 0 14.6 – 14.0


MINI Cooper SE 0 0 16.8 – 14.8


BMW iX3 0 0 n. v.2


BMW i4 0 0 n. v.2


BMW iNEXT 0 0 n. v.2


Plug-in hybrid models (PHEV)
Fuel consumption in l / 100 km  


(combined) 
CO2 emissions in g / km  


(combined)


Electricity consumption in addition 
to fuel consumption in kWh / 100 km  


(combined) 


BMW i8 Coupe 1.8 42 14


BMW i8 Roadster 2.0 46 14.5


BMW X1 xDrive25e 2.1 – 1.9 48 – 43 14.3 – 13.8


BMW X2 xDrive25e 2.1 – 1.93 47 – 433 14.2 – 13.73


BMW X3 xDrive30e 2.4 – 2.1 54 – 49 17.2 – 16.4


BMW X5 xDrive45e 2.0 – 1.7 46 – 38 23.5 – 21.3


BMW 330e Sedan 1.7 – 1.6 38 – 36 15.0 – 14.8


BMW 330e Touring 2.3 – 2.13 52 – 423 16.3 – 15.73


BMW 330e xDrive from 2.03 from 463 from 17.83


BMW 530e Sedan 1.8 – 1.6 41 – 36 14.5 – 13.6


BMW 745e Sedan 2.2 – 2.1 51 – 48 15.5 – 15.1


MINI Cooper S E Countryman ALL4 2.1 – 1.9 47 – 43 13.9 – 13.5


Internal combustion engine models (ICE)
Fuel consumption in l / 100 km  


(combined) 
CO2 emissions in g / km  


(combined)


Electricity consumption in addition 
to fuel consumption in kWh / 100 km  


(combined) 


BMW X1 xDrive25d 5.2 – 4.9 135 – 128 – 


BMW X2 xDrive25d 5.1 – 4.8 135 – 127 – 


BMW 320d Sedan 4.1 – 4.0 107 – 105 – 


BMW 520d Sedan 4.1 – 4.3 108 – 112 – 


BMW 520d Touring 4.3 – 4.5 114 – 118 – 


1  Provisional figures, not yet confirmed, the right to change them is reserved.
2  The final consumption figures were not yet confirmed as at 31 December 2019. This model is still in development, the emission data have not yet been homologated.
3  The data on fuel consumption, CO2 emissions, power consumption and range are calculated according to the current versions of the prescribed measuring methods Regulation (EC) 2007/715 respectively.


The data refer to a vehicle in its basic version in Germany. The ranges account for differences in the selected wheel and tyre size and optional extras; they may change during configuration. 
As at: 31 December 2019


The figures have already been calculated based on the new WLTP test cycle and reverse-calculated to make them comparable with the NEDC. Other values than those stated here may be applicable for these 
 vehicles when calculating taxes and other vehicle-related charges that are (also) based on CO2 emissions.


Further information on the measuring methods used to calculate fuel consumption of new passenger vehicles can be found in the “Guideline for fuel consumption, CO2-Emissions and Power Consumption  
of all New Passenger Car Models”, available free of charge from all sales outlets, the Deutsche Automobil Treuhand GmbH (DAT), Hellmuth-Hirth-Strasse 1, 73760 Ostfildern-Scharnhausen and at  
•  https://www.dat.de/co2/. 


Introduction


1
Fundamentals


2
Products and services


3
Production and 
value creation


4
Employees and society


Appendix


Our reporting concept


TCFD Index


Fuel consumption and 
CO2 emissions ratings


Additional information on 
delivery figures


Independent Practitioners’ 
Limited Assurance Report


Imprint


138


·



https://www.dat.de/co2/





ADDITIONAL INFORMATION 
ON DELIVERY FIGURES


In December 2019, BMW Group was informed by the U.S. 
Securities and Exchange Commission (the SEC) that 
the SEC had commenced an inquiry into BMW Group’s 
vehicle sales practices and reporting. On January 22, 2020, 
the SEC formally opened an investigation into potential 
violations of U.S. securities laws by BMW Group relating 
to disclosures regarding BMW Group’s unit sales of new 
vehicles. The BMW Group is reviewing the matter and 
cooperating with the SEC’s investigation. Information on 
contingent liabilities is provided in note 38 to the Group 
Financial Statements in the annual report.


The preparation of BMW Group’s retail vehicle  delivery 
data involves estimates and judgments and is subject to 
other uncertainties, including:


–  The vast majority of deliveries of vehicles are carried 
out by independent dealerships or other third parties, 
and BMW Group is reliant on such third parties to 
correctly report relevant data to BMW Group.


–  In addition, the definition of deliveries includes any 
vehicles delivered in the United States or Canada if:


–  the relevant dealers designate such vehicles as 
 service loaner vehicles or demonstrator vehicles 
(BMW Group provides financial incentives in 
this regard to such dealers); or


–  such vehicles are company vehicles purchased 
by dealers or other third parties at auctions or by 
 dealers directly from BMW Group,


each of which may not correlate to a sale to a consumer or 
other end user in the relevant reporting period.


Retail vehicle deliveries during a given reporting period 
do not correlate directly to the revenue that BMW Group 
recognises in respect of such reporting period.


For the definition of deliveries see below*.


In connection with reviewing its sales practices and related 
reporting practices, BMW Group also reviewed prior period 
retail vehicle delivery data and separately determined that 
certain vehicle deliveries were not reported in the correct 
periods. The BMW Group has revised the data on those 
vehicle deliveries that had not been reported in the correct 
periods as further described below, and is making, and will 
continue to make in the future, certain adjustments to its 
policies and procedures in order to improve the reliability 
and validity of its retail vehicle delivery data, in particular 
with respect to the timing of the recognition of deliveries.


Specifically, the retail vehicle delivery data presented in 
the annual report (years 2015 through 2019) and in this 
Sustainable Value Report have been revised by adjusting 
the data for BMW Group’s six most significant markets to 
reflect the above. In the years 2015 through 2019, these six 
markets (China, USA, Germany, UK, Italy and Japan) rep-
resented on average 68.3 % of BMW Group’s total vehicle 
deliveries. For each of the years 2015 through 2019, these 
revisions amounted to less than 1 % of BMW Group’s total 
retail vehicle deliveries. The retail ve hicle delivery data for 
BMW Group’s other markets have not been adjusted, as 
BMW Group believes the impact to be immaterial.


While BMW Group believes the retail vehicle delivery data 
presented in the annual report and in this Sustainable 
Value Report to be materially correct in accordance with 
BMW Group’s definition of deliveries, challenges and fur-
ther revisions of such data cannot be ruled out.


*  Deliveries: A new or used vehicle will be recorded as a delivery once handed over to the end user 
(which also includes leaseholders under lease contracts with BMW Financial Services). In the 
US and Canada, end users also include (1) dealers when they designate a vehicle as a  service 
loaner or demonstrator vehicle and (2) dealers and other third parties when they  purchase a 
company vehicle at auction and dealers when they purchase company vehicles  directly from 
BMW Group. Deliveries may be made by BMW AG, one of its international subsidiaries, a 
BMW Group retail outlet, or independent third party dealers. The vast majority of deliveries – 
and hence the reporting to BMW Group of deliveries – is made by independent third party deal-
ers. Retail vehicle deliveries during a given reporting period do not correlate directly to the rev-
enue that BMW Group recognises in respect of such reporting period.
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INDEPENDENT PRACTITIONERS’ LIMITED ASSURANCE REPORT
Independent Practitioner’s Report on a Limited Assurance Engagement on Non-financial Reporting and Sustainability Information


To BMW AG, Munich
We have performed a limited assurance engagement on the sustainability 
disclosures (hereinafter the “Sustainability Information”) and the combined 
separate non-financial report pursuant to §§ (Articles) 289b Abs. (para-
graph) 3 and 315b Abs. 3 HGB ("Handelsgesetzbuch": "German Commer-
cial Code") (hereinafter the “Non-financial Report”) contained therein and 
highlighted in color before the respective chapters in the “Sustainable Value 
Report” of BMW AG, Munich (hereinafter the “Company”) for the period 
from 1 January to 31 December 2019 (hereinafter the “Sustainable Value 
Report”).


Responsibilities of the Executive Directors
The executive directors of the Company are responsible for the preparation 
of the Sustainability Information in accordance with the principles stated in 
the Sustainability Reporting Standards of the Global Reporting Initiative 
(hereinafter the “GRI-Criteria”) and the Non-financial Report in accordance 
with §§ 315 c in conjunction with 289c to 289e HGB.


This responsibility of Company’s executive directors includes the selection 
and application of appropriate methods of sustainability reporting and non- 
financial reporting as well as making assumptions and estimates related to 
individual non-financial disclosures which are reasonable in the circum-
stances. Furthermore, the executive directors are responsible for such inter-
nal control as they have considered necessary to enable the preparation of 
a Sustainable Value Report that is free from material misstatement whether 
due to fraud or error.


Independence and Quality Control of the Audit Firm
We have complied with the German professional provisions regarding inde-
pendence as well as other ethical requirements.


Our audit firm applies the national legal requirements and professional stand-
ards – in particular the Professional Code for German Public Auditors and 
German Chartered Auditors (“Berufssatzung für Wirtschaftsprüfer und verei-
digte Buchprüfer“: “BS WP / vBP”) as well as the Standard on Quality Con-
trol 1 published by the Institut der Wirtschaftsprüfer (Institute of Public 
Auditors in Germany; IDW): Requirements to quality control for audit firms 
(IDW Qualitätssicherungsstandard 1: Anforderungen an die Qualitäts-
sicherung in der Wirtschaftsprüferpraxis – IDW QS 1) – and accordingly 
maintains a comprehensive system of quality control including documented 
policies and procedures regarding compliance with ethical requirements, 
professional standards and applicable legal and regulatory requirements.


Practitioner’s Responsibility
Our responsibility is to express a limited assurance conclusion on the Sus-
tainability Information and the information contained in the Non-financial 
Report and highlighted in color before the respective chapters in the Sus-
tainable Value Report based on the assurance engagement we have 
performed. 


Within the scope of our engagement we did not perform an audit on  external 
sources of in-formation or expert opinions, referred to in the Sustainable 
Value Report.


We conducted our assurance engagement in accordance with the Interna-
tional Standard on Assurance Engagements (ISAE) 3000 (Revised): Assur-
ance Engagements other than Audits or Reviews of Historical Financial Infor-
mation, issued by the IAASB. This Standard requires that we plan and perform 
the assurance engagement to allow us to conclude with limited assurance 
that nothing has come to our attention that causes us to believe that


–  the Sustainability Information in the Sustainable Value Report for the 
period from 1 January to 31 December 2019 has not been prepared, 
in all material aspects, in accordance with the relevant GRI-Criteria, 


or


–  the Non-financial Report highlighted in color before the respective 
chapters contained within the Sustainable Value Report of the Com-
pany for the period from 1 January to 31 December 2019 has not 
been prepared, in all material aspects, in accordance with §§ 315 c in 
conjunction with 289c to 289e HGB. 
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In a limited assurance engagement the assurance procedures are less in 
extent than for a reasonable assurance engagement, and therefore a sub-
stantially lower level of assurance is obtained. The assurance procedures 
selected depend on the practitioner’s judgment.


Within the scope of our assurance engagement, we performed amongst 
others the following assurance procedures and further activities:


–  Obtaining an understanding of the structure of the sustainability 
organization and of the stakeholder engagement


–  Inquiries of personnel involved in the preparation of the Sustainable 
Value Report regarding the preparation process, the internal control 
system relating to this process and selected disclosures in the 
 Sustainable Value Report


–  Identification of the likely risks of material misstatement of the 
 Sustainable Value Report


–  Performance of site visits as part of the inspection of processes for 
collecting, analyzing and aggregating selected data


–  Analytical evaluation of selected disclosures in the Sustainable Value 
Report


–  Inquiries of personnel responsible for the reporting of fleet emissions 
and fuel consumption contained in the report, as well as reconciliation 
of selected data points regarding fleet emissions and fuel consump-
tions with the technical vehicle data


–  Comparison of selected disclosures with corresponding data in the 
financial statements and in the management report 


–  Evaluation of the presentation of selected sustainability information


Assurance Conclusion
Based on the assurance procedures performed and assurance evidence 
obtained, nothing has come to our attention that causes us to believe that


–  the Sustainability Information in the Sustainable Value Report for the 
period from 1 January to 31 December 2019 has not been prepared, 
in all material aspects, in accordance with the relevant GRI-Criteria, 


or


–  the Non-financial Report highlighted in color before the respective 
chapters contained within the Sustainable Value Report of the Com-
pany for the period from 1 January to 31 December 2019 has not 
been prepared, in all material aspects, in accordance with §§ 315 c in 
conjunction with 289c to 289e HGB.


Intended Use of the Assurance Report
We issue this report on the basis of the engagement agreed with the Com-
pany. The assurance engagement has been performed for purposes of the 
Company and the report is solely intended to inform the Company about 
the results of the limited assurance engagement. The report is not intended 
for any third parties to base any (financial) decision thereon. Our responsi-
bility lies only with the Company. We do not assume any responsibility 
towards third parties.


Munich, 11 March 2020


PricewaterhouseCoopers GmbH
Wirtschaftsprüfungsgesellschaft


Andreas Fell  Hendrik Fink  
Wirtschaftsprüfer  Wirtschaftsprüfer 
(German public auditor) (German public auditor)
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WE LOOK FORWARD TO 
HEARING FROM YOU


Numerous BMW Group employees participated in creat-
ing this Sustainable Value Report 2019. We will be happy 
to answer your questions and forward them to the relevant 
department if needed.


If you want to stay up-to-date on sustainability at the 
BMW Group, you can register for the •  Sustainability News-


letter right here.


Sustainable Value Report 2019 project team


•  Kai Zöbelein •  Martina Hilmer •  Edgar Berger


Contact details for Press Spokesperson Sustainability 
Kai Zöbelein
Sustainability Communications 
Telephone: + 49 89 382-21170 
E-mail: Kai.Zoebelein@bmwgroup.com


BMW Group
Petuelring 130 
80788 München 
+ 49 89 382-0


•  www.bmwgroup.com


More from the BMW Group
•  www.bmwgroup-classic.com 


•  www.bmw-welt.com


Social media 
 www.facebook.com / BMWGroup


 www.twitter.com / BMWGroup


 www.youtube.com / BMWGroupview


The BMW Group brands on the Internet
•  www.bmw.com


•  www.mini.com


•  www.rolls-roycemotorcars.com


•  www.bmw-motorrad.com
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Sustainable management 


For us, sustainability is about shaping the future of the 
BMW Group. In 2016, the company celebrated its 100th 
centenary. This important milestone provided a unique 
opportunity for us to look to the future and to present 
our ideas for the mobility of tomorrow – with our four 


Vision Vehicles. 


We view sustainability – not just in our vehicles, but 
throughout the entire value chain – as a basic require
ment for tomorrow’s individual mobility and ensuring 


its social acceptability. 


We believe the only way to achieve success in the long 
term is through sustainable action.


We remain committed to the principles of the United 
Nations Global Compact and have systematically imple
mented its Ten Principles at all locations worldwide 
since 2001. Our sustainability strategy also supports the 
 Sustainable Development Goals adopted by the United 


Nations in autumn 2015.


Sustainability has not just become a success factor for 
business. It is increasingly a question of individual life
style. A sustainable lifestyle is viewed as a personal en
richment and represents a conscious decision for many 
people worldwide. Today, emissions and the raw mater
ials and other resources used in production are a con


sideration in many customer purchases. 


Harald Krüger      
Chairman of BMW AG’s Board of Management  


at a workshop for young talent.
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The BMW Group has therefore set itself ten longterm sus
tainability goals encompassing the entire value chain.


Our vehicles with Efficient Dynamics technology, plug- 
in hybrid drivetrain or electric engine – combined with 
innovative mobility services – lay the foundation for our 
business success. Our production focuses on the efficient 
use of resources, which helps the environment and lowers 
costs. Our wide variety of different community, social and 
cultural projects around the world also make an important 
contribution to securing the company’s longterm reputation. 


As we work to reduce the CO2 emissions of our vehicle 
fleet, electromobility will play a significant role. 


Our Strategy NUMBER ONE > NEXT underlines our strong 
commitment to electrified drivetrains. We will be increas
ing the share of electrified models across all brands and 
model series. To date, we have already sold more than 
100,000 electric vehicles and plugin hybrids. We now aim 
to achieve this same figure in 2017 alone. In this way, 
we are helping to reduce greenhousegas emissions and 


 improve air quality.


One of our tasks is to rethink urban mobility. For this rea
son, our experts reached out to stakeholders in different 
cities around the globe last year to discuss specific chal
lenges and possible solutions. Input from our stakehold


ers is constantly fed into our strategy process. 


We are responding to the individual mobility requirements 
of people in cities with innovative solutions, like our 
DriveNow and ReachNow carsharing services. These of
ferings will be expanded as part of Strategy NUMBER 


ONE > NEXT.  


For the BMW Group, this is “year one” after the centenary. 
We aim to succeed with our business model for premium 
mobility and premium services in the future. Sustainabil
ity is therefore an integral part of our thinking and actions.


This approach is in line with our values of trust, openness, 
appreciation, responsibility and transparency. It is an
chored in our Strategy NUMBER ONE > NEXT and re
flected in our efficient value creation and emotional prod
ucts – in the interests of our customers, all our associates 
and our partners in society and business around the world.


Harald Krüger      
Chairman of the Board of Management of BMW AG 
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AN OVERVIEW OF THE BMW GROUP


•  GRI G4-9


Profit before tax  
in 2016 in € million 


 9,665
2016


9,224
 2015


Sales volume  
automobiles in 2016 in thousand units 


 2,367.6
2016


 2,247.5
2015


CO2 emissions of BMW Group 
automobiles in 2016 in g / km* 


124
2016


127
 2015


* Fleet consumption of newly registered vehicles in Europe (EU-28)


Research and development 
expenditure in 2016 in € million 


5,164
2016


 5,169
2015


BMW Group employees in 2016 
number 


124,729
2016


122,244
2015


Investment in further education 
and training in 2016 in € million 


352
2016


352
2015


Our business model


Vision 2020
”The BMW Group is the 


most successful and 
 sustainable premium 
 provider of individual 


 mobility.“
 


Automobiles 
and motorcycles
Brands: BMW, Mini, Rolls Royce 


31 production and assembly 
facilities in 14 countries 


Around 6,000 dealerships in 
over 150  countries


Mobility 
services


Financial  
services


in over 150 countries
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VALUE CHAIN


•  GRI G4-12


RESEARCH 
AND DEVELOPMENT SUPPLY CHAIN PRODUCTION


LOGISTICS 
AND TRANSPORT


SALES 
AND  UTILISATION


DISPOSAL 
AND  RECYCLING


of products and services of vehicles and services


MAIN ACTIVITIES      


Development of innovative, 
 fascinating cars, motorcycles 
and services


–  Vehicle design
–  Series development 
–  Production planning


Global cooperation with 
 suppliers to create


–  Modules / systems
–  Components
–  Parts
–  Raw materials


Manufacturing of cars and 
 motorcycles by a highly expert 
and diverse workforce


–  Engine construction
–  Bodywork
–  Paintwork
–  Assembly
–  Quality control


Securing customer-oriented 
 transport logistics in the 
 network of


–  Suppliers
–  Plants
–  Dealerships worldwide 


through the seamless 
 combination of various 
modes of  transport


Range of premium products 
and services for individual 
 mobility through


–  Coordination of a world-
wide  dealership / repair 
shop network


–  Implementation of a coord-
inated and target-group-
oriented  marketing mix


–  Provision of financial 
 services


Recovery and dismantling of 
vehicles for 


–  Reuse
–  Recycling and disposal 


of vehicle components and 
materials


AREAS OF ACTION      


–   Environmentally friendly 
 product design


–  Design for recycling
–   Development of more 


 efficient and alternative 
 drivetrains  ( Efficient 
Dynamics strategy )


–   Planning and development 
of new mobility services


–   Connected Drive, digital 
 networking


–  Life Cycle Engineering
–   Guarantee cyber-security 


and data protection


–   Implementation of 
 environmental and 
social standards in the 
 supply chain


–   Promotion of transparency 
and resource efficiency 
in the supply chain


–   Purchase of raw materials 
from environmentally and 
socially friendly sources


–   Purchase of renewable raw 
 materials and materials 
with sustainable character-
istics, e. g. secondary 
 aluminium


–   Reduction in resource 
consump tion  
( energy, water, waste )


–   Reduction in environ-
mentally damaging waste 
water and  emissions


–   Use of recycling material
–   Promotion of lifelong 


 learning and the develop-
ment of key skills among 
employees


–   Promotion of diversity 
within the company


–   Creation of a working 
 environment that fosters 
long-term health 
and high performance


–   Production in the 
sales markets


–   Increase in the share 
of modes of transport 
with low emissions


–   Optimisation of capacity 
utilisation of transport 
modes


Promotion of sustainable 
mobility behaviour patterns 
based on


–   Information (e. g. vehicle 
fuel consumption data) 
and training in fuel- 
efficient driving


–  Connected Drive
–   Mobility services in the 


area of electromobility, 
e. g. 360°  ELECTRIC


–   Car-sharing products 
(DriveNow)


–   Mobility assistance 
 services


–   Mobility services to 
 promote intermodal 
 mobility


–   Expansion and manage-
ment of a network for 
 vehicle recovery and 
 recycling


–   Research on recycling 
and  second life use 
of  components (e.g. 
 carbon‑fibre‑reinforced 
plastic and batteries)
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  Five-year overview of key sustainability indicators 


 2012 2013 2014 2015 2016
Change to  


previous year in %


BUSINESS ACTIVITIES         


Revenues (in € million) 76,848   76,059 80,401 92,175 94,163 2.2


Profit before tax (in € million)  7,803   7,893 8,707 9,224  9,665 4.8


Sales volume automobiles (in thousand units)  1,845.2   1,963.8 2,118.0 2,247.5 2,367.6 5.3


PRODUCTS AND SERVICES             


CO2 emissions of BMW Group Automobiles (EU-28) (in g/km)    138   133   130   127 124 – 2.4


Sales of electric and electrified vehicles (number)¹     —   311   18,000   32,000 62,000 93.8


DriveNow and ReachNow users (number) 2     75,000   214,000   395,000   579,000 853,000 47.3


PRODUCTION AND VALUE CREATION             


Energy consumption per vehicle produced (in MWh/vehicle)    2.41   2.36   2.25   2.19 2.21 0.9


Water consumption per vehicle produced (in m³/vehicle)    2.22   2.18   2.18   2.24 2.25 0.4


Process waste water per vehicle produced (in m³/vehicle)     0.51   0.47   0.47   0.45 0.42 – 6.7


CO2 emissions per vehicle produced (in t/vehicle)    0.72   0.68   0.66   0.57 0.54 – 5.3


Waste for disposal per vehicle produced (in kg/vehicle)    6.47   5.73   4.93   4.00 3.51 – 12.3


Volatile organic compounds (VOC) per vehicle produced  
(in kg/vehicle)    1.78   1.59   1.29   1.22 1.14 – 6.6


Share of renewable energy purchased from third parties (in %) 3     36   48   51   58 63 8.6


Share of production-relevant purchasing volume in the CDP 
Supply Chain Programme (in %)   —   —   45   53 69 30.2


EMPLOYEES AND SOCIETY             


BMW Group employees at end of year (number)    105,876   110,351   116,324   122,244 124,729 2.0


Attrition rate at BMW AG (as a percentage of workforce)    3.87   3.47   1.41   2.08 2.70 29.8


Share of women in the entire workforce of the BMW Group (in %)   16.8   17.4   17.8   18.1 18.70 3.3


Share of women in management positions at BMW Group (in %)   12.7   13.8   14.2   14.5 15.30 5.5


Average days of further training per BMW Group employee 
(days per employee)    3.7   3.5   3.9   4.1 3.80 – 7.3


Accident frequency at BMW Group  
(per one million hours worked)    5.8   4.8   5.1   4.4 4.00 – 9.1


Expenditure on donations by the BMW Group (in € thousand)    9,638   8,485   10,199   17,066 70,356 312.3


Expenditure on corporate citizenship (in € thousand)    31,979   28,944   34,524   39,109 87,837 124.6


1  Plug-in hybrid and battery-driven electric vehicles. From 2014 onwards rounded up / down to the nearest thousand.
2  Rounded up / down to the nearest thousand.
3  Calculated based on volumes of green energy purchased as well as the conservative calculation of country-specific energy shares from renewables purchased from third parties. (Modification in calculation 


method for Germany and Austria since 2012 and for the UK since 2016 due to use of transparency data in supplier invoices.) Figures from 2015 onwards not directly comparable to figures for 2012–2014. Figures 
from 2015 onwards include all BMW Group production locations as well as corporate functions, development and administration in Munich / DE.


KEY SUSTAINABILITY INDICATORS
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1.0 
STRATEGY


OUR VISION


The BMW Group is the world’s most successful and sustain-
able premium provider of individual mobility. 


In order to make sure we are fit for the future, we continu
ously integrate sustainability into our business model and 
consolidate this integration. We see global sustainability 
chal lenges as an opportunity to develop innovative prod-
ucts and services. In this way, sustainability makes a 
long- term contribution to the business success of the 
BMW Group. Our innovations are not only developed to 
enhance the benefits of our customers – we also want them 
to have a positive impact on society and the environment. 


Taking social and environmental responsibility for all we 
do is an integral part of how we perceive ourselves as a 
company. We are convinced that the lasting economic suc-
cess of any enterprise in today’s world is based increas-
ingly on acting responsibly and ensuring social acceptance. 
We want to achieve a clear competitive advantage in the 
long term with efficient and resource-friendly production 
processes and state-of-the-art solutions for sustainable in-
dividual mobility for our customers. For this reason, sus-
tainability is a key component of our corporate Strategy 
NUMBER ONE >  NEXT. 


We unveiled the new corporate Strategy NUMBER ONE > 
NEXT in 2016 in order to set the course for a successful 
future. The consistent integration of sustainability in our 
strategy is made visible by the activities along the value 
chain described in this report – ranging from the sustain-
ability challenges in the procurement process to the de-
sign of our products through to the establishment of new 
business areas, with sustainability integrated into the rel-
evant business model.


Strategy NUMBER ONE > NEXT
1.01 


 


Mission
Competitive 


edge


Strategic
 approach


Culture


• F
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Identifying key issues
In order to identify in good time which topics may bring 
opportunities and risks to our business today or in the fu-
ture, and to focus our activities accordingly, we use an 
“environmental radar” to scan external trends on an on-
going basis. In doing so, we observe both the public dis-
course and the political agenda, for example the World 
Climate Conference • and the Sustainable Development 
Goals •. In addition, we regularly carry out a materiality 
analysis in order to identify relevant issues. To do this, 
we analyse the importance of current sustainability topics, 
both from the perspective of different stakeholder groups 
as well as that of the company. The changes picked up by 
the environmental radar form the basis for identifying 
topics and validating the results of the materiality process. 


• see 
infobox on 


page 15


• see 
infobox on 


page 14


Sustainability is a key component of the strategic approach 
to Strategy NUMBER ONE > NEXT and makes an impor-
tant contribution towards our competitive edge. The sus-
tain ability strategy is consistent with the corporate strate-
gy and pursues the thorough integration of sustainability. 
The development of our sustainability strategy is based on 
the identification of key issues. The results of this material-
ity analysis are shown in the materiality matrix •. On this 
basis, we regularly review our strategic aim as well as our 
sustainability targets and measures. 


This report expands on the sustainability strategy. The re-
port is structured along the long-term sustainability goals 
of the BMW Group. The weighting of topics is based on the 
materiality analysis.


• see 
figure 1.02
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The analysis was accompanied by an internal document 
analysis of the sustainability context. To get an update 
from an internal perspective, we carried out a materiality 
workshop and prioritised relevant sustainability topics 
from the perspective of the BMW Group. The relevant cor-
porate areas (including strategy departments of the div-
isions) as well as corresponding executives subsequently 
validated the materiality matrix. •  GRI G4-18 


The review process resulted in the revised materiality mat-
rix. Topics that both stakeholders and the BMW Group con-
sidered highly material were rated in the matrix as highly 
relevant. Furthermore, topics considered to be among the 
three most important by one of the stakeholder groups 
surveyed were also included. These additionally included 
topics are marked in the materiality matrix with an aster-
isk. All in all, the analysis identified 19 topics as highly 
material  •. •  GRI G4-19, GRI G4-26, GRI G4-27 These topics were also 
valid in 2016. Selected topics from this list were discussed 
in dialogue with our stakeholders  •. 


• see 
figure 1.02


• see 
chapter 5.4


Materiality analysis
In 2015, a survey was carried out among internal experts, 
and telephone interviews were held with 13 representative 
stakeholders as part of the review process to get an update 
on how the topics are seen from an external perspective. 
Customers, suppliers, investors, authorities, NGOs and sci-
entists from different regions of the world were among 
the interviewees. In addition, the topics were reviewed by 
internal BMW Group experts who are in regular contact 
with the main stakeholders. The list of topics for evalu-
ation was updated based on the BMW Group’s list of topics 
from 2013, the stakeholder dialogues, the  •  GRI G4 Guidelines, 
the  •  UN Global Compact, the main topics of the  •  Sustainability 


Accounting Standards Board (SASB) and the  •  UN Sustainable Devel-


opment Goals (SDG). 
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https://www.globalreporting.org/information/g4/Pages/default.aspx

https://www.unglobalcompact.org/

http://www.sasb.org/

http://www.sasb.org/

https://sustainabledevelopment.un.org/?menu=1300

https://sustainabledevelopment.un.org/?menu=1300





Materiality matrix
1.02 


 


High 
relevance


Low 
relevance


R
el


ev
an


ce
 fo


r t
he


 s
ta


ke
ho


ld
er


s


•


•


Low  
materiality


Medium  
materiality


High  
materiality


 Fuel efficiency and CO2 emissions  
of vehicles* •  see chapter 2.1


Energy efficiency and CO2 emissions  
from value creation* •  see chapter 3.1, 3.2


 Water consumption 


 Development of local companies 


Biodiversity


 Corporate volunteering


 Donations and philanthropy


 Corporate citizenship


 Waste and waste water


  Responsible marketing and  
product communication


  Employee/management  
relations   Efficient use of resources  


in value creation


 Political involvement


 Use of urban space


 Responsible financial services


Pollutant emissions   
of vehicles* •  see chapter 2.1


Diversity and equal opportunity* 
•  see chapter 4.2, 4.3


Customer satisfaction* •  see chapter 5.1


Employee development,  
and training* •  see chapter 4.2


Socio-economic impacts  
on society* •  see chapter 4.4, 5.4


Design for Recycling* •  see chapters 2.1, 2.2, 3.1


Alternative drivetrain  
technologies * •  see chapter 2.2


Occupational health and  
safety* •  see chapter 4.1 Product safety* •  see chapter 5.2


  Environmental and social standards in the supply 
chain / sustainable sourcing* •  see chapter 3.3


Connected and autonomous  
driving* •  see chapter 2.3


Human rights* •  see chapter 5.3 Mobility concepts and  services* 
•  see chapter 2.3


Prevention of corruption and anticompetitive 
behaviour* •  see chapter 5.3 Data protection* •  see chapter 2.3


Air emissions from value creation* 
•  see chapter 3.1


  Attractive workplace, talent attraction and 
retention* •  see chapter 4.2


Low 
relevance


Relevance for the BMW Group• • High 
relevance


*    These areas were rated highly material, as they were among the three topics the respondent stakeholder groups considered most important.  
Further information: •  Identified material aspects and boundaries


• F
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–  Products and services
–  Production and value creation


–  Employees and society 


BMW Group sustainability goals
1.03 


 


 Mobility patterns  Consumption of resources


 
Renew
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development 


Health
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Intercultural 


 understanding
 


Diversity


The BMW Group is  
the most successful  


and  sustainable  premium  
provider of  


individual mobility.


Find employees,  
tap into young  
talent, develop 


 potential and secure 
employability


•  chapter 4.2


Foster individual 
responsibility and 


design the working 
environment


•  chapter 4.1


Leader in using  
renewable energy for 


 production and 
 value creation


•  chapter 3.2


Water, energy, waste,  
solvents per vehicle  


reduced by 45 %  
(base year 2006)


•  chapter 3.1


Leader in taking a  
holistic approach  


to premium  
electromobility


•  chapter 2.2


Permanent change as a 
result of integrated mobility 


services in selected 
metropolitan areas


•  chapter 2.3


Increase transparency 
and resource  


efficiency in the  
supply chain


•  chapter 3.3


Leader in 
intercultural 


understanding


•  chapter 4.4


Reduced by at least 
50 % in the European 
new vehicle fleet  
(base year 1995)


•  chapter 2.1


Increase diversity 
within the company and 


enhance innovative 
strength


•  chapter 4.3


PRODUCTION AND 


VALUE CREATION


•


EMPLOYEES 


AND SOCIETY


•


PR
O


DU
CT


S 
AN


D 
  


SE
RV


IC
ES


•


• F


Pursuing long-term sustainability goals
The BMW Group has set itself ten strategic sustainability 
goals running through to 2020. The goals focus on three 
areas:
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regulation of CO2 and contaminants  •  and on positive 
framework conditions for electromobility  •. We also con-
sider the results of our materiality analysis in the con tinued 
development of the sustainability goals. The 2015 materi-
ality analysis confirmed that we are covering the relevant 
topics with our long-term sustainability goals. We will con-
sider new topics in the matrix such as “autonomous driving” 
more closely in future. The challenge is to master the abil-
ity to keep long-term goals in focus, while new topics in-
creasingly gain more relevance.


 


Sustainability goals of the BMW Group 
 contribute to Sustainable Development Goals 
(SDGs)


In autumn 2015, the General Assembly of the United Nations adopted 
the  • Sustainable Development Goals (SDGs). The SDGs are at the 
core of the 2030 Agenda, a global action plan with the aim of shaping 
economic progress in an ecologically compatible manner and in ac-
cordance with social equity. The BMW Group welcomes the SDGs and 
is committed to supporting the goals formulated within them as part of 
its sustainability strategy, with a focus on its value chain. 


We are convinced that companies, governments and other organisations 
can make a positive contribution towards the attainment of the SDGs. 


On the basis of our materiality matrix in 2016, we have analysed which 
SDGs are a priority for the BMW Group. The following Sustainable 
 Development Goals currently have the highest level of priority in our 
strategic orientation: SDG 13 – Climate Action, SDG 11 – Sustainable 
 Cities and Communities and SDG 12 – Responsible Consumption and 
Production. 


With our involvement in the areas of CO2 emissions  •  chapter 2.1, 
electromobility  • chapter 2.2, mobility trends  • chapter 2.3, re-
source consumption  • chapter 3.1, renewable energy  • chapter 3.2 
and sustainable, resource-efficient supply chain  • chapter 3.3, these 
SDGs are the focus of our action.


Below are some selected examples:  


–  SDG 13 – Climate Action: we continuously reduce the CO2 emissions 
of our vehicle fleet. Electromobility is an essential component of our 
CO2 strategy. We continuously increase the proportion of electrified 
drive systems in our model range and therefore not only make a 
contribution towards the reduction of greenhouse gas emissions, 
but also towards improved air quality in urban areas.


–  SDG 11 – Sustainable Cities and Communities: with our integrated 
mobility services, we want to change mobility trends in selected 
metropolitan areas in a sustainable way. We provide innovative so-
lutions to improve urban mobility. These include our car-sharing 
services DriveNow and ReachNow, which increasingly include elec-
tric vehicles, as well as the electric scooter especially designed for 
commuter traffic in cities. Furthermore, we specifically promote the 
development of other innovations in the context of urban mobility, 
for example as part of the new accelerator URBAN-X which supports 
young companies with solutions for large cities.


–  SDG 12 – Responsible Consumption and Production: we continu-
ously reduce CO2 emissions and resource usage per vehicle pro-
duced. In supplying our locations worldwide, we are increasingly 
 focusing on renewable energy, among other things, and are also 
trying to increase resource efficiency with our supplier network.


 


• see 
chapter 2.1


• see 
chapter 2.2


Our vision of being the most successful and sustainable 
premium provider of individual mobility sets out the 
framework for our goals and measures: the BMW Group 
integrates sustainability along the entire value chain and 
into all basic processes – thus creating added value for the 
company, the environment and society.  •  GRI G4-14


Aside from our ten long-term goals, we continuously ad-
dress the existing sustainability issues and challenges that 
are topics of much discussion among the general public. 
Some examples of this would be our positions on the global 


14


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·



http://www.un.org/sustainabledevelopment/sustainable-development-goals/





Integrating sustainability


We integrate sustainability into our corporate strategy, 
business model and value chain at all levels to ensure suc-
cess in the long term, extending from the design of ve-
hicles and services across the supply chain, production and 
responsibility for our employees, the use of products and 
services by our customers, through to recycling of vehicles. 
Moreover, sustainability is deeply embedded in our com-
pany culture. One of our values is taking responsibility – 
for ourselves, for others, for the company and for society. 
In light of this, a group of employees founded the 
BMW Group Connected Culture Club, a voluntary initia-
tive to shape the company culture of the BMW Group in a 
sustainable way, through their own efforts. 


Examples of integrating sustainability  
into the company
The following sections and chapters will provide some ex-
amples that describe in more detail how sustainability con-
tributes towards the business success of the BMW Group. 


•  GRI G4-2


–   Achieving a competitive edge through our 
 Efficient Dynamics strategy 
Strategic corporate planning leads to long-term success. 
The competitive edge achieved based on the Efficient 
Dynamics development strategy, which was launched 
in the year 2000, is one of the reasons why in 2016 
the BMW Group had its sixth consecutive record year  •.


–   Increase revenues through innovative products 
and mobility services 
Investments in innovative mobility concepts made 
a considerable contribution towards the  company’s 
business success in 2016. One indicator that this is 
the case is that 25,528 BMW i3 and 3,752 BMW i8 vehi-
cles were sold in the year under report. A total of 
100,000 electric vehicles (hybrid electric and plug-in 
vehicles) were sold between 2013 and 2016. At the 
end of 2016, just over 853,000 customers (2015: 579,000) 
were registered with our car-sharing services 


• see 
chapter 2


 


BMW Group and the Climate Conference 
in Marrakech


The 22nd UN Climate Change Conference took place in Marrakech in 
November 2016. At the last climate summit in Paris, 195 countries 
committed to operating without a negative effect on the climate in the 
second half of this century. 


Following this success, the task in Marrakech was to bring the agree-
ments to life. To this end, a schedule for the implementation of the Paris 
Agreement was worked out in the course of the conference. Developed 
and developing countries formed a partnership to foster more climate 
protection.


The BMW Group actively participated in numerous discussions and side 
events during COP22 (COP, Conference of the Parties). High-level com-
pany representatives discussed challenges and possible solutions for 
urban mobility in the Sustainable Innovation Forum 2016. The BMW Group 
has been contributing to world climate conferences with its expertise 
since 1992. It will also advocate the development of sustainable mobil-
ity across the globe in the future.


 


The BMW Group discussed urban mobility with high-level corporate executives 
at the Sustainable Innovation Forum 2016.
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Involving employees and  
fostering innovation


The BMW Group encourages employees to realise their own ideas and 
develop internal innovations. As part of the Innovationswerk accelera-
tor programme, they get the chance to generate new products, services 
and business models. Employees can introduce their ideas via a crowd-
sourcing platform and have cross-functional discussions. The programme 
promotes teambuilding in order to create internal start-ups.


Promising teams are supported in the Innovationswerk accelerator pro-
gramme for twelve weeks, each with a trainer, mentors as well as inter-
nal and external experts on start-up strategies. The accelerator offers 
employees the chance to make their own ideas a reality. Furthermore, 
future executives will be trained to take agile approaches in order to 
work more innovatively. In 2016, the Innovationswerk accelerator stream-
lined seven teams and their ideas and contributed towards the develop-
ment of an “agile innovation culture” in the BMW Group. 


 


 


2016 from a sustainability perspective, 
in 120 seconds


Video with Ursula Mathar, Head of Sustainability and Environmental 
Protection at the BMW Group.


• www.bmwgroup.com/svr-video-en


 


DriveNow (worldwide) and ReachNow (in the USA) – 
an increase of around 47  %. With these products and 
solutions, the BMW Group also puts our fleet custom-
ers in a better position to reach their CO2 targets  •.


–   Reducing costs through resource efficiency 
Efficient use of resources reduces risks that can be 
generated by availability bottlenecks and fluctuations 
in price. In addition, it makes a direct contribution 
towards the result by reducing costs, while at the same 
time being good for the environment. Between 2006 
and 2016, we were able to significantly reduce energy 
and water consumption, waste and VOC emissions 
per vehicle produced in the BMW Group’s worldwide 
production network. Although additional costs total-
ling € 2.8 million were generated due to a slight 
increase in energy and water consumption during 
the reporting period, we have achieved cost savings 
of € 155.3 million since 2006  •.


–   Remaining competitive through  
sustainable HR policies 
In 2016, the BMW Group was able to further consoli-
date its position as one of the most attractive employers 
worldwide. Our leading role in the area of sustain-
ability ensures that our employees are satisfied and 
boosts their identification with the company and its 
products. The resulting low attrition rate enables us to 
keep HR recruitment costs low. In addition, it is our 
experience that a satisfied workforce leads to higher 
levels of productivity  •.


• see 
chapter 2


• see 
chapter 3


• see 
chapter 4
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Recognition of sustainability performance


Our sustainability performance has received positive ratings 
from renowned rating agencies. In 2016, the BMW Group 
again ranked high in several sustainability indices and re-
ceived a number of awards  •.


 Sustainability ratings 2016
1.04 


  


RATINGS   


EVALUATION AND RESULTS   


In 2016, the BMW Group took first place in the automotive 
industry on the • Dow Jones Sustainability Indexes (DJSI) 
for the third time in a row and is now the only automotive 
 company that has been continuously listed on the index since 
the very beginning.


In the • CDP, the BMW Group achieved a top mark A for climate 
protection measures. This makes the BMW Group one of only 
two companies worldwide that have been awarded an A in the 
CDP for the seventh time in a row. 


In 2016, the BMW Group was again listed on • FTSE4Good, 
an index of the British index family on sustainability and corporate 
governance provided by FTSE in London. 
 


• see 
figure 1.04


• F
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S T A K E H O L D E R 
I N P U T


ACHIM STEINER
Director,  


Oxford Martin School


 1


What challenges does an automotive company with  
a global reach have to face in today’s world?
Globalisation has been the defining trend for the global 
economy in recent decades. Now, it seems the political 
conditions underlying economic activity are harder to 
predict, which demands huge flexibility on the part of 
companies operating at a global level. And it has become 
all the more important for them to stay on track with 
regard to one of the most important challenges, regard-
less of the passage of time: climate change. If global 
 warming is to be kept to less than 2 °C higher than pre-
industrial levels, as has now been set down in law, 
transportation will have to be decarbonised in future. 
Plainly and simply, this means that automotive companies 
must realign their business models. Zero-emission 
vehicles will be the only way to remain competitive in 
future, together with mobility services in particular. 
The yardstick will be the ability to offer climate-neutral 
kilometres as a service. The privately owned car as a 
product will become less important, at least in cities.


In your view, why must carmakers focus on  
“sustainable mobility” for the long term?
Sustainable mobility can mean only one thing: respect-
ing the non-negotiable limits that are imposed on our 
mobility and traffic behaviours by the earth’s ability to 
cope. Most industrialised countries exceed these  limits, 
partly because combustion engines that rely on fossil 
fuels are themselves not sustainable. Vehicles will use 


different operating systems in future, making use of 
green electricity either directly or indirectly. It’s possible 
that different technological options will prove beneficial 
in different segments of the transport market, but as 
things stand, those who choose not to go along with the 
trend toward zero emissions will find themselves, their 
sharehold ers and their employees in serious difficulties. 
The competition never sleeps.


How do you feel the BMW Group is placed to deal with 
these challenges?
The future itself will be less challenging than the process 
of getting there. Just like other carmakers, BMW must 
rely on using today’s profits to develop tomorrow’s mobil-
ity services and products. While the strategy may be 
clear, it requires time, and there is always the risk of losing 
ground. The competition – in China or California, say – 
gets its funding for investment in R&D not from ongoing 
business but from the financial market; in some respects, 
that gives them a structural advantage, since limitations 
on how fast we can act make it harder for us to produce 
the innovations we need to compete for the markets of 
the future.
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RELEVANCE  
FOR BMW GROUP


For us, sustainable mobility begins with the development of 
efficient vehicles with low emissions as well as innovative 
 services. In doing this, we comply both with stricter legislation 
worldwide and our customers’ increasing awareness of 
environ mental issues. With innovative efficiency technologies, 
electric and hybrid drivetrains as well as smart services, we 
are shaping the mobility of the future. Our networked and auto
nomous driving technologies contribute towards ensuring 
sustainable and safe mobility for our customers and other 
road users. These innovations lay the foundation for our long
term  business  success and ensure job creation and security 
at the BMW Group, with our suppliers as well as our development 
and sales partners.
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KEY FACTS  
AND FIGURES


CO2 emissions of BMW Group 
 automobiles (EU‑28) in g /km 


124
2016


127
2015


Electric and electrified  
vehicles number 


 62,000
2016


32,000
2015


Users of DriveNow and  
ReachNow number 


 853,000
2016


 579,000
2015
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CO2 EMISSIONS 


By 2020, the BMW Group will have reduced 
CO2 emissions in the European new vehicle fleet  
 (EU28) by at least 50 % compared to the base  
 year 1995. 


The BMW Group achieved average fleet emissions 
of 144 g CO2 /km worldwide in 2016.


Sustainability goal 
Products and services







2.1 
 EMISSIONS OF CO2 
AND POLLUTANTS


Climate change and the burdens placed on air quality, es‑
pecially in cities, are some of the key challenges we face as 
a carmaker. Our range of efficiency technologies represents 
the first and currently most effective contribution towards 
re ducing emissions of CO2 and pollutants. We pursue our 
reduction targets from the product development stage on‑
wards. •  GRI G4EC2


The BMW 5 Series Sedan.


The BMW Group is addressing the challenge of reducing 
CO2 and pollutant emissions in order to protect the cli-
mate and air quality. Our portfolio’s move towards lower- 
emission, more fuel-efficient vehicles is in line with the 
wishes of many of our customers. Our customers in turn 
base their purchasing decisions, among other things, on 
financial and non-financial government incentives – for 
example motor vehicle taxes as well as control and facilita-
tion of traffic volume.


Environmental and societal challenges are also reflected in 
changing mobility patterns. Car-sharing and/or ride-shar-
ing models, for example, as well as the use of inter-modal 
transport, are becoming increasingly popular worldwide, 
especially in large cities.


The demand for this kind of mobility pushes us to develop 
the innovative efficiency technologies described later in 
this chapter, alternative drivetrains • and new services 
around connectivity and automation •. In order to master 
the technical challenges that come with this process, we 
are expanding our capacities and pooling them within de-
velopment centres. •  GRI G4-EC2


Taking account of reduction targets in product 
development


The above-mentioned aspects of product responsibility are 
an integral part of the target systems and organisational 
processes of our vehicle development units •. This process 
entails the BMW Group defining specific emission reduc-
tion targets for each product line and each new vehicle 
project. 


• see 
chapter 2.2


• see 
chapter 2.3


• see 
figure 2.01
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Sustainability throughout the entire life cycle
The life cycle of our products includes the development of 
vehicles and services, the supply chain, production and 
responsibility towards our employees, customers as users 
of our products and services, and vehicle recyc ling. •. 
The environmental and societal impact a vehicle has dur-
ing its life cycle is primarily determined during the devel-
opment phase. Some decisive influencing factors are the 
choice of material, production technologies, supplier selec-
tion, drivetrain types as well as recyclability of the vehicle’s 
components. Challenging sustainability goals are therefore 
just as much part of the development process of the vehicle 
as, for example, cost or weight criteria. 


Life Cycle Engineering helps us integrate environmental 
aspects into the design and development of our products. 
And we carry out holistic assessments to facilitate this pro-
cess, aiming to achieve a substantial improvement from 
one vehicle generation to the next. We manage the im-
plementation of the goals and evaluation of progress by 
apply ing the Life Cycle Assessment in accordance with 
ISO 14040/44. In line with our principle of Design for Re-
cycling, we create our vehicles in such a way that their 
 components can largely be reused or recycled efficiently 
throughout the life cycle. One example would be the 25 % 
improvement in the environmental footprint of the cur-
rent BMW 7 Series model compared to its predecessor. 
This approach has been implemented most consistently 
in our BMW i products •.  


•  GRI G4-EN27, GRI G4-14


• see 
figure 2.02


• see 
chapter 2.2


A department within the Strategy unit is responsible for 
monitoring and further refining these targets. The Com-
plete Vehicle Architecture unit coordinates the develop-
ment and implementation of fuel-saving technologies in 
the individual vehicle projects. This ensures that the mar-
ket-specific fleet requirements are taken into consideration 
in the very early stages of vehicle development and are sub-
ject, for example, to Efficient Dynamics measures during 
the development process.


Product responsibility in BMW Group  
vehicle projects


2.01 


 


Vehicle projects


Executive units product responsibility  
from all company divisions 


(e. g. Development, Production, Purchasing,  
Sales, Strategy, etc.)


Reporting


Targets


Management Board


Drivetrain – chassis – body – electrics/electronics/cockpit


Coordinating units complete vehicle
( e. g. Efficient Dynamics in the Development division)


Measures


Requirements


Specialist departments


• F
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Stop function that uses environmental sensors to avoid in-
efficient and uncomfortably brief stops. In the next few 
years, 12 V systems in smaller vehicles and 48 V systems 
in medium and larger vehicles will increase the recovery 
and coasting potential through a more efficient electrical 
system to achieve a CO2 reduction of 5 – 7 %.


Additional contributions are made by our Connectivity Ser-
vices. They identify the fastest and most efficient routes, 
simplifying the search for a parking place, for example – an 
activity that currently still accounts for about 30 % of city 
traffic. 


To complement our resource efficiency solutions, we have 
expanded our product portfolio to include electric vehicles. 
In addition to the i3 that has been available since 2013 and 
the i8 model, introduced soon after in 2014, iPerformance 
models have been available since 2015 with plug-in hybrid 
drivetrains for the 2 Series, 3 Series, 7 Series and the X5. 


•  GRI G4-EN27


 Sustainability throughout the entire life cycle
2.02 


   


 1. 
Vehicle development


Key measures


Alternative drive concepts
Efficient Dynamics


Design for Recycling
Life Cycle Engineering


Material selection


 4. 
Vehicle recycling


Key measures


Take-back systems
Recycling systems


 2. 
Vehicle production


Key measures


Sustainability standards for suppliers
Clean production


Green logistics concepts


  3. 
 Vehicle utilisation


Key measures


Concepts for energy-efficient driving
Active and passive safety


Traffic management concepts
Mobility services


Alternative engines


Saving fuel and reducing emissions through 
efficient dynamics technologies


In March 2007, we started to integrate our Efficient Dynam-
ics technologies, and today they are features of almost all 
of our vehicles. These include efficient engines and gear-
boxes, optimised aerodynamics (air flap control, air cur-
tain / breather, Aero wheel rims), intelligent energy manage-
ment, light-weight design and tyres with reduced rolling 
resistance. Additional efficiency potential has also steadily 
been tapped through the early implementation of energy 
recovery in low-voltage vehicle electricity systems, Active 
Coasting, and uncoupling of the engine from the gearbox 
when not in use. In 2007, the BMW Group was one of the 
first carmakers to roll out the Auto Start Stop function on 
a broad basis. We also introduced at an early stage the 
Active Coasting function, in which the vehicle is delayed 
according to the resistance level, made possible by the Pro-
active Driving Assistant in 2012 and later augmented with 
Speed Limit Assist. Starting with the new BMW 5 Series, 
the BMW Group is offering an improved smart Auto Start 


• F
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Carbon and pollutant emissions of our vehicles


The BMW Group reduced CO2 emissions of its newly sold 
vehicles in Europe by around 41 % between 1995 and 2016. 
Our European vehicle fleet (EU-28) had an average fuel 
consumption of 4.6 l of diesel /100 km or 5.6 l of petrol per 
100 km and average CO2 emissions of 124 g /km (internal 
calculation). Our goal is to reduce CO2 emissions by at least 
50 % between 1995 and 2020. These calculations are based 
on the specifications and assumptions of the New Euro-
pean Driving Cycle, before the introduction of which the 
calculations were based on the ACEA self-commitment 
(European Automobile Manufacturers’ Association).  


•  GRI G4-EN7, GRI G4-EN17, GRI G4-EN27 


Comprehensive reduction in pollutant emissions    
As well as reducing the carbon emissions of our cars, we 
are constantly working to bring down other emissions. The 
Euro 6 standards call for a further reduction in nitrogen 
oxide levels for diesel vehicles (NOX emissions). We apply 
tailored solutions to reduce emissions in accordance with 
the specific requirements of the vehicles, engines and re-
spective markets. Depending on the vehicle concept, we 
use the maintenance-free NOX catalytic converter or Selec-
tive Catalytic Reduction (SCR) using urea (also known as 
AdBlue) or a combination of both systems. 


In addition to the potential savings generated by Efficient 
Dynamics Technologies, the specific fuel consumption and 
the resulting CO2 and pollutant emissions depend on how 
the individual driver uses the vehicle (driving style, capac-
ity utilisation, fuel quality).


The new BMW X5 xDrive 40e. Charging status: fully charged.


26


Introduction


1
Strategy


2
Products 
and services


2.1  Emissions of CO2 
and pollutants


2.2 Electromobility


2.3 Mobility patterns


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·







In 2016, 28 of the vehicles we sold had maximum CO2 emis-
sions of 100 g / km. This means that we have similar fuel 
consumption and CO2 emissions to a number of other large 
carmakers in Europe. The average fleet CO2 emissions per 
kilometre worldwide decreased in 2016 by 2 % to 144 g 
CO2 / km (2015: 147 g CO2 / km). Average CO2 emissions in 
the USA were 173 g CO2 /km (internal BMW calculation •) 
and 164 g CO2 / km in China. The regional differences in 
fleet use are a result of differing consumer behaviour, 
which is in turn due to a variety of factors. These include 
differing tax situations for different types of vehicle en-
gines, as well as local consumer preferences for diesel ve-
hicles or specific types of vehicles such as SUVs (Sport 
Utility Vehicles). •  GRI G4-EN19


The drop in fuel prices and the accompanying changes in 
customer demand will present some new challenges with 
regard to achieving the 2020 fleet targets. 


Another factor influencing purchasing decisions is motor 
vehicle taxes, which differ greatly from country to country. 
Changes in taxation, for example for diesel fuels or diesel 
vehicles (since 2016 in France for example) can lead in the 
long term to fewer diesel vehicles in the fleet mix. This will 
in turn negatively impact average CO2 emissions.


• see  
further key 
 indicators: 


 Products and 
 services


Development of CO2 emissions of BMW Group 
new‑vehicle fleet in the European Union


2.01 


year g CO2 / km


1995 210


1996 212


1997 215 


1998 212


1999 207


2000 203


2001 203


2002 195


2003 195


2004 199


2005 189


2006 186


2007 168


2008 156


2009 150


2010 148


2011 145


2012 138


2013 133


2014 130


2015 127


2016 124


• T
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Pollutant emissions of our vehicles
To receive type approval and vehicle registration, vehicles 
must comply with the latest pollutant regulations. The legal 
requirements (limits for individual pollutant elements) are 
different according to region, e. g. EU, China and USA and 
must generally be fulfilled regardless of vehicle model. At 
the beginning of the 1990s, the first cycle-based emissions 
laws were passed in the EU. Since then, the limits for nitro-
gen oxide (NOX) and particulate matter (PM), both for 
diesel and petrol-fuelled vehicles, have become increas-
ingly stringent •. 


EU pollutant emission limits for vehicles with petrol and diesel engines (NOX and PM) in the European Union
2.02 


in mg/km


Euro 2 2 
1996


Euro 4 4 
2005


Euro 1 1  
1992


Euro 3 3 
2000


Euro 5 5 
2009


Euro 6 6 
2014


 Petrol NOX


 Diesel NOX


 Cumulative curve diesel  HC+NOX 


 Cumulative curve petrol HC+NOX 


 Diesel PM / from Euro 2009 onwards :   petrol and diesel PM


1,000


500


750


0


250


1,000


500


750


0


250


1  Euro 1: Statutory emissions limit for cars: diesel PM 140 mg / km
2  Euro 2: Statutory emissions limit for cars: diesel PM 100 mg / km
3  Euro 3: Statutory emissions limit for cars: diesel PM 50 mg / km, petrol NOX 150 mg / km and diesel NOx 500 mg / km
4  Euro 4: Statutory emissions limit for cars: diesel PM 25 mg / km, petrol NOX 80 mg / km and diesel NOx 250 mg / km
5  Euro 5: Statutory emissions limit for cars: petrol and diesel PM 5 mg / km, petrol NOX 60 mg / km and diesel NOX 180 mg / km
6  Euro 6: Statutory emissions limit for cars: petrol and diesel PM 5 mg / km, petrol NOX 60 mg / km and diesel NOX 80 mg / km


• see 
table 2.02


• T
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The discussion about diesel engine exhaust 
emissions in 2016


In 2016, the discussion around diesel engine exhaust emissions led to 
ongoing criticism of the automotive industry, especially in Europe and 
the USA.


In the course of this discussion, the impression was often created that 
almost all manufacturers had manipulated exhaust data. 


For the BMW Group, compliance with legal requirements, including 
 local test requirements, has top priority. The BMW Group has correspond-
ing Compliance Management Systems to ensure that legal requirements 
are met. Clear and binding specifications and processes are installed 
throughout the development processes of the BMW Group in order to 
prevent any breaches occurring. We are willing to explain our test pro-
cedures to the relevant authorities and to make our vehicles available 
for examination at any time. 


Manipulation of our vehicles and breaches of legislation are not compat-
ible with the corporate culture of the BMW Group.


The ongoing criticism of companies in the automotive sector shows that 
the image of the German automotive industry has suffered consid-
erably in the past year.  Even though the BMW Group has repeatedly


emphasised that it has not manipulated its vehicles, the company sees 
a need to collaborate with other carmakers to regain trust in the indus-
try. In view of the challenges we will be facing – increasing urbanisation, 
digitalisation and automation – this is in the interest of society. Car-
makers will make their contribution towards shaping the future of mo-
bility by providing their expertise and solutions competency.


The BMW Group is of the opinion that diesel cars continue to have a fu-
ture. Against the backdrop of air quality impact in high-traffic city cen-
tres, which is partly also due to NOX emissions from diesel vehicles, 
legislators have been working since 2010 on regulating this, creating in 
2015 the effective Real Driving Emission (RDE) law for cars. The RDE 
law already requires type testing to include monitoring and transparen-
cy of emission deviations between the testing facility and ac tual road 
driving. In addition, as of September 2017 binding limits must be com-
plied with, which will be further intensified in a second step as of 2020. 
The BMW Group took early action to keep NOX emissions as low as pos-
sible through the entire life cycle by further refining its  diesel exhaust 
treatment systems. The BMW Group implemented a combination of 
NOx catalytic converter (NSC) and Selective Catalytic  Reduction (SCR) 
in Europe and later also in the USA. This allows for the respectively bet-
ter system to be used at low speeds and city traffic as well as during 
motorway driving with high loads.
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A comparison of worldwide CO2 and pollutant regulation
2.03 


 


EUROPE USA JAPAN CHINA


REGULATORY APPROACH      


All manufacturers will be required by the EU 
to reduce CO2 emissions of the new vehicle 
fleet in Europe to an average of 95 g / km by 
2020 (based on NEDC).  
 
 
 
 


The USA has also set fuel efficiency and CO2 
targets to be fulfilled by 2025. Based on a 
gradual reduction starting in model year 2012, 
the new vehicle fleet of all manufacturers must 
achieve an average of 250 g CO2 / mile (155 g 
CO2 / km) by model year 2016 and 163 g 
CO2 / mile (101 g CO2 / km) by model year 2025. 
 


Japan also set ambitious targets for reducing 
fuel consumption. For 2020, they have a con-
sumption target of 20.3 km / l – this is equiva-
lent to a CO2 emissions limit of 117 g CO2 / km.  
 
 
 
 


In China, the fuel efficiency of the vehicle fleet 
is regulated. For 2020, an average consump-
tion target of 5 l / 100 km has been set. Talks 
about subsequent regulation have already 
begun. In addition, weight-based consumption 
limits have been set for individual vehicles. 
 Initial introduction of a NEV mandate is 
expected, although a finalised legal standard 
has not yet been presented.


DETAILS OF MEASUREMENT AND 
TESTING PROCEDURES      


These figures are calculated based on the 
number of vehicles sold. 
 
The European limits for exhaust elements 
stated in the standards refer to the standard-
ised test cycle NEDC (New European Driving 
Cycle). As of September 2017, the current 
NEDC will be replaced by the WLTPs (World-
wide Harmonized Light Vehicles Test 
 Procedure). 


These figures are calculated based on the 
number of vehicles sold. 
 
The reduction targets for pollutant emissions 
have been defined through to 2025 and must 
be complied with in different cycles and 
 driving conditions. The annual reduction tar-
gets are specified for the entire vehicle fleet 
and thus allow for flexibility in terms of the 
 individual models.


The WLTP test procedure will initially be intro-
duced for exhaust emissions as of 2018; it is 
not expected to be legislated for until after 
2020 for fuel consumption. The decision to 
introduce RDE legislation for pollutant emis-
sions will probably be made in 2017. 
 
 
 


With regard to exhaust emissions, China will 
introduce a two-phase intensification of 
requirements (phase 1 in 2020, phase 2 in 
2023). From phase 2 onwards, compliance 
with RDE is required in addition to the 
WLTP cycle requirements. Certain regions 
such as Beijing will probably introduce 
 measures at an earlier stage.  
 


NEDC: New European Driving Cycle
WLTP: Worldwide Harmonized Light Vehicles Test Procedure
RDE: Real Driving Emissions
NEV: New Energy Vehicle
NEV mandate: the NEV mandate sets a quota of NEVs to be fulfilled by every manufacturer based on the total sales of that manufacturer.


• F
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Emissions regulation


Medium- to long-term government targets to reduce fuel consumption and 
CO2 emissions from vehicles have already been set in Europe, North Amer-
ica, Japan, China and other countries. However, the targets cannot be dir-
ectly compared internationally, as the calculation cycles are different from 
country to country, and segment and drivetrain mixes also tend to differ 
considerably. 


Depending on the driving style (crawling, normal or aggressive), the condi-
tion of the vehicle (e.g. load factor) and the prevailing surrounding condi-
tions (e.g. temperature and altitude), actual vehicle emissions can deviate 
to a greater or lesser degree from the cycle limit. For this reason, compli-
ance with cycle limits should also be tested in real conditions in future. Ac-
cordingly, RDE (Real Driving Emissions) legislation will be introduced in 
September 2017 in two phases (phase 1 to take effect as of 2017, phase 2 
as of 2020). We support these new regulations as we believe they will cre-
ate transparency for consumers and for the industry as soon as possible.  


Above and beyond national regulations, measures are increasingly being 
taken on regional and municipal levels. Varying requirements for drivetrain 
technologies,  in particular, will start to have considerable  influence on 
product strategy (e.g. the Californian Zero Emission Vehicle (ZEV) programme 
or registration plate restrictions in Chinese metropolises).


The BMW Group fundamentally supports the examples of worldwide trends 
in regulation described above, both in terms of combating climate change 
and improving air quality. The diversity and lack of harmonisation of differ-
ent regulations at the national and supranational level is a fundamental 
challenge for us as a globally active group. We assume that governments 
will further intensify limit regulations based on different analyses conduct-
ed by scientists and NGOs as well as what is technologically possible. 
These future limits are expected to be very ambitious and will entail consid-
erable investment and development work for the manufacturers.  


 


 


Forecast


In 2017 we will continue to expand the integration of effi‑
ciency technologies into our vehicle portfolio, thus further 
reducing fleet emissions. The main method we will use to 
achieve this goal is by further expanding our range of elec‑
tric vehicles •. • see 


chapter 2.2
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ELECTROMOBILITY 


The BMW Group is a leader in taking a holistic 
approach to premium electromobility.


Perfect for the city: the BMW i3.


Sustainability goal 
Products and services







 


BMW i3: Longer range and shorter 
 charging  periods 


Since 2016, new customers can opt for a longer-range BMW i3 model 
with higher battery capacity (33 kWh/94 ampere hours), thus achieving 
a higher electric range of 300 km (NEDC). The 33 kWh/94 Ah battery is 
offered to BMW i3 (60 Ah) customers as an update. Both BMW i3 model 
versions are also available with a Range Extender that offers an addi-
tional 150 km in normal daily operation. Recharging is possible within 
around 40 minutes at high-performance direct current (DC) charging 
points. The new BMW i Wallbox allows the BMW i3 (33 kWh / 94 Ah) to 
recharge at home in less than three hours using three-phase charging 
with alternating current (AC). Information on the ChargeNow service of 
the BMW Group • chapter 2.3.


In general, the carbon footprint of an electric vehicle deteriorates with 
increased range due to higher battery capacity. The BMW Group con-
ducts life cycle analyses to find out what opportunities can be exploit-
ed without increasing resource consumption and emissions caused by 
battery production. 


 


Expansion of the charging infrastructure as well as positive 
political framework conditions can also make an important 
contribution towards a breakthrough for electromobility. 
This has become clear in fast-growing markets for electro-
mobility such as Norway and California. Customers only 
switch to electric cars if they can rely on an adequate charg-
ing infrastructure for every day driving. Ideally, non-finan-
cial incentives such as parking privileges can also acceler-
ate adoption. • Positive framework conditions for electromobility.


2.2 
ELECTROMOBILITY


In order to further reduce CO2 emissions in our new vehicle 
fleet, to improve air quality in cities and, in particular, to 
be able to offer our customers an entirely new, dynamic 
driving experience based on innovative technologies, we 
are adding further electric vehicles to our model range. Our 
BMW i range of electric vehicles are environmentally opti‑
mised along their entire life cycle – from the selection of 
raw materials through to battery recycling.  


The electromobility market is starting to show clear signs 
of growth in a number of regions. The BMW Group aims 
to increase sales of electric and plug-in hybrid vehicles to 
100,000 in 2017 and wants to continue to contribute to the 
market with its vehicle models and investment in infra-
structure: we introduced the fully electric BMW i3 as far 
back as 2013 and plan to launch further electric vehicles. 
Customer surveys have shown that interest in electric ve-
hicles is growing in our key markets •. To familiarise cus-
tomers as well as possible with electromobility, we have 
been expanding our product range step by step since 2015, 
adding new plug-in hybrid models and offering the BMW i3 
as part of our DriveNow car-sharing programme •. 


Achieving longer range, shorter charging periods as well 
as simplification of access to charging points and billing 
is essential in order to increase demand for electric vehicles. 
When developing its vehicles and charging stations, the 
BMW Group works very hard to fulfil these customer ex-
pectations •. 


• see 
chapter 5.1


• see 
chapter 2.3


• see 
infobox
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Ensuring sustainability in design, raw materials 
and  production
From the very beginning, we planned new and independ-
ent vehicle concepts (purpose-built approach) for the BMW i 
models in order to exploit the full potential of the new 
drivetrain technology and make it practicable for cus-
tomers. This includes intelligent lightweight design using 
carbon- fibre-reinforced plastic (CFRP) and a host of new 
renewable raw materials, as well as highly resource-effi-
cient and at the same time environmentally friendly pro-
duction methods. The BMW i value chain stands out for its 
consistent use of renewable energy sources – from the 
manufacture of energy-intensive materials such as CFRP, 
to vehicle production, right up to the BMW Green Energy 
package we offer our customers when they purchase their 
vehicle. This is how BMW i creates the basis for a consid-
erable reduction in CO2 emissions throughout the entire 
product life cycle. 


Using renewable energy to charge electric vehicles
An electric car can only reach its full potential in terms of 
sustainability when it runs on electricity that is as carbon- 
neutral as possible. As part of BMW i 360° ELECTRIC we 
now offer our customers green energy products with elec-
tricity from renewable sources in 15 countries. Ten pro-
viders of green energy are among the companies the 
BMW Group has partnerships with in this area. In addition  


Car port in South Africa: charging electric vehicles with solar energy.


BMW i electromobility – securing 
environmental protection throughout 
the life cycle


Since 2007, our BMW i project has been developing electric 
vehicles, and has resulted in completely new  concepts for 
individual mobility as well as vehicle architecture and pro-
duction that integrate our sustainable solutions in an even 
more innovative fashion along the entire value chain.


 


The benefits of electromobility


With regard to the challenges presented by urban mobility, electric 
drivetrains enable new vehicle interior concepts to be realised. The fast 
acceleration of the electric engine offers a further benefit for the user 
in that it offers driving enjoyment. Electric vehicles are also consider-
ably more silent than combustion engines and make a clear contribution 
towards reducing traffic noise.


Electric vehicles have the potential to significantly reduce emissions of 
pollutants and CO2. However, this potential can only be tapped if reduc-
tion targets are taken into account in the design, selection of raw mate-
rials and in production. Here, battery production, recycling and reuse 
play a particularly important role.


It is also essential to a good carbon footprint that the vehicles be pow-
ered with clean, green electricity. In order to make electromobility  entirely 
sustainable, it is therefore of the utmost importance that the energy 
transition succeed worldwide. Electric vehicles can also play a support-
ing role in stabilising the electricity grids by acting as interim storage 
devices. They can help to balance out fluctuations in renewable energy 
caused by the weather and the time of day. 
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Carbon footprint of vehicles


The carbon footprints of our electric and hybrid vehicles document the 
environmental impact the vehicle and its components have throughout 
their entire life cycle. The predecessor/successor comparison provides 
transparency with regard to improvements made to reduce environ-
mental impact. In addition, the results serve as a basis for the further 
refinement and optimisation of the next vehicle generation and help us 
to set further goals.


Additional information can be found in the Environmental Reports 
 (PDF download):  


• Environmental Report BMW i3 (PDF, 747.5 KB)  
• Environmental Report BMW i8 (PDF, 622.7 KB)  
•  Environmental Report BMW 740Le iPerformance  


(PDF, 737.7 KB)


 


Integrating electrification into the entire 
drivetrain strategy


The technological competence BMW i has already feeds 
into the electrification of further models. By leveraging 
future technological advances, we will be at the forefront 
in the medium term of bringing fully electric vehicles with 
a large range onto the market.


Leveraging further potential with hybrid  
iPerformance vehicles
One result of this technology transfer is the BMW i Perfor-
mance models with plug-in hybrid drivetrains. Since 2015, 
the BMW Group has expanded its product range step by 
step to now include the BMW 2 Series, BMW 3 Series, 
BMW 7 Series and BMW X5 iPerfor man ce. Short- and 
medium-range journeys can be covered in electric mode 
by the innovative combination of electric engine, lithium-
ion battery and intelligent energy management. The 
TwinPower Turbo petrol engine is only activated when 


we collaborate with four manufacturers of solar energy sys-
tems for car ports as well as house and garage roofs. This 
allows customers to produce carbon-free green energy in 
their own homes to recharge their BMW i3, BMW i8 or 
BMW iPerformance plug-in hybrid vehicle.


Reuse and recycling of batteries to improve our 
 carbon footprint
Batteries that are too old for continued application in the 
vehicle are reused if possible, gaining a second life that 
enables them to help integrate renewable energy into the 
electricity grid and to reduce energy costs in general. The 
BMW Group has demonstrated the technical and econom-
ic feasibility of this approach by introducing a large num-
ber of pilot systems in Europe, Asia and the USA. In Sep-
tember 2016, in collaboration with Vattenfall and Bosch, 
we went live in Hamburg / DE with a large-scale second-life 
storage unit with 104 used batteries from former BMW 
Active E and BMW i3 prototype and development vehicles. 
This storage unit will provide standby power and will thus 
be able to balance out fluctuations that are created, for 
example, when renewable energy is fed into the grid.


After a long vehicle life and subsequent use as a stationary 
storage unit, we aim to achieve the highest possible rate of 
recycling of the valuable parts. In collaboration with the 
university TU Bergakademie Freiberg, the BMW Group 
has developed a procedure by which we can achieve a re-
cycling rate of around 70–75 %. This is much higher than 
the conventional rate of just over 50 % and will reduce the 
carbon footprint of the recycling process by around half. 
We have already found a company that is interested in 
implementing the procedure on an industrial level. The 
recycling procedure will be further refined in order to re-
place some of the more energy-intensive steps and thus 
further reduce the carbon footprint. •  GRI G4-EN27
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https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-i3.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-i8.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-740Le-iPerformance.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-740Le-iPerformance.pdf





Electric scooters for more sustainable city mobility
In 2014, we launched our C Evolution electric scooter. The 
Long Range model of the fully electrically powered scooter 
has 48 HP at peak performance and a range of up to 160 km. 
It is designed to be a commuting vehicle, particularly for 
travel between the outskirts and the city centre. The main 
focus here is on two requirements: firstly, that perfor-
mance is comparable to that of a combustion-powered 
maxi- scoot er, and secondly, that it has a long range in real- 
life conditions.


Fast and emissionfree: police in Sardinia's capital Cagliari have gone electric –  
with 15 BMW C evolution motorcycles.


needed. In AUTO eDRIVE mode, intelligent energy man-
agement determines the most efficient combination of elec-
tric and combustion engine – depending on driving speed 
and battery level. Plug-in hybrid models use up to 50 % less 
fuel than their combustion-powered equivalents. Typical 
commutes during the week, for example, could be driven 
in electric mode, while longer journeys can also be under-
taken using the combustion engine. The BMW 740e, for 
instance, has a range of up to 48 km in fully electric mode. 


Increasing range with hydrogen and fuel cells
As an alternative to developing purely electric drivetrains, 
we are also doing research into hydrogen fuel cell tech-
nology. Here, hydrogen is used as an energy source that is 
converted by the fuel cell into electricity and water by 
drawing on the oxygen in the surrounding air. In the long 
run, we want to develop further solutions for emissions-
free driving with a greater range. The test vehicles already 
have a range of up to 700 km. 


The launch of fuel cell technology on a broader scale also 
calls for the corresponding refuelling infrastructure to be 
installed. For this purpose, the BMW Group has joined 
forces with four other carmakers to form the European 
“HyFIVE Project”. This is one of the largest projects in Eur-
ope dedicated to promoting fuel-cell-driven vehicles. As 
part of the project, the BMW Group, in cooperation with 
TOTAL, opened one of the first public hydrogen filling 
stations in the summer of 2015, offering two alternative 
refuelling options. In addition, the BMW Group is an as-
sociated partner of H2 MOBILITY Deutschland GmbH & 
Co. KG, which was founded in 2015. We also offer expert 
advice in the process of expanding the infrastructure for 
hydrogen, which is a viable fuel of the future. 
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In addition, the BMW Group is involved in local partner-
ships with other companies and policy-makers: we estab-
lished an e-alliance partnership, for instance, with the Ger-
man city of Munich, which will take strategic approaches 
towards improving the framework conditions necessary 
for the long-term market success of electromobility. The 
city’s declared targets, for example the reduction of NOX 
emissions or single-occupant traffic provide the impetus 
for joint measures. The BMW Group has taken on the role 
of initiator in promoting the expansion and operation of 
charging stations as part of public infrastructure, and is 
implementing these projects in collaboration with further 
electromobility stakeholders in the form of public /private 
partnerships.


In addition, the BMW Group is incrementally electrifying 
and expanding its DriveNow fleet. This is how we aim to 
solve the issues around available charging infrastructure 
for electric vehicles as well as to increase the visibility and 
accessibility of electromobility for people in their day-to-
day lives. The corresponding action plans were developed 
and implemented in 2016. In addition, further talks are 
being planned with other cities in Europe and beyond.


Perfect city vehicle: the BMW i3.


Supporting positive framework conditions 
for electromobility


Subsidisation has proven conducive to the successful in-
tro duction of new technologies. For this reason, the 
BMW Group seeks out dialogue with policy-makers re-
garding the consistency of policy measures, both on the 
supply and the demand side. In particular, we discuss 
measures to promote electromobility, whether by way of 
financial support or non-monetary packages of measures 
(for example the use of bus lanes or the introduction of 
dedicated lanes, or preferential parking). 


One challenge in this connection is the wide variation in 
the intensity and type of promotional measures from coun-
try to country, region to region, and city to city. Even with-
in the same community, municipal and non-municipal 
institutions may pursue divergent and possibly even con-
flicting goals.


In addition, customers currently react very quickly when 
incentives are removed (e.g. tax incentives). This is reflect-
ed in a reduction in demand.   


The BMW Group is involved, for example, in the • Nationale 


Plattform Elektromobilität (NPE) in Germany, in the Foreign 
Expert Panel of a high-level advisory committee for the 
Chinese central government as well as in the • PlugIn 


Electric Vehicle Collaborative in California, which addresses 
issues around market access and of which BMW was a 
founding member. 


We would like to see all markets take similarly effective 
measures to promote electromobility, such as those already 
in place in Japan, China and California.
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http://nationale-plattform-elektromobilitaet.de

http://www.pevcollaborative.org

http://www.pevcollaborative.org





 


Expansion of charging infrastructure  


The BMW Group is supporting the expansion of charging infrastructure 
for electromobility worldwide – both for private customers as well as in 
the public sphere. Since 2014, the BMW Group has taken on the role of 
an initiator with regard to the expansion of charging infrastructure in 
public spaces. In collaboration with other carmakers, charging station 
operators, energy suppliers and grid operators, the BMW Group is 
working to lower the entry barriers that charging infrastructure faces 
and initiate new projects. The BMW Group supports this process by 
providing expertise and financing. The company was active in over 20 
countries in 2016 and supported the expansion of over 3,000 DC and 
2,000 AC charging stations.


Furthermore, in collaboration with carmakers Daimler, Ford, VW and 
the brands Porsche and AUDI, the BMW Group is planning a joint ven-
ture to set up and operate a high-performance rapid-charging network 
along major transport axes in Europe. 


In addition, as part of the BMW 360° ELECTRIC portfolio, we offer 
 private and fleet customers state-of-the-art charging solutions (wall 
boxes, charging stations). Furthermore, the BMW Group’s charging 
service ChargeNow is constantly being further refined and expanded 


• chapter 2.3. 


 


Light & Charge
Light & Charge is a cost-saving alternative to conventional 
charging stations that integrates the charging point into 
existing urban infrastructure, for example street lamps, 
and thus requires no structural intervention. The use of this 
technology makes sense particularly in residential areas 
where people park on the street and rely on an ad equate 
charging infrastructure for charging their vehicles over-
night. Thanks to the small dimensions of the charging sta-
tions, the visual interference in the public space is mini mal.


Forecast


We will continue to offer innovative solutions for the di‑
verse mobility needs of our customers. We are deliberately 
focusing our efforts on building a broad technology base 
so that in the coming years we can offer tailored solutions 
for different needs worldwide. We expect that, in the future, 
a number of different drivetrain types will exist in parallel.


The BMW Group is working worldwide to expand charging infrastructure 
for  electromobility. 
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MOBILITY PATTERNS 


The BMW Group will have permanently changed 
mobility patterns in selected metropolitan areas 
by 2020 through the introduction of integrated 
mobility services.  


ReachNow – the American version of the European carsharing programme DriveNow – 
has been available since early 2016 in Seattle, Portland and Brooklyn and currently has 
over 38,000 customers.


Sustainability goal 
Products and services







–  Carmakers such as the BMW Group are currently 
confronted with changes to their business environ-
ment and must fundamentally change themselves in 
order to continue to be sucessful in the future.  
The technological shift towards electrification and 
simultaneous digitalisation are changing the sector. 
New providers of mobility services are stepping up 
the competition. 


Against this backdrop, we see three key areas of action 
when it comes to individual mobility:


–  Mobility services
–  Vehicle connectivity


–  Automated driving


Digitalisation opens up new opportunities in terms of 
safety, convenience and sustainability – for example 
through less time spent searching for parking spaces, 
better flow of traffic and inter-modal solutions. However, 
it also brings new challenges, for example in the area of 
data privacy, machine ethics, manipulation protection as 
well as legal and liability issues for companies. Active, open 
and balanced consideration of these topics is a key compo-
nent of our management approach towards the digitalisa-
tion of individual mobility.


We take an integrated perspective when it comes to this 
task. We aim to reach the next milestones at the beginning 
of the coming decade with a new BMW i model that will 
raise individual premium mobility to a whole new level. 
BMW iNEXT is the name the BMW Group has given to its 
project that aims to set new standards in how people ex-
perience mobility: in the next generation, we will combine 
new forms of automated driving and digital connectivity 
with state-of-the-art interiors, design and lightweight con-
struction.


2.3 
MOBILITY PATTERNS


The BMW Group offers its customers premium quality in‑
dividual mobility. The focus is always on driving enjoy‑
ment. This brand promise has become a challenge, in par‑
ticular in densely populated urban spaces, but also on the 
motorways around large cities. The increasing volume of 
traffic in cities often goes hand in hand with a significant 
rise in noise and air pollution, consumption of space as 
well as increased risk of accidents. To counteract these ef‑
fects, we make increasing use of the technologies around 
connected mobility and automatic driving. Building on this, 
we develop and establish innovative vehicles and services 
that have the potential to counteract the rising volume of 
traffic. In this process, we guarantee the highest standards 
of vehicle safety and data security.  


In 2016, the BMW Group engaged in dialogue with a var-
iety of stakeholders at a number of events addressing the 
future of mobility. The aim was to generate input from 
these stakeholders regarding the challenges facing the 
automotive industry. The schedule of events included our 
Future Mobility Days in Beijing, London and Santa Monica, 
California. Some of the central findings in the course of 
these exchanges were: 


–  Integration of cars into an inter-modal, increasingly 
digital transport system – especially in urban areas – 
is seen as a key and necessary competency.
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In 2016, the • Institute for Mobility Research (ifmo), which belongs 
to the BMW Group, carried out a project to analyse mobil-
ity patterns in different urban spaces in China. New solu-
tions and business models, developed to shape mobility 
more efficiently in Chinese cities, are emerging extremely 
quickly. Research projects that analyse such changes help 
the BMW Group to develop sustainable solutions for the 
future of urban spaces.


Alphabet
Solutions for fleet customers are taking on increasing im-
portance. This is the specialty of Alphabet Fuhrpark man-
agement GmbH, the BMW Group company that provides 
leasing and fleet management services. Energy efficiency 
and a sustainable fleet are today the main focuses for many 
of our fleet customers and are often required by their own 
car policies. In consultation with the customer, we try to 
determine how to develop a more eco-friendly fleet. Driv-
er training courses in eco-friendly driving habits as well 
as a sustainable drivetrain mix are possible  solutions. For 
example, depending on how the fleet is used, hybrid and 
electric cars can be a very good alternative to convention-
al fleet vehicles.


In 2016, the BMW Group launched pilot projects in two districts of Munich and  
of Hamburg that allow residents to test alternative mobility solutions such as car 
sharing and evehicles for their usefulness in everyday conditions. The aim is to 
reduce emissions in the cities and to enhance quality of life in the city.


Offering innovative mobility services  
for urban areas


Around 60 % of the world’s population is expected to live 
in cities by the year 2030. What is the future of indi vidual 
mobility in cities with increasingly dense populations? 
What concepts are needed in order to make  traffic climate- 
friendly and easy on resources? The BMW Group is in-
volved in dialogue and research projects that work to find 
answers to these questions and develop adequate solutions. 


We founded the competence centre for urban mobility in 
2015 to engage in dialogue with various local stakeholders 
with a view to developing a common vision of cities that 
will offer quality of life. It also initiates pilot projects to 
directly implement planned solutions at a local level. In ad-
dition, an urban mobility workgroup was initiated within 
the German Association of the Automotive Industry (VDA) 
and its goals are being actively pursued. The workgroup 
includes both VDA member companies as well as seven 
large German cities. We work together to identify the key 
goals for cities and industries, derive areas to be addressed 
and specify measures that are then integrated into pilot 
projects. This is how we ensure that we are as efficient and 
as fast as possible in finding scalable solutions for urban 
traffic.


41


Introduction


1
Strategy


2
Products 
and services


2.1  Emissions of CO2 
and pollutants


2.2 Electromobility


2.3 Mobility patterns


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·



http://www.ifmo.de/index_en.html





Promoting electromobility with premium car sharing
Since 2011, the BMW Group and Sixt SE have been offer-
ing their joint venture car-sharing service • DriveNow.  Today, 
DriveNow is available in eleven European cities, having 
most recently been launched in Milan in 2016. The Drive-
Now fleet currently comprises more than 5,400 vehicles, of 
which around 15.4 % are fully electric BMW i3 vehicles. By 
31 December 2016, DriveNow had a total of some 607,000 
customers in Germany and around 815,000 Europe-wide 
(in 2015: over 580,000 Europe-wide). In Germany, Drive-
Now is one of the main drivers of electromobility. To date, 
around 190,000 customers have driven some 6.5 million 
carbon-free kilometres using DriveNow’s BMW i3 electric 
vehicles. This means that 11.4 % of the journeys were com-
pleted  electrically.


Offering additional mobility services  
with ReachNow USA
On 8 April 2016, the BMW Group launched an advanced 
car- sharing programme in the USA under the name 


• ReachNow. To date, ReachNow is available in  Seattle, 
Portland and Brooklyn. ReachNow currently has around 
38,000 customers and a fleet of over 1,400 vehicles. Since 
the end of 2016, ReachNow has been piloting innovative 
services in addition to the classical car-sharing programme. 
Additional services include personal drivers (“Ride”) as 
well as a reservation and delivery service for vehicles that 
are rented for longer periods of 2–5 days (“Reserve”). 
“Fleet Solutions” targets companies and ReachNow mem-
bers in selected residential areas. They can have exclusive 
use of a fleet of premium vehicles that are permanently 
parked nearby. Another pilot being tested by ReachNow 
is the opportunity to rent out your own car to the fleet 
(“Share”).


 


Benefits of car‑sharing


Car-sharing makes it possible to be mobile without having to own a car. 
Free-floating car-sharing in particular offers the possibility of using a 
vehicle “as if it were your own”. A number of studies have been carried 
out to investigate the effect this will have on the vehicle fleet and kilo-
metres travelled. The “Evaluation CarSharing EVA-CS”, conducted by 
the state capital city of Munich concluded that the some 860 vehicles 
in the car-sharing fleet had reduced the number of vehicles in Munich/
DE by around 1,500 and that the number of vehicle kilometres driven 
had decreased by 41.2 million. Both have a direct positive impact on the 
goals of the city with regard to emissions and traffic congestion. Better 
framework conditions for car-sharing and the larger fleet that would re-
sult would probably lead to significantly more impactful results.


 


With BMWi and “NOW mobility services”, the BMW Group 
has laid the foundation for individual mobility solutions 
that place particular focus on the challenges of urban de-
velopment worldwide. With offerings such as DriveNow 
(free-floating car-sharing), ReachNow (on-demand mo-
bility services), ParkNow (digital parking service) and 
ChargeNow (charging network for electric vehicles), we 
started early on to direct our efforts towards the increasing 
importance of digital services. This is a key factor that will 
determine our future business  success. 
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Building convenient electromobility with 
BMW i 360° ELECTRIC and ChargeNow
One example of our holistic approach to electromobility 
is our 360° ELECTRIC package of products and services. 
It includes recharging both at home with the BMW i Wall-
box and on the go at public charging points that accept 


• ChargeNow – a recharge card that enables access and pay-
ment at around 62,800 public charging points installed by 
various providers. It is available in 26 countries worldwide 
and includes a cashless payment system. 


In 2016, the BMW Group launched a new BMW i Wallbox 
generation. The benefits of the BMW i Wallbox lie in the 
faster charging time – it charges up to six times faster than 
the charging cable provided as a series component. In ad-
dition, several users can set up a personal profile for the 
BMW i Wallbox Plus and BMW i Wallbox Connect models, 
to generate individual invoices. 


The BMW Group also offers an installation service that 
checks which BMW i Wallbox can be installed at the cus-
tomer’s home. If requested, the qualified on-site electrician 
from our partner installation company can also deliver, 
install, start up and provide instructions on how to use 
the system. 360° ELECTRIC also includes Assistance Ser-
vices with ConnectedDrive products designed specifically 
for electromobility, as well as further service and repair 
offerings. 


Creating sustainable parking patterns with ParkNow
• ParkNow is an app- and web-based service that enables 
digital payment of parking spaces on streets and in car 
parks. Cashless and ticketless parking is now possible in 
over 38 cities: this reduces the volume of traffic engaged 
in searching for parking spaces. Since November 2016, 
ParkNow has given users the option to pay for parking 
spaces without leaving their BMW vehicles (first launched 
in the new BMW 5 Series). So far, ParkNow has been in-
tegrated into vehicles in Germany, Austria and the USA. 


Find, book and pay for parking spaces with the ParkNow App.
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In this way, the digital services provided by BMW Con-
nected simplify day-to-day planning of journeys and ap-
pointments. Depending on the devices that are connected, 
BMW Connected identifies mobility-relevant information 
such as addresses in calendar entries and passes these on 
directly to the vehicle. Users are alerted in advance by 
their smartphones of the ideal time to start their journey, 
based on real-time traffic information. In addition, fre-
quent destinations and the user’s personal mobility pat-
terns are automatically saved, thus providing additional 
support to the driver. 


Automated driving for more convenience, 
safety and efficiency 


With project i (BMW i), the BMW Group was an early mover 
in actively engaging with the topic of electromobility and 
developing solutions for application on an industrial level. 
The project i 2.0 is now taking the same approach for auto-
mated and fully connected vehicles. Our focus here is on 
high-precision digital cards, sensor technology, cloud tech-
nology and artificial intelligence, all of which will make a 
decisive contribution towards our success in this segment.


Under the umbrella of BMW Personal CoPilot, the 
BMW Group brings together the technologies and systems 
that will support us on our way towards autonomous 
driving: from the already available driver assistance sys-
tems right through to highly- or fully-automated and final-
ly to the autonomous driving that will be with us in the 
future •. By 2021, we aim to have mastered the initial 
quantum leap from partially- to highly-automated motor-
way driving.


• see 
figure 2.04


Vehicle connectivity for enhanced  
inter-modal mobility


Global migration to large cities continues unabated. As 
there is little room for expanding the existing traffic 
routes in the cities, the existing infrastructure has to deal 
with ever increasing traffic volumes. This leads to more 
traffic jams and more dissatisfaction among road users. 
That’s why we need vehicle connectivity concepts that are 
designed for sharing, especially in urban areas. Our expe-
rience with DriveNow is a clear indication that car-sharing 
customers use more modes of transport than others. That’s 
why vehicle connectivity is already a decisive purchasing 
factor, both for fleet operators and for private buyers.


We already offer a traffic jam avoidance service, RTTI (Real 
Time Traffic Information). In addition, BMW i Connected-
Drive Services include intermodal routing and integration 
of public transport, vacant parking space searches close to 
the respective public transport stop and bicycle availability 
by Call a Bike – the bike rental system of German rail com-
pany Deutsche Bahn AG. In this way, the BMW Group 
makes an active contribution towards increasing inter-
modal mobility in cities.


BMW Connected – personalising and  
simplifying  mobility
In 2016, we launched BMW Connected in the USA and 
Europe – a holistic digital concept that provides seamless 
support for individual mobility. 


The BMW Connected digital mobility assistant has a large 
number of functions that support day-to-day mobility 
needs. For example, based on the flexible platform Open 
Mobility Cloud, a range of devices such as smartphones 
and smartwatches can be connected with the  vehicle. The 
user’s self-learning digital BMW-ID enables BMW Con-
nected to provide personalised experiences across a large 
number of “touchpoints”. 
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terms of revolutionising mobility: in addition to the safety 
aspects, we also see there being a considerable gain in 
terms of time and convenience for our customers – as 
well as improved driving efficiency. This creates significant 
freedom for our customers to use their time as they see fit 
while the vehicle does the driving.


The five development stages of automation
2.04 


 


Tasks of  
the driver


Tasks of the 
vehicle


PassengerMind offEyes offHands  
temp. offFeet offDriver


Driving
(steering, braking, 


accelerating)


Steering 
and supervising 


acceleration  
and braking


Supervising
the vehicle control


Always prepared  
to take over 


Required only  
on certain road 


sections 


Vehicle drives  
completely by  


itself and doesn‘t  
need steering  


wheel and pedals 


Self-driving on long 
road sections (entry-
2-exit). Hand-over to 
driver or falling back 
to no-risk condition 


if required 


Self-driving on certain 
road sections with 


 situational take-over 
request. Falling back to 
minimal risk condition 


if required


Vehicle takes  
over longitudinal  


and lateral control 
Vehicle takes  


over longitudinal 
control


No assistance Assisted Partially  
automated


Highly  
automated


Fully  
automated Autonomous


0 1 2 3 4 5


  


In the future, we want to enable our customers to partially 
or fully delegate driving to the vehicle in non-challenging 
situations, for example in traffic jams or in stop-start traf-
fic. The basic principle is that it is the driver who decides 
whether the vehicle should switch to a more automated 
mode or not. Although this involves a number of regula-
tory and societal challenges, it is a great opportunity in 


• F
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systems require the driver's full attention and should not 
be confused with a high degree of – or full – automation 
that in some cases allows the driver to actively turn their 
attention away from traffic.


Setting new standards for automated driving  
with BMW iNEXT 
The BMW Group wants to lead the way in automated 
driving and will continue to work hard on further devel-
oping the associated technologies in the coming years. 
New sensors and higher performance software as well as 
clear advances in artificial intelligence research make it 
possible to move forward dynamically with the next steps 
in automated driving. With our planned BMW iNext mod-
el, we want to set new standards in this area by 2021. In 
this process, we are relying both on our own technological 
strength as well as on pooling our expertise in collabora-
tion with innovative partners. 


The first milestone was reached at the end of 2015, when 
the BMW Group and other carmakers purchased the nav-
igation service HERE, benefitting from this company’s 
extensive portfolio of maps, pioneering understanding of 
locally focussed services and secure data processing that 
complies with data privacy legislation. 


A further important partnership on the road to automated 
driving is our collaboration with Intel and Mobileye. This 
partnership brings together three leading companies from 
the automotive, technology and computer vision and ma-
chine learning industries. Our common goal is to develop 
an open industrial standard for autonomous driving (a 
“non- exclusive industry platform”). Together, we aim to 
bring solutions for highly – and possibly even fully – auto-
mated driving into series production by 2021.


The benefits of automation at a glance
2.05 


 


Premium driving convenience 
Support for driver – when under/over-challenged (traffic jam, bottleneck);  


in-vehicle free time due to automation


Increased safety
The vehicle sees: fast, comprehensively, simultaneously, tirelessly;  


safe driving, with and without automation


Enhanced efficiency
Optimised use of road infrastructure, traffic jam avoidance;  
Use of extended traffic services and mobility concepts;  


reduction in air and noise emissions


   


Experiencing modern assistance systems  
with the BMW 5 and 7 Series  
Equipped with a stereo camera and five radar sensors, the 
BMW 7 Series stays in its motorway lane and keeps its 
distance to the vehicle ahead, even at high speeds. And 
thanks to Remote Control Parking, the BMW 7 Series finds 
its way into the garage, at the push of a button. The BMW 
flagship is already the benchmark in the areas of connectiv-
ity and operation when it comes to comprehensively inte-
grating gesture control. In addition, driver assistance has 
been taken to the next level in the new 2016 BMW 5 Series: 
new features include partially automated lane changing on 
motorways and the emergency steer assist that uses precise, 
highly dynamic steering support to give the driver addi-
tional safety during critical manoeuvres. These active as-
sistance systems are helping to gradually make vehicle 
traffic safer. This  applies not only to the driver but also to 
all other road users. The BMW Group finds it particularly 
important that these support mechanisms always make the 
driver aware of the system's limits so that he is not uncon-
sciously distracted from the traffic situation. Assistance 
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In another project, the ifmo research institute is currently 
investigating the long-term effects of autonomous vehicles 
on mobility patterns. The results indicate that autonomous 
vehicles could increase the number of kilometres covered 
by cars. However, any future offering of autonomous car-
sharing fleets as part of public transport systems has the 
potential to reduce traffic volumes in urban areas.


Autonomous driving – pooling capacities within the 
development centre
In 2017, the BMW Group will pool and further expand its 
capacities within a new development centre for autono-
mous driving. The new centre will require a total of around 
2,000 employees, creating a large number of new jobs. By 
taking this step we are preparing for the technical chal-
lenges we face as we gradually introduce automation.


What is important to us in this context is to make sure 
our communications with customers and the public are 
based on the facts alone. Therefore, we continue to present 
a clear picture of the degree of automation and do not 
promise customers more than our systems can provide.


The BMW Group is continuing to expand its capacities in 
this area and is participating in collaborative research ini-
tiatives with science and industry with a view to develop-
ing the best solutions and integrating them into series pro-
duction as quickly as possible. Key research areas are auto-
mation in urban areas, traffic management and driving 
safety systems as well as technical solutions. This includes 
safe return to the driver, addressing disruptions and bar-
riers as well as predictive driving. The first automated re-
search vehicles are to be tested not only on motorways 
but also in Munich /DE, in order to test the vehicles in 
city traffic conditions. In the automated test vehicles, a 
driver will be present who can take over control in any 
situation. 


The BMW Group will start series production of solutions for highly 
and fully  automated driving by 2021.
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Systematically securing data protection
The BMW Group is committed to the principles of data 
processing transparency and data minimisation. In 2014, 
we were the first carmaker worldwide to successfully 
complete the validation process for the Binding Corporate 
Rules (BCR) scheme. The BCR regulation guarantees a 
data protection standard that is to be upheld and main-
tained by BMW AG and all its subsidiaries. This ensures 
that in the BMW Group, personal data is always handled 
at a uniformly high security level, regardless of whether 
the data is processed for example in Europe, Asia or 
America. An international network of local data protec-
tion coordinators ensures compliance with the Binding 
Corporate Rules.


Protection of information and data is an integral part of 
the business processes at the BMW Group, and we comply 
with the international security standard ISO /IEC 27001. 
In the field of vehicle communication (BMW Connected-
Drive) and also digitalisation, transparent for the custom-
er as well as data security and prevention of misuse are 
key concerns. Personal data is only collected, processed or 
used if this is legally permissible and granted with the 
consent of the person in question. In addition, we invest 
in technical measures to protect the data. If customers or 
prospective customers lodge any complaints regarding 
data protection, for example with respect to advertising 
campaigns, such complaints are addressed promptly.  


Mastering the challenges of digitalisation 
and automation


The focus of the technological changes is on the safety of 
the driver, vehicle occupants and pedestrians. Autonomous 
driving technology has not yet reached maturity. Further-
more, clear legal framework conditions need to accompany 
the introduction of this technology. The data transfer that 
accompanies the developments in digitalisation and auto-
mation also necessitates an intensification of the require-
ments placed on aspects of manipulation and data privacy.


Preventing manipulation
The advance of digitalisation requires additional measures 
to protect against unauthorised access to the  vehicles. In 
order to protect our systems from manipulation, we have 
a clear procedure in place that forms an integral part of 
our development work. Methodically executed penetration 
tests identify potential weak points and close security gaps 
even before the respective components are approved. We 
turn newly emerging knowledge into binding standards 
on an ongoing basis. In this way, the BMW Group aims to 
offer its  customers the utmost in manipulation protection 
and to ensure that there is no unauthorised access to con-
trol devices or vehicle interfaces.


Non-discriminatory vehicle data will in future be made 
available to authorised applicants via a manufacturer 
backend system. This enables simple and secure sharing 
of vehicle data with third-party service providers via a 
standardised interface. If our customers so wish, we can 
use this interface to transfer, for example, personal  driver 
profile data to insurance companies to calculate pay-as-
you-drive insurance fees. By using a backend  system for 
data transfer, the BMW Group minimises the vulnerability 
of the vehicle fleet to hacking attacks, as direct and often 
unprotected data connections between the vehicle and 
third parties can be avoided. 
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The investment fund can invest up to € 500 million. By in-
vesting in business models and technologies that are fit for 
the future, the BMW Group can act with more autonomy 
and continue to identify and engage with trends in the 
world of mobility. This is a clear advantage in view of the 
fact that the IT and tech sectors have faster development 
cycles than the automotive industry. Our partners benefit 
from our many years of experience, our reach and our 
broad network of established brands. 


Some of the investments of BMW i Ventures include:


–  • Zendrive for more economical road driving  
Drawing upon mobile technologies and large data 
volumes, Zendrive provides driver-specific analyses 
of the economy of the driving style, for example. 
The driver can access these analyses at any time.


–  Intermodal route planning with •   Moovit  
The Moovit app integrates comprehensive informa-
tion on the bus, tram and subway schedules of local 
transport companies by using their timetable data 
as well as real-time information from the “Moovit 
Community”. 


–  • ZIRX on‑demand parking service  
Users can enter their destination into the ZIRX 
smartphone app. When they arrive, a ZIRX agent will 
be there to park the car. While the car is parked, 
users can book additional services via the ZIRX app.


Taking account of registration and liability legislation
There are still a number of hurdles to overcome on the path 
to automation: In addition to the Vienna Convention of 
1968, there are also issues regarding registration and lia-
bility-related legislation, which still make it difficult to 
introduce automated road traffic driving. There must be 
clarity regarding which traffic situations a highly automat-
ed vehicle has to recognise independently. With regard to 
liability issues, a “black box” is required that stores certain 
data necessary to sort out  accident liability. This data stor-
age unit can contribute towards allocating responsibility 
between human and machine when accidents happen.


Promoting innovative mobility concepts


In addition to services we have developed in-house, the 
BMW Group’s BMW i Ventures also has shareholdings in 
promising start-up companies. BMW i Ventures is head-
quartered in Silicon Valley and invests in start-up enter-
prises in the area of mobility services and e-mobility as 
well as in pioneering technologies from the area of auton-
omous driving and digitalisation – specifically in the in-
vestment fields of “Enabling Technology” and “Digital Ve-
hicle Technology”, “Mobility and Digital Services”, “Cus-
tomer Experience” and “Advanced Production Technology”. 
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Forecast


We will continue to work on intelligent networking of mo‑
bility services, vehicles and infrastructure in order to make 
urban mobility more flexible, convenient and sustainable. 
The BMW Group brings together its strong brands, techno‑
logical expertise and innovative strength with new strategic 
partnerships and collaborations (HERE, Intel and Mobil‑
eye) and their innovative solutions.


URBANX is a startup accelerator in New York.


BMW Startup Garage
Die BMW Startup Garage, located in Munich, is a pro-
gramme that aims to secure access to innovative start-up 
technologies. The BMW Group acts as a “Venture Client” 
to the start-up company. This means that we become a 
client to the start-up company very early on. This approach 
is very efficient for all involved as it enables the start-up 
companies to validate their solutions at an early stage, and 
the BMW Group can then have these solutions tailored to 
its needs. 


• Further information: www.bmwstartupgarage.com


URBANX 
URBAN-X is a New-York-based start-up accelerator by 
MINI and SOSV, created to invest in start-up companies 
that are shaping the future of cities through technology 
and design. URBAN-X combines the core competencies of 
 MINI, including design, engineering, and usability, with 
SOSV’s skills as a longtime investor and supporter of 
start-ups as they evolve. With its best-in-class accelerator 
programmes worldwide, and $300 million in capital under 
management, SOSV was recently named the third-largest 
seed investor worldwide. 


• Further information: www.urbanx.com
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S T A K E H O L D E R 
I N P U T


SUSAN DREYER
CDP,  


Country Director Germany


 2


What challenges does a globally operating automotive group 
currently have to face in decarbonising its value chain?
Driving down CO2 emissions along the automotive value 
chain has systemic impacts on car design, with conse
quences for the production system, industry structure and 
the viability of current business models. The industry is 
thus required to rethink its business model at large, as a 
more radical design philosophy would question core elem
ents of the product. Similarly, the complex and sometimes 
opaque supply chains of global automotive groups carry 
sustainability challenges, resource risks, and efficiency 
opportunities. Another challenge is getting BMW’s suppliers 
to engage with their own suppliers. On average supply 
chain emissions are many times greater than those from 
direct operations – so it’s crucial that engagement cascades 
down the supply chain.


Why do automotive manufacturers have to rely on “sustain
able mobility and sustainable production” in the long term?
At a European level, ELV (end of life of vehicles) legislation 
already stipulates an 85 % recycling rate. So it’s important 
for automakers to work closely with vehicle dismantlers, 
shredders and recyclers to ascertain the best methods for 
high value extraction of mechanical parts. Additionally, 
auto manufacturers are increasingly investigating the 
potential for circular economy realisation across the entire 
value chain. The Paris Agreement and adoption of SDGs 
are the beginning of a new era in which businesses must 
develop innovative strategies to survive in a lowcarbon 


economy. It can no longer be business as usual, with 83 % 
of BMW suppliers that are reporting into CDP already 
identifying climaterelated risks, increasing pressure on 
resource availability, impending shifts in regulation and 
changing consumer expectations. As such, the industry 
will be expected to innovate and experiment.


How does the BMW Group face the challenges from 
your point of view?
Car companies will be able to identify and capitalise on 
the risks and opportunities on their path towards sustain
able mobility and production by valuing non-financial 
reporting and encouraging their suppliers to do the same. 
BMW Group has integrated sustainability into its supply 
chain strategy and targets. Among other things, the com
pany is assessing its top 100 suppliers against key indica
tors such as emission targets, reduction initiatives and 
changes in absolute emissions. This allows the company to 
track annual performance, develop competitive bench
marks and inform its future supplier engagement strategy. 
As a result, BMW Group was able to initiate pilot projects 
for emission reductions in collaboration with key suppliers, 
and covers 69 % of its procurement overall spend, among 
the largest coverage known to us. BMW’s sustainability work 
has made it one of only two companies worldwide (out of 
5,800 who reported to CDP in 2016) to achieve an A score 
in CDP’s Climate Change programme for seven years 
in a row. 
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RELEVANCE  
FOR BMW GROUP
RELEVANCE  
FOR BMW GROUP


Climate change is one of the greatest challenges facing society 
today. Negative impacts on particularly vulnerable areas and 
populations can already be seen. At the same time, the world 
population is growing and with it the consumption of resources. 
CO2 and pollutant emissions are also increasing due to the 
 production of consumer goods. In order to fulfil our vision of 
being the most sustainable premium manufacturer, we are 
continuously reducing CO2 emissions and resources used per 
vehicle produced. We are increasingly using renewable energies 
at our locations worldwide. In addition, we foster the imple-
mentation of social and environmental standards as well as 
transparency and resource efficiency in our supply chain. 
These measures are becoming increasingly important in the 
development of electromobility. We are therefore making a 
contribution towards solving the challenges faced by society, 
and are reducing both risk and production costs.
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KEY FACTS  
AND FIGURES


Share of renewable energy purchased 
from third parties in % 


 63
2016


58
2015


Energy consumption per vehicle 
 produced in Mwh /vehicle 


2.21
2016


2.19
2015


Waste for disposal per vehicle 
 produced in kg /vehicle 


 3.51
2016


 4.00
2015


Water consumption per vehicle 
 produced in m³/vehicle 


2.25
2016


2.24
2015


Share of productionrelevant 
 purchasing volume in the CDP Supply 
Chain Programme in % 


 69
2016


 53
2015


CO2 emissions per vehicle produced 
in t /vehicle 


 0.54
2016


 0.57
2015


54


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


3.1  Consumption 
of resources


3.2  Renewable energy


3.3  Sustainable, 
 resource- efficient 
 supply chain


4
Employees 
and society


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·







CONSUMPTION OF RESOURCES 


The BMW Group will reduce its resource  
consumption (energy, water, waste, solvents)  
per vehicle produced by 45% by 2020  
(base year 2006).


State-of-the-art technology ensures BMW Group paint shops 
are clean and use resources efficiently.


Sustainability goal 
Production and value creation







3.1 
 CONSUMPTION 
OF RESOURCES


Our company is facing the challenge of conserving re
sources and tackling climate change. This is also very 
relevant for the production processes of the BMW Group. 
We require resources for the production of our vehicles and 
the energy we consume generates emissions. What is more, 
production can be impaired by the impacts of climate 
change. For this reason, we continuously increase our ener
gy and resource efficiency and minimise CO2 and pollutant 
emissions from our production. We see this as the most 
important component of responsible business management. 
In addition, our measures help reduce production costs, 
meet the needs of our customers and stakeholders and 
prepare for new legal requirements.


Since 2006, we have reduced our use of energy and water, 
waste and waste water as well as solvents and CO2 emis
sions from vehicle production per vehicle produced by an 
average of 50  % •. In 2016, utilisation of resources and 
emissions per vehicle produced were reduced by an aver
age of 4.9  % compared with the previous year. 


• see 
table 3.01


Further improving the good figures achieved in recent 
years is a major challenge for our environmental manage
ment system. We continuously work on this at all existing 
and new locations. On the one hand, we want to achieve 
our internal goals through our environmental management 
system. On the other hand, it is important to respond to 
external trends, such as increasing prices of raw materials 
or growing involvement of our locations in urban metro
politan areas, which requires further reduction of environ
mental impacts.


We are among the leading automobile manufacturers in 
the areas of emissions, waste and process waste water and 
have also already achieved our internal objectives. We will 
continue our efforts to make further improvements in 
these areas. Our main focus is now on energy and water 
consumption, where there have been slight increases in 
the reporting period and we are yet to achieve our objec
tives. In this area we systematically follow our reduction 
plans and continue to work on achieving our objectives.


 Improvement in resource consumption and  
emissions from vehicle production since 2006


3.01 


 


Energy consumption  – 35.4 %


CO2 emissions   – 48.6 %


Waste for disposal   – 81.5 %


Water consumption  – 31.0 %


Process waste water   – 48.8 %


Solvent emissions   − 54.6 %


In 2001, the BMW Group signed the • International Declaration 


on Cleaner Production of the United Nations Environment Pro
gramme and expressly committed to keeping the environ
mental impact and resource consumption of our production 
activities as low as possible.


• T
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http://www.unep.fr/scp/cp/network/pdf/english.pdf

http://www.unep.fr/scp/cp/network/pdf/english.pdf





Optimising energy efficiency


In 2016, energy consumption from our vehicle production 
slightly increased to 2.21 MWh per vehicle produced com
pared to the previous year (2015: 2.19 MWh) •. This can 
essentially be attributed to the launch of the new engine 
plant in Shenyang /CN and the construction of a new, ef
fi cient paint shop in Munich /DE. As soon as the new, 
highly efficient plants and production facilities are under
way, the old facilities that they replace will be deactivated. 
In line with this, we expect energy consumption to decline 
as soon as 2017. We are coming closer to our goal of reduc
ing consumption per vehicle by 45  % by 2020 compared to 
2006. A number of measures are already planned to help 
us achieve this, including heat regeneration, the compre
hensive use of LEDs and further increases in efficiency at 
paint shops using integrated painting processes. So far, we 
have achieved a reduction of 35.4  % compared to the base 
year of 2006. •  GRI G4-EN5, GRI G4-EN6 


Energy consumption per vehicle produced ¹
3.02 


in MWh/vehicle


2.41 2.36 2.25 2.19 2.21
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1  Efficiency indicator = electricity, heat, natural gas and heating oil consumption from 
 vehicle production (without motorcycles) minus CHP losses, divided by the total number 
of vehicles produced, not including the vehicles from the Magna Steyr/AT and Nedcar 
contract production plants.


•  GRI G4-EN5, GRI G4-EN6


• see 
table 3.02


• T


We have thus established environmental management sys
tems at all existing production plants, with plans to install 
them at all future locations. With the exception of motor
cycle production in Manaus / BR and Hosur/IN, all of our 
production locations, German dealerships, as well as six 
others in Eur ope (Vienna / AT, Zurich / CH, Rome / IT, Milan /
IT, Madrid / ES and Barcelona / ES) are now certified ac
cording to ISO 14001 •. After the standard was revised in 
2015, we are now implementing the environmental man
agement systems at our locations in line with the changes. 
The newly set priorities include greater involvement of 
stakeholders and consideration of the entire life cycle of 
our products and services. Most of these changes corre
spond to our longstanding practice. However, they must 
also be integrated into our management system check ac
cording to ISO 14001:2015.


Our six competence centres (for water, waste, energy, emis
sions, training and environmental management system) 
are staffed by environmental experts from the different 
plants and by specialists from Corporate Environmental 
Protection. They discuss legal requirements and bestprac
tice solutions with technology experts from the production 
plants and develop reference systems on which to base 
future planning and process improvements. Environmen
tal improvements that have been effective at one location 
are implemented at other locations wherever possible. Both 
existing and new locations benefit from this, such as our 
future plant in San Luis Potosí / MX. Furthermore, we pass 
on our experiences to our suppliers in order to improve 
sustainability in our supply chain where possible •.


• see 
Further 
key indicators


• see 
chapter 3.3
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Systematically reducing CO2 emissions


In light of climate change, the reduction of CO2 emissions 
is highly relevant for the BMW Group. Reducing CO2 emis
sions not only makes environmental sense – it is also a 
business opportunity for the company. Fewer CO2 emis
sions mean cost savings and competitive advantage due to 
less energy consumption and avoidance of CO2 levies. In 
addition, many of our fleet customers have high expecta
tions with regard to green car policies. So we are reducing 
CO2 emissions both in our own production as well as along 
the value chain.


Minimising CO2 emissions at company locations
CO2 emissions at the BMW Group locations are generated 
directly from burning fossil fuels (Scope 1 emissions) and 
indirectly through the company’s electricity and heat con
sumption (Scope 2 emissions). We focus on reducing CO2 
emissions from our production facilities, which account 
for around 90  % of these Scope 1 and 2 emissions. We are 
pursuing our vision of carbonfree energy supply at all 
locations.


Through our measures to increase energy efficiency, as 
well as the use of electricity from renewable sources at our 
production plants, CO2 emissions from vehicle production 
per vehicle produced decreased in the reporting period 
by another 5.3  % to 0.54 t compared to the previous year 
(2015: 0.57 t CO2 per vehicle).


To increase energy efficiency, we are currently developing 
CHP systems at seven locations. These highly efficient new 
systems quadruple the production capacity of the eight sys
tems that we currently have.


Smart management of energy data
The BMW Group continuously takes measures which help 
save energy and reduce CO2 emissions at the same time. 
For instance, a forecastbased building control system was 
installed in the IT centre of the Munich /DE location, which 
uses weather forecasts, a building structure simulation as 
well as regular measurement data to optimise energy con
sumption for the ventilation and heating of the office build
ing with a surface area of almost 60,000 m² and 3,000 em
ployees. The system was planned there as a pilot. It not 
only reduces the heat consumption by 1,200 MWh, but also 
increases convenience of use for employees. After this suc
cessful pilot project, there are now plans to implement the 
concept at other locations.


At our branch in Stuttgart /DE, energy costs were reduced 
by 40  % through the use of the energy management system 
“Emsyst 4.0”. The system uses sensors to record all con
sumption and controls it so that heating is turned down, 
for instance, when windows are open.


In April 2016, the BMW Group was selected as one of just 
nine companies to take part in the North American Energy 
Management Pilot Program (NAEMPP). This programme 
fosters exchange between participants in the USA, Canada 
and Mexico and therefore supports the faster implementa
tion of the ISO 50001 standard and the Superior Energy 
Performance® certificate of the U. S. Department of Energy 
to reduce energy consumption and CO2 emissions. The 
project began in 2016 and will end in mid2017 with an 
evaluation and assessment including best practice transfer. 
Specific measures include the creation of an inter-disci
plinary energy management team, the formulation and 
approval of a plant energy policy with longterm energy 
planning, as well as the identification of statistics which 
further increase transparency for targeted energy con
sumption.
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Reducing CO2 emissions in the value chain
Both upstream and downstream in the value chain, we 
continually reduce emissions caused by the use and dis
posal of our products, in our supply chain, in transport 
logistics and by employees commuting to and from work 
(Scope 3 emissions). Around 70  % of these Scope 3 emis
sions are generated during utilisation of the vehicles sold. 
The emissions generated during fuel production are not 
counted here. With our Efficient Dynamics technologies, 
we are continually reducing the average fleet emissions 
of CO2 per kilometre worldwide – in 2016 by 2  % to 144 g 
CO2 / km (2015: 147 g CO2 /km) •.


Around a fifth of Scope 3 emissions were generated in the 
upstream supply chain. We constantly work with our sup
pliers to look for further possibilities to use resources more 
efficiently •.


Furthermore, around 2  % of Scope 3 emissions are caused 
by the global transport volume required to supply our pro
duction plants with materials, to deliver our vehicles and 
to supply spare parts to the markets. In order to keep these 
CO2 emissions to an absolute minimum, we work on the 
principle “production follows the market”. We also con
tinually increase the share of lowcarbon modes of trans
port. Increasing rail transport is a measure to reduce CO2 
emissions. For instance, we were able to keep the number 
of new vehicles that leave our plants by rail at the high 
level of 59.7  % (2015: 63.1  %). The small decrease is due to 
a slightly altered regional distribution of our production 


•. Rail also plays an important role in supplying the plants 
with production material. For example, a train with vehicle 
components runs on the TransSiberian railway from Ger
many to China twice a week. Furthermore, in cooperation 
with logistics service providers we are deploying the first 
allelectric lorries in the transport of goods near the plants.


• see 
chapter 2.1


• see 
chapter 3.3


• see 
Further 


key indicators


Another example of the increase in energy efficiency and 
the associated reduction of CO2 emissions is the exten
sive replacement of lights by LEDs, a process which the 
BMW Group began in 2016. Around 115,000 lights were 
replaced in total. As a result, a reduction in the energy 
demand amounting to 6,848 MWh was achieved in 2016, 
which meant that we were able to avoid CO2 emissions of 
around 2,800 t.


CO2 emissions per vehicle produced ¹
3.03 


in t/vehicle


0.72 0.68 0.66
0.57 0.542
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1  Efficiency indicator = CO2 emissions (from vehicle production, without motorcycles) 
from Scope 1 and Scope 2 minus CHP losses divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract 
 production plants.


2  Calculated using revised emissions factors. 


•  GRI G4-EN18


In 2016, emissions in our production network amounted 
to 1,254,961 t CO2 (2015: 1,267,485 t). This means that, in 
spite of an increase in production volume, we achieved a 
decrease in overall CO2 emissions in this area for the sec
ond year in a row. This was possible thanks to a steady 
increase in the amount of green electricity purchased. We 
see the consistent decrease in CO2 emissions per vehicle 
produced in recent years as confirmation of the effective
ness of our measures •. •  GRI G4-EN18, GRI G4-EN19


• T


• see 
table 3.03
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With Design for Recycling, we ensure that as many of the 
components as possible flow back into the materials cycle 
once the vehicle has reached the end of its life cycle. This 
leads to lower CO2 emissions in the value chain •.


 BMW Group CO2 footprint
3.04 


in t CO2 2012 2013 2014 2015 2016


Total emissions 1 61,603,503 64,019,874 66,913,264 68,991,955 70,818,970


SCOPE 1: DIRECT GREENHOUSE GAS EMISSIONS (CO2, NOX)          


Total emissions  484,612 492,798 494,931 536,168 562,146


Emissions of BMW Group locations 2 395,012 399,473 403,810 443,575 472,021


Emissions of company vehicles  84,633 88,695 85,695 87,358 85,008


Emissions of company-owned planes   4,966  4,630  5,426  5,235 5,117


SCOPE 2: INDIRECT GREENHOUSE GAS EMISSIONS           


Total emissions 3 862,214 922,843 966,067 923,313 868,089


Electricity/heat purchased by BMW Group locations 3 862,214 922,843 966,067 923,313 868,089


SCOPE 3: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions  60,256,678 62,604,233 65,452,266 67,532,474 69,388,735


Emissions of logistics  1,247,100 1,383,774 1,518,304 1,402,082 1,427,399


Emissions of emissions of business trips  111,971 113,388 137,601 138,522 166,164


Emissions of employees’ commuter traffic 4 113,505 122,584 121,428 133,690 139,797


Emissions of upstream chain 5 12,592,090 13,274,865 14,331,118 14,886,300 15,391,154


Emissions of utilisation phase 6 45,251,958 46,696,786 48,239,470 49,582,958 51,079,073


Emissions of disposal 5 940,054 1,012,836 1,104,345 1,145,158 1,185,148


1  Addition of emissions from employees’ commuter traffic, from 2012 onwards emissions from supply chain, utilisation phase and disposal as well as from 2015 onwards BMW Group location emissions from BMW 
Motorrad Berlin/DE and corporate functions, development and administration in Munich/DE. The emissions listed account for around 90% of the Scope 1 to Scope 3 emissions of the BMW Group. Climate-relevant 
gases other than CO2 are not included in Scope 1 and 2 emissions. 


2  Figures from 2015 onwards not directly comparable to previous years due to changes in system boundaries. Emissions from company production locations, including BMW Motorrad Berlin / DE as well as 
 corporate functions, development and administration in Munich / DE. Application of VDA emissions factors revised in 2015.


3  Figure from 2015 onwards not directly comparable to previous year due to changes in system boundaries. Emissions from company production locations, including BMW Motorrad Berlin / DE as well as corporate 
functions, development and administration in Munich / DE. Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Application of supplier electricity labelling 2015 in Germany and UK as well 
as the VDA factors revised in 2015. Scope 2 emissions calculated using “location-based” method (overall third-party electricity and heat purchased calculated using VDA factors): 1,532,448 t CO2.


4  Extrapolation from the table “Means of transport used by BMW employees and indirect CO2 emissions from employees’ commuter traffic”.
5   Thinkstep's LCA tool Gabi calculates emissions from supply chain and disposal processes, based on the carbon footprints of representative vehicles from the product lines (including the climate-relevant gases 


CO2, CH4, N2O, SF6, NF3, among others). Corresponding with the CO2 emissions, energy consumption (lower heating value) is calculated based on the environmental footprints. Around 70,205,000 MWh in the 
supply chain as well as 476,000 MWh at the disposal companies.


6  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km. 


•  GRI G4-EN4, GRI G4-EN15, GRI G4-EN16, GRI G4-EN17


• see 
chapter 2.1


• T
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At some BMW Group locations, the BMW Group has been 
using “balancing energy” since 2015 to sell its flexible ca
pacity from the heat and power it generates inhouse.


In addition, we implement solutions based on used vehicle 
battery storage, storing environmentallyfriendly but vola
tile solar and wind energy to be used when required •. 


Using raw materials intelligently


The environmentally friendly use of raw materials is taken 
into account as early as the vehicle development phase via 
Life Cycle Engineering •. We shape our supply chain and 
material cycles accordingly, allowing us to gradually in
crease the use of secondary raw materials in our vehicles. 
Up to 20  % of the thermoplastic materials in our vehicles 
are now made from recyclates (2013 to 2016: up to 20  %). 
These materials account for an average of 12  % of vehicle 
weight •. We use up to 50  % secondary aluminium in high- 
strength cast aluminium parts. •  GRI G4-EN2 Wherever it 
makes technical, business and environmental sense and is 
socially viable, we replace artificial materials with renew
able materials. For example, we replaced supports of door 
trim panels with natural fibres. These are used in the 
BMW i3, BMW 7 and BMW 5 models, among others. This 
way, we make a significant contribution towards resource 
efficiency.


• see 
chapter 2.2


• see 
figure 2.02


• see 
Further 


key indicators


BMW Energy Services – developing business models 
for the energy transition
The newly created business unit BMW Energy Services 
operates a number of digital business models that aim to 
participate in the energy market of the future and help 
drive the energy transition. 


In 2015, we founded “Digital Energy Solutions”, a joint ven
ture company in collaboration with Viessmann. The digital
lybased services of Digital Energy Solutions are designed 
for small and mediumsized enterprises from trade and 
industry. One of the key aims of the business model is to 
identify and utilise the potential presented by energy flex
ibility. Another goal is to effectively use excess volumes of 
power – particularly from renewable energy sources – to 
bundle the synergies that can be found between the elec
tricity, heat /cooling and mobility sectors. For example, ex
cess power from a photovoltaic system can be used to 
 directly charge the electric vehicle fleet. Customers ben-
efit from this service in three ways: their energy costs are 
 optimised holistically, their carbon footprint is reduced 
sus tainably and they can be sure of improved security of 
supply at their company locations. The overall aim of the 
joint venture is to achieve the CO2 emissions targets in the 
energy, heat and transport sector at low cost, in particular 
in Germany and Austria.  
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Together with its sales organisations in each country, the 
BMW Group has installed recovery systems for end oflife 
vehicles in 30 countries and offers vehicle owners environ
mentally friendly vehicle recycling at dedicated recovery 
centres. •  GRI G4-EN27, GRI G4-EN28


All BMW Group vehicles brought onto the market since 
2008 meet the strictest global requirements set for the re
cycling of endoflife vehicles, components and materials 
(95  % total recycling, 85  % reuse and material recycling).


At our recycling and dismantling centre (RDZ), we test 
new recycling concepts for innovative vehicle components 
on an ongoing basis. Furthermore, we promote the imple
mentation of new recycling technologies, such as the re
cycling of high-voltage batteries and carbon fibre compo
nents through cooperation with research institutes and 
suppliers. We also intend to close the material cycles in 
this area by using secondary raw materials in the produc
tion of lithiumion batteries.


In September 2016, we founded the Joint Venture Encory 
together with the ALBA Group, which recovers, prepares 
and sells used automotive parts. The goal of the company 
is to increase recycling of highquality vehicle parts, as well 
as to effectively and efficiently organise the collection and 
preparation of used parts.


We carefully consider weight, function and costs in the 
use of rare earths. Rare earths are key raw materials for a 
number of components in modern vehicles. How we use 
rare earths can contribute towards reducing fuel consump
tion, for example by increasing the efficiency of electrical 
systems. In some components, such as the engine fan, we 
have completely replaced rareearth elements that are po
tentially critical to supply.


End-of-life vehicle recovery and recycling
We do not consider endoflife vehicles as waste to be dis
posed of, but rather as a secondary source of raw materials. 
Established recovery systems for endoflife vehicles, com
ponents and materials ensure that they are reintegrated 
into the raw materials cycle.


At the BMW Group’s recycling and dismantling centre (RDZ) in Unterschleissheim / DE, 
research is done into environmentally friendly and efficient recycling of BMW vehicles.
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Reducing water consumption and waste water


We work on an ongoing basis to reduce our water consump
tion. In doing so, we place a special focus on production 
plants in countries with an increased water risk such as 
South Africa, the USA or China. There are currently no 
water supply risks at our production plants.


The three largest water consumers at the BMW Group are 
the sanitary facilities for our workforce (47  %), evaporation, 
mainly at cooling towers (around 34  %) and the production 
processes, in particular at the paint shops (around 19  %). 
We are continuously improving our resource efficiency in 
all three areas. During the reporting period, we reduced the 
water consumption of our plants in Munich /DE, Regens
burg /DE and Rosslyn /ZA by optimising processes and 
upgrading paint shop facilities as well as by reusing water 
from wastewater treatment for production and cooling.


Water consumption per vehicle produced¹
3.06 


in m3/vehicle
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1  Efficiency indicator = water consumption from vehicle production divided by the total num-
ber of vehicles produced, not including the vehicles from the Magna Steyr/AT and Nedcar 
contract production plants. 


• T


Avoiding and recycling production waste


We have already achieved our goal of reducing waste vol
ume in vehicle production by 45  % by 2020 compared to 
the base year 2006. In spite of this, we continue to mini
mise the amount of waste for disposal, and integrate as 
many residual materials as possible into a complete life 
cycle management system. We achieve this by improving 
our waste separation processes and working hard to find 
further recycling and reuse options for the individual 
waste types. In 2016, we obtained an official permit for the 
Tiexi plant in Shenyang /CN for the recycling of material 
from dry separation. The permit makes it possible to use 
the material for recycling in a cement plant.


The waste from production that cannot be recycled was 
further reduced in 2016 to 3.51 kg per vehicle produced 
(– 12.3  % compared to 2015 •). We see this as an indicator 
of the effectiveness of our reduction efforts.


Waste for disposal per vehicle produced¹
3.05 


in kg/vehicle


6.47
5.73


4.93
4.00 3.51
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1  Efficiency indicator = waste for disposal from vehicle production divided by the total number of 
vehicles produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract 
production plants.


• see 
table 3.05


• T
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Minimising solvents


In our Group-wide environmental efforts, we also aim to 
minimise the impact of our emissions of volatile organic 
compounds (VOC) on the environment. These are primari
ly generated in our paint shops. By the end of 2016, VOC 
emissions from vehicle production per vehicle produced 
had been reduced by 54.6  % compared to 2006, signifi
cantly exceeding the goal we had set ourselves of a 45  % 
reduction by 2020. 


With an average of 1.14 kg VOC emissions per vehicle pro
duced, we are below the stringent maximum levels stipu
lated in Germany at almost all plants worldwide. The 
paint shop is being refurbished at the location in Rosslyn /
ZA, which is the last one that does not yet comply with 
the maximum levels stipulated in Germany. According to 
predictions, we will also be below these maximum levels 
there after the upgrade. The maximum levels stipulated by 
the individual countries are also complied with at all pro
duction locations. VOC emissions per vehicle produced 
dropped by 6.6  % in 2016 compared to 2015 •. This was 
achieved by implementing further postcombustion meas
ures as well as through improved process technology (for 
example, use of robots at the paint shop in Rosslyn /ZA) in 
the global production network, although VOC emissions 
increased slightly at two locations due to the introduction 
of new processes.


• see 
table 3.08


Water consumption per vehicle produced was maintained 
roughly at the level of the previous year in 2016 despite 
worldwide temperature records with long hot spells (2016: 
2.25 m3, 2015: 2.24 m3). Energy consumption was reduced 
by 31% compared to the base year 2006 •.


We continuously work on implementing our vision of water 
free processes in production. In 2016, 0.42 m3 of process 
waste water was generated per vehicle produced •. By 
continuously improving our plants, and in particular opti
mising our paint shops and wastewater treatment plants 
in Spartanburg /USA, Rosslyn /ZA and Dingolfing /DE, a 
reduction of 6.7% compared to the previous year was 
achieved (2015: 0.45 m³). With a reduction of 48.8  % com
pared to 2006, we have already achieved our 2020 goal 
(45  % compared to 2006).


Process waste water per vehicle produced¹
3.07 


in m3/vehicle


0.51 0.47 0.47 0.45 0.42


0.8
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1  Efficiency indicator = process waste water from vehicle production divided by the total 
number of vehicles produced, not including the vehicles from the Magna Steyr/AT and 
Nedcar contract production plants.


• see 
table 3.06


• see 
table 3.07


• T
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Forecast


In the coming years, we will continue to pursue our efforts 
to increase resource efficiency and in doing so pay particu
lar attention to the materials needed to expand electromo
bility. The Groupwide conversion of the environmental 
management system according to the revised ISO 14001: 
2015 standard will remain a priority.


The new paint shop in our plant in Munich /DE will be 
fully operational in the third quarter of 2017. It will con
tribute towards the reduction in energy and water con
sumption. Other energy and watersaving measures are 
planned for various locations: for example, a new wastewa
ter plant at the Regensburg /DE plant, the completion of 
the modification of the paint shop in Dingolfing /DE, a 
process change in the foundry in Landshut / DE, the comple
tion of the factory refurbishment in Rosslyn /ZA and the 
plant expansion in Shenyang /CN.


From 2019 onwards, our new plant in Mexico, which is 
currently under construction, will make a significant con
tribution to our resource efficiency. From its first full pro
duction year, it is expected to become the most resource
efficient plant of the BMW Group.


Solvent emissions per vehicle produced ¹
3.08 


in kg/vehicle


1.78
1.59


1.29 1.22 1.14
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1  Efficiency indicator = VOC emissions from vehicle production divided by the total number of 
vehicles produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract 
production plants.


• T
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RENEWABLE ENERGY 


The BMW Group is the leader in the use of renewable 
energy in production and value creation.


Four wind turbines in Leipzig help ensure production 
of the BMW i3 is 100 % CO2- free.


Sustainability goal 
Production and value creation







Share of renewable energy purchased  
from third parties¹


3.09 


in %


36
48 51


58 63 
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40
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1  Figures from 2015 onwards not directly comparable with figures for 2012-2014. Figures 
from 2015 onwards include all BMW Group production plants as well as corporate functions, 
development and administration in Munich/DE.


Expanding use of renewable energy at 
BMW Group locations


We decide at each location which form of renewable en
ergy makes the most sense in view of local conditions. 
A number of different technologies are therefore used to 
generate energy at our locations.


We make producing our own renewable energy a priority. 
If this is not possible due to prevailing conditions, we pur
chase green electricity locally as far as possible. At all lo
cations we continuously work on increasing the amount of 
electricity from renewable sources. For this purpose, we 
conduct regular country analyses in which we regularly 
assess the political and economic conditions. This regular
ity is necessary as local legislations regarding renewable 
energy are amended continually. We have already conclud
ed these for Germany and the UK and are implementing 
appropriate measures. We started assessing the situation 
in the USA in 2016.


• T


3.2 
 RENEWABLE ENERGY


Renewable energy plays a crucial role in the reduction of 
CO2 emissions. In order to tackle the effects of climate 
change, we are expanding our own production of renew
able electricity at our locations and increasingly using 
electricity from renewable sources on a global scale. This 
way, we improve our environmental performance, support 
the development of sustainable energy generation and 
contribute towards protecting the climate. Last but not 
least, this approach is consistent with our understanding 
of sustainable mobility with vehicles that are produced with 
the lowest emissions possible. Our commitment is also fi
nancially sound, since green energy is becoming increas
ingly cheaper thanks to technological advancements.


We are increasingly using renewable energy along the en
tire value chain. Besides promoting renewable energy in 
vehicle utilisation •, our main focus is on our own plants. 
A large share of CO2 emissions in the manufacture of our 
products is generated by our suppliers. That’s why we sup
port the use of renewable energy in our supply chain, too.


In 2016, we continued to expand our use of renewable en
ergy to 63  % •. The steady increase in green electricity 
shows that our measures are taking effect. The changing 
political and economic situation prevent an even quicker 
expansion at many locations. In this regard, we continu
ously strive to find technically as well as economically and 
politically viable solutions.  


• see 
chapter 2.2


• see 
table 3.09
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to achieve the highest level of transparency with regard to 
energy consumption. These measures enabled us to reduce 
peak electricity consumption of the building by 30  % com
pared to the condition before the renovation. Our own 
photovoltaic system covers a major part of the remaining 
electricity demand.


Using green electricity for IT
Computer centres also require great quantities of electric
ity. We therefore pay attention to energy efficiency, use the 
highest possible amount of green electricity and also try to 
find climate-neutral solutions in the creation of conditions. 
For example, we cool our computer centre in  Munich /DE 
with groundwater from wells along the  Munich metro 
line. In this way, no CO2 emissions are generated through 
cooling.


The new computer centre, which is built in Aschheim /DE 
outside of Munich /DE and used by the BMW Group as a 
colocation, requires electrical power of up to 36 MW in 
the final expansion. A sophisticated cooling concept  using 
very efficient air/air-heat exchangers provides  climate con
trol with the lowest electricity consumption possible.


Like our plants in Germany, our computer centres here are 
also operated with a mix of energy, of which the share of 
green electricity is a lot higher than that of the German 
electricity network. In 2016, our plants and computer 
centres in Germany were supplied with more than 80  % 
green electricity.


Another computer centre of the BMW Group is located in 
Iceland, where the entire electricity demand is covered by 
geothermal energy and water power.


As far as possible at new plants, we integrate renewable en
ergy into planning from the start. An example of this is 
our plant in Mexico, which is currently under construction. 
We cover the basic load of the plant with photovoltaic 
electricity from our own solar energy facility. Grounds for 
the building of photovoltaic systems were first earmarked 
in the initial planning stage.


One of our measures of the previous year took full effect 
in our plant in South Africa: the Bio2Watt system, which 
is operated with biogas from cow and chicken farm waste 
as well as food production waste and has supplied our 
plant in Rosslyn /ZA with CO2free electricity since 2015, 
had its first full operational year in 2016. In total, it sup
plied 15,844 MWh electricity, which corresponds to 25  % 
of the total electricity requirement of the plant.


Besides production plants, we are also active in our office 
buildings. We have extensively renovated our new BMW 
Classic building in Munich /DE and equipped it with a 
photovoltaic system. Furthermore, we carried out energy 
based refurbishment in our Head Office in South Africa 
and achieved a 5star rating from the Green Building 
Council SA (GBCSA). The building received the highest 
scores in the area of energy, based on the photovoltaic 
system installed on the roof of the building, among other 
things. Moreover, electricity meters were installed in order 


Using renewable energies: hydropower plants on the Columbia River 
 supply the Moses Lake facility.
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Forecast


In the coming years, we will examine the conditions for the 
expansion of renewable energy in other countries and take 
appropriate measures.


For example, as of 2017, 30  % of the electricity requirements 
of our branch in Stuttgart /DE will be met by a photovoltaic 
system. In Mexico, the construction of the solar energy fa
cility in the new plant in San Luis Potosí is scheduled so 
that carbonfree energy will be available to the plant at the 
start of production in 2018.


In addition, we will continue to move forward with our 
strategic analyses for the best solution for carbonfree ener
gy supply in the USA as an important market with one of 
the largest production plants of the BMW Group.


Aside from the use of green electricity, we work on de
veloping strategies to meet the future heat and energy re
quirements of our locations worldwide without generating 
emissions.


Promoting renewable energy in the  
supply chain


We also promote the use of renewable energy in our supply 
chain. Our work begins at the strategic level: based on 
information we draw from our suppliers as part of the 


• Supply Chain Programmes (CDP) •, we reach agreements with 
our suppliers that they will increase the share of renew
able energy they use. We assess the CO2 performance as 
part of annual Supplier Performance Reviews for our top 
100 suppliers. The share of renewable energy is one of the 
ten points that are relevant for the BMW Group. This 
means that the reported share of renewable energy is 
compared to that of a reference group, and required  action 
is derived on this basis. We regularly come to agreements 
with clients on how to increase this share. A particularly 
outstanding example from 2016 is the DRÄXLMAIER 
Group, a familyowned enterprise and one of the top 100 
automotive providers worldwide with the focus area of 
vehicle electrical and interior systems. The DRÄXLMAIER 
Group agreed to switch to renewable gas and electricity 
for all locations in Germany and Austria, and then imple
mented this in 2016. In addition, the BMW Group has com
municated sciencebased targets in its own public CDP 
reporting – and a complete shift to renewable energy is 
required to achieve these. We ask all suppliers involved in 
the CDP Supply Chain Programme to check that their 
emission goals for the reporting period of 2017 are com
pliant and to formulate their own sciencebased targets. 
This process cannot be implemented without a clear strat
egy change towards renewable energy.


• see 
chapter 3.3
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SUSTAINABLE,  
RESOURCE-EFFICIENT   
SUPPLY CHAIN 


The BMW Group will significantly increase  
supply chain transparency and resource 
 efficiency by 2020.


Sustainable supply chain: the BMW Group also requires its suppliers 
in Bangladesh to meet strict environmental and social standards.


Sustainability goal 
Production and value creation







We were able to make significant progress in 2016:


–  During the reporting period, 5,616 (2015: 1,900) 
potential and existing supplier locations were evaluated 
via a sustainability questionnaire. The evaluated 
 sustainability is a tendering criteria for almost all our 
parts suppliers • Retrieve self-assessment questionnaire.


–  More and more suppliers are now satisfying our 
 minimum requirements at the time of commission
ing. 38  % of suppliers commissioned in 2016 already 
had ISO 14001 certification. We demand that desig
nated supplier locations comply with minimum 
requirements by the start of production or agreed 
target date at the latest.


–  Suppliers who took part in the Supply Chain Pro
gramme of the CDP in 2016 made up 69  % of the 
BMW Group purchasing volume in 2016 (2015: 53  %). 
This meant that transparency concerning CO2 emis
sions in the supplier chain was significantly increased. 
Suppliers taking part in the programme reported 
an overall reduction of around 36 million tonnes in 
CO2 emissions (2015: 35 million t). In addition, we 
have started to reach agreements with individual 
suppliers on pilot projects to reduce emissions on 
this basis.


The BMW Group works with over 12,000 direct suppliers.


3.3 
 SUSTAINABLE, 
 RESOURCE- EFFICIENT 
 SUPPLY CHAIN


Much of the value added is created by our suppliers. The 
global growth of the BMW Group creates ever more com
plex supply chains. The implementation of environmental 
and social standards along the entire value chain is one of 
our greatest challenges. We work closely with our suppli
ers to increase transparency and resource efficiency in the 
supply chain and ensure that sustainability standards are 
complied with. Only by fulfilling our social and environ
mental responsibility can we secure the sustainability of 
our business model.


The basis for increasing transparency and resource efficien
cy is our • BMW Group Supplier Sustainability Standards, which 
establish social and environmental criteria for our sup
pliers as well as their suppliers. The minimum require
ments to be satisfied by all suppliers are complemented by 
specific requirements for selected projects. 


In order to ensure compliance with the sustainability re
quirements, we use an industrywide sustainability ques
tionnaire as part of our risk management process. The 
resulting evaluation of our suppliers is a crucial criterion 
for order placement. The individual production plants of 
the supplier are taken into account in this – not just the 
headquarters. Together with our suppliers, we develop 
approaches for more efficient handling of resources. We 
also analyse the impact of selected raw materials or mater
ials along the entire supply chain and support specific 
initiatives to increase sustainability.
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We aim to train as many of our purchasers as possible. 
During the reporting period, 156 purchasers took part in 
a facetoface training course in sustainability which in
cludes social, ecological and governance topics. 53 pur
chasers underwent specific training in administration of 
the sustainability questionnaire.  


We also provided training to 25 of our suppliers as part of 
a two-day certificate course (2015: 20) and carried out 
cross industry training courses for BMW suppliers with 
identifiable sustainability deficits in China and the Czech 
Republic. More than 120 employees of our suppliers were 
trained on the topic of sustainability, with a focus on social 
standards. Another area of focus was raising awareness 
among 17 BMW Group logistics providers at an industry
wide event. In addition, we held a twoday basic training 
programme on sustainability as part of the Supplier Train
ing Days in Mexico City in June.


In January 2016, we used the industrywide event “Auto
motive Supply Chain Forum – Enhancing Sustainability 
Through OEM – Supplier Collaboration” in Shanghai /CN 
to train top managers and operations employees of 33 of 
our suppliers onsite on specific requirements of the 
BMW Group.


Increasing transparency and minimising risks


The main instrument we use to ensure implementation 
of our sustainability standards is our sustainability risk 
management process. It is made up of the following three 
steps •.• see 


figure 3.01


Principles and standards for suppliers
For the BMW Group, it is essential that our business part
ners meet the same environmental and social standards 
we have set ourselves. The BMW Group Supplier Sustain
ability Standards stipulate compliance with internationally 
recognised human rights as well as environmental, labour 
and social standards for all suppliers of the BMW Group. 
The BMW Group Sustainability Standard is an integral 
part of the request for proposal documentation for new 
suppliers and is thus a key tool in the integration of sus
tainability aspects into the procurement process.


Each potential new supplier must take into consideration 
the BMW Group sustainability requirements when submit
ting a proposal. All agreements concluded by BMW AG 
with its suppliers contain clauses based on the principles 
of the • UN Global Compact and the • International Labour Orga-


nization (ILO). These agreements also specify that a contrac
tual commitment must be made to comply with human 
rights, labour and social standards as well as to implement 
environmental management systems and specific environ
mental protection measures • BMW Group website on supplier 


network.


When they sign the contract, our suppliers also commit to 
ensuring that their suppliers in turn comply with these 
agreements. Accordingly, our suppliers are instructed to 
ensure that sustainability criteria are also met in the up
stream supply chain.


Training employees and suppliers
With our training programmes, we aim to raise aware
ness of the topic of sustainability in the supply chain 
among both purchasers and our suppliers. We explain 
cause and effect and clearly communicate our expect-
ations to them. In this way, we enable participants to 
make decisions that contribute towards greater sustain
ability in the supply chain.
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In 2016, 5,616 nominated, active and potential suppliers 
were assessed via this questionnaire. This included 89  % 
(2015: 86  %) of new suppliers of materials needed for pro
duction with a tendering volume of more than € 2 million 
of BMW AG as well as 96  % (2015: 91  %) of new suppliers 
of materials not needed for production with a tendering 
volume of more than € 5 million of BMW AG. •  GRI G4-EN32, 


GRI G4-LA14, GRI G4-HR10, GRI G4-SO9


By establishing sustainability requirements in the tender
ing process, a number of our suppliers have taken decisive 
measures to better integrate sustainability into the organi
sation and processes of their companies. Specific measures, 
such as a comprehensive changeover to renewable energy, 
have already been initiated •.


If a low sustainability level is identified on a supplier’s 
questionnaire, we communicate the industrywide stand
ard recommendations to them. In order to ensure that 
such a supplier qualifies for nomination in the tendering 
process, the BMW AG purchaser requires that improve
ment measures be implemented by start of production at 
the latest. If required, we supplement the supply agree
ments with corrective action plans and binding rules, such 
as the certification of the health and safety management 
system. This ensures that all sustainability requirements 
are met by the time the supplier begins providing services.


• see 
chapter 3.2


 Risk management process of the BMW Group
3.01 


  


1. IDENTIFY RISKS
2.  RETRIEVE SELFASSESSMENT 


 QUESTIONNAIRE 3. CARRY OUT ASSESSMENTS AND AUDITS


Identify high-risk  
supplier locations  
based on sustainability  
risk filter 
 
 


Identify and analyse  
high-risk suppliers  
based on media screening 
 
 
 


Obtain self-assessment/ 
sustainability questionnaire 
 
 
 
 


Develop supplier- 
specific corrective 
action plan, based  
on self-assessment 
 
 


Sustainability audit  
conducted by independent 
external auditors  
 
Sustainability audit con-
ducted by employees of the 
BMW Group


Corrective action plan  
based on audit 
and assessment result 
 
 
 


1. Identify risks
In order to identify risks, we use a BMW Group-specific 
sustainability risk filter. This filter takes account of both 
regional and product-specific risks. This includes, for in
stance, an assessment of social risks in certain countries, 
such as child labour or forced labour. However, we also 
consider process materials containing substances that can 
be hazardous to health and environmental risks such as 
damage to nature and emissions.


2. Retrieve self-assessment questionnaire
Before nomination, each production and distribution loca
tion of the supplier must provide information about how 
they implement environmental, social and governance 
standards in an industry-specific sustainability question
naire. Information regarding observance of human rights 
and bans on forced labour, resourceconserving material 
use, as well as ISO 14001 or EMAS environmental man
agement systems is collected. •  GRI G4-EN32, GRI G4-LA14, GRI G4-HR10, 


GRI G4-SO9 These and other aspects • are relevant criteria 
for the tendering decision.


• F


• see 
infobox 
on page 74
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Sustainability in the tendering process: minimum requirements for suppliers


By integrating sustainability criteria into the tendering process, we raise 
awareness among our suppliers’ top management and kick-start the pro-
cess of developing and implementing sustainability strategies and pro-
grammes at our suppliers. This is how we spread our sustainability ap-
proaches to the supply chain. We expect our suppliers to fulfil the following 
minimum requirements: 


In addition we have set down additional criteria specific to the BMW Group 
that all suppliers must comply with. These requirements are also binding for 
selected projects such as the production of the BMW i series. •  GRI G4-EN32, 


GRI G4-LA14, GRI G4-HR10, GRI G4-SO9


Over
50 employees


Over
500 employees


Over
100 employees


Written corporate policy on:
–   Principles of complying with human rights, forced labour, child labour, human trafficking, working 


conditions, remuneration, non-discrimination, freedom of association and collective bargaining
–  Health and occupational safety (events should also be organised)
–  Business conduct and business relations
–  Environmental protection 


Certified environmental management system in line with ISO 14001 or EMAS, 
and implementation of environmental audits by an external organisation


Written corporate policy on sustainability requirements for suppliers 
as well as communication to their suppliers


Publication of a sustainable value report
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During the reporting period, our employees from procure
ment introduced the process for identifying and evaluating 
sustainability risks at 5,616 potential and existing supplier 
locations related to production and relevant subsupplier 
locations (2015: 1,900). Sustainability deficits were identi
fied at 3,368 potential and existing supplier locations and 
corrective measures to remedy the sustainability deficits 
were defined for 2,353 (2015: around 400). The key correc
tive measures from the perspective of the • UN Global Compact 
were related to implementation of the following aspects:


–  Environmental management system 


–  Company policy that clarifies principles regarding 
collective bargaining, freedom of association and /or 
bribery


–  Environmental policies covering the handling of 
 substances and chemicals that are usable to a limited 
extent. 


•  GRI G4-EN33, GRI G4-LA15, GRI G4-HR11, GRI G4-SO10


3. Carry out assessments and audits
If the sustainability risk filter, media screening and /or sus
tainability questionnaire identify selected supplier loca
tions that demonstrate an increased risk of noncompliance 
with sustainability standards, they are checked and quali
fied by independent sustainability audits or BMW Group 
sustainability assessments. The sustainability audits are 
carried out by external auditors, while the sustainability 
assessments are implemented by employees of the 
BMW Group. In 2016, 15 audits (2015: 11) and 28 (2015: 2) 
assessments were conducted. Sustainability assessments 
have been carried out since the end of 2015. Crucial areas 
of action identified by audits and assessments have been 
highlighted, particularly in the areas of hazardous sub
stance management, waste management and general work
ing conditions.


If the results of an audit or assessment show noncompli
ance or potential for improvement, we work with the sup
plier to develop a specific plan of action and provide as 
much assistance as possible with implementation, which 
generally must take place before start of production. If the 
supplier is uncooperative or in breach of a fundamental 
BMW Group sustainability clause, the contract may not 
be granted or termination of business relations may follow. 
Our goal, however, is to determine the majority of risks 
during the first two stages, to manage these risks and to 
help suppliers raise their sustainability standards.
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Improving resource efficiency


In addition to our sustainability risk management system, 
we use the Supply Chain Programme of the • CDP to in
crease resource efficiency and transparency in the supply 
chain.


We have been involved in the Supply Chain Programme of 
the CDP since 2014. With a coverage rate of 69  %, we have 
already achieved our goal of having significantly more than 
50 % of our production-related purchasing volume covered 
by the CDP reporting of our suppliers by 2016. In the 
coming years we will be placing the focus on stabilising the 
participating supplier group, increasing transparency and 
implementing measures to reduce emissions.


Within the CDP, participating suppliers report on their 
CO2 status and, if applicable, the water consumption sta
tus of the respective reporting period. The Supply Chain 
Report answers a number of qualitative and quantitative 
questions: from targets and initiatives, to risk management, 
through to integration into the corporate strategy, from 
CO2 emissions through to the share of renewable energy. 
An overall evaluation verifies the completeness and content 
of the answers. The results are fed into the purchasing 
strategies of the relevant departments and a competitive 
comparison is played back to the key suppliers during their 
annual supplier development interviews. During these 
interviews we discuss the action required with the top 
managers of our suppliers and agree on specific improve
ment measures. In the reporting period this included fur
ther increase in transparency, particularly in the area of 
indirect emissions, and – in the case that this has already 
been achieved – measures to reduce emissions, for example 
by increasing the percentage of renewable energy. 


779 supplier locations implemented the corrective meas
ures by the end of 2016. Confirmation that the corrective 
measures have been implemented by the supplier is a pre
requisite for commissioning. 650 supplier locations were 
not commissioned because they did not meet the sustain
ability requirements of the BMW Group, among other 
things. We have not, however, terminated any existing 
cooperation. We regard this as confirmation of the success 
of our risk management approach of addressing and de
manding sustainability requirements early on in the pro
curement process. •  GRI G4-EN33, GRI G4-LA15, GRI G4-HR11, GRI G4-SO10


Our Supply Chain Response Team responds to indications 
of potential noncompliance with our sustainability prin
ciples. The team is made up of a representative from Opera
tional and Strategic Purchasing, Corporate Strategy (sus
tainability experts), Corporate Communications as well as 
the works council. In 2016, the Supply Chain Response 
Team follows up three indications of three potential breach
es of sustainability requirements, which were related to 
noncompliance with freedom of association, child labour 
as well as inappropriate treatment of animals. These cases 
are currently being reviewed and processed. •  GRI G4-EN33, 


GRI G4-LA15, GRI G4-HR11, GRI G4-SO10
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Sustainable extraction and procurement 
of raw materials


Given the intermediate trade and processing stages and 
commodities trading on the stock exchange, implement
ing sustainability standards as early as the raw materials 
ex traction stage is quite a challenge for both us and our 
suppliers.


The BMW Group Supplier Sustainability Standards oblige 
our suppliers to ensure that their own suppliers also com
ply with our sustainability requirements. Furthermore, our 
potential influence on sub-suppliers is restricted given the 
number of global suppliers.


We have identified particularly critical raw materials in our 
material strategy. For these, we analyse the relevant need 
for action and derive the procedure as well as specific meas
ures for joint implementation with our supplier network.


In terms of quantity and costs, steel is one of the main raw 
materials used in production by the BMW Group. Due to 
this particular relevance, we aim to gradually increase 
transparency in steel supply chains. We therefore exam
ined supply chains from the mine to production and de
termined such factors as the CO2 emissions of the suppli
ers as part of a pilot study. The result revealed that the 
CO2 emissions of individual BMW suppliers per tonne of 
steel are substantially lower compared to the previously 
known and used average industrial values.


Aluminium is another main raw material of the BMW Group. 
Besides increasing the amount of secondary aluminium, we 
are committed to establishing a certification standard for 
aluminium along the value chain. In addition, as a found
ing member of the • Aluminium Stewardship Initiative (ASI), the 
BMW Group is active in both its Board of Management and 
standards committee. In 2016, the necessary governance 
structures of the ASI as an independent institution were 
developed, the member base significantly enlarged and 
public consultation on the traceability report, the socalled 
ChainofCustody Standard, carried out.


Of the 163 BMW suppliers participating in the CDP in 2016 
(2015: 99), 83  % (2015: 84  %) integrated measures to combat 
climate change into their corporate strategy and 68 % (2015: 
64  %) also set themselves corresponding targets. 81  % (2015: 
80  %) of participating suppliers already reported reduced 
emissions for individual projects and 45 % (2015: 35 %) were 
even able to keep their overall CO2 emissions constant or 
reduce them. Savings of around 36 million tonnes of CO2 
equivalent were reported to us from our supplier network 
for the year 2016 (2015: 35 million t). These savings mainly 
resulted from an increase in energy efficiency in production 
processes and from optimisation of transport processes.


The rising number of suppliers in the CDP and the positive 
results that have been achieved thus far would seem to 
indicate that our efforts to increase transparency and re
source efficiency in the supply chain are effective.


Resource-efficient 40-tonner: the electric trucks that drive to BMW Group plants 
 produce 21 tonnes less CO2 per year than a diesel truck.
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We invited key players to discuss potential further steps 
with us and find practical approaches. We also have an 
active role in the Responsible Cobalt Initiative (RCI). At 
the same time, we have commissioned a scientific study 
together with other companies, in which households, min
ers as well as other figures involved in the Democratic 
Republic of Congo were surveyed. The goal is to better 
understand the leadups to the current situation in order 
to derive appropriate measures.


As regards the supply chain of the natural fibre kenaf, 
which is used for the interior equipment of the BMW i3, we 
are working in Bangladesh together with our suppliers, the 
DRÄXLMAIER Group, to ensure sustainable production. 
The programme includes training activities for farmers in 
order to increase cultivation efficiency and fibre quality. 
960 farmers have taken part in these activities so far. De
velopment of a more transparent and leaner supply chain 
as well as implementation of measures to increase sustain
ability in the supply chain are also part of the programme.


Within our sustainability questionnaire, all of our suppliers 
are systematically consulted about conflict minerals and 
asked to report back on their status regarding absence of 
conflict. This way, sustainability criteria on raw materials 
extraction flow into our supplier selection process. We 
there fore work continuously on improving transparency 
in order to ensure far-reaching absence of conflict in the 
supply chains.


Another relevant raw material is cobalt which is used in 
batteries, among other things. We are aware of the risks 
involved in extracting cobalt and receive many requests 
from interested parties regarding this. In order to ensure 
respect of human rights and due diligence, we are in con
stant contact with our suppliers. For some years now, we 
have asked our suppliers to disclose the origin of this raw 
material. As cobalt is a raw material involving high risks 
in terms of human rights, we also work on establishing a 
transparent supply chain. Individual companies alone can
not reduce the human rights risks of cobalt extraction. 
For this reason, we initiated an exchange with suppliers, 
other companies and representatives of civil society and 
organised a round table on the topic of cobalt in coopera
tion with CSR Europe in November 2016. 


Since 2009, every supplier has had to complete a sustainability questionnaire 
before being awarded a new contract.
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Forecast


We are incrementally implementing our new material strat
egy in the selection of materials for our future vehicle pro
duction. As of 2017, there will be new BMW Group speci
fications for suppliers on supply chain transparency. The 
objective is to create traceability right through to the rele
vant subsuppliers, particularly for critical supply chains. 
With the inclusion of sub-suppliers, we strive to significant
ly increase transparency in our supply chain even further 
in the coming years.


In addition, the rise in energy efficiency and increase in the 
share of renewable energy in the supply chain will con
tribute to the reduction of CO2 emissions. Membership of 
CDP enabled us to integrate CO2 scoring of our suppliers 
into the supplier strategy of our procurement departments. 
We are currently working on joint measures with CDP 
within the automotive industry in order to strengthen this 
approach.


Kenaf from Bangladesh.
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S T A K E H O L D E R 
I N P U T


MATTHEW HODES
UN Director,  


for the Alliance of Civilizations


 3


What are the main challenges nowadays for a global 
 company acting across different cultures ?
Every organisation operating at a global level faces the 
challenge of balance. The influence of cultural norms 
applies to those you serve and your staff. The best global 
organisations are constantly learning how best to 
 balance core values of the organisation with the values 
of the societies in which they work. Integrating those 
values effectively leads to success.


What do you think a company needs to do to promote 
diversity within its organisation?
Diversity is a core value. Greater inclusion is good for an 
organisation as it expands on the sources of talent it can 
access. It is also good for society as it expands opportunity 
for those who might otherwise be left out. Recruitment, 
promotion and retention processes need to reflect that 
core value.  


How can the private sector contribute to the achievement 
of the UN Sustainability Goals?
The Sustainable Development Goals are a universal call 
to action to end poverty, protect the planet and ensure 
that all people enjoy peace and prosperity. They represent 
a common plan to address the world’s most pressing 
problems. They point the way to peaceful, inclusive soci-
eties, which, in turn, provide the healthiest environments 
for business. The UN recognises the need to connect its 
efforts with the complimentary efforts of the private sector. 


Initiatives such as the Business Call to Action and the 
UN Global Compact provide direct linkages between the 
private sector and the UN. The public sector can develop 
strategic goals and targets to measure progress to those 
goals, but cannot reach them without a broader partner-
ship. The private sector has the ability to use innovation, 
increased efficiencies, and rapidly improving technology 
to reach these objectives. Doing good while doing well – 
this is the essence of corporate social responsibility. 


How do you view the BMW Group’s approach on 
 sustainability?
BMW Group has been comprehensive in its approach, 
addressing the products they make as well as the way in 
which they make those products. More electric vehicles, 
increasing use of renewable energy sources, reducing the 
amount of hazardous materials created during construc-
tion, these are core elements of sustainability. BMW Group 
has also recognised diversity as part of this equation, a 
concept reflected in its human resource policies and 
through its support to intercultural understanding through 
the Intercultural Innovation Award in collaboration with 
the United Nations Alliance of Civilizations (UNAOC). 
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RELEVANCE  
FOR BMW GROUP


Foresight and flexibility is called for when it comes to the 
increasing average age of the world population, far-reaching 
changes in the working world brought about by digitalisation 
and automation coupled with a greater diversity of lifestyles 
and cultures among employees. As a company that is currently 
active in over 150 countries, the BMW Group is responding 
to these developments worldwide. By helping our employees 
to acquire the relevant expertise and skill sets, we provide the 
flexibility and capabilities to successfully master these trends. 
We therefore offer employees personal development oppor tu-
nities over the course of their entire career. In this way, we 
foster their diverse talents and help them to develop their poten-
tial so that we can lay the groundwork for our future success. 
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KEY FACTS  
AND FIGURES


BMW Group employees at 
end of year number 


124,729
2016


122,244
2015


Share of female employees in manage
ment positions at BMW Group in %


15.3
2016


14.5
2015


Expenditure on donations by the 
BMW Group in € thousand 


70,356
2016


17,066
2015


Expenditure on corporate 
 citizenship in € thousand 


 87,837
2016


39,109
2015


Attrition rate at BMW AG 
as a  percentage of workforce 


2.70
2016


2.08
2015
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HEALTH  
AND PERFORMANCE 


To preserve the health and the performance of its 
employees in the long term, the BMW Group 
 promotes personal responsibility and an appro-
priately designed work environment.


Responsible and healthy: BMW Group employees visiting 
the pharmacy at the Rosslyn plant in South Africa.


Sustainability goal 
Employees and society







4.1 
 HEALTH 
AND  PERFORMANCE


In an ageing society, we can only be successful in the long 
term if we contribute towards ensuring that our employees 
remain healthy. Maintaining the health and performance 
of our employees is therefore a top priority at BMW. Our 
occupational health and safety concept provides for a holis
tic health management programme with a focus on healthy 
canteen meals, integrated management of work safety and 
ergonomics as well as ageing-appropriate work systems. 


The measures we have implemented have enabled us to 
avoid occupational accidents and reduce absenteeism as 
well as health-related costs. With fewer absences and more 
motivated employees, the BMW Group is able to keep its 
HR costs competitive. Our health promotion activities also 
pay off in other ways as they lead to more creativity, prod-
uctivity and innovation. The success of our efforts is dem-
onstrated by the low rate of absenteeism due to illness, 
which last year was again below the industry average.


Fostering health and performance  
in a holistic manner


We foster our employees’ health and performance holistic-
ally through the BMW Group Health Initiative. The initia-
tive raises greater awareness for the importance of health 
with offerings ranging all the way from general medical 
check-ups and targeted physiotherapy, nutritional advice 
and relaxation exercises to dialogue-based events and 
manager training courses. 


We also offer an extensive prevention and rehabilitation 
programme. This includes fitness courses and other sports 
activities as well as nutrition seminars and courses on 
work safety as well as ergonomics and stress management. 
The current international campaigns “Healthy drinking”, 
“Safe walking” and “Mental resilience” show employees 
how even small changes can improve their everyday lives. 
Regular special events draw attention to important topics 
such as resilience, cancer prevention and addiction haz-
ards. They are designed to motivate employees and execu-
tives to become proactive in these areas.


Health Management 2020: promoting 
 personal  responsibility 
The “Health Management 2020” programme is a holistic, 
internationally focused approach to fostering the long-term 
health and performance of our employees throughout their 
working life.


The programme follows a cycle of four stages:


1.  Building knowledge about health, for example through 
information, talks, seminars and training courses


2.  Identifying health issues by means of a questionnaire 
and thorough medical check-up
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Working with new technologies


Working with new technologies and increasing automation presents 
the company with new challenges in terms of occupational health and 
safety. For example, the BMW Group is taking a very close look at the 
area of human-machine collaboration, with one focus in 2016 being to 
ensure the safe operation of autonomous tugger trains. We collaborat-
ed here with the professionals in the occupational safety association as 
well as the manufacturers. Now that the pilot applications have been 
tested in Dingolfing, Regensburg and Leipzig, the tugger trains are ready 
for productive use in further BMW Group locations in the coming year.


 


Integrated health and safety management


At present, 28 of our 31 production locations have occupa-
tional health and safety management systems  certified 
according to the OHRIS (Occupational Health and Risk 
Management System) or OHSAS (Occupational Health and 
Safety Assessment Series). We plan to certify the plant we 
are building in Mexico according to OHSAS 18001 by 2020.


In addition, active occupational health and safety commit-
tees with representation from both the employer and em-
ployee sides, in particular works councils, are at work at 
almost all BMW Group locations making continuous im-
provements in health and safety at the workplace. •  GRI G4-LA8 
Well over 90 % of employees are represented on these health 
and safety committees by union representatives (works 
councils). This figure also includes temporary workers, in-
terns, thesis students working at the company as well as 
doctoral candidates. •  GRI G4-LA5


3.  Deriving and developing needs-based measures, both 
individually (on the basis of the personal health reports 
and medical consultations provided) and at the depart-
mental level


4.  A repeat check-up to evaluate improvements in health 
associated with the programme


Since the introduction of the “Health Management 2020” 
programme in 2014, over 47,000 BMW Group employees 
have taken part, including 15,000 in 2016 alone. This cor-
responds to around 42  %, or 13  % of the core workforce 
worldwide. All participants receive a personal health re-
port, which gives the employee an easy-to-understand 
summary of his or her medical and work-related param-
eters. In the subsequent medical consultation, prevention 
measures can be derived based on individual needs. 


At departmental level, approximately 200 reports were 
compiled in 2016, identifying a range of strengths and po-
tential improvements in the areas of health promotion and 
the working environment. Possible measures range from 
helping employees in the process of better reconciling fami-
ly life and career to ergonomic improvements. The pro-
gramme thus contributes both to reinforcing individuals’ 
sense of personal responsibility and to designing a healthy 
 working environment. In 2017, the first departments will 
have completed the evaluation cycle. We will then use the 
results to comprehensively assess the impact of the pro-
gramme.
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Accident frequency rate at BMW Group¹
4.01 


in %


5.8
4.8 5.12


4.4 3


4.0 4


8.0


4.0


0


   


2012 2013 2014 2015 2016


 


1  Number of occupational accidents per one million hours worked with at least one day of 
absence from work.


2  Figure not directly comparable to previous years' due to expansion of scope to include the 
German dealerships. Around 88 % of BMW Group employees represented.


3  Figure not directly comparable to previous year due to expansion of scope to include the 
plants in Brazil, Thailand and India. Around 90 % of BMW Group employees captured.


4  Expansion of scope to include 100 % of BMW Group employees.


•  GRI G4-LA6


• T


There have been no fatal accidents at the BMW Group for 
the last eleven years. •  GRI G4-LA7 In 2011, we set ourselves 
the target of reducing the accident frequency rate world-
wide to below 4.5 accidents per one million hours worked 
by 2020. This is a decrease of around 50  % compared to the 
rate in 2010. This figure includes all accidents that lead 
to at least one day of absence from work. Continuous im-
provement of occupational health and safety systems and 
workplace safety conditions as well as dedicated safety 
training courses already helped us to beat this target in 
2015. In 2016, we worked even more closely together with-
in our global network by way of workshops and expert 
groups as well as on the BMW Group’s own social plat-
form in order to further improve work safety. In addition, 
we were able for the first time to record accidents across 
the entire BMW Group. The accident frequency rate at 
the BMW Group was 4.0 accidents per one million hours 
worked. • This represents a further improvement over the 
previous year.


The accident frequency rates recorded differ worldwide, 
due in part to varying legal and insurance-related require-
ments in the respective countries. In some cases, the dif-
ferences are also due to regional variations in how the 
applicable management system standards are applied. 
Particularly in our plants in South America and Asia, we 
were able in some cases to realise a rate of fewer than two 
accidents per one million hours worked last year. To 
achieve this low rate, work safety experts are working 
hand-in-hand with colleagues from the corporate depart-
ments of the BMW Group to develop management systems 
ensuring that existing knowledge is put to  effective use.


 


• see 
table 4.01
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Creating ageing-appropriate working 
conditions and supporting people with 
performance limitations


Demographic change is a challenge that we at the 
BMW Group are actively addressing. We have been devel-
oping constructive responses to this trend for many years 
now in our “Today for Tomorrow” programme. We aim to 
create working conditions worldwide in which young em-
ployees can remain healthy as they grow older, while older 
employees can contribute their particular strengths. The 
BMW Group therefore speaks not of age-appropriate but 
of ageing-appropriate working conditions that preserve 
employee health and performance.


At our plants, we make every effort to provide long-term 
job security to employees with debilitating health issues. 
And last year we continued to develop our BMW Group 
strategy for integrating employees with newly restricted 
capabilities. Such employees are no longer able to do the 
work they once did following an illness or accident. The 
share of BMW AG employees with severe disabilities was 
again 6.4  % in 2016 •.• see 


table 4.02


The BMW Group tries to provide long-term employment to staff with health problems, 
giving support in the form of a learning workshop for the hard of hearing.


 


SERA – Safety and Ergonomics Risk 
 Assessment


As a global enterprise, the BMW Group must observe varying require-
ments with regard to assessing the workplace for potential hazards 
from the point of view of ergonomics and safety. We met this challenge 
in 2016 by introducing SERA (Safety and Ergonomics Risk Assessment). 
The system replaces the former ABATech system for analysing poten-
tial health and safety risks as well as other methods previously used in 
the BMW Group. The introduction of SERA simplifies the procedure for 
assessing hazards and exposure in production, in production-related 
areas, in development and in the BMW Group service  garages, thus of-
fering a comprehensive solution. The user selects a specific workplace 
on the tablet-optimised interface and all working steps for that activity 
are then assessed. The system captures and evaluates for example the 
forces required for the individual work steps as well as their duration 
and the posture adopted by the worker. After a workplace has been as-
sessed using SERA, the office for health and safety and ergonomics then 
advises on how excessive stress and strain can be minimised by modi-
fying the technical conditions, altering the work step or by staff rotation. 


SERA was introduced at five German locations in 2016. Training ses-
sions lasting 1.5 days familiarise those in charge with the new system. 
The entire new vehicle development process is already being assessed 
with the help of SERA and the international rollout is planned for 2017.


 


88


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


4.1  Health 
and  performance


4.2  Long-term employee 
 development


4.3 Diversity


4.4  Intercultural 
 understanding


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·







Forecast


Due to its success, the “Health Management 2020” pro
gramme will continue to be implemented and evaluated 
internationally in 2017. The campaigns launched in 2015 
and 2016 as part of the “Health Initiative” will likewise 
continue in 2017 and new campaigns are also being pre
pared. We will continue to meet the challenge of integrat
ing the varying worldwide requirements and standards 
into our BMW Group management approach. In future, 
our target agreements will also be drafted in a similar way 
worldwide. The global rollout of the SERA system in 2017 
will be a major step toward ensuring uniform internatio-
nal safety and prevention standards. Through innovative 
measuring techniques such as motion capture, digitalisa
tion can help employees to keep ergonomic factors in mind 
as they work. We will focus on driving further digitalisa
tion of measurements and measuring technology in the 
future. Human-machine collaborations will increase in the 
coming years. Occupational safety and health systems will 
then face the challenge of technically assessing the impact 
of these new processes.


Share of employees with severe disabilities  
at BMW AG¹


4.02 


in %


6.0 5.9 6.2 6.4 6.4
8.0


4.0


0


   


2012 2013 2014 2015 2016


 


1  The share of employees with severe disabilities is based on the statutory requirements in 
accordance with the German Social Code (SGB IX). In addition, the BMW Group awarded  
contracts amounting to around €35.6 million to workshops for the severely disabled in 
 Germany in 2016, of which around €10.5 million can be written off in accordance with the 
compensatory levy act. The BMW Group thus makes a considerable contribution towards 
securing the livelihood of the severely disabled individuals at these workshops.


• T
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LONG-TERM  
EMPLOYEE DEVELOPMENT 


The BMW Group ensures long-term employee 
development by seeking out the right employees, 
making the most of their talents, developing 
potential and ensuring employability.


In 2016, 89.9 % of employees took part  
in specialised further education programmes. 


Sustainability goal 
Employees and society







Satisfied and motivated employees are a key success factor 
for the BMW Group. Job security is therefore a high prior-
ity for us. We pay above-average compensation and give 
our employees a range of options to help them find the 
right work-life balance. The BMW Group also attaches 
great importance to the training and further education of 
our employees •. This is essential for keeping pace with 
the rapid technological advances in the automotive indus-
try. Increasing digitalisation, for example, calls for new 
skills in fields including artificial intelligence, Big Data ana-
lytics and Industry 4.0. The BMW Group thus consistently 
pursues the concept of life-long learning. 


As one of the world’s most attractive employers, the 
BMW Group has a decisive advantage in the competition 
for skilled workers. This is demonstrated, for example, by 
studies on the attractiveness of employers conducted by 
Trendence and Universum, in which we were once again 
given top ratings in 2016.


Offering fair pay and attractive social benefits


The BMW Group policies for remuneration and additional 
benefits apply for all of our companies and regardless of 
employees’ gender, religion, origin, age, disability, sexual 
orientation or country-specific characteristics. We follow 
the guiding principle that the total remuneration package 
must be above the average for the respective labour mar-
ket. We thus conduct annual compensation studies world-
wide to determine our current market positioning and 
ensure that every employee receives compensation com-
mensurate with the relevant labour market.  •  GRI G4-LA13


• see 
table 4.05


4.2 
 LONG-TERM EMPLOYEE 
 DEVELOPMENT


The success of the BMW Group is based on the dedication 
and technical expertise of its employees. We make every 
effort to recruit and keep the best people. To achieve this, 
we offer them attractive and secure jobs, a sound work-life 
balance, comprehensive development and training oppor
tunities, and good long-term career prospects.


Thanks to the high demand for our products and services, 
the number of employees working for the BMW Group 
increased worldwide by 2.0  % to a total of 124,729 by the 
end of 2016 •.


BMW Group employees at end of year¹
4.03 


Number of employees


105,8762 110,3513 116,3244 122,2445 124,7296


200,000


100,000


0


   


2012 2013 2014 2015 2016


 


1   Figures exclude suspended contracts of employment, employees in the non-work phases 
of  pre-retirement arrangements and low-income earners.


2   Of whom 35.2 % are tariff-bound production employees of the BMW Group.
3    Of whom 35.1 % are tariff-bound production employees of the BMW Group.
4    Of whom 36.1 % are tariff-bound production employees of the BMW Group.
5    Of whom 36.3 % are tariff-bound production employees of the BMW Group.
6    Of whom 35.4 % are tariff-bound production employees of the BMW Group.


•  GRI G4-10


• see 
table 4.03


• T


Employees 
international


Employees in 
Germany
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Offering flexible working hours
Through the concept of the working time account, all em-
ployees can exert some influence over their working hours. 
Office employees can take advantage of flextime, for ex-
ample, or production staff can trade shifts or reduce their 
hours to gain some free days. In addition to statutory work-
ing time arrangements in some countries such as part-time 
work or parental or caregiver leave, the BMW Group also 
offers employees options such as sabbaticals or the “Vollzeit 
Select” (Full-time Select) scheme to provide further attrac-
tive ways to individually plan working hours. Sabbaticals 
can be arranged by employees worldwide, and our “Vollzeit 
Select” working time tool allows employees in Germany 
and Austria to take 20 additional days of leave each year 
with corresponding adjustments to their salaries, without 
any complicated red tape. Demand for these options con-
tinued to grow in 2016 •. The offer of flexible working 
time arrangements thus meets a real need and will there-
fore continue to be developed further.


Enabling mobile working
In 2015, some 25,000 employees, or around 50  % of those 
working outside the direct production areas, chose to work 
at least one partial and / or full day on a mobile basis. This 
value was then already exceeded in the second quarter of 
2016 •. Mobile working does not change the volume of 
work but allows for a more flexible organisation of existing 
working hours. Childcare or caring for dependents, for 
example, can then be better integrated into the everyday 
work routine. The employee and manager agree in advance 
to what extent the employee will be accessible or not. Out-
side of agreed working hours, employees have the right 
to switch off and be unavailable. Mobile working at the 
BMW Group stands for a culture of trust and relies on con-
structive dialogue.


• see 
table 4.04


• see 
table 4.04


The total remuneration package is made up of the month-
ly fixed salary, a variable share in the company’s profits and 
a wide range of social benefits, for example a company pen-
sion. This enables us to reward personal performance in 
a fair manner while continuously promoting employee 
motivation. Our remuneration policy is thus an integral 
part of a consistent and transparent process of employee 
development. •  GRI G4-LA2 In 2016, BMW AG received the 
HR Excellence Award in the digitalisation category for its 
company pension portal and app. 


In order to ensure that remuneration is not only market-
neutral but also gender-neutral, the BMW Group has estab-
lished a multidimensional monitoring process to annually 
assess the previous year’s salaries. The monthly salaries of 
women and men are compared, taking into account the 
dimensions of full- or part-time work, pay grade and age. 
The analysis carried out in 2016 for the year 2015 found no 
significant differences between the base salaries of women 
and men. •  GRI G4-LA13


Encouraging work-life balance


The working hours that function best for employees vary 
depending on what phase of life they are in, their individ-
ual life plans and their work situation. To enable the best 
possible work-life balance, the BMW Group offers its em-
ployees a wide range of flexible modules so they can tailor 
their working hours and locations to their personal needs.
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Fostering talent and training employees


In a dynamic and fast-changing environment, life-long 
learning takes on tremendous importance. We therefore 
invest in training our employees and fostering their talents 
on an ongoing basis. This helps them keep up with the 
latest advances and gives them the skills they need to mas-
ter the demands of new fields such as Industry 4.0 and 
digitalisation. The BMW Group’s global package of meas-
ures ranges from vocational training and young talent pro-
grammes for student target groups to specialised training 
and high-potential programmes for future managers. 


The BMW Group continued to invest substantially in train-
ing and further education in 2016, with expenditure of 
€ 352 million (2015: € 352 million). On average, our em-
ployees participated in 3.8 days of further training in 
2016 •. •  GRI G4-LA9 This puts us in the upper range for our 
industry. Furthermore, every BMW Group employee re-
ceives a consistent and comprehensive individual perform-
ance and career development review at least once a year. 


•  GRI G4-LA11


• see 
table 4.05


Alternative work forms at BMW AG 1
4.04 


Number of employees 2012 2013 2014 2015 2016


Part-time employees  3,948 3,966 3,739 3,943 4,294


in % of total number of employees  5.8 5.7 5.1 5.1 5.0


Teleworking positions 3  15,235 18,094 22,297  2 25,072 28,088


in % of total number of employees  22.5 25.9 49.9 53.0 59.4


Number of employees who use “Vollzeit-Select” 2,199 2,506 2,668 3,592 3,998


in % of total number of employees 4  3.2 3.6 3.6 4.7 5.1


Sabbaticals  514 511 516 462 598


in % of total number of employees  0.8 0.7 0.7 0.6 0.7


Parental leave  1,674 1,968 2,271 2,535 3,028


in % of total number of employees  2.5 2.8 3.1 3.3 3.5


1  Figures refer to employees with permanent and part-time contracts.
2  Reporting logic was adapted when teleworking was introduced in 2014. In the past, reporting was based on the technical possibility of teleworking; since 2014, the number of employees is reported 


who  actually engage in teleworking.
3  Administrative positions.
4  Statistical population not including trainees, interns, thesis students working at the company, and doctoral candidates.


•  GRI G4-10, GRI G4-LA3


Supporting parents through childcare
The BMW Group has been offering its employees family 
support services for many years. In 2016, we launched a 
collaboration with the parent support service of the Arbei-
terwohlfahrt (Workers’ Welfare Association, AWO) in Ger-
many. Experts from the AWO’s parent support service are 
available to help employees in Germany organise childcare 
and care for dependents as well as arranging household 
services. A hotline is also available to employees around 
the clock, offering quick help in case of emergency. Through 
services like these, we ease life’s burdens on our employees 
and contribute to their long-term performance. 


In addition, we have established childcare services at 
many of our German locations. With the support of par-
ents’ initiatives, we were able to accommodate over 460 
children aged zero to six years at our German sites as of 
the end of 2016. 


• T
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Building digital skills  
Digitalisation changes the characteristics of products and 
services and influences how they are developed, manufac-
tured and deployed. Production processes are obviously 
being transformed, but the BMW Group is also developing 
new, digitally networked automobiles that will one day be 
able to drive completely autonomously. These changes will 
inevitably affect the way our employees work. Our goal is 
therefore to equip existing employees with the required 
knowledge as well as to recruit new “digital talents”. 


Developing leadership skills
Our Group-wide “Corporate Leadership Programme” of-
fers our managers a wide range of advanced training op-
portunities. The programme promotes the further devel-
opment of strengths-based leadership skills at all hierarchy 
levels.


To foster international young talent, the BMW Group de-
veloped the “Global Leader Development Programme”. 
Integral components of the programme are various prac-
tical phases in Germany and abroad, targeted training 
measures, and diverse networking and exchange oppor-
tunities. Special emphasis is placed on developing inter-
cultural competence. •  GRI G4-LA10


Young management talent at BMW Group participating in a workshop on 
 shaping the future of the company.


With a greater number of employees taking part in voca-
tional training at plants in locations including the USA 
and Thailand, the BMW Group further expanded its in-
ternational training activities in 2016. The number of 
people starting their careers at the company’s German 
training centres remained constant, at 1,200. On the re-
porting date, 4,613 young people had vocational training 
contracts or were employed in young talent promotion 
programmes (2015: 4,700) •. We use the dual vocational 
training system in China, the USA, South Africa and the 
UK, and have now introduced it in Brazil, Thailand and 
Mexico as well.


Average days of training and further education 
per BMW Group employee¹


4.05 


Number of days


3.7 3.5
3.9 4.1 3.8


5.0


2.5


0


   


2012 2013 2014 2015 2016


 


1  Data retrieved by direct representation of the number of participants as well 
as a small share by qualified extrapolation.


•  GRI G4-LA9


• see  
chapter on  
Further key 
 indicators  
table 4.23


• T
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Employee attrition rate BMW AG 1
4.07 


as a % of the workforce


3.87
3.47


1.41


2.08
2.70


5.0


2.5


0


   


2012 2013 2014 2015 2016


 


1  Number of employees on unlimited employment contracts leaving the company.


•  GRI G4-LA1


Forecast


Digitalisation along with new drivetrain concepts and busi
ness models were at the core of the revision of our corpo
rate Strategy NUMBER ONE > NEXT. We will soon be 
establishing this strategy for the long term among our 
 executives and employees. For this purpose, all executives 
will receive training on Strategy NUMBER ONE > NEXT 
during 2017. We will also be adapting our HR tools and 
framework conditions to incorporate the required skills.


• T


Retaining satisfied employees


A Group-wide employee survey is conducted every two 
years, most recently in June and July 2015. 88  % of those 
surveyed were satisfied with the BMW Group. Very posi-
tive ratings were given to attractiveness as an employer 
(90  %), social benefits (86  %) and job security (89  %) •.


Group-wide BMW Group employee survey in 2015
4.06 


in %


  88 Overall satisfaction


  90 Attractiveness as employer


  86 Additional social benefits


  89 Job security


0 50 100


 


Achieving a low attrition rate
In 2016, the employee attrition rate rose compared to the 
previous year, to 2.70  % •. This was mainly due to more 
employees retiring in 2016 •. If figures for retirement, 
pre- retirement and death are excluded, the attrition rate 
for 2016 was 1.13  %. This low rate demonstrates the effect-
iveness of the BMW Group’s proven programmes and 
measures geared toward increasing its attractiveness as an 
employer.


• see 
table 4.06


• T


• see 
table 4.07


• see  
chapter on  
Further key 
 indicators  
table 4.21
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DIVERSITY 


Through its diverse workforce, the BMW Group 
increases its competitiveness and enhances its 
innovative strength.


The BMW Group supports diversity in the workforce in terms of gender,  
cultural background and age.


Sustainability goal 
Employees and society







Promoting female employees and managers


The BMW Group’s Diversity Concept aims to bring the 
share of women in management positions into line with 
the overall employee structure. With a ratio of 30  % wom-
en on the Supervisory Board, we are complying with the 
recommendation of the German Corporate Governance 
Code. In 2011, together with the other DAX 30 companies, 
we made a commitment to increase the share of females 
in management positions. We were able to further raise the 
proportion of women in management positions as well as 
youth training programmes during the reporting period •. 
The ratio of female employees in the total BMW Group 
workforce, at 18.7  % (BMW AG: 15.8  %), is now above our 
self-imposed target range of 15–17  %. The share of female 
managers in the BMW Group worldwide rose to 15.3  % 
(BMW AG: 13.3  %). In the vocational training programmes, 
the ratio of women in the year under review was around 
44  % for the trainee programme and about 29  % for the aca-
demic youth talent programmes.


Share of female employees in management positions 
and in the entire workforce at BMW Group 1


4.08 


in % 


Management 
positions 2


Entire 
workforce


16.8
17.4 17.8 18.1 18.7


12.1
13.0 13.5


14.3
15.3


20.0


15.0


10.0


   


2012 2013 2014 2015 2016


1  The share of female employees at BMW AG is 15.8 % of the total workforce and 13.3 % in 
management positions. The share of women on the Supervisory Board is 30.0 % and 
12.5 % on the Board of Management.


2  Reporting on the ratio of female employees has been changed for all years from a 
 breakdown according to staff level to one based on management function.


•  GRI G4-LA12


• see 
table 4.08


• T


4.3 
DIVERSITY


Modern society is characterised by a variety of different 
lifestyles. As an international company, the BMW Group 
regards an intercultural workforce, an appropriate gender 
balance and a good age mix as beneficial to our business. 
We are convinced that a diverse workforce increases our 
innovative strength and further enhances our competi
tiveness, for example by helping us to better understand 
customers’ needs. 


Each and every one of our employees, in all their diversity, 
is accorded equal levels of appreciation, respect and op-
portunity. To further promote diversity among our work-
force, the Board of Management passed a Diversity Concept 
in 2010, defining three dimensions where diversity is to be 
strengthened throughout the BMW Group: gender, cultur-
al background, age and experience – taking due consid-
eration of local conditions.


The BMW Group’s declared goal is to promote human di-
versity in the company worldwide, because employees’ 
unique and different talents and personalities are a valu-
able resource. The BMW Group Legal Compliance Code 
prohibits discrimination of any sort. At all of our locations, 
we seek to prevent discrimination on the grounds of gen-
der, age, sexual orientation, religion, disability or origin. 
Employees can address any queries in connection with 
this to their own managers, the relevant offices of the 
BMW Group, the HR department or the works council. 
The BMW Group SpeakUP Line furthermore gives all em-
ployees worldwide a way to anonymously and confiden-
tially report possible breaches of this principle. •  GRI G4-HR3
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Understanding customers better through 
cultural diversity


As a company that is currently active in over 150 countries, 
we see diversity among our workforce as a major oppor-
tunity. In Germany, we currently have employees from 119 
different countries working together very successfully. 


•  GRI G4-LA12 The diversity of our employees helps us to under-
stand the specific needs of our customers worldwide. More-
over, we are convinced that mixed teams are more creative 
and perform better.


To further promote an international perspective and inter-
cultural understanding among our new employees, we 
designed our BMW vocational training as well as the 
“Global Leader Development Programme” with the needs 
of international participants in mind. As a global company 
with an intercultural workforce, we focus on recruiting 
managers with international experience and are also work-
ing to increase the share of non-German top managers. 
The international character of the Board of Management 
and the Supervisory Board of BMW AG also reflects the 
global scope of the company’s business.


Getting women interested in technical occupations
We place a special emphasis on women in both our aca-
demic youth talent programmes and our vocational train-
ing programmes in an effort to recruit more female em-
ployees in the long term. The proportion of women in the 
“Global Leader Development Programme” was 44  % at the 
end of December 2016 •. This creates the basis for a new 
generation of leadership that is more feminine, technically 
competent, well-networked, and sensitive to cultural and 
social issues.


• see 
chapter 4.2


The BMW Group is active in over 150 countries.
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BMW AG employees according to age group,  
divided into functions and gender 1


4.10 


in %


< 30  
years 


old


30 – 50 
years 


old


> 50  
years 


old


2014 total 12.5 62.0 25.5


2015 total 13.0 60.6 26.5


2016 total 12.5 60.2 27.3


 direct 2 16.4 54.8 28.8


 indirect 3 10.0 63.7 26.3


 male 11.1 60.1 28.8


 female 20.6 60.9 18.5


1  Figures refer to employees with permanent contracts.
2  Clock-controlled and production employees.
3  All employees without clock control.


•  GRI G4-LA12


Our goal is to take early action – including in more indirect 
ways – to ensure sound ageing management while en-
couraging a lively exchange between the generations. In 
addition to safeguarding knowledge that comes from long 
years of experience, we want to make sure young and old 
work together productively and that each employee can 
optimally realise their potential. 


The number of years each employee works for the 
BMW Group is increasing. This is a result of earlier entry 
into the company and later exit, due for example to rising 
retirement ages. To maintain employees’ performance as 
the workforce ages, we introduced the “Today for Tomor-
row programme” • To complement this, we raise aware-
ness among managers of the challenges posed by mixed-
age teams. 


• T


• see 
chapter 4.1


Share of employees per country with production 
location(s) 2016


4.09 


in %


Germany 70.6


Thailand 0.4


2.3 


South AfricaOther countries 7.0
China 1.7
USA 7.3
India 0.6
UK 6.1


Austria 3.0Brazil 1.0


•  GRI G4-10


Taking account of age diversity


At the BMW Group, we take into consideration the diver-
sity of ages represented in our workforce so we can focus 
on tapping into the specific strengths of different age 
groups while avoiding age structure issues. When setting 
up new locations or divisions we recruit people from a 
range of age groups. Since 2013, the share of BMW Group 
employees aged between 30 and 50 years has been stead-
ily decreasing. At the same time, the proportion of those 
over 50 years of age has grown. 


• T
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In 2016, the BMW Group once again took part in the ac-
tivities for German Diversity Day, which helps businesses 
and institutions raise awareness of diversity issues and 
show how diversity makes them stronger. A special high-
light this year was the Diversity Parcours, an interactive 
exhibition that was on view for two weeks at the BMW 
Research and Innovation Center in Munich and which 
informed employees about cultural diversity and the im-
portance of exchanges between generations and genders.


In order to better understand the needs of older employees, 
we conducted a workshop series over the past one and and 
a half years with employees aged over 50. Participants 
worked together to draft new approaches to topics such 
as “Knowledge Sharing” and “Reverse Mentoring” (young-
er employees advising older ones). The workshop series 
was accompanied by a scientific paper that defined fields 
where the BMW Group can take action on these issues, 
proposing concrete measures to be taken. 


Forecast


In the coming years we intend to integrate our Diversity 
and Inclusion Concept even more thoroughly in the entire 
BMW Group. We will focus on carrying on our event and 
dialogue formats to raise awareness of diversity issues 
among managers and employees. In addition, we will sus
tainably implement our ongoing recruitment and human 
resources development measures throughout the organ-
isation, while fostering formats geared toward different 
target groups in our divisions and departments. Central 
to these efforts is the responsibility assumed by our man
agers with their function as role models. 
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INTERCULTURAL  
UNDERSTANDING 


The BMW Group is a leader in intercultural 
 understanding.


The BMW Group and its partners support over 200 environmental  
and social projects in 42 countries worldwide.


Sustainability goal 
Employees and society







Promoting intercultural understanding and 
social inclusion


As a global corporation with a multinational workforce, the 
BMW Group has been working for many years now to 
promote understanding between different nations, reli-
gions and ethnic groups. We set ourselves the goal of reach-
ing out to a total of one million people by 2020 with our 
activities in the areas of intercultural understanding and 
social inclusion. This goal was, however, achieved much 
sooner: by the end of 2015, we had already reached out 
to more than one million people worldwide through ex-
change programmes, online platforms, educational pro-
jects, and in particular through the • Intercultural Innovation 


Award. According to a survey by the United Nations Alliance 
of Civilizations, the number had reached over 1.2 million 
by the end of 2016. The activities vary from country to 
country and are geared toward local needs.


We have been bestowing the Intercultural Innovation 
Award since 2011, in collaboration with the • United Nations 


Alliance of Civilizations (UNAOC). The award recognises innova-
tive projects that set an example with their approaches to 
solving intercultural tensions and conflict. The special 
added value is that selected projects receive comprehensive 
advisory support from the BMW Group and the UN-AOC. 
The finalists receive a grant of $100,000 for their project 
and can also participate in workshops on topics such as 
strategy and planning, implementation analysis and media 
training.


Rewarding volunteer work by employees
The BMW Group has been recognising the volunteer ef-
forts of its employees every year since 2011 with a “Social 
Responsibility Award”, under the auspices of Board of 
Management member Milagros Caiña Carreiro- Andree. 
The jury selects three projects that have created exception-
al added value for society. An additional special prize 
awarded by the Doppelfeld Foundation recognises the 
efforts of younger employees. In the past several years we 
have received nearly 600 applications from a wide range 
of countries and sectors. The diverse projects range from 


4.4 
 INTERCULTURAL 
 UNDERSTANDING


The BMW Group works in a complex, fast-changing en
vironment. Our success depends not only on our own per
formance and innovative strength, but also on the impact 
of developments in society and our interaction with a va
riety of stakeholders. With our commitment to improving 
intercultural understanding, we want to create added value 
for society. This lays the cornerstone for our future viabil
ity, because only companies that are relevant to society have 
a chance at long-term success.


Effective corporate citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. We 
attach particular importance to knowledge transfer and to 
ensuring that our support measures help people to help 
themselves in the long run. We therefore inaugurated a 
more professional approach to our corporate citizenship 
efforts in 2016, focusing on social projects with a measur-
able impact. In order to place our initiatives and projects 
on a sound institutional footing, we pursued collaborations 
worldwide, including with universities, and also initiated 
the establishment of not-for-profit organisations such as 
foundations.
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http://www.interculturalinnovation.org

http://www.interculturalinnovation.org

http://www.unaoc.org/

http://www.unaoc.org/





A total of over 300 refugees participated in “WORK HERE!” 
or the starter qualification in 2016, and we were in fact 
unable to allocate all available programme spaces. The 
participants’ experiences up to now have shown that lan-
guage skills, cultural understanding and technical profi-
ciency are the key factors for integration into German 
working life. Despite the many challenges posed by these 
areas, we will push forward with our integration pro-
gramme for refugees in 2017. 


Adapting global commitment to local needs


With 31 manufacturing and assembly plants and a network 
of over 150 national sales companies in countries around 
the world, the BMW Group is a truly global enterprise. In 
addition to our focus on intercultural understanding, we 
also develop specific educational offerings and corporate 
citizenship projects for our various locations. We believe 
it is possible to successfully shape a society that is based 
on social cohesion and innovation if the competencies 
and skills of each individual are harnessed for the general 
good and used to implement social change.


Before we launch a project, we examine the social chal-
lenges faced at the local level. The key question we ask 
ourselves is whether and how the expertise we provide 
can actually improve local conditions. We also benefit as 
a company from our corporate citizenship activities. For 
example, we become more familiar with local social 
structures, we learn to see things from an alternative per-
spective, and on this basis we are able to reach new target 
groups. 


 


refugee assistance to capacity building in developing 
countries and also include support projects for disadvan-
taged or disabled children and young people. In 2017, 
four projects will once again be recognised with project 
grants of € 5,000 each. The four winners will be selected 
by a BMW Group jury and presented at a festive gala in 
May 2017.


Integrating refugees
The initiative “WORK HERE!” was launched in 2015. It is 
a collaboration between the BMW Group, the German 
Federal Employment Agency and the local job centres that 
offers motivated refugees the opportunity to take part in 
a six- to nine-week course of practical training in various 
departments. The programme helps refugees find their 
way in the German labour market. The participants are 
mentored by BMW Group employees and also receive 
daily German language lessons and integration training. 
The project was extended to six locations in Germany in 
2016. For younger refugees, there is a programme offering 
a six-month “starter qualification” preparing them for the 
job of production mechanic.  


More than 300 refugees have taken part in the BMW Group’s 
work  experience  programme “WORK HERE!” so far.
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Two good examples of strategic corporate citizenship at the 
BMW Group are the BMW Warm Heart Fund in China and 
the BMW Korea Future Fund. Both funds offer a platform 
that enables the BMW Group, its workforce, dealerships 
and customers to make a contribution towards improving 
society in the respective countries. In Beijing, ten teams 
of talented young people from universities and research 
institutes presented their ideas for the urban mobility of 
the future at the “BMW Next Mobility Youth Camp 2016”. 
In South Korea, the “Young Engineer Dream Project”, a 
one- year mentoring programme, supports disadvantaged 
students at technical schools. BMW Group technicians 
from nearby company locations help the young people in 
planning their education and careers.  


Since 2013, BMW Korea’s “Young Engineer Dream” project has been supporting under-
privileged university students, with BMW and MINI volunteer technicians mentoring them 
for a year. 131 students and 48 mentors have participated in the project so far.


In order to make our corporate citizenship efforts even 
more focused and effective, in 2015, we conducted a field 
analysis of the programmes being implemented at the 
BMW Group locations with the following results:


–  Corporate citizenship mainly takes the form of sup-
port for existing programmes.


–  The BMW Group is perceived as a sponsor of social 
activities rather than as a local stakeholder responsible 
for its own projects.


–  There is no uniform understanding of corporate 
citizen ship within the company and in most cases no 
involvement of dealerships, customers and partners.


Based on this analysis, we developed a roadmap for the 
strategic further development of corporate citizenship at 
the BMW Group, and in 2016 the following measures were 
initiated:


–  A local foundation was set up in India with the 
involvement of dealerships, customers and employees.


–  A strategic approach was drafted to position the 
BMW Group as a socially responsible local company 
in South Africa, Brazil, Mexico and Thailand.


–  Corporate citizenship in the UK, Japan and Russia was 
given a more strategic orientation, and educational 
projects were developed in the fields of mathematics, 
information technology, natural sciences and tech-
nology.
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The BMW Foundation Herbert Quandt inspires leaders 
from all sectors of society to exercise their social responsi-
bility in both the private and professional context. Through 
the global Responsible Leaders Network, it campaigns 
across national, cultural and sector boundaries for positive 
social change. The framework for these efforts is provided 
by the Agenda 2030 adopted by the United Nations and by 
its Sustainable Development Goals. The goal of the foun-
dation is to stimulate socially relevant processes and to 
provide lasting support for innovative organisations and 
initiatives. In short: to promote concrete commitment by 
responsible leaders all over the world.  


The BMW Foundation Herbert Quandt can also make a 
difference through so-called “impact investing”. It thus 
pursues its objectives not only with proceeds from its en-
dowment but also by investing through the Eberhard von 
Kuenheim Fund a significant share of its core assets in 
organisations with high social impact as well as promoting 
national and international exchange via socially positive 
forms of investment. 


Funding corporate citizenship expenditures
In 2016, we spent a total of € 87.8 million on our corporate 
citizenship activities (2015: € 39.1 million). To see how these 
funds were allocated to our various areas, please refer to 


•. Total expenditure by the BMW Group on corporate 
citizenship activities thus increased in 2016 compared to 
the previous year by more than 300 %. This significant jump 
is mainly due to a rise in donations to the BMW Founda-
tion Herbert Quandt.


• see 
table 4.11 and  


table 4.12


 


Vehicles for research and education


The BMW Group has been promoting young talent for years by provid-
ing vehicles free of charge to educational institutions in Germany and 
abroad. This is a prime example of how our corporate citizenship efforts 
combine business interests with social aspects. The objective of this 
kind of support is both to foster the next generation and to work together 
with universities. At the same time, the BMW Group contributes to 
keeping education and research up to date with the latest technologic-
al advances. More than 1,500 vehicles have been donated in different 
countries. 


 


BMW Foundation Herbert Quandt: helping to 
improve society


The work of foundations associated with the BMW Group 
provides an important source of inspiration for our cor-
porate citizenship endeavours and the establishment of 
initiatives. On the occasion of the centenary of BMW AG 
in March 2016, the decision was made to pool the strengths 
and resources of the two corporate foundations, the BMW 
Foundation Herbert Quandt and the Eberhard von Kuen-
heim Foundation. The BMW Group doubled the capital 
of the BMW Foundation Herbert Quandt from € 50 to 
€ 100 mil lion and plans to support its ongoing activities 
with annual donations. 
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Forecast


The BMW Group will continue to expand the content and 
structure of its corporate citizenship activities in the focal 
areas of intercultural understanding and social inclusion. 
Our aim is to implement the roadmap we developed in 2016 
and to create platforms for actively involving employees, 
customers and dealerships. This will make our corporate 
citizenship efforts even more focused and effective. 


Amount of expenditure on corporate  
citizenship, by type of activity¹


4.11 


in € thousand


31,979 28,944
34,524 39,109


87,837


Commercial 
activities


Community 
investment
Donations /  


contributions in kind


100,000


50,000


0


   


2012 2013 2014 2015 2016


 


1  The activities of the BMW Group in the area of corporate citizenship are divided into three 
main areas. Firstly: monetary donations and donations in kind. Secondly: community 
investment. Community investment refers to investment in project initiatives conceived 
in-house, cooperative endeavours and partnerships as well as corporate volunteering by 
BMW Group employees. And thirdly: commercial activities, i.e. sponsorship and cause-
related marketing.


• GRI G4-EC1


BMW Group donations worldwide in 2016
4.12 


in %,  total amount 70,356,147 €¹


Sport 1.6


Science / education 88.7


0.1 
Environment /  
sustainability


Politics 0.0Culture 2.1
7.5 
Society /  
community


1  The sum indicated here does not include either cause-related marketing or sponsorship 
and does not contain the projects and activities carried out in the context of the compa-
ny’s corporate citizenship and cultural activities.


•  GRI G4-EC1


• T


• T


106


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


4.1  Health 
and  performance


4.2  Long-term employee 
 development


4.3 Diversity


4.4  Intercultural 
 understanding


5
Fundamentals


Further key indicators


GRI G4 Content Index


Appendix


·







5


FUNDAMENTALS


·


Introduction


1
Strategy


2
Products and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


5.1 Customer satisfaction


5.2 Product safety


5.3  Compliance 
and human rights


5.4 Economic effects


5.5 Stakeholder engagement


5.6  Reinforcing 
 sustainability


Further key indicators


GRI G4 Content Index


Appendix







RELEVANCE  
FOR BMW GROUP


The BMW Group manages its business in accordance with the 
principles of sustainable and responsible Corporate Govern-
ance. This includes lawful conduct, observing sustainability 
criteria and respecting human rights along the entire value 
chain. We also maintain an ongoing dialogue with our stake-
holders and integrate sustainability as a watchword for all 
we do into our corporate structure, culture and processes. In 
this way, we are able to increase customer satisfaction and 
ensure the long-term competitiveness of the BMW Group. At 
the same time, we contribute to value creation and the advance-
ment of society. We comprehensively inform our customers 
about the proper use of our products and ensure the protection 
of health and the environment through active and passive 
safety systems as well as by selecting at an early development 
phase safe materials for use in production.
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5.1 
CUSTOMER SATISFACTION


The right approach to sustainability is taking on increasing 
importance for product design and the overall image of a 
company, together with classical factors such as product and 
service quality. The BMW Group has therefore made sus-
tainability one of the fundamental principles of its brands. 
Various aspects of sustainability are also addressed in our 
customer surveys, the results of which we incorporate into 
our decisions. This is because satisfied customers are essen-
tial to the long-term success of the company.


Most customers hold the companies they purchase from 
responsible for developing their products and services in 
a sustainable manner. They expect sustainability to be an 
integral part of the business model. This is a stable trend 
that has been identified in all areas, not just among cus-
tomers with a special awareness of sustainability.


Our brands address sustainability in multiple ways, from 
the development of fuel-efficient and electric drivetrains to 
the use of renewable raw materials in the vehicle interior 
all the way to our mobility services. With our sub-brand 
BMW i, developed as a mobility solution integrating all 
aspects of sustainability, we aspire to take on a pioneering 
role in the automotive sector •. • see 


chapter 2.2


As many different factors go into the decision to purchase 
a particular vehicle, there are sometimes contradictions 
between our customers’ expectations of sustainability and 
their individual preferences. For example, short-term trends 
such as low fuel costs may reduce demand for the most 
fuel-efficient vehicle types. Purchasing decisions by fleet 
customers, by contrast, are much more likely to reflect an 
interest in sustainability. For these customers, fuel efficien-
cy and CO2 emissions are crucial criteria.


Responding to customer expectations


We conduct annual surveys to enable us to optimise our 
products, services and support according to the needs and 
expectations of our customers. We also continuously meas-
ure customer satisfaction on the basis of uniform global 
standards.


The results of the surveys are evaluated both at the 
BMW Group level and also at our subsidiaries and deal-
erships so that we can respond quickly and in a targeted 
manner to customer wishes. Recent surveys have shown 
that customer satisfaction is at a constant good level and 
is continuing to improve even more. We see this as proof 
of the effectiveness of our ongoing efforts. At the same 
time, it is evident that our customers’ needs can vary con-
siderably from country to country. We take these national 
and cultural differences into account in our decisions.  


•  GRI G4-PR5


A customer survey conducted in the spring of 2016 in 
Germany, the USA and China regarding various drive 
systems including electric mobility provided valuable in-
sights for the further development of our product and 
service range. 
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The survey showed that the interest in electric vehicles in-
creased overall in the participating countries from 2014 to 
2016. In all three countries, environmental considerations 
and low running costs were cited as motives for purchas-
ing an electric vehicle. In addition, customers in Germany 
also mentioned enthusiasm for the new technology and 
driving enjoyment as decisive factors, while for drivers in 
China state subsidies played a major role. 


Nearly all of the respondents who already own an electric 
vehicle indicated that they would purchase one again in 
future. Among the drivers of plug-in hybrids, about half 
would buy one again while almost one third would like to 
switch to an electric vehicle next time. Customers driving 
conventional premium cars said it was important to them 
that switching to a plug-in hybrid or electric vehicle would 
entail no restrictions with respect to range and the selec-
tion of models available. •  GRI G4-PR5


The sales organisations in our largest markets (such as the 
USA, China and Germany) report regularly on customer 
satisfaction to a specially established committee that in-
cludes members of the Board of Management. In addition, 
specific customer concerns are analysed at the management 
level to identify potential process weaknesses and develop 
appropriate solutions.


Focus on the customer: picking up a vehicle at the BMW World in Munich.


Experiencing sustainability in 
sales and services


To drive sales of sustainable vehicles, it is vital that our 
customers have the necessary information available to them. 
Our goal is therefore for the sales staff at our dealerships 
to be so well-informed that they are able to answer almost 
any question customers may have about the BMW Group’s 
products and sustainability activities. 


Aspects of sustainability are an integral part of our sales 
training, and all sales staff are trained on the theme of 
sustainability from the very start of their career. Training 
for staff dealing with the BMW i series includes particu-
larly extensive information about how these vehicles con-
tribute to sustainability. We also carry out special train-
the-trainer qualifications for multipliers in sales in which 
we go into topics such as our vehicles’ CO2 emissions 
throughout the product life cycle, safety and environ-
mental protection in aftersales as well as the sustainabili-
ty strategy practised by the BMW Group. Besides helping 
employees to understand what the concept of sustaina-
bility is all about, this training is also designed to demon-
strate the benefits a sustainable approach can bring for 
our business.
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5.2 
PRODUCT SAFETY


As a provider of premium products, the BMW Group views 
safety as fundamental to its sense of product responsibili-
ty. By incorporating active and passive safety systems in 
our vehicles, we reduce the accident risk for both our cus-
tomers and other road users. In addition, driving safety 
training helps drivers to avoid dangerous situations in 
the first place. We provide our customers with extensive 
information on the proper use of our products and servic-
es. In the early development phase, we evaluate the po-
tential materials to be used in a product in order to deter-
mine their possible effects on health and the environment 
and eliminate any problematic materials from the outset.


All BMW Group products are developed and manufactured 
in strict compliance with quality management systems. 
The BMW Group monitors its products on the market and 
examines all feedback on the topic of safety. If necessary, 
the responsible authorities are informed without delay and 
all measures that serve customer safety are initiated. The 
BMW Group has established the relevant committees, 
processes and organisations for this purpose. •  GRI G4-PR1


Promoting safety in all areas and keeping 
customers informed


We actively communicate our safety concepts by holding 
joint events as needed with fire departments, rescue forces 
and salvage operations. Our general and specialised driv-
er safety training also plays a part in improving the safety 
of our customers and other road users. Customers learn 
how to handle certain dangerous situations that may arise. 
The BMW Group has been offering driver safety training 
for 40 years. 


Today, the BMW and MINI Driving Experience programme 
offers various training courses in over 30 countries world-
wide for BMW and MINI cars and BMW motorcycles. In 
2016, over 25,000 participants took part in this programme 
in Germany and at international training locations.


With active and passive safety systems, the BMW Group reduces the risk of accident for 
its customers and other road users. 
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Reducing accidents and their consequences through 
active and passive safety systems
BMW Group vehicles are equipped with active and passive 
safety systems that meet the highest quality standards. 
Active safety includes perfect chassis tuning, optimal trac-
tion and effective brakes. Electronic chassis control systems 
as well as a range of driver assistance systems also contrib-
ute towards preventing accidents. In addition, a number 
of passive safety systems installed in our vehicles mini-
mise the consequences of an accident. These include ener-
gy-absorbing crumple zones, safety passenger cells, belt 
systems and airbags.


 


Vehicle recall at the first sign of a problem – 
Takata airbags as an example


The BMW Group aims to ensure through product recalls that product 
defects do not lead to any harm. Recalls are organised as a precaution 
in the event of a suspected defect and communicated to the public. 


The BMW Group organised the replacement of airbags supplied by 
Takata purely as a precaution. A few cases became known among our 
competitors in which faulty triggering of the airbags led to occupant in-
jury and even a few fatalities when the gas generator ruptured. No such 
case is known in BMW Group vehicles. As a precautionary measure, 
BMW decided in 2013 to launch an initial recall to exchange the affect-
ed airbags. At that time, 237,000 BMW 3 series vehicles (E46) were af-
fected worldwide. In the course of further investigations and contacts 
with the authorities in various markets, BMW organised additional re-
calls for over 6 million vehicles worldwide. Vehicles affected by these 
precautionary recalls are mainly those in the BMW 3 series, BMW 5 ser-
ies and the BMW X5 as well as a few other models with driver and front 
passenger airbags from the model years 2000–2012.


 


Guaranteeing product and service information  
for customers
Information on the safety of our vehicles and on protect-
ing the health of our customers can be found in the in- 
vehicle operating manuals, in printed form or as an app. 
These manuals are also available on the Internet. This is 
complemented by vehicle signage and additional back-
ground information on services, accessories and compon-
ents.


The BMW Group is obliged by the applicable legislation 
to inform customers about the proper use of its products 
and services as well as any potential risks and hazards. A 
technical and legal assessment during the release process 
ensures that product and service information for custom-
ers (manuals in particular) meets all legal requirements 
with regard to product liability. Each component of our 
vehicles can be tracked back to the supplier via the part 
number. The BMW Group complies with the reporting 
requirements for all products and services. For example, 
information on fuel consumption and CO2 emissions for 
each vehicle model is published on the websites of the in-
dividual brands. •  GRI G4-PR3
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Using safe materials
In the early development phase, we evaluate the potential 
materials to be used in a product in order to determine 
their risk potential and eliminate any problematic mater-
ials from the outset. This ensures worldwide compliance 
with all legislation concerning product safety, health and 
the environment for every phase of the vehicle life cycle 
(from development to utilisation, and right up to the re-
cycling stage). We observe here not only the strict European 
Union legislation, for example REACH (registration, eval-
uation, authorisation and restriction of chemicals), but also 
other regulations in effect at our production and sales lo-
cations. People with nickel allergies, for example, will be 
happy to hear that there are no exposed nickel surfaces in 
current BMW vehicles.


The BMW Group complies with all legislation in selecting materials to protect 
health and the environment. 


Ensuring high air quality in the vehicle interior
Due to our internal commitment to Responsible Care, the 
BMW Group has been collaborating with independent 
toxicologists since the 1990s to measure emissions in ve-
hicle interiors, in order to ensure that the targets set by 
the experts are met in all new vehicles. Our own emissions 
test benches test our vehicle interiors applying various 
user profiles to make sure they meet the most recent inter-
national standards. The BMW Group also requires com-
ponent suppliers to meet component emissions targets, 
compliance with which is tested during the development 
process. In addition, all BMW  / MINI  / Rolls Royce vehicles 
come equipped with cabin air filters. Outside air is filtered 
in three ways (mechanically, electrostatically, and option-
ally also with activated charcoal) before it enters the vehi-
cle. This almost completely filters out particles such as dust, 
pollen and pollutants from the outside air.
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5.3 
 COMPLIANCE 
AND HUMAN RIGHTS


We regard lawful conduct and respect for human rights as 
fundamental prerequisites for fair competition and good 
corporate citizenship. As an international enterprise with 
highly complex supply chains, the BMW Group is exposed 
to increased risk of being associated directly or indirectly 
with legal or human rights violations. We therefore treat 
compliance with legal provisions and the protection of 
human rights as top priorities and require our business 
partners to do the same.


Responsible and lawful behaviour is an integral part of 
our corporate culture and is the reason why customers, 
shareholders, business partners and the general public 
place their trust in us.


Managing compliance


In order to protect the company systematically against com-
pliance-related and reputational risks, the Board of Man-
agement set up a Compliance Committee in 2007. The 
BMW Group Compliance Management System has been 
continuously developed further since then, in 2016 notably 
through the establishment of local compliance functions. 
These take on many of the compliance management tasks 
and are better able to identify and take into account local 
risks.


Our updated Compliance Management System “Compli-
ance” covers a broad range of topics. The current focus 
is on compliance with anti-trust regulations, corruption 
prevention and the protection of human rights.


The extent and intensity of our compliance activities are 
based on an annually updated Group-wide compliance risk 
assessment covering more than 300 BMW Group business 
units and functions worldwide. These compliance activities 
include training and communication measures, individual 
counselling, consistent follow-up on cases of non-compli-
ance as well as the management of compliance-relevant 
processes and controls. The Compliance Committee carries 
out several Compliance Spot Checks each year based on 
the top 50 risks on the risk list. The spot checks are carried 
out jointly with an external service provider to monitor 
compliance with legal requirements. •  GRI G4-SO3


The • BMW Group Legal Compliance Code, which was updated in 
2016, is the cornerstone of the Group’s Compliance Man-
agement System, spelling out the Board of Management’s 
acknowledgement of the fact that compliance is a joint 
responsibility. In our • Annual Report 2016, we provide com-
prehensive information on the actions we take to ensure re-
sponsible and lawful conduct throughout the BMW Group.
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https://www.bmwgroup.com/en/unternehmen/compliance.html

http://annual-report2016.bmwgroup.com





Training employees in compliance  
and human rights


Fair competition is the basis for all of our business dealings. 
We have therefore further refined our Compliance Man-
agement System to place emphasis on preventing corrup-
tion as well as compliance with anti-trust law. In class-
room and online training, we teach our employees a basic 
understanding of this topic. The training courses are tai-
lored to the needs of the respective divisions, for example 
research and development. Around 17,000 managers and 
employees have completed one of these training courses 
since 2011.


More than 32,500 managers and staff worldwide have re-
ceived training in compliance and anti-corruption basics 
since the introduction of the BMW Group Compliance 
Management System in 2008. As part of the training, par-
ticipants work on case studies on the topic of corporate 
hospitality and gifts. Training in the BMW Group Policy 
of “Corruption Prevention” also looks at additional finan-
cial and in-kind gifts relevant to the Group business 
model, for example vehicle donations, sponsorship, mon-
etary donations and memberships. Participation in the 
training programme is mandatory for all BMW Group 
managers. Compliance training is also available to all 
other employees throughout the BMW Group. •  GRI G4-SO3, 


•  GRI G4-SO4


In addition, we educate our employees on the specific re-
quirements with regard to human rights in business op-
erations. The training is geared in particular toward man-
agers and focus groups, for example in Purchasing. The 
participants are informed of what they have to be aware 
of in their daily actions and whom they can turn to for 
questions.


In the reporting period, 156 purchasing employees took 
part in classroom training on sustainability, which also 
includes human rights requirements. 53 of them went 
through special training on how to use the OEM sustain-
ability questionnaire •. The issue of human rights was 
also part of the classroom training in compliance offered 
in 2016. As we update our compliance training in the 
coming year, this subject will also be incorporated in the 
compulsory employee training for all managers. •  GRI G4-HR2


Ensuring due diligence with regard to 
human rights


Our due diligence process for human rights is modelled 
on the • UN Guiding Principles on Business and Human Rights. In 
particular, we expect our employees to respect human 
rights and protect them in their daily actions. We also re-
quire our business partners to respect human rights.


By integrating human rights requirements into our global 
Compliance Management System, they can be entrenched 
even more firmly in existing processes at all of our loca-
tions and closely monitored. •  GRI G4-HR9 Implementation is 
also ensured through a Compliance Management Manual.


A special focus in 2016 was preparing for reporting in ac-
cordance with the UK Modern Slavery Act, which will be 
published for the first time in 2017. For this purpose, we 
examined the relevant suppliers, initiated any necessary 
improvement measures and conducted appropriate staff 
training.


• see 
chapter 3.3
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http://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf





 


International conventions and principles


Our models for ensuring compliance with environmental and social 
standards along the value chain are based on various internationally 
recognised guidelines. The BMW Group is committed to adhering to 
the Organisation for Economic Cooperation and Development (OECD) 


• Guidelines for multinational companies, the contents of the 
• ICC Business Charter for Sustainable Development as well as 
the United Nations • Environment Programme Cleaner Production 
Declaration (UNEP).


By signing the • United Nations Global Compact in 2001 and, together 
with employee representatives, issuing a • Joint Declaration on 
Human Rights and Working Conditions in the BMW Group, the 
Board of Management gave its commitment to abide worldwide by in-
ternationally recognised human rights and with the fundamental work-
ing standards of the • International Labour Organization (ILO). 


•  GRI G4-15, GRI G4-56


 


If employees have any questions regarding human rights, 
they can ask their line managers or the BMW Group Com-
pliance Contact helpline. Employees also have the oppor-
tunity to submit information about possible human 
rights violations within the company via the BMW Group 
SpeakUP Line – anonymously and confidentially. In add-
ition, our annual compliance questionnaire, which must 
be filled out by all BMW Group companies, includes a 
question for local risk assessment of possible human 
rights violations. The answers are used to derive further 
local measures for minimising risk.


The BMW Group Compliance Committee Office handles 
any reports by employees and initiates measures as re-
quired to remedy possible violations.


The Supply Chain Response Team responds to reports of 
possible human rights abuses in the supply chain •. In 
2016, the Supply Chain Response Team received two no-
tifications of potential human rights violations concern-
ing non-compliance with freedom of association and an 
alleged incidence of child labour. These cases are current-
ly being investigated. •  GRI G4-HR12


Local assessments of the risk of possible human rights 
violations also become part of Group-wide annual com-
pliance reporting, from which further local risk reduction 
measures are derived.


• see 
chapter 3.3
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http://www.oecd.org/corporate/mne/48808708.pdf

https://cdn.iccwbo.org/content/uploads/sites/3/2015/01/ICC-Business-Charter-for-Sustainable-Development.pdf

http://www.unep.fr/scp/cp/network/pdf/english.pdf

http://www.unep.fr/scp/cp/network/pdf/english.pdf

https://www.unglobalcompact.org/ 

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2005/BMWGroup_Human_Rights.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2005/BMWGroup_Human_Rights.pdf

http://www.ilo.org/declaration/lang--en/index.htm 





Obliging business partners to observe  
human rights


We expect our business partners along the entire supply 
chain to consistently observe human rights and we see this 
as an important criterion for long-term business relations. 
The international value creation processes in the auto-
motive industry and the division of labour it entails lead 
to risks, particularly in the supply chain. We thus ensure 
our suppliers’ commitment to respecting human rights via 
our risk management process •. 


We also take human rights requirements into account in 
investment decisions and the choice of company sites. In 
2016, 100  % of the order volume for our material invest-
ments in property, plant and equipment (including produc-
tion equipment and buildings) were covered by human 
rights clauses. •  GRI G4-HR1


Both our international purchasing conditions and also all 
dealership contracts in Europe as well as Korea, Thailand, 
Singapore, Malaysia and Indonesia, along with all contracts 
with importers worldwide, currently contain a binding 
human rights clause. We intend to gradually integrate this 
clause into all dealership contracts worldwide.


We see the integration of human rights clauses into con-
tracts with business partners as an important step in es-
tablishing human rights requirements in the value chain, 
and as an indicator of growing awareness on the part of 
our partners.


• see 
chapter 3.3
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5.4 
ECONOMIC EFFECTS


Sustainable management combines long-term commercial 
success with added value for society. As a global company, 
the BMW Group acknowledges its responsibility to con-
tribute to social prosperity. Therefore, we not only strive 
for a continuous increase in value creation but we also 
make specific contributions to economic development and 
quality of life at our locations.


BMW Group value creation
5.01 


in %, basis: production material


Depreciation and amortisation 8.7


Cost of materials 52.5


48.8 Employees


 19.3 Group


 13.7 Government /public sector


8.3 Providers of finance


9.7 Shareholders


0.2 Minority interest


Net value added 24.7 60


45


30


15


0


60


45


30


15


0


14.1  
Other expenses


•  GRI G4-EC1


• T


The sustainable, profitable growth of the BMW Group 
enables risk-commensurate returns for capital providers, 
attractive salaries for employees as well as a social contri-
bution through income tax payments. These direct posi-
tive economic benefits are quantified in the allocation 
statement for net value added. At € 23,623 million (2015: 
€ 22,524 million), the net value added of the BMW Group 
has remained at a constant high level. The bulk of the net 
value added is applied to employees (2016: 48.8  %, 2015: 
48.3  %). The proportion applied to providers of finance 
declined compared to the previous year, to 8.3  %. The 
government /public sector (including deferred tax expense) 
accounted for 13.7  %. The proportion of net value added 
applied to shareholders, at 9.7  %, was higher than in the 
previous year •. •  GRI G4-EC1• see 


table 5.01
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Contributing to prosperity through growth


The BMW Group currently employs 124,729 people (2015: 
122,244) and is training 4,613 young people at its world-
wide locations (2015: 4,700). The purchase of intermediate 
products also secures jobs worldwide in our supply chains. 
Because we source the main components for vehicle pro-
duction locally whenever possible, our business activities 
create jobs and increase prosperity at our locations. •  G4-EC8 


By paying income taxes, and indirectly through taxes paid 
by our employees and suppliers, we boost the tax revenues 
of the regions where we operate. In 2016, the BMW Group 
paid a total of approximately €2,755 million in income 
taxes (2015: € 2,828 million).


Expanding local infrastructure


The BMW Group contributes directly to the expansion of 
local infrastructure. With ChargeNow, for example, we are 
building a public charging infrastructure for electric ve-


hicles all over the world •. When setting up new plants, 
we also, for example, build new roads as needed and lay 
electricity and water supply lines. During planning at a new 
company location, we first examine how we can contribute 
to the specific needs of the local community. •  GRI G4-EC7


Opening up new business fields


By implementing innovations, the BMW Group opens up 
new business fields and thus fosters the creation of new 
value chains and jobs. Examples include the URBAN-X 
accelerator programme and the BMW Startup Garage, 
along with further initiatives supporting pioneering tech-
nologies and urban mobility • as well as the joint venture 
Encory, which promotes the reuse of vehicle parts •. 


•  GRI G4-EC7, GRI G4-EC8 


As in previous years, the figures indicating the economic 
effects of the BMW Group continued to see an upward 
trend in 2016, confirming our contribution to social pros-
perity in our locations. •  GRI G4-EC7, GRI G4-EC8


Financial figures
5.02 


in € million 2012 2013 2014 2015 2016 Change in %


Capital expenditure  5,240 6,711 6,100 5,890 5,823 – 1.1


Revenues  76,848 76,059 80,401 92,175 94,163 2.2


Profit before financial result  8,275 7,978 9,118 9,593 9,386 – 2.2


Profit before tax  7,803 7,893 8,707 9,224 9,665 4.8


Income taxes  2,692 2,564 2,890 2,828 2,755 – 2.6


Net profit  5,111 5,329 5,817 6,396 6,910 8.0


•  GRI G4-EC1


• see 
chapter 2.2


• see 
chapter 2


• see 
chapter 3.1


• T
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5.5 
STAKEHOLDER ENGAGEMENT


As the BMW Group is a global corporation, both our manu-
facturing activities and our products have an effect on the 
environment as well as on diverse groups of stakeholders. 
At the same time, the viewpoints, decisions and actions of 
our stakeholders have a decisive impact on the success of 
our enterprise. The BMW Group therefore engages in on-
going dialogue with its stakeholders at all its locations 
and in relevant markets.


By fostering dialogue with our stakeholders, we want to 
build trust, gain a better understanding of each other’s 
positions, identify trends and consolidate partnerships. 
This helps us to understand better what steps are needed 
and expected from us next in the various fields of activity. 
At the same time, the exchanges give us an opportunity to 
clearly and transparently explain the extent of our poten-
tial influence on social and environmental issues and what 
prerequisites and framework conditions are important for us.


Our • Stakeholder Engagement Policy forms the basis for con-
tinuous dialogue. It defines the goals of the dialogue, sets 
the criteria for identifying and prioritising our stakehold-
ers, and provides a template for a range of suitable dialogue 
formats and communication channels. •  GRI G4-25


Regular and systematic dialogue  
with stakeholders


Our subsidiaries, our political offices in the different mar-
kets and the representatives from our plants engage in 
regular dialogue with local stakeholders on relevant top-
ics. A range of committees and channels allow our differ-
ent corporate departments to contact relevant stakeholder 
groups directly.


One of the cornerstones of this dialogue is our ongoing 
and systematic identification and prioritisation of stake-
holders and their topics of interest. To this end, we regu-
larly map out stakeholder groups that are involved in 
strategically important topics at all relevant locations.


Our basic goal is to host at least one multi-stakeholder dia-
logue per year in our primary sales regions in Europe, 
Asia and North America respectively. We set the themes for 
these stakeholder dialogues according to how topical they 
are and how well they lend themselves to comparing and 
contrasting the different regions. In 2016, we c onducted 
stakeholder dialogues on the topic of urban mobility in 
Seattle / USA, Boston / USA, Madrid / ES,  Tokyo / JP and 
Barcelona / ES. In the coming year, urban mobility will once 
again be on the agenda, along with other key issues such 
as digitalisation.


Stakeholder dialogue in Madrid on the topic of urban mobility.


120


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


5.1 Customer satisfaction


5.2 Product safety


5.3  Compliance 
and human rights


5.4 Economic effects


5.5 Stakeholder engagement


5.6  Reinforcing 
 sustainability


Further key indicators


GRI G4 Content Index


Appendix


·



https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2013/Stakeholder_Engagement_Policy_of_the_BMW_Group.pdf





In addition to these events, we also have direct contact with 
individual stakeholders on occasions when special topics 
arise (for example, in 2016 there were many requests for in-
formation on environmental protection and the observance 
of human rights in the supply chain). To respond to our 
stakeholders’ interest in these issues, the BMW Group held 


 Stakeholder groups and forms of dialogue
5.01 


     


 
BMW Group 
in dialogue
The demand for individual  
premium mobility continues. 
However, a strategic  
assessment is required as  
utilisation habits are  
called into question. 


 
E-mobility continues to require the support of policymakers, but new business 
models can also promote market acceptance Capital market
 
Dialogue in industry initiatives, joint events, training courses, lectures, 
 Supplier Risk Assessment, Learning from Suppliers forum Suppliers
 
 
Participation of Board members and technical experts in a number of initiatives, 
forums and events, membership of initiatives


Networks and 
 associations


 
Workshops on key topics, regular “Green Tables” with parliamentarians 
in  Germany Policymakers
Round tables, visits from universities, lectures, discussions, 


“BMW Group  Dialogue” with students Research
Dialogue in the form of public relations trips and press releases, informational 
events on new products, test drives, trade fairs Media
Dialogue with sales organisations and the association of German BMW dealerships, 
business conferences, dialogue via the central coordinating units of importers Business partners
 
One-on-one dialogue, plant visits, neighbourhood dialogue, press events Local stakeholders
 
 
 
Face-to-face meetings/dialogue, responding to enquiries


Civil society 
and NGOs


Dialogue with employees and managers, employee survey, 
idea  management, internal media Employees
Customer survey, social media, trade fairs, media Customers


 


•  GRI G4-24, GRI G4-26


• F


two dialogue events in Berlin (in July and December 2016) 
at which we presented the general sustainability standards 
in the BMW Group supply chain and discussed in greater 
depth projects and measures being undertaken with regard 
to the raw materials kenaf and cobalt. 
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In 2016, various media and NGOs alerted us to possible 
human rights violations in our supply chain. As stipulated 
in our corporate processes, our Supply Chain Response 
Team looked into each case within a matter of days, asking 
the management of the supplier company to respond to the 
specific issue or case. If we still had doubts, we intensified 
our investigation and sent someone to look into things on 
site. In one case, information provided by our stakeholders 
led us to work with our suppliers to restructure a supply 
chain so as to rule out any potential future risk.


For an overview of the forms of dialogue and stakeholder 
groups of the BMW Group •.


Key stakeholder perceptions and recommendations
5.02 


 


 STAKEHOLDER PERCEPTIONS STAKEHOLDER RECOMMENDATIONS


Greater policy support possible  for BMW 
e-mobility and car-sharing  programmes 
through the integration of  connectivity and 
automation, e.g.:
–  delivering real time data on parking,  


infrastructure and traffic conditions,
–  new services for physically challenged 


groups,
–  supporting a stable energy infrastructure 


and integration of electric vehicles into 
existing networks.


Zeitgeist is focused on breakthrough innov-
ation rather than gradual change. Thus, sys-
temic approaches to energy transition are 
attractive (battery, charging, energy gener-
ation and storage).  
 
 


Some competitors don’t have “legacy automo-
tive business”, which allows them to focus 
resources within R&D and manufacturing as 
well as to execute a stronger marketing 
 strategy.  
  


Increase availability of car-sharing through 
reward schemes, e.g.:
–  gamification and loyalty programmes.
–  flexible pricing to incentivise ride-sharing 


and sharing of private parking spaces, for 
example. 
 
 


Strengthen car as private space e.g. through:
–  tailored interior design,
–  advanced entertainment solutions,
–  assuring confidentiality of private  


communication,
–  developing more ideas for stationary use. 


 
 


The BMW Group's approach to car-sharing is 
not fully understood: 
–  advocating for less cars while selling cars? 
–  premium is still associated with exclusivity 


of ownership.
–  Brand is perceived to be less relevant in 


sharing schemes.


Foster vehicle-to-grid integration to promote 
decentralised energy systems that support
–  disaster resilience,
–  and energy transition through storage and 


bi-directional charging,
–  also provides further options to reduce 


TCO (Total Cost of Ownership) of electric 
vehicles.  


 Increase digital availability of cars and  
services in cutting-edge digital market 
platforms (own, partner, external). 
 
 
 


Connected and autonomous cars  
might challenge The BMW Group’s brand DNA 
and core competencies
–    What are the new business models 


for the BMW Group? 
–    How is the organisational change being 


managed?


Use car-sharing as an introductory platform  
for premium/advanced technology, e.g. 
regarding electrification and connectivity.


Premium data privacy i.e. trust in responsible 
handling of data, full control of privacy 
 settings and reward schemes for sharing of 
data could be essential USP for BMW.


•  GRI G4-27


• see 
figure 5.01


• F


All of our stakeholder dialogue formats are based on one 
principle: that the views of our stakeholders feed back 
 into the company’s strategy. On the other hand, the stake-
holders become familiar with the BMW Group’s views and 
positions on certain topics and can take account of these 
in their day-to-day work. For an overview of the results of 
the stakeholder dialogues in 2016 •. 


Further information on specific events taking place as part 
of the • BMW Group Dialogue are published online on the 
BMW Group website.


• see 
figure 5.02
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In dialogue with investors


Engaging in a regular and intensive dialogue with the 
capital market has always been a high priority for the 
BMW Group. When making their decisions, investors 
are increasingly focusing on how the BMW Group inte-
grates aspects such as the environment, society and cor-
porate governance into its business model, products and 
activities. This is particularly true of institutional investors 
with long-term strategies. 


In 2016, we continued to maintain and expand our con-
tacts with sustainability-oriented investors and analysts. 
In a number of individual and group discussions at SRI 
roadshows and conferences (SRI = Socially Responsible 
Investment) in Europe’s financial centres and the USA, 
visitors were informed of our current progress in the area 
of sustainability and the focus topics in our Strategy 
NUMBER ONE > NEXT. We also conducted another Per-
ception Study to determine how investors view the finan-
cial aspects of sustainability communications and inte-
grated the results into the further development of our SRI 
communications. 


The BMW Group in dialogue with decision-makers on the topic of sustainability.


In dialogue with political decision-makers


By engaging in regular, active and open dialogue with 
political decision-makers, union representatives and as-
sociations as well as non-governmental organisations 
(NGOs), we play a constructive and transparent role in 
shaping the general political framework for our business 
activities. We offer our expertise to help promote fair 
competition for all involved and find sustainable solutions. 
We regard this as an important aspect of our corporate 
responsibility.


Our political offices concern themselves with public affairs 
as they affect environmental, financial and socio-political 
topics and deal with relevant economic policy and industry- 
specific issues. In the period under report, the main topics 
in this regard were how to put emissions regulations into 
practice, how to deal with trade barriers, fair taxation 
 legislation, changes brought about by digitalisation, the 
challenges of urban mobility as well as international reg-
ulations on measuring emissions.


We take a public stand on the issues and report on our 
positions on important policy developments and legisla-
tive initiatives.


Approaches to promoting recycling and life  
cycle management 
The BMW Group engages in an ongoing dialogue with 
policymakers on the theme of recycling and life cycle 
management. We were represented, for example, at the 
G7 conference held by the United States Environmental 
Protection Agency (EPA). The conference dealt with the 
use of life cycle approaches to increase resource efficiency. 
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Position on the implementation of the EU  
CSR Directive in Germany 
The European Union passed a directive on CSR reporting 
in 2014 that is to be implemented in the member states as 
national law by the end of 2016. With a slight delay, the 
law was adopted by the German Bundestag in early 2017, 
meaning that the reporting requirement will take effect for 
Germany for business year 2017. The companies concerned 
must disclose in their management report or a separate 
sustainability report non-financial information on their 
policies, main risks and outcomes relating to at the mini-
mum environmental matters, social and employee aspects, 
respect for human rights, anti-corruption and bribery 
issues as well as equal opportunity and diversity in their 
board of directors. 


After many years of reporting in accordance with the 
GRI G4 comprehensive guidelines, the BMW Group is 
confident that it will be able to meet the new reporting 
obligations without any major changes in its annual 
drafting process. The BMW Group supports the new le-
gislation provided that its operational interpretation leads 
to greater clarity and focus in the resulting reporting. 


Taking a stand on emissions regulation 
Legal regulations on emissions are becoming increasingly 
stringent worldwide, continually posing new chal lenges to 
the automotive industry. As early as 2000, the BMW Group 
set the course for reducing fuel consumption as well as 
CO2 and pollutant emissions with its Efficient Dynamics 
Strategy. Electromobility is essential for achieving further 
reductions.


Favourable economic conditions have proven conducive 
to the successful introduction of new technologies. In the 
dialogue with the political stakeholders in the main mar-
kets, the following issues are of central importance to the 
BMW Group:


–  Promoting electromobility
–   Not distorting competition according  


to market segment
–   Supporting new efficiency technologies
–   A realistic connection between targets  


and measuring methods 
–   Consistency of supply-side and demand-side policies
 
The BMW Group would like to see countries in all mar-
kets take effective measures to promote electromobility, 
such as those already in place for example in Japan, China 
and California (for further information, •).• see 


chapter 2.1  
and 2.2
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Promoting the transatlantic free trade agreement
As a global enterprise, the BMW Group has always sup-
ported the further opening of worldwide markets as well 
as the continuous reduction of tariff and non-tariff trade 
barriers. The BMW Group manufactures vehicles world-
wide, takes advantage of global sourcing and is convinced 
that free trade is an important component for a sustain-
able growth and employment policy.  


Despite increasing globalisation, trade policy has been 
characterised for the past several years by a trend toward 
greater protectionism. Market entry barriers are on the 
rise in many regions of the world. Where tariff trade bar-
riers are abolished, they are often replaced by non-tariff-
based obstacles.


The latest developments with regard to the UK's planned 
withdrawal from the European Union as well as the trade 
policy discussions triggered by the new administration in 
the USA can be seen as results of a global trend toward 
isolation and disintegration that has been observed for 
some time now. 


The BMW Group approaches its investment decisions with 
sustainability in mind. Long-term investments are the re-
sult of careful consideration and strategic planning pro-
cesses. In particular in countries such as the UK and the 
USA, where changes in trade policy are now being dis-
cussed, we are firmly established partners in the local 
economy and wish to remain so. Our future involvement 
in Mexico is likewise more than a pure investment deci-
sion. It also reflects our sense of responsibility for the 
jobs being created there as well as our social and cultural 
commitment.


The BMW Group therefore hopes that its sustainable 
global investment and sales planning will be flanked by 
responsible policy decisions designed to maintain the 
growth, prosperity and employment brought by open 
markets and international integration.


Supporting democratic parties
The BMW Group supports the work on social policy car-
ried out by democratic parties in Germany (CDU, CSU, 
SPD, FDP and Bündnis90  / Die Grünen). The company 
places high value on transparency in this regard and 
complies with the relevant legislation. Since 2014, the 
BMW Group has supported the work of political parties in 
Germany solely through content-based partnerships, for 
example by sponsoring public discussion forums and dia-
logue formats. All partnerships are subject to the clear 
sponsorship guidelines of the BMW Group.
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5.6 
 REINFORCING 
 SUSTAINABILITY


The BMW Group manages its business in accordance with 
responsible corporate governance principles geared to long- 
term value creation in all areas of the company. To ensure 
compliance with these principles, clear lines of accounta-
bility have been defined in the BMW Group’s management 
system, which are reinforced through guidelines as well as 
control and incentive systems.


The Board of Management governs the enterprise under its 
own responsibility, acting in the interests of the BMW Group 
with the aim of achieving sustainable growth in value. It 
thus determines the strategic orientation of the enterprise 
and ensures its implementation. The Board of Management 
is furthermore responsible for compliance with all provi-
sions of the law and internal regulations as well as for ad-
equate risk management and risk controlling. The Super-
visory Board advises and supervises the Board of Manage-
ment in conducting its duties (dual management system). 


•  GRI G4-34, GRI G4-39


Sustainability is a component of our corporate strategy. For 
this reason, our Sustainability and Environmental Protec-
tion department has been directly incorporated into our 
Corporate Planning and Product Strategy unit since 2007, 
under the mandate of the Chairman of the Board of Man-
agement. This unit is responsible for the sustainability 
strategy and sustainability management worldwide. Some 
of the department’s tasks are:


–  To identify challenges and opportunities for sustaina-
ble operations 


–   To develop and monitor sustainability goals
–   To further develop, specify and integrate our sustain-


ability initiatives into individual divisions, taking 
account of the entire value chain


–   To ensure the cooperation of all departments in the 
company involved in sustainability


–   To provide a central corporate function for environ-
mental protection (Group Representative) and man-
age the environmental protection network


–   To manage global centres of competence on a range 
of environmental issues


Managing sustainability


The Sustainability Board makes decisions on the long-term 
alignment of the sustainability-related areas of action in-
cluded in Strategy NUMBER ONE > NEXT. The entire 
Board of Management is represented on the Sustainability 
Board, along with the heads of Sustainability and Environ-
mental Protection and of Corporate Communications. 


•  GRI G4-34 The Sustainability Board convenes twice a year 
to assess the company’s progress on economic, environ-
mental and social issues. In particular, it determines the 
degree to which sustainability principles have been inte-
grated into the various divisions. •  GRI G4-47 The Sustain-
ability Circle, which comprises department heads from all 
divisions, meets at least twice a year to draft decisions for 
presentation to the Sustainability Board. Given the in-
creasing relevance of the topic of sustainability for the 
core business of the BMW Group, a proposal has been 
made to integrate the Sustainability Circle into the Strat-
egy Circle. This integration represents a logical next step 
toward establishing sustainable business practices as an 
integral part of the business model •. •  GRI G4-35, GRI G4-36, 


GRI G4-42, GRI G4-43 The BMW Group management principles 
are also set down in the • Corporate  Governance Codex.


• see 
figure 5.03
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Organisation of sustainability in the BMW Group
5.03 


 


Sustainability board 
 Comprises the entire Board of Management


Chairman: Chairman of the Board of Management
Responsible for strategic alignment


Sustainability Circle  
within Strategy Circle


Comprises department heads from all divisions
Responsible for preliminary work to support decision-making


Specialist divisions
Implement measures and processes needed for the  


BMW Group to achieve its sustainability goals


• F


Integrating sustainability as a  
strategic corporate objective


Sustainability has been integrated “top down” at all corpo-
rate levels of the BMW Group since 2009 as a strategic 
objective based on specific targets and key performance 
indicators. Sustainability is therefore an explicit compon-
ent of the BMW Group’s management system. This means 
that every major issue and project must be measurable in 
terms of “Sustainability” as a corporate objective, ensuring 
that, in addition to economic factors, environmental and 
social aspects are also accounted for in the decision-mak-
ing process.


It also means that sustainability as a corporate objective 
is broken down to the level of business areas and div-
isions. As a result, the personal targets set for managers 
include sustainability aspects and criteria that have an ef-
fect on their performance-based remuneration.


Rewarding sustainable business success


The Supervisory Board decides on the level of compensa-
tion received by members of the Board of Management, 
orienting its decisions on the sustainable development of 
the BMW Group. Bonuses are also based in part on per-
sonal performance, evaluated primarily according to qual-
itative criteria. These criteria include ecological innovation 
(e. g. reduction of CO2 emissions), customer focus, leader-
ship accomplishments and the ability to lead change pro-
cesses.


Further key performance indicators for measuring contri-
butions made to the sustainable development and future 
viability of the company are enhancing its attractiveness 
as an employer, progress in the implementation of the 
diversity concept, which is presented in a report to the 
Supervisory Board, as well as activities that advance cor-
porate citizenship in the BMW Group • Compensation Report 


in the 2016 Annual Report •  GRI G4-43, GRI G4-44, GRI G4-51
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Further key indicators: Strategy


Research and development expenditure
• T 1.01


in € million and € per employee


3,952 
41,275


4,793 
47,939 


4,566 
43,180 


5,169 
46,191 


5,164 
44,578 


€ million


€ per employee 1


6,000


3,000


0


   


2012 2013 2014 2015 2016


1  Based on the average number of people employed during the financial year (not including 
trainees and  students  gaining work experience).


In the reporting period, expenditure on research and development, in particular projects 
to safeguard the future, remained at the same level as the previous year at €5,164 million 
(2015: €5,169 million). It accounted for 5.5 % of revenues (2015: 5.6 %) thus remaining 
virtually unchanged since the previous year. 
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Further key indicators: Products and services


Fleet consumption of BMW Group vehicles sold in the USA (according to CAFE1) 
• T 2.03


in mpg²


35
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20


35
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 31. 12. 
2016 3


 31. 12. 
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 31. 12. 
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 31. 12. 
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 31. 12. 
2011


 31. 12. 
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 31. 12. 
2012


 31. 12. 
2005


 31. 12. 
2015


 31. 12. 
2003


 31. 12. 
2013


 31. 12. 
2006


 31. 12. 
2004


 31. 12. 
2014


 31. 12. 
2007


Fleet value of  
 “light trucks” sold 
( X3 xDrive / X4 / X5 / X6 )


Fleet value of  
cars sold


1  CAFE: corporate average fuel economy.
2  mpg: miles per gallon.
3  BMW Group forecast, not yet officially confirmed by National Highway Traffic Safety Administration (NHTSA).


The BMW Group’s Efficient Dynamics strategy calls for fuel economy technologies to be made accessible to all customers worldwide as soon as possible. Efficient Dynamics are thus part of the standard 
 equipment in our vehicles. The slight decrease is primarily due to the drop in fuel prices and the accompanying increase in customer demand for larger models and more powerful engines. 


•  GRI G4-EN27
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Further key indicators:   
Production and value creation


Coverage rate of the production locations with 
quality management systems
• T 3.10


as a % of production location workforce


100 100 100 100 100
100
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Energy consumption in detail
• T 3.11


in MWh 2012 2013 2014 2015 1 2016 1


TOTAL ENERGY CONSUMPTION  
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)           


Total energy consumption   4,549,788  4,721,174  4,867,094  5,479,002  5,783,841 


of which vehicle production   4,549,788  4,721,174  4,867,094  5,054,722 5,328,856


of which motorcycle plant in Berlin/DE   —  —  —  80,535 85,559


of which corporate functions, development and administration in Munich/DE   —  —  —  343,745 369,426


TOTAL ENERGY CONSUMPTION IN DETAIL  
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)           


Electricity (external source)   1,790,534  1,910,065  2,141,222  2,485,881 2,584,570 


Community heating   249,123  316,532  281,216  366,593 381,340 


Community cooling in MWh   —  —  —  1,002 1,084 


FOSSIL FUELS           


Fuel oil  12,622  14,023  7,459  4,667  3,522 


Natural gas  2,169,059  2,165,362  2,198,202  2,393,723  2,575,089 


of which CHP losses   210,514  191,840  210,740  214,569 245,899


NON-FOSSIL FUELS           


Biogas (landfill gas)   328,450  315,192  238,654  226,146  237,446 


 of which CHP losses   103,422  94,486  73,638  98,670 108,536


Wood pellets   —  —  —  430  220 


REGENERATIVE FUELS           


Solar energy (photovoltaics)   114  142  341  559  570 


1  To further increase transparency, energy consumption from the corporate functions, development and administration in Munich/DE as well as the motorcycle plant in Berlin/DE were included in the report for 
the first time in 2015.


In 2016, the energy consumption of our vehicle production was at 2.21 MWh per vehicle produced, a slight rise compared to the previous year (2015: 2.19 MWh). This is mainly due to the launch of the new engine 
plant in Shenyang, China and the installation of a new, more efficient paintshop in Munich /DE, which necessitated operation of two paintshops at the same time.


•  GRI G4-EN3
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Certified environmental management systems in production facilities of the BMW Group
• T 3.12


Site Environmental management systems Most recent year of certification


Berlin plant, DE ISO 14001/ EMAS January 2015


Dingolfing plant, DE ISO 14001/ EMAS January 2015


Eisenach plant, DE ISO 14001/ EMAS January 2015


Goodwood plant, UK ISO 14001 January 2015


Hams Hall plant, UK ISO 14001 January 2015


Landshut plant, DE ISO 14001/ EMAS January 2015


Leipzig plant, DE ISO 14001/ EMAS January 2015


Munich plant, DE ISO 14001/ EMAS January 2015


Oxford plant, UK ISO 14001 January 2015


Regensburg, plant, DE ISO 14001/ EMAS January 2015


Rosslyn plant, ZA ISO 14001 January 2015


Spartanburg plant, US ISO 14001 January 2015


Steyr plant, AT ISO 14001/ EMAS January 2015


Swindon plant, UK ISO 14001 January 2015


Wackersdorf plant, DE ISO 14001/ EMAS January 2015


CKD plant, Araquari, BR ISO 14001 November 2016


CKD plant, Chennai, IN ISO 14001 January 2015


CKD plant, Jakarta, ID (external production) ISO 14001 May 2016


CKD plant, Cairo, EG (external production) ISO 14001 October 2014


CKD plant, Kaliningrad, RU (external production) ISO 14001 August 2014


CKD plant, Kulim, MY (external production) ISO 14001 November 2013


CKD plant, Manaus, BR (external production) National standard 1 Implemented


CKD plant, Rayong, TH ISO 14001 January 2015


BMW Brilliance Automotive, Shenyang, CN ( joint venture) ISO 14001 December 2015


SGL Automotive Moses Lake, US ( joint venture) ISO 14001 March 2015


SGL Automotive Wackersdorf, DE ( joint venture) ISO 14001 March 2015


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) ISO 14001/ EMAS July 2015


TVS Motor Company Hosur, IN  (contract production) National standard 1 Implemented


VDL Nedcar, Born, NL (contract production) ISO 14001 October 2014


1  Fulfilment of legal requirements.


Environmental management systems are in place at almost all BMW Group production facilities worldwide as well as in the central planning departments. With the exception of the Manaus/BR plant and 
Hosur/IN, these systems are certified in accordance with ISO 14001. External auditors confirmed that the German and Austrian sites additionally meet the EMAS European environmental management 
standard. The  Araquari/BR plant was certified in accordance with ISO14001 in November 2016.
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Average distribution of materials in  
BMW Group vehicles¹
• T 3.13


in %


Non-ferrous metals 18.0


 1.0 
Operating fluids


 4.0
Elastomers  
(such as tyres 
and seals)


 1.0
M.O.N.  
(mod. organ. 
 natural mat.)


 12.0 
 Thermoplastic 
resins


Textile 1,0


Other 5.0 Duromers 2.0


Steel and iron 56.0


1  Calculation of representative vehicles includes: BMW 1 Series, BMW 3 Series, BMW 5 
Series, BMW 7 Series, BMW X1, BMW X5, MINI Hatchback, MINI Countryman, RR, i3, i8.


Investment in environmental protection¹
• T 3.14


in € million


Germany


Entire  
production 


network


134.4
148.1 149.8


109.6


154.3


50.9
78.6 68.2 69.7 78.9


160


80


0


   


2012 2013 2014 2015 2016


1  Calculation of integrated environmental investments of BMW Group producton locations 
according to VDA standard.


Total investment by the BMW Group in environmental protection increased considerably 
compared to 2015 (2015: €109 million), amounting to €154 million in the reporting period. 
This is mainly due to investment in new paintshops. In addition, our implementation of 
 environmental management measures meant that there were no significant environmental 
incidences in the reporting period. In particular, no penalties had to be paid.
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BMW Group input/output assessment for 2016 vehicle production
• T 3.15


    


INPUT  


Raw materials 1  


Steel 2,298,838 t


Plastics 2 555,589 t


Aluminium 627,982 t


Magnesium 6,790 t


Operating fluids ³ 68,718 t


Water 4 5,017,816 m3


Energy 4 5,328,856 MWh


OUTPUT  


Vehicles  


BMW Group vehicles produced 5 2,186,363


Vehicles produced (partner plants and contracted) 173,393


Total waste 4 762,924 t


of which recyclable 754,486 t


of which waste for disposal 7,951 t


Total waste water 4 3,312,562 m3


CO2 emissions 4,6 1,254,961 t


Volatile organic compounds (VOC) 4, 5 2,522 t


NOX 4, 5 599 t


CO 4, 5 425 t


SO2 
4, 5 8 t


Particulates, dust 4, 5 59 t


1  Due to the fact that internal reporting has a different scope, this figure excludes BMW Brilliance (China) but includes Magna Steyr/AT.
2  Component weight.
3    Operating fluids for products (e.g. engine and gear oil, brake and cooling fluid, cooling agent, fuel for production refuelling). As the data is captured via the central purchasing system, this figure excludes BMW 


Brilliance (China) and Magna Steyr/AT.
4  Incl. BMW Brilliance (China), excluding contract production.
5  BMW Group measurements/capture as well as calculations based on energy consumption (primarily heating oil and gas) with the aid of the VDA emission factors.
6  Calculated using updated emissions factors.


The number of vehicles produced again showed an increase in the reporting period (+3.5 %). On the input side, the shift from steel to aluminium reported in 2015 continued due to the increase in lightweight con-
struction. Aluminium grew by 7.7% (steel: -5%). In addition, the efficiency indicators energy/water consumption, process waste water, waste for disposal, VOC and CO2 emissions per vehicle improved by an 
average of 4.9% compared to 2015.


•  GRI G4-EN1, GRI G4-EN3, GRI G4-EN8, GRI G4-EN15, GRI G4-EN21, GRI G4-EN22, GRI G4-EN23
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Water consumption  1
• T3.16


 2012 2013 2014 2015 2016


Water consumption in m³ 3,910,923 4,105,937 4,434,595 4,819,684 5,017,816


of which drinking water in % 88 86 87 86 87.1


of which groundwater in % 12 14 13 14 12.5


of which surface water in % 0 0 0 0 0.5


of which rainwater in % 0 0 0 0 0


1  This figure refers to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


In the period under report, no sensitive water sources were impacted by water removal (water from nature conservation areas), nor are there plans to do so in the future.


•  GRI G4-EN8


Waste water 1
• T 3.17


 2012 2013 2014 2015 2016


Total waste water in m³ 2,535,980 2,825,825 2,965,615 3,108,587 3,312,562


of which process waste water in m³ 896,137 882,978 949,601 960,234 944,008


of which waste water from sanitary facilities in m³ 1,639,843 1,942,847 2,016,015 2,148,353 2,368,554


Total heavy metals and heavy metal compounds in kg 474 465 492 502 742


CSB² in kg 1,617,183 1,770,577 2,081,473 2,152,073 2,085,398


AOX³ in kg 77 79 74 87 131


1  The key performance indicator “Process waste water” is measured after waste water treatment in BMW Group plants (incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN) has taken place. 
Together with the waste water from sanitary facilities at the plants, this is the figure for total waste water. Due to factors such as evaporation, water input does not correspond to total waste water.


2   COD = chemical oxygen demand.
3   AOX = adsorbable organic halides in water.


In general, materials input into waste water should be limited to volumes that will not overtax natural decomposition processes. At all production facilities, BMW-specific waste water standards apply, 
some of which significantly exceed local regulations. The significant increase in AOX as well as the total of all heavy metals and heavy metal compounds in 2016 is due to intermittent process difficulties.


•  GRI G4-EN22
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Waste 1
 T3.18


in t 2012 2013 2014 2015 2016


Total waste 664,752 680,299 727,079 754,747 762,924


Hazardous waste for recovery 19,979 21,884 28,503 31,099 30,855


Hazardous waste for disposal 8,127 7,668 7,439 5,483 4,219


Non-hazardous waste for recovery 633,394 647,725 688,237 714,887 723,632


Non-hazardous waste for disposal 3,252 3,022 2,900 3,278 3,732


Materials for recycling 653,373 669,609 716,740 745,986 754,486


Metals for recycling (scrap) 494,894 500,589 525,812 569,959 569,841


Waste for disposal  11,379  10,690  10,339  8,761 7,951


1   The indicators refer to the production locations of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


In 2016, waste for removal was reduced to 7,951 t (2015: 8,761 t). This equates to an overall reduction of 9.2%, in spite of an increase in production of 3.7%. This reduction was mainly a result of the possibility of 
recycling liquid waste at several plants (e.g. Dadong/CN).


•  GRI G4-EN23


Modes of transport of BMW AG employees 1
• T 3.19


2013 2014 2015 2016 2


 in % in t CO2 in % in t CO2 in % in t CO2 in % in t CO2


Cars 50 59,882 51 60,009 52 65,922 53 70,953


Public transport 17 3,914 16 3,461 16 3,750 16 4,169


Plant bus 27 13,432 26 14,244 25 14,552 24 12,950


Bicycle/on foot 6 0 7 0 7 0 7 0


Total 100 77,228 100 77,714 100 84,225 100 88,072


1  Headquarters, including Research and Innovation Center Munich/DE, and the Munich/DE, Dingolfing/DE, Regensburg/DE, Landshut/DE, Leipzig/DE and Berlin/DE plants.
2  63 % of BMW Group employees and 92 % of employees in Germany captured.


Total emissions of CO2 rose by just under 5% and the overall average of CO2 emissions per employee and working day is slightly higher than in the previous year (4.63 kg/employee/d). 


•  GRI G4-EN17
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Logistics: carriers and CO2 emissions 1
• T 3.20


 2012 2013 2014 2015 2016


INBOUND (MATERIAL PROVISION OF THE PLANTS AND 
SPARE PARTS DELIVERY)          


Transport volume in million tkm 10,703 11,560 12,682 13,822 15,202


CO2 emissions in t 547,049 580,616 630,215 467,023 506,604


OUTBOUND (DISTRIBUTION OF VEHICLES AND SPARE PARTS)          


Transport volume in million tkm 20,195 22,226 24,537 25,584 25,006


CO2 emissions in t 700,051 803,158 888,089 935,059 920,795


TOTAL (INBOUND AND OUTBOUND)          


Transport volume in million tkm  30,898  33,786  37,219 39,406 40,208


CO2 emissions in t  1,247,100  1,383,774  1,518,304 1,402,082 1,427,399


PERCENTAGE SHARE OF CARRIERS IN TOTAL (INBOUND AND 
OUTBOUND) IN TERMS OF TRANSPORT VOLUME AND CO2 
EMISSIONS  tkm g CO2  tkm g CO2  tkm g CO2  tkm g CO2 tkm g CO2 


           


Sea 79.2 53.1 78.9 51.6 77.8 50.1 78.9 57.0 77.7 55.0


Road 10.7 20.2 12.4 23.1 13.5 24.3 13.5 27.8 14.9 30.8


Rail 8.9 4.6 7.5 3.8 7.3 2.7 7.0 3.2 6.9 3.1


Air 1.2 22.1 1.2 21.5 1.4 22.9 0.6 12.0 0.5 11.1


1   Figures refer to BMW and MINI, excluding Rolls-Royce automobiles. CO2 emissions calculated in accordance with DIN EN 16258. Since the 2011 financial year, the scope has expanded significantly and currently 
comprises: inbound volumes  (material supplies to plants and spare parts delivery) for BMW and MINI vehicles in Germany, UK, USA, South Africa, China, Thailand, India and CKD/SKD locations as well as for 
delivery of spare parts to the parts supply centre ZTA in  Dingolfing/DE. Outbound volumes (vehicle distribution and spare parts) as far as the distribution centres in the worldwide markets and in certain markets 
as far as the dealership.


The increase in transport volume (+2%) and CO2 emissions (+2.1%) was less than proportional to the year-on-year increase in the number of BMW and MINI vehicles produced (+3.5%). CO2 emissions fell by 
around 2.3% per unit based on the number of vehicles. This is mainly due to the rise in the share of vehicles produced in Europe for the European market and the resulting decrease in export volume. It also led to 
slight shifts in shares of modes of transport in transport volume and CO2 emissions figures.


•  GRI G4-EN17
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Further key indicators: Employees and  society


Occupational health and safety management systems at BMW Group sites
• T 4.13


Plant occupational health and safety certification
Occupational health and safety 


 management system Most recent year of certification


Berlin plant, DE OHSAS 18001 December 2014


Dingolfing plant, DE OHRIS May 2015


Eisenach plant, DE OHSAS 18001 September 2015


Goodwood plant, UK OHSAS 18001 September 2015


Hams Hall plant, UK HS(G) 65 October 2016 1


Landshut plant, DE OHRIS October 2015


Leipzig plant, DE OHRIS March 2013


Munich plant, DE OHRIS August 2015


Oxford plant, UK OHSAS 18001 December 2015


Regensburg plant, DE OHRIS July 2015


Rosslyn plant, ZA OHSAS 18001 December 2014


Spartanburg plant, US OHSAS 18001 April 2016


Steyr plant, AT OHSAS 18001 December 2015 2


Swindon plant, UK OHSAS 18001 December 2015


Wackersdorf plant, DE OHRIS July 2015


CKD production Araquari, BR OHSAS 18001 December 2016


CKD production Chennai, IN OHSAS 18001 January 2016


CKD production Jakarta, ID (external production) OHSAS 18001 January 2014


CKD production Cairo, EG (external production) OHSAS 18001 October 2014


CKD production Kaliningrad, RU  (external production) National standard 3 Implemented


CKD production Kulim, MY (external production) OHSAS 18001 December 2015


CKD production Manaus, BR (external production) National standard 3 Implemented


CKD production Rayong, TH OHSAS 18001 January 2016


BMW Brilliance Automotive, Shenyang, CN ( joint venture) OHSAS 18001 December 2013


SGL Automotive Moses Lake, US ( joint venture) OHSAS 18001 December 2015


SGL Automotive Wackersdorf, DE  ( joint venture) OHSAS 18001 December 2015


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) OHSAS 18001 July 2015


TVS Motor Company, Hosur, IN (contract production) OHSAS 18001 January 2014


VDL Nedcar, Born, NL (contract production) National standard 3 Implemented


1  Date of issue of certificates January 2017.
2  Date of issue of certificates January 2016.
3  Legal requirements complied with. 


The BMW Group currently has certified occupational health and safety management systems in accordance with OHRIS and OHSAS in place at 28 of its 31 production locations. Hams Hall / UK and Araquari /BR received 
OHSAS-certification in 2016.
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 Occupational safety at BMW Group
 T 4.14


Rate/number of participants/number 2012 2013 2014 2015 2016


Accident frequency rate¹ BMW Group 5.8 4.8 5.1 3 4.4 4 4.0
 5


Safety training by BMW AG occupational safety association 4,315 2,387 2,750 1,809 1,327


Web-based training in occupational safety at BMW Group 7 11,935 15,902 17,180 23,548 25,811


Other training courses in occupational  safety at BMW Group 16,513 10,892 10,984 17,536 31,212


Employees at BMW Group (number) 7 10,626 9,611 6,941 13,635 22,607


Employees of third-party companies (number) 5,887 1,281 4,043 3,901 8,605


BMW Group risk assessments 2 26,040 26,462 27,300 69,887 6 78,201 6


1  Number of occupational accidents with at least one day absent per one million hours worked.
2   Number of safety assessments of workplaces, including with regard to possible ergonomic and health strains. Figures are cumulative and refer to the BMW Group.
3   Figure not directly comparable to previous years’ figures due to addition of German dealerships to Scope. Around 88 % of BMW Group employees captured.
4   Figure not directly comparable to previous years’ figures due to addition of plants in Brazil, Thailand and India to scope. Around 90 % of BMW Group employees represented.
5   Figure not directly comparable to previous year due to expansion of scope to include all BMW Group employees for which accidents can be recorded under current data privacy regulations.
6   Figures not directly comparable to previous years’ figures. The figure shown is the sum of the safety assessments of workplaces in the tariff-bound production area carried out so far in accordance with the 


 ABATech method (31,520) and the hazard assessments in the non-tariff areas, which were captured for the first time (46,681). The figures are cumulative and refer to the BMW Group.
7  Including staff from temporary employment agencies.


In 2016, the accident frequency rate at the BMW Group fell by just under 5 % compared to 2015. This is due to continuous improvement processes as well as dedicated safety training courses and ongoing 
improvement of technical safety conditions at workstations. In addition to training by the occupational safety association, a large number of internal training courses are carried out, data on which has been 
 represented since 2011. A total of 8,605 employees of the BMW Group as well as employees of third-party companies took part in internal safety training courses in 2016. In addition 5,525 people underwent 
 training in first aid in Germany alone.


•  GRI G4-LA6


BMW Group employees
• T 4.15


 2012 2013 2014 2015 2016


Workforce according to segment      


Automotive 96,518 100,682 106,064 111,410 112,869


Motorcycles 2,939 2,726 2,894 3,021 3,351


Financial Services 6,295 6,823 7,245 7,697 8,394


Other 124 120 121 116 115


Share of employees with fixed-term contracts¹ in % 3.8 3.9 4.2 4.7 3.7


1  Excluding vocational trainees, interns and students.


•  GRI G4-10
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Accident frequency rate at BMW Group by country 1
• T 4.16


Per one million hours worked Accident frequency


Australia 1.3


Austria 5.3


Belgium 3.7


Brazil 0.8


Canada 0.0


China 0.0


Denmark 0.0


Finland 0.0


France 3.2


Germany 4.9


UK and Ireland 2.3


Greece 0.0


India 1.4


Indonesia 0.0


Ireland 0.0


Italy 6.9


Japan 1.7


Malaysia 0.0


Mexico 0.0


Netherlands 0.0


New Zealand 0.0


Norway 0.0


Poland 0.0


Portugal 0.0


Russia 0.0


Singapore 0.0


South Africa 1.5


South Korea 0.0


Spain 8.2


Sweden 0.0


Switzerland 6.0


Thailand 0.0


United Arab Emirates 0.0


USA 3.1


1  Occupational accidents with at least one day of absence from work 
per one  million hours worked.


•  GRI G4-LA6


Sickness rate at BMW AG
• T 4.17


in % 


4.4 4.3 4.2
4.6 4.65.0


3.5


2.0


   


2012 2013 2014 2015 2016


 


•  GRI G4-LA6


Target share of performance-related compensation in 
BMW AG salaries, by employee category 1
• T 4.18


in % of salary group 2014 2015 2016


Upper management 53 – 72 52 – 71 52 – 72


Middle management 37 – 41 37 – 41 37 – 40


Lower management 10 9 9


1  Performance-based remuneration comprises a personal bonus and a corporate earnings-
related bonus. The amount of the personal bonus depends on personal performance as well 
as achievement of the individual’s targets. The amount of the corporate bonus depends on 
the company’s performance. The variable part of remuneration increases as more responsi-
bility is taken within the company.
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Total days of work missed at BMW AG¹
 T 4.19


Number


Due to a 
notifiable 


accident on the 
way to or from 


work.


Due to a 
notifiable work 


accident.


12,737
14,853 13,952


18,774 18,44620,000


10,000


0


   


2012 2013 2014 2015 2016


 


1  Figures for BMW AG, including dealerships. Days of absence from work due to occupa-
tional accidents and/or  accidents on the way to or from work with at least one day of 
absence from work. 


The number of occupational accidents with days absent from work dropped by 3.03 % in 
2016 compared to the previous year.


•  GRI G4-LA6


Total number of employees leaving BMW AG,  
by reason for leaving¹


• T 4.21


Number


Pension, death, 
pre-retirement 


part-time working 
arrangements.


Voluntarily left 
company (termina-
tion or suspension 


of employment 
contract by 
employee).


Number dismissed 
by employer.


2,561 2,371


1,014


1,577


2,067


3,000


1,500


0


   


2012 2013 2014 2015 2016


 


1  Figures refer to employees with permanent contracts.


The rise in the number of people leaving the company for age-related reasons (retire-
ment, pre-retirement part-time working arrangements) compared to 2015 led to an 
increase in the overall figure. The share of women in the total number of people leaving 
the company (2,067) was 12.8% in 2016. The share of women among newly recruited 
employees was 26.0%.


•  GRI G4-LA1


Profit-sharing scheme at BMW AG  
by year of payment¹
• T 4.20


in % of monthly salary/in % of personal base value


153.0 152.6 162.8 167.3 167.5
200


100


0


   


2012 2013 2014 2015 2016
 


1  New employees receive full bonuses after four years of employment.


Since the 2010 financial year (payout in 2011), bonuses at BMW AG have been determined 
according to a uniform system across all hierarchical levels. Starting in the 2011 financial 
year (payout in 2012), this system was also introduced for employees worldwide as a stand-
ardised corporate success component in nearly all BMW Group companies. The consistency 
of this component is thus ensured both hierarchically (from production worker to board 
member) and geographically (worldwide). This portion of the bonus depends on the earn-
ings performance of the BMW Group and is calculated according to these three parameters: 
Group’s earnings after tax, after-tax return on sales, and dividends. Including the post-tax 
return on sales in the calculation of bonuses (also for the Board of Management and the 
upper executives) in particular ensures an orientation towards the profitable, and hence 
sustainable, growth of the BMW Group.
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Share of women in the workforce per country  
with production site(s) in 2016
• T 4.22


in %


  16.3 Germany


  15.2 UK


  24.3 USA


  12.1 Austria


  22.6 South Africa


  9.3 India


  35.0 Thailand


  47.9 China


  19.3 Brazil 


  34.3 Other countries


0 25 50


 


The share of women in the workforce varies strongly in the different functional areas: 
the share of women in production-related activities is less than 10 %, while it is over 
20 % in sales-related activities. The employee share and share of women is therefore 
lower in production-intensive countries.


•  GRI G4-LA12


BMW Group apprentices as at 31 December
• T 4.23


Number


4,266


4,445


4,595
4,700


4,613


5,000


4,500


4,000


   


2012 2013 2014 2015 2016
 


In 2016, the BMW Group further expanded its international training activities by increasing 
the number of apprentices in training at plants in the USA and Thailand. The number of 
 people starting their careers at the company’s German training centres remained constant, 
at 1,200. On the reporting date, 4,613 young people had vocational training contracts or 
were employed in young talent promotion programmes (2015: 4,700).
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Share of local employees in management positions at major company locations 1
• T 4.24


in % 2012 2013 2014 2015 2016


Munich plant, DE 98.8 98.8 98.9 99.0 99.1


Dingolfing plant, DE 99.7 99.7 99.7 99.7 99.7


Berlin plant, DE 100.0 100.0 100.0 100.0 100.0


Landshut plant, DE 100.0 99.2 100.0 100.0 100.0


Leipzig plant, DE 100.0 98.2 99.2 99.2 100.0


Regensburg plant, DE 100.0 100.0 100.0 100.0 99.5


UK 92.5 89.3 85.2 85.2 87.5


USA 91.2 89.0 86.8 86.1 89.4


Austria 83.0 84.7 86.2 75.1 84.8


South Africa 89.2 89.0 89.9 85.4 85.4


China ² (incl. joint venture) 28.4 63.0 50.6 65.2 65.8


India 54.8 59.5 61.8 71.1 66.7


Thailand 68.0 75.0 61.3 72.4 65.6


1  “Local” refers to managers with local contracts. Persons deployed to work at the location who do not have a local employment contract are not included. Such persons are reflected in the difference from 100 % 
in each case.


2  Including employees of the joint venture BMW Brilliance Automotive, which is not consolidated in the BMW Group.


•  GRI G4-LA12


Share of employees represented by a trade union or falling under collective agreements
• T 4.25


in % 2012 2013 2014 2015 2016


Germany ² 100 100 100 100 100


UK¹ 86 86 86 86 85


China (plant) 100 100 100 100 100


Austria ² 100 100 100 100 100


South Africa 61 61 60 59 58


USA (no collective agreements exist) 0 0 0 0 0


1  From 2012 onwards, all employees in corporate functions as well as the employees at the Goodwood/UK plant were included in this figure.
2  Excluding executives. 


At the BMW Group, institutionalised co-determination is implemented Group-wide according to the applicable national regulations. At all BMW AG plants and dealerships as well as in Austria and the UK, elected 
works councils observe co-determination for the employees. In China and South Africa, employees are represented by local workers’ representatives, while at the company locations in the USA no collective 
agreements exist in general.


The BMW Group complies with the ILO Conventions 87 and 98, which guarantee employees the right of association as well as the right to conclude collective bargaining agreements. In addition to the right to 
found and become members of independent C93 unions or other organisations that represent interests, this also includes protection against discrimination due to participation in employee representation. 
Freedom of association thus forms one of the focal points of the •  BMW Group Joint Declaration on Human Rights and Working Conditions. Timely and comprehensive inclusion of employee represent-
atives is guaranteed at the BMW Group both through the parity of membership of the BMW AG Supervisory Board as well as through works' council representatives and local employee representatives.


•  GRI G4-11
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https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2005/BMWGroup_Human_Rights.pdf





Investment in further education and training at the 
BMW Group¹
• T 4.26


in € million


282 288


335
352 352


400


300


200


   


2012 2013 2014 2015 2016


 


1  BMW Group investments are dependent on current further education and training require-
ments, which may lead to year-on-year fluctuations.


The BMW Group sees targeted employee training as an investment in the future. For this 
reason, investment in eduction and further training remained at the same level as in the pre-
vious year. Building up and maintaining skills expertise within the Group’s workforce are key 
aspects of strategic corporate governance.


Share of BMW AG employees in Europe outside Ger-
many as well as from non-EU countries
• T 4.28


in %


4.4 
Share of non-German employees from EU countries 


Share of German employees 90.7


4.9 
Share of non-German employees  


from non-EU countries


•  GRI G4-LA12


Average training hours at the BMW AG Academy, 
by employee category 
• T 4.27


Number of employees 2014 2015 2016


Non-tariff employees  30.5  26.6 30.0


“Meister” (master craftsmen)  35.0  36.8 27.8


Tariff  17.5  18.2 17.3


Days of further training for managers  
in the BMW Group    


Number  18,920  18,775 9,000


The training academy founded in 2009 coordinates vocational training at Munich/DE as 
well as training and further education for all company locations in Germany and the UK 
under one umbrella. This facilitates the coordination of training courses and generates 
synergies through the use of shared resources. In 2016, the BMW Group’s training offen-
sive provided similar results to the previous year. Both the average amount of time spent 
on training as well as expenditure were at a similar level to the previous year. This trend 
can be observed throughout the entire company. In addition to classical training courses 
and e-learning, brand new education programmes were launched, such as Bachelor's and 
master’s degrees in cooperation with universities. In the year under report, the “Sustain-
able Leadership” programme for established junior and middle managers (programme 
with largest number of participants) did not take place, due among other things to the fact 
that in the first half of 2016 the new strategy of the BMW Group was announced, making 
it necessary to modify the leadership programmes, too. Every manager will therefore 
 participate in the one-day dialogue event “Strategy NUMBER ONE Next. Next Experience”.


•  GRI G4-LA9
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Further key indicators: Fundamentals


Regional distribution of purchasing volume of the 
BMW Group in 2015
• T 5.03


in %, basis: production material


 


20.6 
Eastern Europe


Rest of Western Europe 15.4


NAFTA 17.2


Asia/Australia 5.7
Africa 1.3


Germany 39.8


•  GRI G4-12


Pension provisions 
 T 5.05


in € million


3,813


2,303


4,604


3,000


4,587
5,000


2,500


0


   


2012 2013 2014 2015 2016


 


The bulk of the agreed pension benefits are covered in full by fund-based pension 
 systems as well as accounting provisions. Fund assets amounted to €18,315 million in 
2016 (2015: €16,930 million). Pension provisions have risen to €4,587 million (2015: 
€3,000  million); this is primarily due to decreased discount rates in Germany and Great 
Britain. 


From a legal perspective, the BMW Group’s fund assets are managed in trusts, separately 
from its corporate assets. 


•  GRI G4-EC1, GRI G4-EC3


BMW Group personnel costs per employee¹ 
• T 5.04 


in €


89,161 89,869
92,337


97,136 99,575
100,000


80,000


60,000


   


2012 2013 2014 2015 2016


 


1   Figures exclude suspended employment contracts, employees in non-work phases of 
pre-retirement  part-time arrangements, trainees, students and low income earners.


Maintaining a competitive level of expenditure on personnel plays a major role in the suc-
cess of the BMW Group. In addition to focusing on cost, the aim is also to increase effi-
ciency at all levels of the business. The high degree of motivation amongst employees and 
the positive approach taken by the company towards the workforce are underscored by 
rewards that are determined individually on the basis of performance and success.


•  GRI G4-EC1
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Public sector grants: public subsidies in the form of 
reduced taxes on assets and consumption-based taxes
• T 5.06


in € million


45 45
54


71 6980


40


0


   


2012 2013 2014 2015 2016


 


As in the previous years, public sector grants consisted of two parts in 2016. First, 
 production costs were reduced due to public subsidies in the form of reduced taxes on 
assets and consumption-based taxes amounting to €69 million (2015: €71 million). 
 Second, other operating income at the BMW Group also includes performance-based 
public sector grants totalling €126 million (2015: €132 million).


•  GRI G4-EC4


Public sector grants: performance-based grants 
from the public sector 
• T 5.07


in € million


19


73 73


132


126


150


75


0


   


2012 2013 2014 2015 2016


 


•  GRI G4-EC4
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BMW Group vehicle production by plant
• T 5.08


 2015 2016


 
Change 


in %


Share 
of production  


in %


Munich, DE 221,998 216,769 – 2.4 9.2


Dingolfing, DE 360,804 339,769 – 5.8 14.4


Regensburg, DE 304,509 346,291 13.7 14.7


Leipzig, DE 233,656 246,550 5.5 10.4


Rosslyn, ZA 71,353 63,117 – 11.5 2.7


Spartanburg, US 400,904 411,171 2.6 17.4


Dadong¹, CN 142,767 143,825 0.7 6.1


Tiexi¹, CN 144,988 161,901 11.7 6.9


Rayong, TH 8,928 17,844 99.9 0.7


Araquari, BR 9,936 15,408 55.1 0.6


Chennai, IN 7,716 8,568 11.0 0.4


Oxford, UK 201,206 210,971 4.9 8.9


Graz (Magna Steyr)², AT 82,655 53,528 – 35.2 2.3


Born (VDL Nedcar bv)², NL 57,019 87,609 53.6 3.7


Goodwood, UK 3,848 4,179 8.6 0.2


Partner plants 27,216 32,256 18.5 1.4


1  Joint venture BMW Brilliance Automotive Ltd., Shenyang/CN
2  Contract production


•  GRI G4-9


148


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further 
key indicators


Strategy


Products 
and services


Production 
and value creation


Employees 
and  society


Fundamentals


GRI G4 Content Index


Appendix


·







 


GRI G4 CONTENT INDEX 


·


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators
 
GRI G4 Content Index


General standard disclosure


Specific standard disclosure


Identified material aspects 
and boundaries


Appendix







GRI G4 
CONTENT INDEX


General standard disclosure


Code Topics and page references Omissions and comments
External  
verification


  Strategy and analysis      


G4-1 Statement from the most senior decision-maker
• see Introduction, pages 3 – 4


G4-2 Key impacts, risks and opportunities  
concerning sustainability
Impacts, risks and opportunities regarding 
Products and services, • page 20 
Production and value creation, • page 53 
Employees and society, • page 82 
Fundamentals, • page 108 
Business case for sustainability, • page 15


  Organisational profile      


G4-3 Name of the organisation
• see Imprint, page 189


G4-4 Primary brands, products and services
• see Introduction, page 5


G4-5 Location of the organisation’s headquarters
• see Imprint, page 189
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Code Topics and page references Omissions and comments
External  
verification


G4-6 Countries with significant operations
• BMW Group 2016 Annual Report 
BMW Group vehicle sales by region  
and market, • page 42  
Vehicle production of BMW Group  
by plant, • page 45  
Company locations, • pages 24 – 25 


 
*


G4-7 Nature of ownership and legal form
• BMW Group 2016 Annual Report 
Business model, • page 22  
Disclosures relevant for takeovers and  
explanatory comments, • page 103  
Consolidated financial statements, • page 112


 
*


G4-8 Markets served
• BMW Group 2016 Annual Report 
BMW Group vehicle sales by region  
and market, • page 42  
Vehicle production of BMW Group  
by plant, • page 45  
Sales subsidiaries, • pages 24 – 25


 
*


G4-9 Scale of the organisation
• see Introduction, Further key indicators, page 5, 148 


G4-10 Employees by employment type,  
gender and region
• see chapter 4.2, Further key indicators, pages 91, 93, 99, 140 


The number of non-managerial staff is subject to 
very strong short-term fluctuations particularly in 
the summer during the main holiday period of 
the core workforce. Statements about the number 
of non-managerial staff as well as their composi
tion by gender are therefore valid only for a very 
short time. Freelance staff are not relevant for 
most of the work in the BMW Group. 
(UNGC 6)1


G4-11 Ratio of employees under collective agreements
• see Further key indicators, page 144


(UNGC 3)1
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Code Topics and page references Omissions and comments
External  
verification


G4-12 Description of the supply chain
• see Introduction, Further key indicators, page 6, 146


G4-13 Significant changes during the reporting period
• see About this report, page 184 


• see Annual Report, Group reporting entity, page 121 


G4-14 Implementation of the precautionary principle
Observing the precautionary principle  
through our comprehensive and integrated  
strategy, • page 14 
Observing the precautionary principle through  
a comprehensive understanding of product  
responsibility, • page 24 
Environmental protection within the organisa
tion and Clean Production approach, • pages 51 – 69 
Precautions through supplier selection and  
management, • pages 70 – 79 
Safeguarding employees through a healthy  
work environment, • pages 84 – 89 
Fostering understanding between different  
nations, religions and ethnic groups, • pages 101 – 106 
• BMW Group 2016 Annual Report 
Compliance in the BMW Group, • page 207 
Risk management, • page 88


(UNGC 7)1


G4-15 External initiatives that the organisation endorses
• see chapter 5.3, page 116


152


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators
 
GRI G4 Content Index


General standard disclosure


Specific standard disclosure


Identified material aspects 
and boundaries


Appendix


·







Code Topics and page references Omissions and comments
External  
verification


G4-16 Significant memberships in industry and  
business associations


Membership in national associations:
–  The German Association of the Automotive 


Industry (VDA) and indirectly through the 
VDA the Federation of German Industries 
(BDI) and the Association for the Promotion  
of German Industry


–  Bavarian Employers’ Associations for the 
 Metalworking and Electrical Industries 
(bayme vbm) 


–  Confederation of German Employers’ 
 Associations (BDA)


International industry associations: 
–  European Automobile Manufacturers’ 


 Association (ACEA)
–  Alliance of Automobile Manufacturers  


(Auto Alliance)


 
Identified material aspects  
and boundaries      


G4-17 Entities included in the consolidated financial 
statements
• see About this report, page 184 


• see Annual Report, Group reporting entity, page 121 


G4-18 Process for defining the report content
• see chapter 1, page 11 


G4-19 Material aspects identified
• see chapter 1, GRI Index, pages 11, 181 – 182 


G4-20 Aspect boundaries within the organisation
• see GRI Index, pages 181 – 182 


G4-21 Aspect boundaries outside the organisation
• see GRI Index, pages 181 – 182 
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Code Topics and page references Omissions and comments
External  
verification


G4-22 Restatements of information provided 
in previous reports


Where necessary and possible, restatements are 
explained in footnotes to the respective graphics.


G4-23 Significant changes in the scope and  
aspect boundaries
• see About this report, page 184 


  Stakeholder engagement      


G4-24 Stakeholder groups engaged
• see chapter 5.5, page 121 


G4-25 Identification and selection of stakeholders
• see chapter 5.5, page 120 


G4-26 Approach to stakeholder engagement  
and frequency
• see chapter 1, chapter 5.5, pages 11, 121 


Continuous worldwide in all locations and mar
kets with a variety of different stakeholder groups. 
Specific stakeholder dialogues are listed as part of 
the definition of the report content.


G4-27 Key topics and concerns raised through 
 stakeholder engagement and response
• see chapter 1, chapter 5.5, pages 11, 122


The Materiality Matrix is illustrated in chapter 1. 
The topics therein and their relevance were deter
mined in a stakeholder survey. 


  Report profile      


G4-28 Reporting period
• see About this report, page 184 


G4-29 Date of most recent previous report
• see About this report, page 184 


G4-30 Reporting cycle
• see About this report, page 184 


154


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators
 
GRI G4 Content Index


General standard disclosure


Specific standard disclosure


Identified material aspects 
and boundaries


Appendix


·







Code Topics and page references Omissions and comments
External  
verification


G4-31 Contact point for questions regarding the report
• see Imprint, page 189 


G4-32 “In accordance” option with GRI and  
context index chosen
• see About this report, GRI Index, pages 184, 149 – 182 


G4-33 External verification of the report
• see Independent Practitioner’s Limited Assurance Report, pages 186 –187 


  Governance      


G4-34 Governance structure, including committees  
of the highest governance body
• see chapter 5.6, page 126  


• BMW Group 2016 Annual Report 
Overview of Supervisory Board Committees, 
• page 198 


The BMW Group governance principles are  
set down in the •  Corporate Governance Code.


 
*


G4-35 Process for delegating authority for economic, 
environmental and social topics
• see chapter 5.6, page 126 


The Supervisory Board does not delegate  
any authority.


G4-36 Executive-level position with responsibility  
for economic, environmental and social topics
• see chapter 5.6, page 126 


G4-37 Processes for consultation between stakeholders 
and the highest governance body
• BMW Group 2016 Annual Report 
Statement on Corporate Governance: 
Employee representatives (company employees) 
on the Supervisory Board, • pages 193 –195 
Employee representatives (union representatives) 
on the Supervisory Board, • pages 193 –195 
Annual General Meeting, • page 190


 
*
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Code Topics and page references Omissions and comments
External  
verification


G4-38 Composition of the highest governance body  
and its committees
• BMW Group Company Profile 
Term 
Stakeholder representation


• BMW Group 2016 Annual Report 
Management: 
Members of the Board of Management/Members 
of the Supervisory Board, • pages 193 ff. 
Composition and Work Procedures of the 
 Supervisory Board of BMW AG and its  
Committees, • page 198


Independence: 
Composition objectives of the Supervisory  
Board, • pages 202 ff.


Mandates: 
Members of the Board of Management/Members 
of the Supervisory Board, • pages 192, 193


Gender: 
Members of the Board of Management/Members 
of the Supervisory Board, • pages 192, 193


Social groups: 
Composition objectives of the Supervisory Board, 
• pages 202 ff.


Stakeholder representation: 
Members of the Supervisory Board, • page 193


Competencies: 
Composition objectives of the Supervisory Board, 
• pages 202 ff.


 
*


G4-39 Independence of the Chair of the highest 
 governance body
• see chapter 5.6, page 126  


• BMW Group 2016 Annual Report 
• page 198 


The Chairman of the Supervisory Board has no 
executive function.


 
*
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Code Topics and page references Omissions and comments
External  
verification


G4-40 Nomination and selection process for the highest 
governance body
• BMW Group 2016 Annual Report 
Composition and Work Procedures of the Board 
of Management of BMW AG and its Committees, 
• page 196 
Composition and Work Procedures of the Super
visory Board of BMW AG and its Committees, 
• page 198


 
*


G4-41 Process for avoiding conflicts of interest
• BMW Group Legal Compliance Code  
• BMW Group 2016 Annual Report 
Shareholdings of members of the Board of 
 Management and Supervisory Board, • pages 174, 210


There are already upper limits for mandates as 
well as a legal prohibition on certain ties pursu
ant to § 100 of the German Stock Corporation Act 
(AktG). Mandates in Supervisory Board commit
tees and comparable governance bodies of com
mercial enterprises are published in the Annual 
Report.


The Board of Management and Supervisory 
Board have pledged to observe the provisions for 
conflicts of interest in Section 5.5 of the German 
Corporate Governance Code, in particular to dis
close conflicts of interest and report on how they 
are dealt with.


Business done with related parties or entities is 
reported in the financial reports in accordance 
with the IAS 24 standard (Related Party Disclos
ures). A quarterly survey of the members of the 
Board of Management and Supervisory Board is 
conducted for this purpose.


 
*


G4-42 Highest governance body’s role concerning 
 strategy and goals
• see chapter 5.6, page 126 


G4-43 Measures taken concerning the highest govern-
ance body’s knowledge in sustainability issues
• see chapter 5.6, pages 126 –127 
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Code Topics and page references Omissions and comments
External  
verification


G4-44 Evaluation of the highest governance body’s 
 performance concerning sustainability
• see chapter 5.6, page 127 


G4-45 Highest governance body’s role concerning 
 sustainability impacts, risks and opportunities
• BMW Group 2016 Annual Report 
Risk management system, • pages 88 ff.


The Board of Management informs the Super
visory Board by way of the Audit Committee on 
risk management and the risk situation.  


*


G4-46 Highest governance body’s role concerning the 
effectiveness of risk management
• BMW Group 2016 Annual Report 
Report of the Supervisory Board, • pages 8 ff. 
Risk management system, • pages 88 ff.


 
*


G4-47 Frequency of the highest governance body’s 
review of sustainability impacts, risks and 
 opportunities
• see chapter 5.6, page 126  


• BMW Group 2016 Annual Report 
Risk management system, • pages 88 ff.


 
*


G4-48 Highest committee that formally reviews and 
approves the Sustainability Report
• see About this report, page 185


G4-49 Process for communicating critical concerns  
to the highest governance body
• BMW Group 2016 Annual Report 
Compliance in the BMW Group, • page 207


The Chair of the BMW Group Compliance 
 Committee and the heads of Group Reporting, 
Corporate Audit and Group Controlling report 
 directly to the Audit Committee of the Supervisory 
Board on a regular basis. Shareholders have 
the opportunity to voice their concerns to the 
BMW Group at the Annual General Meeting. 
 Employees can use their Compliance Contact or 
the BMW SpeakUP line for this purpose. Our 
regular stakeholder dialogues ensure that we 
 proactively address the concerns of our various 
stakeholder groups.


 
*


G4-50 Critical concerns that were communicated to the 
highest governance body


This information is confidential and is not 
 communicated externally by the BMW Group. 
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Code Topics and page references Omissions and comments
External  
verification


G4-51 Remuneration policies for the highest governance 
body and senior executives
• see chapter 5.6, page 127  


• BMW Group 2016 Annual Report 
Compensation Report, • pages 212 ff.


 
*


G4-52 Process for determining remuneration
• BMW Group 2016 Annual Report 
Compensation Report, • pages 212 ff. 


Overview of compensation system and 
 compensation components, • pages 212 ff. 


External compensation consultant: Report of  
the Supervisory Board, • pages 212 ff.


 
*


G4-53 Stakeholders’ views regarding remuneration
• BMW Group 2016 Annual Report 
Employee representatives on the Supervisory 
Board, • pages 193–195 
Information on the Company’s Governing 
 Constitution, • page 190  
Supervisory Board compensation, responsibilities, 
regulation pursuant to Articles of Incorporation, 
• pages 220 ff.


 
*
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Code Topics and page references Omissions and comments
External  
verification


G4-54 Ratio of the highest annual total compensation  
to the median annual total compensation


The BMW Group policies for remuneration and 
additional benefits apply for all of our companies, 
regardless of gender, religion, origin, age, disabili
ty, sexual orientation or country-specific character
istics. We follow the guiding principle that the 
total remuneration package must be above the aver
age for the respective labour market. We conduct 
annual compensation studies worldwide to deter
mine our current market positioning so that we 
can continue to align overall compensation with 
the market. This ensures that every employee 
 receives compensation commensurate with the 
relevant labour market.


The ratio of the annual compensation of the high
estpaid employee to the median level of all 
 employees is also in keeping with the market 
thanks to our globally applied approach; it can 
however vary greatly depending on the market 
spread between countries. For this reason, no 
 definitive statement can be made. The percentage 
increase in annual compensation is decided based 
on various factors such as the inflation rate and 
in principle follows the market trend.


G4-55 Ratio of percentage increase in the highest  
annual total compensation


Cf. G4-54
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Code Topics and page references Omissions and comments
External  
verification


  Ethics and integrity      


G4-56 Values, principles, standards and norms  
of behaviour
• see chapter 5.3, page 116 


• BMW Group Legal Compliance Code 
• BMW Group values-oriented human resources policies 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


• BMW Group environmental guidelines 
•  BMW Group sustainability standard for the supplier 


 network


(UNGC 10)1


G4-57 Mechanisms for seeking advice on ethical  
and lawful behaviour
• BMW Group 2016 Annual Report 
Compliance in the BMW Group, • page 207


(UNGC 10)1


 
*


G4-58 Mechanisms for reporting concerns about 
 unethical and unlawful behaviour
• BMW Group 2016 Annual Report 
Compliance in the BMW Group, • page 207


(UNGC 10)1


 
*
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Specific standard disclosure


Code Management approach and indicators Omissions and comments
External  
verification


  Economic performance      


Management approach
• see chapter 5.4, pages 118 –119


(UNGC 7)1


G4-EC1 Direct economic value created and distributed
• see chapter 4.4, chapter 5.4, Further key indicators,  


pages 106, 118 –119, 146


Indicator is not reported by market.


G4-EC2 Financial implications and other risks and 
 opportunities due to climate change


• see chapter 1, chapter 2, chapter 3, pages 15, 23, 56, 67


G4-EC3 Coverage of benefit plan obligations
• see Further key indicators, page 146 


• BMW Group 2016 Annual Report 
Provisions for pensions, • pages 151 ff.


 
*


G4-EC4 Financial assistance received from government
• see Further key indicators, page 147


Indicator is not reported by market.
 
*


  Indirect economic impacts      


Management approach
• see chapter 4.4, chapter 5.4, pages 101 –106, 118 –119


G4-EC7 Infrastructure investments and services provided
• see chapter 5.4, page 119


G4-EC8 Indirect economic impacts
• see chapter 5.4, Further key indicators, pages 118 – 119, 146
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Code Management approach and indicators Omissions and comments
External  
verification


  Materials      


Management approach
• see chapter 2.1, chapters 3.1 and 3.3, pages 24 –25, 56, 61 – 62, 77–78


(UNGC 7, 8)1


G4-EN1 Materials used by weight or volume
• see Further key indicators, page 135


G4-EN2 Percentage of materials used that are recycled 
input materials


• see chapter 3.1, page 61


  Energy      


Management approach
• see chapters 2.1 and 2.2, chapters 3.1 and 3.2, pages 23 – 25, 33 – 34, 


56 – 61, 67– 69


(UNGC 7, 8, 9)1


G4-EN3 Energy consumption within the organisation
• see Further key indicators, page 132


G4-EN4 Energy consumption outside of the organisation
• see chapter 3.1, page 60


Primary energy consumption in the utilisation 
phase is not reported as this is managed based on 
the CO2 emissions per kilometre.


G4-EN5 Energy intensity
• see chapter 3.1, page 57


G4-EN6 Reduction of energy consumption
• see chapter 3.1, page 57


G4-EN7 Reductions in energy requirements of products 
and services


• see chapter 2.1, page 26
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Code Management approach and indicators Omissions and comments
External  
verification


  Emissions      


Management approach
• see chapters 2.1 and 3.1, pages 23 – 25, 56 – 61


(UNGC 7, 8, 9)1


G4-EN15 Direct greenhouse gas (GHG) emissions (Scope 1)
• see climate footprint, chapter 3.1, Further key indicators, pages 60, 135


G4-EN16 Energy-related indirect greenhouse gas (GHG) 
emissions (Scope 2)


• see climate footprint, chapter 3.1, page 60


G4-EN17 Other indirect greenhouse gas (GHG) emissions 
(Scope 3)


• see climate footprint, chapter 3.1, Further key indicators, pages 60, 137  
Fleet values in g CO2/km: • see chapter 2.1, page 27


G4-EN18 Intensity of greenhouse gas (GHG) emissions
• see chapter 3.1, page 59


G4-EN19 Reduction of greenhouse gas (GHG) emissions
• see chapters 2.1 and 3.1, pages 27, 59


G4-EN20 Emissions of ozone-depleting substances According to a BMW Group internal standard, 
substances with ozonedepleting potential as listed 
in the legal provisions are not allowed. The BMW 
standard “Prohibited and declarable substances” 
contains a ban on chlorofluorocarbons and thus 
substances that have a strong ozonedepleting 
 potential. The BMW Group thus not only regulates 
emissions of these substances but prevents them 
from being used at all.


G4-EN21 NOX , SOX and other significant air emissions
• see Further key indicators, page 135
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Code Management approach and indicators Omissions and comments
External  
verification


  Products and services      


Management approach
• see chapter 2, pages 23 – 25, 34 – 35


(UNGC 9)1


G4-EN27 Mitigation of environmental impacts  
of products and services
Complete life cycle assessments:  


• see chapters 2.1 and 2.2, pages 24, 26, 35 
Efficient Dynamics: • see chapter 2.1, page 25  


Design for Recycling: • see chapters 1 and 3.1, pages 24, 62 


Further key indicators: • page 130


G4-EN28 Reclaimed products and packaging
• see chapter 3.1, page 62


Products: The BMW Group does not take back 
any products. Established systems for the recovery 
of endoflife vehicles, components and materials 
ensure that they are reintegrated into the raw 
mater ials cycle. 


Packaging: Vehicles are delivered to the end 
 customer without packaging. We use covered rail 
wagons or protective film for transporting ve-
hicles to the dealership. All protective film is recy-
cled after use. When parts are shipped to region
al distribution centres, any packaging materials 
(packaging materials for transport and parts 
 protection for separate parts) are professionally 
disposed of there. In the further supply chain 
from the regional distribution centres to the 
BMW Group dealerships, responsibility for dis
posal of packaging materials lies with the dealership. 
Customers who purchase spare parts or lifestyle 
articles can return the packaging material to the 
BMW Group dealership.
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Code Management approach and indicators Omissions and comments
External  
verification


  Supplier environmental assessment      


Management approach
• see chapter 3.3, pages  69 –79


G4-EN32 Percentage of new suppliers who were reviewed 
according to environmental criteria


• see chapter 3.3, pages 73 –74


(UNGC 1, 2)1


G4-EN33 Significant environmental impacts in the  
supply chain


• see chapter 3.3, pages 75 –76


We are not aware of any significant negative 
 impacts in our supplier network. No percentage 
figures can be given based on the number of 
 suppliers as this number cannot be reliably 
 recorded at this time.


  Employment      


Management approach
• see chapter 4, pages 80 –106 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


G4-LA1 New employee hires and employee turnover
• see chapter 4.2, Further key indicators, pages 95, 142


The turnover rate for BMW AG and hence for 70 % 
of all employees is recorded centrally. The turnover 
rate at individual international locations is also 
 recorded, but not consolidated at the BMW Group 
level. This is because it is not possible with the 
 current system to break down the absolute and per
centage values for employee hires and resignations 
by region and gender. We plan to integrate this 
 indicator in our data collection process by 2018.
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Code Management approach and indicators Omissions and comments
External  
verification


G4-LA2 Benefits provided to full-time employees
• see chapter 4.2, page 92


Our principles apply to all employees. There is no 
distinction made between fulltime employees 
and those with fixed-term contracts or part-time 
employees. For parttime employees, the principle 
of proportionate remuneration is applied, with 
some additional benefits being granted on a full-
time basis.


G4-LA3 Return to work and retention rates 
after  parental leave


• see chapter 4.2, page 93


The current system records only the number of 
BMW AG employees (approximately 70 % of the 
employees of the BMW Group) on parental leave. 
We plan to integrate detailed data for the entire 
BMW Group into our data collection process by 
2018. Nearly 100 % of the returnees stay in their 
jobs for longer than twelve months.


  Occupational health and safety      


Management approach
• see chapter 4.1, pages 84 – 89 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


G4-LA5 Percentage of total workforce represented  
in health and safety committees


• see chapter 4.1, page 86


Special committees on occupational health and 
safety with representatives from both the employer 
and employee side are active at all BMW Group lo
cations. They are structured in various ways, in 
some cases with union participation, and they 
adopt socalled company agreements that often go 
well beyond the statutory requirements.


167


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators
 
GRI G4 Content Index


General standard disclosure


Specific standard disclosure


Identified material aspects 
and boundaries


Appendix


·







Code Management approach and indicators Omissions and comments
External  
verification


G4-LA6 Injuries, occupational diseases, lost days  
and work-related fatalities


• see chapter 4.1 and Further key indicators, pages 87, 140 –142


Occupational diseases are defined differently in 
different regions, so that an aggregate statement 
for the BMW Group on the frequency and type of 
diseases and injuries is not possible. Work-related 
diseases are recorded in the Englishspeaking 
countries. In Germany, this is not permitted for 
data privacy reasons. Instead, German figures for 
occupational diseases are based on the precise 
definition in the German Social Insurance Code. 
According to this definition, BMW AG has a rate 
of occupational diseases in the range of 0.1 per 
thousand (cases per employee). Thanks to central 
planning based in Germany, the working condi
tions for handling hazardous substances and the 
ergonomic design of workplaces are identical in 
all BMW Group plants worldwide. In analogy, it 
can be assumed that the rate of occupational dis
eases abroad is the same as in Germany.


With regard to working conditions (occupational 
safety), there are no gender-specific differences. 
Therefore, no gender-specific analysis is currently 
published and none is planned for the future. 


The BMW Group does not collect data from con
tractors active at our locations, as this information 
is subject to confidentiality clauses in our con
tracts. Onsite contractors are instructed in occu
pational health and safety precautions before tak
ing up their work.  


The accident statistics take into account work 
 accidents that lead to at least one day of absence 
from work.
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Code Management approach and indicators Omissions and comments
External  
verification


G4-LA7 Workers with high incidence or risk of diseases
• see chapter 4.1, page 87


Employees of the BMW Group are not subject to 
an increased risk.


G4-LA8 Health and safety topics covered in formal 
 agreements with trade unions


• see chapter 4.1, page 86


Occupational health and safety are regulated by 
law through the German Occupational Safety and 
Health Act. There are no formal agreements with 
trade unions on occupational health and safety 
 issues at any of our worldwide locations. In the 
BMW Group, occupational health and safety 
topics are regulated in cooperation with the works 
councils. For example, company agreements have 
been concluded on the following topics: 


–  Company agreement stipulating medical 
screenings for occupational fitness for jobs 
involving driving, technical control or 
 monitoring activities


–  Occupational integration management 
for employees 


–  Step by step occupational reintegration 
of employees


–  Help for employees at risk of or suffering 
from drug addiction


  Training and education      


Management approach
• see chapter 4.2, pages 90 –95 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group
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Code Management approach and indicators Omissions and comments
External  
verification


G4-LA9 Average hours of training
• see chapter 4.2, Further key indicators, pages 93 – 94, 145


We report on the average days of training and edu
cation for employees of the BMW Group. However, 
our current system allows us to break down this 
training by employee category only for the BMW 
AG Academy (over 50 % of training). There are no 
gender-specific differences in training volumes.


Due to the current prioritisation of other topics, a 
suitable tool addon for collecting this data can be 
defined at the earliest in 2018 and then imple
mented step by step throughout the BMW Group.


G4-LA10 Programmes that support the continued 
 employability of employees


• see chapter 4.2, page 94


Through our yearly skills analysis process, which 
also serves as the basis for planning Groupwide 
and individual training, we assist our employees 
in building and maintaining skills throughout 
their career. We also offer seminars helping em
ployees prepare for retirement from active work
ing life.


G4-LA11 Percentage of employees receiving regular 
 performance and career development reviews


• see chapter 4.2, page 93


  Diversity and equal opportunity      


Management approach
• see chapter 4.3, pages 96 –100 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


(UNGC 6)1


G4-LA12 Composition of governance bodies and breakdown 
of employees by aspects of diversity


• see chapter 4.3, Further key indicators, pages 97– 99, 143 –145
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Code Management approach and indicators Omissions and comments
External  
verification


 
Equal remuneration 
for women and men      


Management approach
• see chapter 4.2, pages 90 – 95 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


(UNGC 6)1


G4-LA13 Ratio of basic salary and remuneration  
of women to men


• see chapter 4.2, pages 91– 92


 
Supplier assessment for 
labour practices      


Management approach
• see chapter 3.3, pages 70–79


(UNGC 1, 2, 3, 4, 5, 6)1


G4-LA14 Percentage of new suppliers that were screened 
using labour practices criteria


• see chapter 3.3, pages 73 –74


G4-LA15 Significant impacts for labour practices  
in the supply chain


• see chapter 3.3, pages 75 –76


We are not aware of any significant negative im
pacts in our supplier network.


No percentage figures can be given based on the 
number of suppliers because this number cannot 
be reliably recorded at this time.
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Code Management approach and indicators Omissions and comments
External  
verification


  Investment      


Management approach
• see chapter 5.3, pages 114 –115, 117


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR1 Significant investment agreements and contracts 
that include human rights clauses or screening


• see chapter 5.3, page 117


Significant investment volumes are investments 
that account for at least 95 % of the total invest
ment in tangible assets reported in the 2016 
 Annual Report.


G4-HR2 Employee training on human rights issues
• see chapter 5.3, page 115


After the adoption of the UN Guiding Principles 
on Business and Human Rights, we informed our 
employees via the hierarchy cascade of the BMW 
Group’s position and the requirements with re
gard to human rights. Employees in purchasing 
in particular have since then been required to 
take part in ongoing compulsory training. 
 Human rights are also part of the training for 
managers in their capacity as multipliers as well 
as being addressed in the introductory seminars 
for new employees, in training courses for train
ees and in Webbased training on sustainability. 
In 2016, the issue of human rights was also a 
 focus in our classroom training in compliance, 
for example at our plant in Thailand and at the 
APAC Compliance Conference in February 2016 
in Kuala Lumpur.


As human rights are an integral part of the above 
training, the actual hours of training are not re
corded at present.
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Code Management approach and indicators Omissions and comments
External  
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  Non-discrimination      


Management approach
• see chapter 4.3, pages 96 –100 
•  Joint Declaration on Human Rights and Working Conditions 


at the BMW Group


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR3 Incidents of discrimination and corrective  
actions taken


• see chapter 4.3, page 97 


• BMW Group 2016 Annual Report   


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


The BMW Group is not currently involved in any 
court or arbitration proceedings that in the com
pany’s estimation might have a significant impact 
on its financial condition. Further information on 
cases of discrimination is subject to internal con
fidentiality regulations.


 
*
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Code Management approach and indicators Omissions and comments
External  
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  Assessment      


Management approach
• see chapter 5.3, pages 114 –115


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR9 Operations that have been subject to human 
rights reviews


• see chapter 5.3, page 115


Following publication of the UN Guiding Prin
ciples on Business and Human Rights, we per
formed a systematic analysis of the rights cited in 
the Universal Declaration of Human Rights with 
regard to their relevance and implications for 
 different business units. Based on the results, we 
reviewed our strategic alignment and used what 
we learned to continuously develop our due 
 diligence process for the company and in relation 
to our business partners. The international value 
creation processes in the automotive industry 
and the division of labour they entail lead to risks 
above all in the supply chain. For this reason, one 
of the focuses of our ongoing risk assessments is 
on human rights in this area. Our threestep risk 
management process for the supply chain includes 
a risk filter, self-disclosure by suppliers and audits. 
In 2016, a total of 5,616 nominated, active and 
 potential suppliers were assessed using our OEM 
questionnaire. This comprised 89 % of BMW AG’s 
new suppliers of productionrelated materials 
with a contract value of over € 2 million and 96 % 
of new suppliers of nonproduction related 
 materials with a contract value of over € 5 million. 
(• chapter 3.3, section on the risk management 
process). Human rights are more over an integral 
part of the assessment process for new operation 
sites.
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  Supplier human rights assessment      


Management approach
• see chapter 3.3, pages 70–79


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR10 Percentage of new suppliers that were screened 
• see chapter 3.3, pages 73 –74


G4-HR11 Significant human rights impacts in the 
 supply chain


• see chapter 3.3, pages 75 –76


We are not aware of any significant negative im
pacts in our supplier network.


No percentage figures can be given based on the 
number of suppliers as this number cannot be re
liably recorded at this time.


  Human rights grievance mechanisms      


Management approach 
• see chapter 5.3, pages 114, 116


(UNGC 1, 2, 3, 4, 5, 6)1


G4-HR12 Grievances about human rights impacts
• see chapter 5.3, page 116
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  Anti-corruption      


Management approach 
• see chapter 5.3, pages 114 –115 


• BMW Group 2016 Annual Report


(UNGC 10)1


 
*


G4-SO3 Percentage of operations assessed for risks 
related to corruption and risks identified


• see chapter 5.3, pages 114 –115 


• BMW Group 2016 Annual Report  


Compliance in the BMW Group, • page 207


 
*


G4-SO4 Communication and training on anti-corruption
• see chapter 5.3, pages 115 


• BMW Group 2016 Annual Report  


Compliance in the BMW Group, • page 207


The BMW Group achieves full training coverage 
for its managers in compliance matters. Managers 
are responsible for selecting tariff-based employ
ees for training and ensuring its implementation. 


 
*
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G4-SO5 Confirmed incidents of corruption and  
actions taken


• BMW Group 2016 Annual Report  


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


Major violations of the BMW Group Legal Com
pliance Code or the BMW Group Policy “Corrup
tion Prevention” (according to the anticorruption 
directive) are reported in the BMW AG Annual 
Report in the compliance section, including their 
legal investigation. 


In 2016, no such legal violations or infringements 
against the rules came to light. Nor were any legal 
proceedings concerning corrupt practices conclud
ed during the reporting period. Currently, the 
BMW Group does not have Groupwide informa
tion about employmentcontract sanctions as a re
sult of breaches of the law. For this reason, this as
pect of the indicator is not fully reported. Detailed 
data on the total number of cases in which con
tracts with business partners were not renewed 
due to violations related to corruption are not cur
rently available. We plan to incorporate this data 
into our data collection system by 2018 if possible.


 
*
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  Anti-competitive behaviour      


Management approach 
• see chapter 5.3, pages 114 –115


(UNGC 10)1


 
*


G4-SO7 Legal actions for anti-competitive behaviour,  
anti-trust and monopoly practices


• BMW Group 2016 Annual Report  


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


Apart from the proceedings against BMW Aus
tralia Finance Ltd., the reports received and 
breaches identified in individual cases gave no in
dication of systemically caused breaches of com
pliance. In general, the areas of sales and finan
cial services, in particular in Europe, are at in
creased risk for possible violations of antitrust 
law, which resulted in individual cases in regula
tory investigations and fines.


 
*


 
Supplier assessment for impacts  
on society      


Management approach 
• see chapter 3.3, pages 70–79


(UNGC 10)1


G4-SO9 Percentage of new suppliers that were screened 
using criteria for impacts on society


• see chapter 3.3, pages 73 –74


G4-SO10 Negative impacts on society in the supply chain 
and actions taken


• see chapter 3.3, pages 75 –76


We are not aware of any significant negative 
 impacts in our supplier network.


No percentage figures can be given based on 
the number of suppliers as this number cannot 
be reliably recorded at this time.
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  Customer health and safety      


Management approach 
• see chapter 5.2, page 111 


• BMW Group 2016 Annual Report  


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


G4-PR1 Percentage of significant product and service 
 categories for which health and safety impacts  
are assessed


• see chapter 5.2, page 111


All BMW Group products are developed in strict 
compliance with quality management systems. 
Vehicle safety is tested extensively to determine 
potential for improvement.


G4-PR2 Incidents of non-compliance with regulations and 
voluntary codes concerning product and service 
information and labelling


• BMW Group 2016 Annual Report  


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


For all compliancerelevant matters, the following 
applies in general: the reports received and 
breaches identified in individual cases in 2016 
gave no indication of serious or systemically 
caused breaches of compliance.


 
*


  Product and service labelling      


Management approach
• see chapters 5.1 and 5.2, pages 109 –112


G4-PR3 Principles and procedures for product and service 
labelling and percentage of products and services 
subject to such labelling


• see chapter 5.2, page 112


G4-PR4 Incidents of non-compliance with regulations  
and voluntary codes concerning product and  
service information and labelling


• BMW Group 2016 Annual Report  


Report of the Supervisory Board, • pages 8 ff. 


Compliance in the BMW Group, • page 207


For all compliancerelevant matters, the following 
applies in general: the reports received and 
breaches identified in individual cases in 2016 
gave no indication of serious or systemically 
caused breaches of compliance.


 
*
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Code Management approach and indicators Omissions and comments
External  
verification


G4-PR5 Results of surveys measuring customer  
satisfaction


• see chapter 5.1, pages 109 –110


  Customer privacy      


Management approach
• see chapter 2.3, page 48


G4-PR8 Substantiated complaints regarding breaches  
of customer privacy


The number of cases is subject to internal confi
dentiality regulations.


1  UNGC: References to the Global Compact Principles of the United Nations
* Aligned with the audited section of the BMW Group 2016 Annual Report
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Identified material aspects and boundaries


Material GRI aspects for the BMW Group  
(G4-19)


 
within the BMW Group 
G4-20


 
outside the BMW Group 
G4-21


Socio-economic impacts on society
Economic performance 
Indirect economic impacts


 
significant 
significant


 
Supply chain 
Supply chain


Design for Recycling 
Materials 
Products and services


 
significant 
significant


 
Supply chain, Disposal firms  
Supply chain, Disposal firms 


Energy efficiency and CO2 emissions in the value chain
Energy  


Emissions


 
significant 
significant


 
Supply chain 
Supply chain


Fuel efficiency and vehicle CO2 emissions
Energy  


Emissions


 
significant 
significant


 
Dealerships, Customers 
Dealerships, Customers


Vehicle pollutant emissions
Emissions


 
significant


 
Supply chain, Dealerships, 
Customers


Pollutant emissions in the value chain
Emissions


 
significant


 
Supply chain


Alternative drivetrain technologies
Products and services


 
significant


 
Supply chain, Dealerships, 
Customers


Attractive workplace, talent identification and retention
Employment 
Equal remuneration for women and men


 
significant 
significant


 


Occupational safety and health
Work safety and safeguarding health


 
significant


 
Supply chain, Dealerships


Employee development, training and education
Training and education


 
significant


 


181


Introduction


1
Strategy


2
Products 
and services


3
Production 
and value  creation


4
Employees 
and society


5
Fundamentals


Further key indicators
 
GRI G4 Content Index


General standard disclosure


Specific standard disclosure


Identified material aspects 
and boundaries


Appendix


·







Material GRI aspects for the BMW Group  
(G4-19)


 
within the BMW Group 
G4-20


 
outside the BMW Group 
G4-21


Diversity and equal opportunity
Diversity and equal opportunity 
Equal remuneration for women and men 
Nondiscrimination


 
significant 
significant 
significant


 
Supply chain 
 
Supply chain


Human rights
Investments 
Product testing 
Supplier human rights assessment 
Human rights grievance mechanism


 
significant 
significant 
significant 
significant


 
Supply chain 
Supply chain 
Supply chain 
Supply chain


Combatting corruption and anti-competitive behaviour
Combatting corruption 
Anticompetitive behaviour


 
significant 
significant


 
Supply chain, Dealerships 
Supply chain, Dealerships


Product safety
Customer health and safety


 
significant


 
Customers


Customer satisfaction
Product and service information and labelling


 
significant


 
Dealerships


Data protection
Customer privacy


 
significant


 
Dealerships


Environmental and social standards in the supply chain
Supplier environmental assessment  
Supplier assessment for labour practices 
Supplier human rights assessment 
Supplier assessment for impacts on society


 
significant 
significant 
significant 
significant


 
Supply chain 
Supply chain 
Supply chain 
Supply chain


Networked and autonomous driving significant


Mobility products and services significant
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ABOUT THIS REPORT


The BMW Group Sustainable Value Report (SVR) 2016 
has been published to provide stakeholders with compre-
hensive information about the company’s sustainability 
strategy and the progress made in integrating sustainabil-
ity into its corporate processes. The BMW Group’s Sus-
tainable Value Report 2016 has been compiled in accord-
ance with the “Comprehensive” option of the Global Re-
porting Initiative ( •  GRI G4 ) guidelines. This is the highest 


•  GRI G4 transparency level. 


Structure of report
The report is structured along the long-term sustainabili-
ty goals of the BMW Group. The weighting of the topics 
in the report is based on the results of our systematic ma-
teriality process •. The scope of the report and the aspect 
boundaries are therefore based on those in the Sustaina-
ble Value Report 2015. •  GRI G4-23 


Each chapter starts with a one-page overview of the main 
facts. The sub-sections of each chapter are introduced by 
a statement of the long-term sustainability goal of the 
BMW Group. The report contains the key performance 
indicators that control and monitor the BMW Group’s 
sustainability performance. Where appropriate, referenc-
es are also provided to supplementary information in the 
Annual Report or on other BMW Group websites.


• see 
chapter 1


In addition to the key indicators presented in the main 
text, the report contains further key indicators on sus-
tainability.


The report is published in German and English. For rea-
sons of clarity and to avoid double references, generic ref-
erences to the masculine in this document should be un-
derstood as referring to both sexes.


Reporting period
The reporting period is the 2016 calendar year. The effec-
tive date for all figures and facts is 31 December 2016. 


•  GRI G4-28  The Sustainable Value Report is published annu-
ally. •  GRI G4-30 The last report was published in March 2016 
as an interactive pdf covering financial year 2015. •  GRI G4-29 


The statements made in the Sustainable Value Report 
2016 about the BMW Group generally refer to the group 
of consolidated companies in the 2016 Annual Report. 
Any deviations from that are indicated and their scope 
specified in the footnotes of the respective tables and 
charts. •  GRI G4-17 Calculation methods are explained in 
footnotes to the respective charts. The “Further key indi-
cators” section generally maps the key indicators for 
2012–2016 (with the exception of key figures that only be-
came relevant after 2012). They refer to the entire 
BMW Group. There are, however, some exceptions con-
cerning site-specific topics and local sustainability pro-
grammes. Wherever this is the case, the entity the figures 
apply to is specified accordingly, e. g.: BMW AG. Nothing 
significant has changed with regard to the structure of 
the supply chain and relationships with suppliers, includ-
ing the selection and termination of contracts. •  GRI G4-13 


The BMW Group Sustainable Value Report 2016 will be 
published on the BMW Group website. The next Sustain-
able Value Report will be published in early 2018.
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Forward-looking statements


The BMW Group Sustainable Value Report 2016 contains 
various forward-looking statements about future develop-
ments which are based on the current status of the 
BMW Group’s assumptions and forecasts. They are thus 
subject to a variety of predictable and unpredictable risks, 
uncertainties and other factors, so that the actual out-
come, including the company’s financial and assets pos-
ition, its development or performance could differ consid-
erably. The BMW Group makes no commitment to up-
date such forward-looking statements or to adapt them to 
future events or developments.


UN Global Compact – communication 
on progress


The BMW Group committed to implement the principles 
of the United Nations • Global Compact in 2001, and in 
this report once again gives account on progress achieved 
in complying with these principles. References to the 
Global Compact principles have been integrated into the 


• GRI G4 Content Index.


Third-party verification
The entire report (the texts of all chapters as well as 
 further key indicators) was audited by Pricewaterhouse-
Coopers GmbH, with limited assurance in accordance 
with ISAE 3000 (revised) • see Assurance Report. •  GRI G4-33 
Indicators from the areas of environmental protection and 
occupational health and safety were audited by external 
auditors and experts in accordance with ISO 14001, 
EMAS and OHSAS.


The Corporate Reporting, Corporate Communications 
and Policy as well as Corporate Planning and Product 
Strategy departments select the external auditors for the 
Sustainable Value Report. Ms Ursula Mathar, Head of 
Sustainability and Environmental Protection and 
Dr Thomas Becker, Vice President of Governmental and 
External Affairs are responsible for expert approval of the 
SVR. Overall responsibility lies with the Board of the 
BMW Group. Third-party auditing enables us to docu-
ment for the public the reliability and trustworthiness of 
the information provided. In addition, we regularly re-
ceive impetus for improvement and innovation in the re-
porting process. •  GRI G4-33, GRI G4-48
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Independent Practitioner’s Limited Assurance Report


To BMW AG, Munich 
We have been engaged to perform a limited assurance engagement  
on the sustainability information in the Sustainable Value Report  
2016 of BMW AG, Munich, (hereinafter the “Company”), for the period 
1 January to 31 December 2016 (hereinafter the “Sustainable Value 
Report”).1 


Management’s responsibility  
The Company’s management is responsible for the preparation and 
presentation of the Sustainable Value Report in accordance with the 
criteria as set out in the G4 Sustainability Reporting Guidelines of the 
Global  Reporting Initiative (GRI) (hereinafter the “GRI Criteria”).


This responsibility includes the selection and application of appropriate 
methods to prepare the Sustainable Value Report as well as the use of 
assumptions and estimates for individual sustainability disclosures 
which are reasonable in the circumstances. Furthermore, the respon-
sibility includes designing, implementing and maintaining systems and 
processes relevant for the preparation of the Sustainable Value Report, 
which is free of material misstatements due to intentional or uninten-
tional errors.


Audit firm’s independence and quality control
We have complied with the German professional provisions regarding 
independence as well as other ethical requirements.


The audit firm applies the national legal requirements and professional 
standards – in particular the Professional Code for German Public 
 Auditors and German Chartered Auditors (“Berufssatzung für 
Wirtschaftsprüfer und vereidigte Buchprüfer”: “BS WP/vBP”) as well 
as the requirements to quality control for audit firms ("Anforderungen 
an die Qualitätssicherung in der Wirtschaftsprüferpraxis”: “IDW EQS 
1”) of the Institut der Wirtschaftsprüfer (Institute of Public Auditors in 
Germany; IDW) – and accordingly maintains a comprehensive system 
of quality control including documented policies and procedures 
 regarding compliance with ethical requirements, professional stand-
ards and applicable legal and regulatory requirements.


1  Our engagement applies to the German version of the Sustainable Value  
Report 2016.


Practitioner’s responsibility
Our responsibility is to express an opinion on the sustainability informa-
tion in the Sustainable Value Report based on our work performed. 


Within the scope of our engagement we did not perform an audit on ex-
ternal sources of information or expert opinions, as referred to in the 
Sustainable Value Report. 


We conducted our work in accordance with the International Standard 
on Assurance Engagements (ISAE) 3000 (Revised): “Assurance En-
gagements other than Audits or Reviews of Historical Financial Infor-
mation” published by IAASB. This standard requires that we plan and 
perform the assurance engagement to obtain limited assurance whether 
any matters have come to our attention that cause us to believe that the 
sustainability information in the Sustainable Value Report has not been 
prepared, in all material respects, in accordance with the GRI Criteria. 
In a limited assurance engagement the evidence-gathering procedures 
are more limited than for a reasonable assurance engagement and 
therefore significantly less assurance is obtained than in a reasonable 
assurance engagement. The procedures selected depend on the practi-
tioner’s judgement. This includes the assessment of the risks of material 
misstatements of the sustainability information in the Sustainable Value 
Report with regard to the GRI Criteria.
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Within the scope of our work we performed amongst others the follow-
ing procedures:


–  Obtaining an understanding of the structure of the sustainability 
organisation and of the stakeholder engagement;


–  Inquiries of personnel involved in the preparation of the Sustainable 
Value Report regarding the preparation process, the underlying 
 internal control system and selected sustainability information;


–  Performance of site visits as part of the inspection of processes 
for collecting, analysing and aggregating selected data:


–  in the corporate headquarters in Munich (Germany),


–  in the production plant in Leipzig (Germany),


–  in the production plant in Landshut (Germany),


–  in the production plant in Oxford (UK),


–  in the production plant in Swindon (UK),


–  in the production plant in Hams Hall (UK),


–  Analytical procedures on selected sustainability information of 
the Sustainable Value Report;


– Inquiries of personnel responsible for the reporting of fleet emissions 
and fuel consumption, as well as reconciliation of selected data 
points regarding fleet emissions and fuel consumptions with the 
official information available from the Federal Office for Motor 
Traffic of Germany;


–  Comparison of selected sustainability information with 
 corresponding data in the consolidated financial statements 
and in the group management report;


–  Assessment of the presentation of selected sustainability infor-
mation in the Sustainable Value Report regarding the sustainability 
performance.


Conclusion
Based on our limited assurance engagement, nothing has come to our 
attention that causes us to believe that the sustainability information in 
the Sustainable Value Report of the Company for the period 1 January 
to 31 December 2016 has not been prepared, in all material respects, in 
accordance with the GRI Criteria. 


Emphasis of matter – recommendations
Without qualifying our conclusion above, we make the following recom-
mendations for the further development of the Company’s sustainabil-
ity management and sustainability reporting:  


–  Stronger formalisation of the internal control system for 
 sustainability data;


–  Further harmonisation and automation of world-wide reporting 
processes for non-financial data.  


Restriction on use and distribution
We issue this report on the basis of the engagement agreed with the 
Company. The review has been performed for purposes of the Company 
and the report is solely intended to inform the Company about the re-
sults of the review. The report is not intended for any third parties to base 
any (financial) decision thereon. We do not assume any responsibility 
towards third parties. 


Munich, 20 March 2017


PricewaterhouseCoopers GmbH
Wirtschaftsprüfungsgesellschaft


sgn. Andreas Fell sgn. Hendrik Fink
Wirtschaftsprüfer Wirtschaftsprüfer
(German Public Auditor) (German Public Auditor)
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FUEL CONSUMPTION AND CO2  EMISSIONS RATINGS 
FOR THE VEHICLES REFERRED TO IN THIS REPORT


Model
Urban  


( l / 100 km )
Extra-urban 


( l / 100 km )
Combined 


( l / 100 km )


 
CO2 emissions 


combined ( g / km )


Electricity con-
sumption combined  


(in addition to fuel 
consumption) 


( kWh / 100km ) 


BMW i3 (60 Ah) with Range Extender not applicable not applicable 0.6 13 13.5


BMW i3 (60 Ah) not applicable not applicable 0 0 12.9


BMW i3 (94 Ah) with Range Extender not applicable not applicable 0.6 13 – 12 11.9 – 11.3


BMW i3 (94 Ah) not applicable not applicable 0 0 13.1 – 12.6


Model
Urban  


( l / 100 km )
Extra-urban 


( l / 100 km )
Combined 


( l / 100 km )


 
CO2 emissions 


combined ( g / km )


Electricity con-
sumption combined 


(in addition to fuel 
consumption) 


( kWh / 100km ) 


BMW i8 not applicable not applicable 2.1 49 11.9


BMW 225xe iPerformance Active Tourer not applicable not applicable 2.1 – 2.0 49 – 46 11.9 – 11.8


BMW 330e iPerformance not applicable not applicable 2.1 – 1.9 49 – 44 11.9 – 11.0


BMW X5 xDrive40e iPerformance not applicable not applicable 3.4 – 3.3 78 – 77 15.4 – 15.3


BMW 740e iPerformance not applicable not applicable 2.2 – 2.1 50 – 49 13.3 – 13.1


BMW 740Le iPerformance not applicable not applicable 2.2 – 2.1 51 – 49 13.3 – 13.1


BMW 740Le xDrive iPerformance not applicable not applicable 2.5 – 2.4 56 – 54 13.9 – 13.7


Further information on the official fuel consumption, specific official CO2 emissions and power consumption of new passenger vehicles can be found in the “Guidelines for fuel consumption, CO2 emissions and 
 electric power consumption of new passenger vehicles”, available free of charge from all sales outlets, the DAT Deutsche Automobil Treuhand GmbH, Hellmuth-Hirth-Straße 1, 73760 Ostfildern, Germany and at 
•  http://www.dat.de/angebote/verlagsprodukte/leitfaden-kraftstoffverbrauch.html .


Information regarding fuel consumption, CO2 emissions and electricity consumption is subject to selected wheel and tyre size for range data.


As at March 2017: further, regularly updated information on the vehicles referred to in this publication can be found at  
•  www.bmw.com, •  www.mini.com and •  www.rolls-roycemotorcars.com.
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http://www.dat.de/angebote/verlagsprodukte/leitfaden-kraftstoffverbrauch.html

http://www.bmw.com

http://www.bmw.com

http://www.rolls-roycemotorcars.com





BMW Group 
Petuelring 130 
80788 Munich 
+49 89 382-0 
 • www.bmwgroup.com


More from the BMW Group 
 • www.bmwgroup-classic.com 


 • www.bmw-welt.com


Social media 
Facebook • www.facebook.com/BMWGroup 
Twitter • www.twitter.com/BMWGroup 
YouTube • www.youtube.com/BMWGroupview 
Google + • www.google.com/+BMWGroup


The BMW Group brands on the Internet 
 • www.bmw.com 


 • www.mini.com 


 • www.rolls-roycemotorcars.com 


 • www.bmw-motorrad.com


WE LOOK FORWARD TO 
HEARING FROM YOU


Numerous BMW Group employees participated in creating 
this  Sustainable Value Report 2015. We will be happy to 
answer your  questions and forward them to the relevant 
departments if needed.


Kai Zöbelein
Sustainability Communications 
Telephone : +49 89 382-21170 
E-mail : Kai.Zoebelein@bmwgroup.com


Milena Pighi
Sustainability Communications 
Telephone :  +49 89 382-66563 
E-mail : Milena.PA.Pighi@bmwgroup.com
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The BMW Group Sustainable Value Report (SVR) 2017 
has been published to provide stakeholders with compre-
hensive information about the company’s sustainability 
strategy and the progress made in integrating sustainabil-
ity into its corporate processes. The Sustainable Value Re-
port is published at the same time as the Annual Report 
on the date of the Annual Accounts Press Conference.


The requirements of the German CSR Directive Imple-
mentation Act (CSR RUG) obligate Bayerische Motoren 
Werke Aktiengesellschaft (BMW AG) to publish a non- 
financial report at company and Group level for financial 
year 2017 for the first time. This will be published jointly 
for BMW AG and the BMW Group as a combined  separate 
non-financial Group report (abbreviated in the  following 
as “combined separate non-financial report”) within this 
Sustainable Value Report.


The legally required information* will be provided before 
the chapter sub-sections of the voluntary reporting in 
 accordance with the Global Reporting Initiative (GRI) and 
identified accordingly. You can find the obligatory infor-
mation on the blue pages in this report, specifically on the 
following pages:


– Business model:   
Introduction, An overview of the BMW Group, page 8 
as well as Annual Report 2017


– Integration of top management:   
Chapter 1.1 Strategy and management, pages 12–13


*  Diversity Concept in Board of Management and Supervisory Board is contained in the   
Statement on Corporate Governance • see Annual Report 2017.


– Environmental matters:  
Chapter 2 Products and services, page 44,  
pages 46–47, pages 59–60, pages 70–72  
Chapter 3 Production and value creation, 
page 84, pages 86–87, pages 99–100, pages 105–106 


– Employee matters:  
Chapter 4.1 Health and performance, 
pages 115–116, pages 118–119  
Chapter 4.2 Long-term employee development, 
pages 115–116, pages 129–130  
Chapter 4.3 Diversity, pages 115–116, pages 137–138


– Social matters:  
Chapter 1.2 Stakeholder dialogue, page 24  
Chapter 4.4 Corporate citizenship, 
pages 115–116, pages 143–145 


– Respect for human rights:  
Chapter 1.3 Compliance and human rights,  
pages 32–34  
Chapter 3.3 Sustainable, resource-efficient supply 
chain, pages 105–106


– Combating corruption and bribery:  
Chapter 1.3 Compliance and human rights,  
pages 32–34 as well as Annual Report 2017


– In addition we describe in  
Chapter 1.4 our approach to product safety, page 38


For further information on our reporting concept, please 
refer to the Appendix (pages 207–208). 


• see  Our reporting concept



http://annual-report2017.bmwgroup.com
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Harald Krüger      
Chairman of the Board of BMW AG 


outside BMW Welt in Munich.


Harald Krüger:  
”The BMW Group does not 
 simply talk about new projects,  
it also makes sure it implements 
them.“


Mr Krüger, how about giving us a tweet and  
describing to us in 280 characters:  
What does sustainability mean for your company?
For us, sustainability means future viability–for the 
BMW Group and for society. We know the challenges 
and are rising to meet them. We develop innovative 
mobility solutions that create additional value for custom-
ers, the company and society. #SustainableBMWGroup


How exactly did you implement that in 2017?
With specific measures and projects along the entire 
value chain: Last year, we reduced CO2 emissions in our 
global new vehicle fleet by 141 grams per kilometre. In 
Europe, we now source our electricity free of CO2. 


We increased the share of electric vehicles in our product 
portfolio and sold over 100,000 electric vehicles in 2017. 
We are the market leader for electric vehicles in Europe.


And there are more examples in other areas: We opened 
a battery farm in Leipzig, Germany. We considerably 
increased the transparency of our cobalt supply chain. 
We continued to support a large number of social pro-
jects. I could go on with this list for quite a while. The 
BMW Group does not simply talk about new projects, it 
also makes sure it implements them.
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Nevertheless: 2017 was not an easy year for the  
car industry.
That’s true. Not all companies in our industry have under-
stood that words alone are not enough. You have to deliver. 
People have lost trust in cars. People have lost trust in the 
automotive industry. We have to take measures to coun-
teract this. As an industry, we have to do even more, while 
at the same time steering the public discussion back into 
more objective waters.


You’re talking about the diesel discussion in Germany.
This discussion was very prominent of course. A few 
years ago, there was a strong international focus on CO2 
emissions. Then, in 2017, NOx emissions were often at 
the forefront – especially in our home market here in 
Germany. There were a number of discussions about 
potentially banning diesel vehicles in cities. 


We have to take these discussions seriously. We have 
spoken to many stakeholders in metropolitan centres 
around the world. People in the cities are increasing 
pressure on their municipal governments to provide new 
mobility concepts. And in turn, the municipalities are 
demanding the same from carmakers. That’s under-
standable.


The key thing is for us to be able to offer solutions that 
improve quality of life in the cities – with our products, 
but also with new and innovative mobility services.


Is the criticism of diesel warranted from your point of 
view? Does diesel even have a future?
I can understand that a technology such as diesel would 
come under critical discussion in public. We are open to 
that. However, I think the discussion has often left objec-
tivity behind and overshot the mark.


If we want to shape mobility patterns of the future 
in a more sustainable way, we should not prematurely 
exclude a mature technology like diesel. Especially in 
view of the fact that this technology offers what many 
people wish for. Diesel is highly efficient, as our vehicles 
show.


Many carmakers argue that they support sustainability. 
Critical stakeholders, on the other hand, doubt the 
 motivations of the manufacturers. How do you answer 
these critics?
Why would we want to resist a more sustainable future? It 
wouldn't make sense. On the contrary, we are looking at 
the opportunities it can create for our company. This is in 
line with our corporate culture.


Awareness of sustainability is on the increase all over the 
world. More and more people are asking questions about 
the products they buy and the supply chain behind them. 
The framework conditions are changing. Sustainable man-
agement is not an altruistic idea, it’s essential for our com-
pany to be successful.


Take, for example, the environmental measures we’ve 
already taken: our increasingly efficient use of resources 
has gained us €161 million since 2006 – that’s a great 
motivator.
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What are the key sustainability goals of the BMW Group?
We remain committed to the principles of the United 
Nations Global Compact, which we have consistently 
implemented at all our locations since 2001. We pursue 
an integrated sustainability strategy. We have set ten 
long-term goals along the entire value chain: from the 
areas of “Products and services”, “Production and value 
creation” as well as “Employees and society”.


What goals do you have for 2018 specifically?
First of all, we aim to continue to add substance to sus-
tainability within the company: in terms of our products, 
on the production line, in our supply chain, and of 
course in our interaction with employees and society.


You will find numerous examples in this report: We will 
continue to increase the number of electric vehicles in 
our product range. We will increase the share of renew-
able energy used at our plants and are thus moving 
towards carbon-free production. And, among other 
things, we will be redesigning the raw materials chains 
for our batteries to make them more sustainable.


But let me also make clear: in many areas, we depend 
on corresponding advances in societal framework condi-
tions. Electromobility is a good example of this: we 
already offer the products and solutions. Often, however, 
the necessary infrastructure is not yet available, which 
would ensure that they fully achieve their potential. We 
cannot act alone in this respect. Everyone has to play 
their part.


All the more reason to continue to foster dialogue with 
our stakeholders in all our regions. Discussions can only 
take the right direction if there is a mutual understand-
ing of the needs and room for manoeuvre.


I am confident that we will take a further large step 
towards sustainable mobility in 2018. This will benefit 
all of us. 


Harald Krüger      
Chairman of the Board of   


Bayerische Motoren Werke Aktiengesellschaft
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AN OVERVIEW OF THE BMW GROUP


•  GRI 102-2, GRI 102-7


Profit before tax  
in €  million


 10,655
2017


9,665
 2016


Sales volume automobiles  
in thousand units


 2,463.5
2017


 2,367.6
2016


CO2 emissions of BMW Group 
Automobiles in g/km* 


122
2017


124
 2016


* Fleet consumption of newly registered vehicles in Europe ( EU-28 )


Research and development 
 expenditure in €  million 


6,108
2017


5,164
2016


BMW Group employees at  
year-end 2017 in number s


129,932
2017


124,729
2016


Investment in further education 
and training in €  million 


349
2017


352
2016


Our business model


“The BMW Group is the most 
successful and sustainable 


premium provider of 
 individual mobility.”


 


Automobiles 
and motorcycles


Brands: 
 BMW, MINI, Rolls-Royce;  


31 production and assembly facilities  
in 14 countries; around 6,000 dealerships 


in over 150 countries


 Mobility services


 Financial services
in over 150 countries


• see Annual Report 2017
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 Five-year overview of key sustainability indicators
 2013 2014 2015 2016 2017


Change to 
previous year in %  


BUSINESS ACTIVITIES        


Revenues (in € million)   76,059 80,401 92,175 94,163 98,678 4.8


Profit before tax (in € million)   7,893 8,707 9,224  9,665 10,655 10.2


Sales volume automobiles (in thousand units)   1,963.8 2,118.0 2,247.5 2,367.6 2,463.5 4.1


PRODUCTS AND SERVICES            


CO2 emissions of BMW Group Automobiles (EU-28) (in g/km)   133   130   127 124 122 –1.6


Sales of electric and electrified vehicles (number)   311   17,805   32,474 62,255 103,080 65.6


DriveNow and ReachNow users (number) 1   214,000   395,000   579,000 853,000 1,108,000 29.9


PRODUCTION AND VALUE CREATION            


Energy consumption per vehicle produced (in MWh/vehicle)   2.36   2.25   2.19 2.21 2.17 –1.8


Water consumption per vehicle produced (in m³/vehicle)   2.18   2.18   2.24 2.25 2.22 –1.3


Process waste water per vehicle produced (in m³/vehicle)   0.47   0.47   0.45 0.42 0.4 –4.8


CO2 emissions per vehicle produced (in t/vehicle)   0.68   0.66   0.57 0.54 0.41 –24.1


Waste for disposal per vehicle produced (in kg/vehicle)   5.73   4.93   4.00 3.51 3.86 10.0


Volatile organic compounds (VOC) per vehicle produced  
(in kg/vehicle)   1.59   1.29   1.22 1.14 1.03 –9.6


Share of renewable energy purchased from third parties (in %) 2   48   51   58 63 81 28.6


Share of production-relevant purchasing volume in the CDP 
Supply Chain Programme (in %)   —   45   53 69 77 11.6


EMPLOYEES AND SOCIETY            


BMW Group employees at end of year (number)   110,351   116,324   122,244 124,729 129,932 4.2


Attrition rate at BMW AG (as a percentage of workforce)   3.47   1.41   2.08 2.70 2.64 –2.2


Share of women in the entire workforce of the BMW Group  
(in %)   17.4   17.8   18.1 18.7 19.3 3.2


Share of women in management positions at BMW Group  
(in %)   13.8   14.2   14.5 15.3 16.0 4.6


Average days of further training per BMW Group employee 
(days per employee)   3.5   3.9   4.1 3.8 3.4 –10.5


Accident frequency at BMW Group  
(per one million hours worked)   4.8   5.1   4.4 4.0 3.6 –10.0


Expenditure on corporate citizenship (in € thousand)   28,944   34,524   39,109 87,837 33,4363 –61.9


Expenditure on donations by the BMW Group (in € thousand)   8,485   10,199   17,066 70,356 16,2053 –77.0


1   Rounded up/down to the nearest thousand.
2  Calculated based on volumes of green energy purchased as well as the conservative calculation of country-specific energy shares from renewables purchased from third parties. (Modification in calculation method 


for Germany and Austria since 2012 and for the UK since 2016 due to use of transparency data in supplier invoices.) Figures from 2015 onwards not directly comparable to figures for 2012–2014. Figures from 2015 
onwards include all BMW Group production locations as well as corporate functions, development and administration in Munich/DE.


3  The decrease compared to 2016 is due to a one-off donation to the BMW Foundation in the centenary year 2016. 
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RESEARCH 
AND DEVELOPMENT SUPPLY CHAIN PRODUCTION


LOGISTICS 
AND TRANSPORT


SALES  
AND UTILISATION


DISPOSAL  
AND RECYCLING


of products  
and services


of vehicles  
and services


MAIN ACTIVITIES      


Development of innovative, 
fascinating cars, motor cycles 
and services


–  Concept 
–  Series development 
–  Production planning 


 
 
 
 
 


Global cooperation  
with suppliers to create


–  Modules/systems
–  Components 
–  Parts 
–  Raw materials 


 
 
 
 


Manufacturing of cars and 
motorcycles by a highly quali-
fied and diverse workforce


–  Engine construction
–  Bodywork 
–  Paintwork
–  Assembly 
–  Quality control 


 
 


Securing customer-oriented 
transport logistics in the 
 network of


–  Suppliers 
–  Plants 
–  Dealerships worldwide 


through the seamless 
 combination of various 
modes of transport


Range of premium products 
and services for individual 
mobility through


–  Coordination of a world- 
wide dealership/repair 
shop network


–  Implementation of a 
 coordinated and target- 
group-oriented marketing 
mix


–  Provision of financial 
 services


Recovery and dismantling of 
vehicles for


–  Reuse
–  Recycling and disposal of 


vehicle components and 
materials


•  GRI 102-2, GRI 102-9


VALUE CHAIN


The BMW Group’s value chain is currently undergoing a 
fundamental transformation:


While in the past they were purely hardware products, 
automobiles are now becoming complex parts of an in-
terconnected mobility world. In all areas of the value 
chain, mobility services such as DriveNow, ReachNow, 
ChargeNow or ParkNow therefore play an important 
role alongside the vehicles themselves. 


Whereas just a few years ago the BMW Group was still 
clearly an industrial manufacturing company with tradi-
tional structures, it has now become a mobility provider. 


The focus will continue to be placed on the development, 
production and sale of vehicles, with a wide range of inno-
vative mobility services on top. The main drivers of busi-
ness activities are the concepts “Automated”, “Connected”, 
“Electrified” and “Shared”–these constitute the vision for 
tomorrow’s mobility. They will result in profound changes 
in the BMW Group’s value chain in the next few years.
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Combined separate non-financial report


1.1   
STRATEGY AND 
MANAGEMENT


The BMW Group manages its business in accordance 
with responsible corporate governance principles geared 
to sustainable value creation in all areas of the company. 
To ensure compliance with these principles, clear lines of 
accountability have been defined in the BMW Group’s 
management system, which are reinforced through 
guidelines as well as control and incentive systems.


Involving the Board in sustainability management
The Board of Management governs the enterprise under 
its own responsibility, acting in the interests of the com-
pany and with the aim of achieving sustainable growth in 
value. It determines the strategic orientation of the enter-
prise and ensures its implementation. The Board of Man-
agement is also responsible for ensuring compliance with 
all provisions of the law and internal regulations as well 
as for adequate risk management and controlling. The 
 Supervisory Board advises and supervises the Board of 
Management in conducting its duties (dual management 
system). •  GRI 102-18, GRI 102-23 


Sustainability is a component of our corporate strategy. 
For this reason, our Sustainability and Environmental 
Protection department has been directly incorporated in-
to our Corporate Planning and Product Strategy depart-
ment since 2007, under the mandate of the Chairman of 
the Board of Management. This unit is responsible for 
sustainability strategy and sustainability management 
worldwide. Its tasks include the following:


–  To identify challenges and opportunities for 
 sustainable operations


–  To develop and monitor sustainability goals


–  To further develop, specify and integrate our 
 sustainability initiatives into individual divisions, 
taking the entire value chain into account


–  To ensure the cooperation of all departments in 
the company involved in sustainability


–  To provide a central corporate function for 
 environmental protection (group representative) and 
 manage the environmental protection network


–  To manage global centres of competence on a range 
of environmental issues


Managing sustainability
The Sustainability Board makes decisions on the long-
term alignment of the sustainability-related areas of 
 action included in Strategy NUMBER ONE > NEXT. The 
entire Board of Management is represented on the Sus-
tainability Board, along with the heads of Sustainability 
and Environmental Protection and of Corporate Com-
munications. • GRI 102-18, GRI 102-26 The Sustainability Board 
convenes at least once a year to assess the company’s 
progress on economic, environmental and social issues 
as well as the degree to which sustainability principles 
have been integrated into the various divisions. • GRI 102-31 
The Strategy Circle comprises department heads from all 
divisions. In meetings that take place twice a year, it 
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Combined separate non-financial report


Sustainability established as corporate objective
Sustainability has been integrated “top-down” at all cor-
porate levels of the BMW Group since 2009 as a strategic 
objective based on specific targets and key performance 
indicators. Sustainability is therefore an explicit com-
ponent of the company’s management system. On the 
one hand, this means that every major issue and project 
must be measurable in terms of sustainability as a corpo-
rate objective. This way, we ensure that, in addition to 
economic factors, environmental and social aspects are 
also accounted for in the decision-making process.


It also means that sustainability as a corporate objective 
is broken down to the level of business areas and div-
isions. As a result, the personal targets set for managers 
include sustainability aspects and criteria which have an 
effect on their performance-based remuneration.  
 •  GRI 102-28


Rewarding sustainable business success
The Supervisory Board decides on the level of compensa-
tion received by members of the Board of Management, 
orienting its decisions on the sustainable development of 
the BMW Group. Bonuses are also based in part on per-
sonal performance, evaluated primarily according to quali-
tative criteria. These criteria include environmental inno-
vation (e.g. reduction of carbon emissions), leadership ac-
complishments and the ability to lead change processes.


Further criteria for the composition of the performance- 
based amount are: enhancing the company’s attractiveness 
as an employer, progress in the implementation of the 
 diversity concept, which is presented to the Supervisory 
Board in a report, as well as activities that advance corpor-
ate citizenship in the BMW Group • Compensation Report in 


the 2017 Annual Report. •  GRI 102-27, GRI 102-28, GRI 102-35


 explicitly addresses sustainability topics and prepares 
 decisions made by the Sustainability Board. • GRI 102-19,  


GRI 102-20, GRI 102-27 The BMW Group management principles 
are also set down in the • Corpo rate  Governance Code.


Organisation of sustainability in the BMW Group
1.01  


 


Sustainability Board 
Comprises the entire Board of Management


Chairman: Chairman of the Board of Management
Responsible for strategic alignment


Strategy Circle
Comprises department heads from all divisions


Responsible for preliminary work to support decision-making
At least twice a year with the umbrella topic of sustainability


Specialist divisions
Implement measures and processes needed 


for the BMW Group to achieve its sustainability goals


• see 
graphic 1.01


• G
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STRATEGY AND 
MANAGEMENT IN DETAIL


OUR VISION


The BMW Group is the world’s most successful and sus-
tainable premium provider of individual mobility.


In order to make sure we are fit for the future, we continu
ously integrate sustainability into our business model. 
We see global challenges such as climate change and 
 urbanisation as an opportunity to develop innovative 
products and services. In this way, sustainability makes 
a long-term contribution to the business success of the 
BMW Group. Our innovations are not developed solely 
to enhance the benefits of our customers–we also want 
them to have a positive impact on society and the envir-
on ment. 


Taking social and environmental responsibility for all we 
do is an integral part of how we perceive ourselves as a 
company. We are convinced that the lasting economic 
success of any enterprise in today’s world comes down to 
acting responsibly and ensuring social acceptance. We 
achieve a clear competitive advantage with efficient and 
resource-friendly production processes and state-of-the-
art solutions for sustainable individual mobility for our 
customers. For this reason, sustainability is a key compon-
ent of our corporate Strategy NUMBER ONE > NEXT, as 
shown in the following schematic diagram. This consis-
tent integration of sustainability in our corporate strate-
gy is evidenced by the activities along the value chain de-
scribed in this report–ranging from the sustainability 


• see 
graphic 1.02


challenges in the procurement process to the design of 
our products through to the establishment of new busi-
ness areas, with sustainability integrated into the relevant 
business model.


Strategy NUMBER ONE > NEXT *
1.02 


 


Sustainability 
targets Competitive 


advantage


Strategic  
approach


Culture


Sustainability targets: 
We are Number ONE. We inspire people on the move.  
We shape tomorrow’s premium individual mobility.


Competitive advantage: 
We combine enthusiasm, responsibility and success.


Strategic approach: 
We are bringing the BMW Group into a new era. We are pushing ahead with innovative 
technologies, digitalisation and sustainability to create unique customer experiences.


Culture: 
Responsibility, appreciation, transparency, trust, openness.


*  The forward-looking arrow of Strategy NUMBER ONE > NEXT symbolises dynamism 
and is made up of four aspects: sustainability targets, competitive advantage, strategic 
approach and culture.


• G
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We focus on three areas of action:
–  Products and services
–  Production and value creation
–  Employees and society


Ten sustainability goals of the BMW Group
1.03 
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Corporate  


citizenship
 


Diversity


The BMW Group  
is the world’s  


most successful and  
sustainable premium  


provider of  
individual mobility.


Find employees,  
tap into young talent, 
develop potential and 
secure employability


•  chapter 4.2


Foster individual 
 responsibility and 


design the working 
environment


•  chapter 4.1


Leader in the use of 
 renewable energy in 


 production and  
value creation


•  chapter 3.2


Water, energy, waste, 
 solvents per vehicle  


reduced by 45%  
(base year 2006)


•  chapter 3.1


Leader in taking a  
holistic approach to  


premium electromobility


•  chapter 2.2


Permanently changed 
 mobility patterns in selected 


metropolitan areas by 
 introducing integrated 


mobility services


•  chapter 2.3


Increased transparency 
and resource efficiency 


in the supply chain


•  chapter 3.3


Leader in 
intercultural 


understanding


•  chapter 4.4


Reduced by at least 50%  
in the European new vehicle 


fleet (base year 1995)


•  chapter 2.1


Increase diversity 
 within the company 


and enhance  
innovative strength


•  chapter 4.3


PRODUCTION  


AND VALUE CREATION


•


EMPLOYEES AND 


SOCIETY


•


PR
O
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S 
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•


• G


Pursuing long-term sustainability goals
In 2012, the BMW Group set itself ten strategic sustain-
ability goals running through to 2020, which we consis-
tently pursue.
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Some examples of this would be our positions on the 
diesel debate, critical issues of the supply chain, global 
regulation of CO2 and contaminants and on positive 
framework conditions for electromobility.


This report expands on our sustainability strategy. The 
report is structured along the long-term sustainability 
goals of the BMW Group. The weighting of topics is 
based on our materiality analysis.


 


Sustainability goals of the BMW Group con-
tribute to Sustainable Development Goals 
(SDGs)


In autumn 2015, the General Assembly of the United Nations an-
nounced the • Sustainable Development Goals (SDGs). The SDGs 
are at the core of the 2030 Agenda, a global action plan with the aim of 
shaping economic progress in an environmentally compatible manner 
and in accordance with social equity. We too are committed to this new 
social contract and to supporting the goals formulated within it as part 
of our sustainability strategy and with a focus on our value chain. 


We are convinced that companies, governments and other organisa-
tions can make a positive contribution towards the attainment of the 
SDGs. 


On the basis of our materiality matrix, we analysed in 2016 which SDGs 
were a priority for the BMW Group. Currently we have identified the fol-
lowing SDGs as areas in which we can have the greatest potential im-
pact: •  GRI 203-2 


–  SDG 11 – Sustainable Cities and Communities: with our integrated 
mobility services and innovative approaches, we want to change 
mobility patterns in selected metropolitan areas in a sustainable 
way. These include our car-sharing services DriveNow and 
 ReachNow, which increasingly offer electric vehicles, as well as the 
electric scooter specially designed for commuter traffic in cities. 
With the Urban Mobility competence centre created in 2015, the 
BMW Group supports the paradigm shift from cities suitable for 
cars to cities suitable for people. The centre acts as a platform 
through which the BMW Group works with cities and other partners 
to develop new concepts for future urban mobility with a view to 
making cities even more attractive to live in.


 What’s more, the BMW Group also invests in start-ups with prom-
ising mobility concepts through its investment fund BMW i Ven-
tures with registered offices in Silicon Valley. With competitions 
and internal start-up programmes, we promote the development of 
further innovation in the context of SDG 11 in a targeted manner. An 
intrapreneurship competition was held for this purpose in summer 
2017. All departments were called upon to submit ideas for prod-
ucts and services on the topic of “Sustainable Cities and Commu-
nities”.


–  SDG 12 – Responsible Consumption and Production: we continu-
ously reduce CO2 emissions and resource usage per vehicle pro-
duced. In our locations worldwide, we are increasingly focusing on 
renewable energy and are also working with our supplier network 
towards improving resource efficiency. The joint venture “Digital 
Energy Solutions”, founded in 2015, also offers digital-based 
 services to small and medium-sized companies, with a view to 
 better harnessing the potential of renewable energy. The recycling 
of vehicle parts is also promoted with the joint venture Encory, found-
ed in September 2016.


– SDG 13 – Climate Action: if a consistent measurement method is 
 applied, we are continuously reducing the CO2 emissions of our 
 vehicle fleet. Due to a transition to a new statutory test procedure, 
the levels will temporarily increase. However, in spite of the transition 
to WLTP, we expect emissions to further decrease in the long run. 
Electromobility is an essential component of our CO2 strategy. We 
are consistently increasing the proportion of electrified drive sys-
tems in our model range and therefore not only make a contribution 
towards the reduction of greenhouse gas emissions, but also towards 
 improved air quality in urban areas. 


 


• see 
chapter 3.3


• see 
chapter 2.1


• see 
chapter 2.2


• see 
graphic 1.04


• see 
chapter 2.2 and 
chapter 2.3


• see 
chapter 2.3


• text box 
page 81


• see 
chapter 3


• see 
chapter 2.1 and 


chapter 2.2


Our vision of being the most successful and sustainable 
premium provider of individual mobility sets out the 
framework for our goals and measures. The BMW Group 
integrates sustainability along the entire value chain 
and into all basic processes–thus creating added value 
for the company, the environment and society. •  GRI 102-11


Aside from our ten long-term goals, we continuously 
 address the existing sustainability issues that are topics 
of much discussion among the general public.  
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The analysis was accompanied by an internal document 
review of the sustainability context. In the course of an 
 internal materiality workshop, the identified impacts were 
then validated and the relevant sustainability topics 
 prioritised from the perspective of the BMW Group. The 
relevant corporate areas as well as corresponding execu-
tives subsequently validated the materiality matrix. • GRI 


102-46


An updated materiality matrix with 19 topics classed as 
highly material emerged from the process. These were 
still valid in 2017 and include topics that both stakehold-
ers and the BMW Group considered highly relevant. Fur-
thermore, topics considered to be among the three most 
important by one of the stakeholder groups surveyed 
were also taken account of by our management and in 
this report. These are marked in the materiality matrix 
with an asterisk. •  GRI 102-47, •  GRI 102-43, •  GRI 102-44


The general feedback from our stakeholders at numer-
ous dialogue events held by the BMW Group on select-
ed sustainability topics helps to continuously verify the 
results of the materiality analysis.


Identifying key issues
The development of our sustainability strategy is based 
on the identification of key issues. •  GRI 102-46 The results 
of our materiality analysis are shown in the materiality 
matrix. On this basis, we regularly review our strategic 
alignment as well as our sustainability targets and meas-
ures.


In order to identify in good time which topics may bring 
opportunities and risks to our business, today or in the 
future, and to focus our activities accordingly, we ob-
serve external trends on an ongoing basis using an “en-
vironmental radar”. This includes keeping track of both 
the public discourse and the political agenda, for exam-
ple the World Climate Conference and the Sustainable 
Development Goals. In addition, we regularly carry out 
a materiality analysis in order to identify relevant issues. 
To do this, we analyse the importance of current sustain-
ability topics, both from the perspective of different 
stakeholder groups as well as from a business perspec-
tive. The trends picked up by the environmental radar 
form the basis for identifying topics and validating the 
results of the materiality process.


Analysing materiality
A topic list based on the • GRI G4 Guidelines, the • UN Global 


Compact, the main topics of the • Sustainability  Accounting Stand-


ards Board (SASB) and the • UN Sustainable  Development Goals (SDGs) 
served as a basis for the 2015 materiality analysis. On 
the basis of these topics, the environmental, economic 
and social impact of the BMW Group’s activities along 
the value chain were evaluated and topic boundaries 
identified. We conducted telephone interviews with 13 
representative stakeholders in order to review topics 
from an external perspective and to validate the impacts. 
Customers, suppliers, investors, authorities, NGOs and 
scientists from different regions of the world were among 
the interviewees. In addition, the topics were reviewed 
by internal BMW Group experts who are in regular con-
tact with the main stakeholders.


• see 
graphic 1.04
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Materiality matrix
1.04 


 


High 
relevance


Low 
relevance
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•


•
Medium  
materiality


High  
materiality


 Fuel efficiency and CO2 emissions  
of vehicles* •  see chapter 2.1


Energy efficiency and CO2 emissions  
from value creation* •  see chapters 3.1, 3.2


 Water consumption 


 Development of local companies 


Biodiversity


 Corporate volunteering


 Donations and philanthropy


 Corporate citizenship


 Waste and waste water


  Responsible marketing and  
product communication


  Employee/management  
relations   Efficient use of resources  


in value creation


 Political involvement


 Use of urban space


 Responsible financial services


Pollutant emissions   
of vehicles* •  see chapter 2.1


Diversity and equal opportunity* 
•  see chapters 4.2 , 4.3


Customer satisfaction* •  see chapter 1.5


Employee development,  
and training* •  see chapter 4.2


Socio-economic impacts  
on society* •  see chapters 1.1, 4.4


Design for Recycling* •  see chapters 2.2, 3.1


Alternative drivetrain  
technologies * •  see chapter 2.2


Occupational health and  
safety* •  see chapter 4.1 Product safety* •  see chapter 1.4


  Environmental and social standards in the supply chain/
sustainable sourcing* •  see chapter 3.3


Connected and autonomous  
driving* •  see chapter 2.3


Human rights* •  see chapter 1.3 Mobility concepts and  services* 
•  see chapter 2.3


Prevention of corruption and anti-competitive 
behaviour* •  see chapter 1.3 Data protection* •  see chapter 2.3


Air emissions from value creation* 
•  see chapters 3.1, 3.2


  Attractive workplace, talent attraction and 
retention* •  see chapter 4.2


Low  
materiality


High 
relevance


Low 
relevance


Relevance for the BMW Group• •


*    These areas were rated highly material, as they were among the three topics the respondent stakeholder groups considered most important.  
Further information: •  Identified material aspects and boundaries.


• G
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Contributing towards social prosperity
Sustainable management combines long-term business 
success with added value for society. As a global company, 
the BMW Group acknowledges its responsibility to con-
tribute to social prosperity. For this reason, we are not 
only aiming at increasingly creating value, but also mak-
ing specific contributions towards economic development 
and quality of life at our locations. In 2014, we conducted 
an • impact assessment at our largest production site in Spartanburg/


USA in order to determine the indirect impact of our operational activity. 
The study revealed that the BMW Group had noteworthy 
economic impact on the prosperity of the US state of 
South Carolina. The overall contribution to economic 
 output was estimated at US$16.6 billion, achieved by the 
generation of jobs, contributions to local household in-
comes and the impact on the gross domestic product of 
the state. Thus, the BMW Group creates considerable eco-
nomic multiplier effects in South Carolina. The studies in 
San Luis Potosi/MX and Leipzig/DE delivered similarly 
positive results. •  GRI 203-2


Lasting profitable growth of the BMW Group facilitates a 
reasonable return for investors, attractive salaries for em-
ployees as well as our contribution to society through in-
come tax payments. These are direct economic effects 
which are quantified by calculating the net value added. 


The net value added of the BMW Group is at a consistent-
ly high level of €24,978 million (2016: €23,623 million). 
The largest share of our net value added benefits our 
 employees (2017: 48.3%, 2016: 48.8%). The proportion 
 applied to providers of finance declined to 8.3% com-
pared to the previous year. The government/public sector 
(including deferred tax expense) accounted for 8.6%. The 
proportion of net value added applied to shareholders, at 
10.5%, was higher than in the previous year. •  GRI 201-1 


The BMW Group currently employs 129,932 people (2016: 
124,729) and is training 4,750 young people at its loca-
tions worldwide (2016: 4,613). Our purchase of interme-
diate products also secures jobs worldwide in our supply 
chains. As we source the main components for vehicle 
production locally whenever possible, our business activ-
ities create jobs and increase prosperity at our locations. 


• GRI 203-2


By paying income taxes, and indirectly through the tax 
payments of our employees and suppliers, we boost the 
tax revenues of the regions where we and/or our suppliers 
operate. The BMW Group paid around €1,949 million in 
income taxes in 2017 (2016: €2,755 million). In addition, 
we are helping to fund public budgets by paying tariffs 
and import duties. •  GRI 203-1


• see 
table 1.01
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Opening up new business fields
By implementing innovations, the BMW Group opens up 
new business fields and in doing so fosters the creation of 
new value chains and jobs. Some successful examples in-
clude the •  URBAN-X accelerator programme and the BMW 
Startup Garage. Other initiatives that support pioneer-
ing technologies and urban mobility as well as the joint 
venture •  Encory, which promotes the reuse of lorry parts, 
also contribute towards sustainable innovation. • GRI 203-1, 


GRI 203-2


As in previous years, the figures indicating the economic 
effects of the BMW Group showed an upward trend in 
2017. They confirm our contribution to economic develop-
ment at our locations. •  GRI 203-1, 203-2


• see 
chapter 2.3


BMW Group value creation
1.01 


in %, basis: production material


Depreciation and amortisation 8.4


Cost of materials 50.9


48.3 Employees


 24.0 Group


  8.6 Government/public sector


 8.3 Providers of finance


10.5 Shareholders


 0.3 Minority interest


Net value added 24.9 60


45


30


15


0


60


45


30


15


0


15.8  
Other expenses


•  GRI 201-1


Developing local infrastructure
The BMW Group contributes towards the development of 
local infrastructure at its locations, both directly and 
within overarching programmes. For example, with our 
worldwide programme ChargeNow we are committed to 
the development of a public charging infrastructure for 
electric vehicles worldwide. When setting up new plants, 
we also, for example, build new roads as needed and lay 
electricity and water supply lines. During planning of a 
new company location, we first examine how we can con-
tribute to the specific needs of the local community. On 
the one hand, the community benefits from new, 
wide-ranging private services which contribute towards 
more sustainable urban mobility. On the other hand, 
public infrastructure networks are created that can be 
used for free. •  GRI 203-1


• T


• see 
chapter 2.2
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Graphic 1.05 provides an overview of the positions of the 
BMW Group in 2017 in the capital market sustainability 
ratings that are most relevant to us:


 


 Sustainability ratings 2017
1.05 


  


RATINGS   


ASSESSMENT AND RESULT   


In 2017, the BMW Group was the only German automobile man-
ufacturer to be listed once again in the • Dow Jones Sustain-
ability Indexes (DJSI) “World” and “Europe” and is therefore 
the only company in the automotive industry that has been 
continuously listed on the index since the very beginning. 
 


In the • CDP-Rating, the BMW Group once again achieved 
the top A rating for transparency and measures to combat 
 climate change and is thus represented in the A list for the 
eighth time in a row. In addition, the BMW Group achieved the 
top A rating in the CDP water rating, in which responsible water 
management is assessed, and is therefore one of 27 companies 
worldwide that achieved the top rating in both categories.


The company was also once again listed in the • FTSE4Good 
Index in 2017. The FTSE4Good index is part of the British 
index family on sustainability and corporate governance pro-
vided by FTSE in London.  
 
 


• see 
graphic 1.05


• G


Financial figures
1.02 


in € million 2013 2014 2015 2016 2017 Change in % 


Capital expenditure 1 6,711 6,100 5,890 5,823 7,112 22.1


Revenues 76,059 80,401 92,175 94,163 98,678 4.8


Profit before financial result  7,978 9,118 9,593 9,386 9,880 5.3


Profit before tax 7,893 8,707 9,224 9,665 10,655 10.2


Income taxes 2,564 2,890 2,828 2,755 1,949 – 29.3


Net profit 5,329 5,817 6,396 6,910 8,706 26.0


1 Capital expenditure on capitalised investment costs, other intangible assets and property, plant and equipment.


•  GRI 201-1


Capital market ratings for sustainability
The consistent integration of sustainability is evidenced 
by the fact that, among other things, the BMW Group is 
listed in numerous sustainability indices and ratings. 


• T
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The BMW Group in China 


China is one of the most important automotive markets for the 
BMW Group and other manufacturers. A particular feature of this mar-
ket is the strong affinity with innovation in the area of digitalisation. New 
technologies are adopted and scaled very quickly. An example of this is 
cashless payment in day-to-day life. The high demand for vehicles 
presents megacities such as Shanghai and Beijing with great challeng-
es in terms of sustainable transport concepts. Accordingly, the 
BMW Group’s locally based strategy for China also aims to further de-
velop urban mobility in Chinese megacities. The vehicles and services 
offered in China as well as the research, development and production 
activities of the BMW Group are outlined in the following. 


Production
The Shenyang location of our • joint ventures BBA, with the automo-
tive plants Dadong and Tiexi as well as an engine plant with a light alloy 
foundry, play an important role in the worldwide production network of 
the BMW Group. It is part of the strategy of balanced global growth with 
production capacities in the respective regional markets. The BBA pro-
duction site Shenyang produces exclusively for the Chinese market. The 
Dadong plant in north-east Shenyang commenced production in 2003 
and is currently constructing the BMW 5 Series long wheelbase version. 


In future, the plug-in hybrid model of the BMW 5 Series as well as the 
new BMW X3 will also be produced there. The Tiexi plant in the west of 
the city, which was commissioned in 2012, produces the BMW X1 long 
wheelbase version (including a plug-in hybrid model), the BMW 1 Series 
Saloon, the BMW 2 Series Active Tourer, the BMW 3 Series long wheel-
base version and the BMW 3 Series Saloon. The engine plant that 
opened in 2016 produces the latest generation of the BMW TwinPower 
Turbo 3- and 4-cylinder petrol engines.


Development
The BMW Group carries out research and development at the locations 
in Beijing, Shanghai and Shenyang. Focus areas are electromobility and 
new solutions for urban mobility.


Electric vehicles for the Chinese market
In 2017, the BMW Group offered five New Energy Vehicles (NEVs) in 
China: the BMW i3, BMW i8, BMW X1 PHEV, BMW X5 PHEV and the 
BMW 7 Series PHEV. The range will be expanded in 2018 with the launch 
of the PHEV version of the BMW 5 Series. 


 
Autonomous driving and connectivity
The BMW Group is a leader in research and development of technologies 
for highly automated driving in China. In June 2016, BMW was the first 
premium manufacturer to demonstrate automatic lane change on the 
test section of a motorway in Chengdu. By June 2017, the BMW Group 
had completed more than 16,000 kilometres of highly automated driving 
on both public and closed roads in China, generating valuable raw data in 
the process.


Production and recycling of battery cells
In collaboration with Brilliance China Automotive Holdings Ltd., the 
BMW Group opened the new “High Voltage Battery Center” in Shenyang 
in October 2017. The battery factory supplies the nearby plant of the 
joint venture BMW Brilliance Automotive (BBA) in Dadong. The 
BMW 5 Series plug-in hybrid for the local market will be produced 
there in future.


The BMW Group has established a partnership with Brunp, a leading 
battery recycling company in China. The majority of EV battery materials 
are already being recycled.


ReachNow
Under the name “ReachNow Powered By EVCARD”, the BMW Group 
has since the end of 2017 been offering in Chengdu its first mobility 
service range in Asia: Customers can pick up or return their vehicles at 
25 central locations such as department stores or major roads. The en-
tire fleet consists of BMW i3 vehicles and is thus fully electric.


ChargeNow
Our ChargeNow network aims to cover more than 60 cities in China, in-
cluding the Tier-1 to Tier-3 cities, and gradually enter the Tier-4 and 
 Tier-5 cities, where the NEV market is booming. For example, the 
ChargeNow service covers 100% of administrative regions in Beijing 
and Shanghai. Around 47,000 charging points were at the disposal of 
our customers at the end of 2017 in China. In addition, we further im-
proved the charging capacity of the Wallbox distributed by BMW i for 
charging at home.


Designworks
The goal of Designworks is to use the innovation culture and the inno-
vative design of the BMW Group with a view to pushing ahead with the 
objectives of its external customers. Mobility and digital living are the 
driving topics behind the services that Designworks offers. Asia-specif-
ic operating concepts and driver assistance systems (e. g. road sign 
recognition) are developed by an intercultural, predominantly Chinese 
team on-site, in order to create solutions that are specially developed 
for Chinese customers by Chinese engineers.
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Forecast


In order to consistently pursue our existing activities and 
also take account of new developments, we are making a 
start in 2018 on overhauling our set of long-term objec-
tives until 2030. Global frameworks such as the Paris 
Agreement and the Agenda 2030 are taken  account of in 
the process. Our management of the Sustainable Devel-
opment Goals will be re-evaluated as a matter of priority.


Furthermore, we are supporting the efforts of industry to 
reach the 2-degree goal of the Paris climate accord. This is 
also evidenced in our reporting, which already includes 
some components of the •  Task Force on Climate-related Financial 


Disclosures (TCFD). The Task Force encourages companies to 
include climate-related challenges and risks in corporate 
planning. We will review which other companyspecific 
 elements can be added.


BMW Next Mobility Youth Camp
40 students and young professionals from the area of mobility (automo-
bile, city planning, traffic, design and the like) were invited to Hangzhou 
in September 2017 in order to develop mobility proposals which satis-
fy the requirements of selected cities and regions. 


BMW Group Dialogue
In September 2017, the BMW Group organised a stakeholder dialogue 
in Hangzhou in order to gain direct feedback on its measures pertaining 
to urban mobility. The challenges of future transport concepts and spe-
cific approaches were discussed with attendees from government, 
science and industry: How will cities change in coming years? How can 
products and services of the BMW Group help to shape the urban mo-
bility of the future?


MINI LIVING building in Shanghai
Since 2016, MINI LIVING has been looking at innovative living concepts 
which aim to offer maximum quality of life in a small space – true to the 
brand motto: “Creative Use of Space”. An urban hotspot emerged from 
a former paint factory in Shanghai in 2017 with plenty of room to work, 
network and live. Here, MINI LIVING offers apartments, bookable work-
stations and services such as vehicles for shared use. The concept thus 
allows for maximum personal flexibility and optimal use of the space. 
With this project, MINI is for the first time implementing the concepts 
of the previous installations in a real construction project.


The BMW Next Mobility Youth Camp: the BMW Group developed mobility solutions of the 
future together with students and young people in Beijing.
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Combined separate non-financial report


1.2  
STAKEHOLDER DIALOGUE


As a global corporation, both our manufacturing activi-
ties and our products have an effect on the environment 
as well as on diverse groups of stakeholders. At the same 
time, the viewpoints, decisions and actions of our stake-
holders have a decisive impact on the success of our en-
terprise. The BMW Group therefore engages in ongoing 
dialogue regarding sustainability topics with its stake-
holders in relevant markets and at all its locations. The 
more the role of the automobile is called into question as 
an option for individual mobility in times of fundamental 
change, the more important this exchange seems to us. 


In dialogue with our stakeholders, we want to build trust, 
understand positions, identify trends as well as build on 
and consolidate partnerships. In doing so, we also delib-
erately address critical issues and debates. This helps us 
to gain a better understanding of what next steps in the 
individual areas of action in sustainability management 
are required or are expected of us. At the same time, by 
engaging in dialogue, we can show in a transparent man-
ner what scope for action we see in current challenges 
and the prerequisites and framework conditions that are 
important to us.


In principle, the following applies for all our stakeholder 
dialogue formats: the feedback of our stakeholders is in-
tegrated into the strategic deliberations of the company. 
In turn, stakeholders get to know the positions of the 
BMW Group on certain topics and can take account of 
these in their daily work.


Our Stakeholder Engagement Policy forms the basis for 
continuous dialogue. It defines the goals of the dialogue, 
determines the criteria for identifying and prioritising 
our stakeholders and provides a template for a range of 
suitable dialogue formats and communication channels. 


•  GRI 102-42


Continuous and systematic identification and prioritisa-
tion of relevant stakeholders and their topics of interest is 
a cornerstone of stakeholder dialogue. To this end, we 
regularly carry out “stakeholder mapping” on strategical-
ly important topics at all relevant locations.
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STAKEHOLDER DIALOGUE  
IN DETAIL


Systematically exchanging views with 
stakeholders


Our subsidiaries, our political offices in the different 
markets and the representatives from our plants engage 
in regular dialogue with local stakeholders on relevant 
topics. In addition, a range of committees and channels 
allow our different corporate departments to contact rele-
vant stakeholders directly.


An overview of dialogue forms and stakeholder groups of 
the BMW Group can be found in the graphic. 


 Stakeholder groups and forms of dialogue
1.06 


BMW Group 
in dialogue


 
Dialogue, conferences and technology workshops with investors and analysts  
on the strategic topics of electromobility and autonomous driving Capital market
Dialogue in the context of industry initiatives, joint events, training courses,  
presentations, supplier risk assessments, Learning from Suppliers forum Suppliers
 
Participation of Board members, technical experts or subject specialists  
in a number of initiatives, forums and events, memberships of initiatives


Networks and  
associations


Workshops on key topics, regular “Green Tables” with German parliamentarians Policymakers
Round tables, visits from universities, lectures, discussions,  
BMW Group Dialogue with students Research
Dialogue within the context of press trips, press releases,  
informational events on new products, test drives, trade fairs Media
Dialogue with sales organisations and the association of  
German BMW dealerships, business conferences, dialogue via the  
central coordinating units of importers Business partners
One-on-one dialogue, plant visits, neighbourhood dialogue,  
press events Local stakeholders


Face-to-face meetings/dialogue,  
responding to enquiries


Civil society  
and NGOs


Dialogue with employees and managers, employee survey,  
idea management, internal media Employees
Customer survey, social media, trade fairs, media Customers


 


•  GRI 102-40, GRI 102-43


• see 
graphic 1.06


• G
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Further information on the • BMW Group Dialogue is pub-
lished on the BMW Group website.


In dialogue with stakeholders: in May 2017 in Milan/IT, BMW Group experts discussed 
the challenges of urban mobility.


Addressing current issues both  
globally and regionally


The BMW Group has set itself the goal of organising a 
stakeholder dialogue event in its most important sales re-
gions in Europe, Asia and North America each year. In 
the course of these dialogues, we decide on topics accord-
ing to their relevance and make comparisons between in-
dividual regions. In 2017, we held stakeholder dialogues 
on the topic of “urban mobility” in Milan/IT, Chicago/US, 
Hangzhou/CN, Mexico City/MX and Delhi/IN. The main 
target group of these events were decision-makers who 
shape urban mobility in the respective cities. In the com-
ing year, we will once again place the key topics of “digi-
talisation” and “urban mobility” on the agenda.


An overview of the results of the BMW Group dialogue 
events in 2017 can be found in the graphic. They are inte-
grated into our product and service strategies.


 


The five most important pieces of feedback from our stakeholders in the 2017 dialogue events on urban mobility
1.07  


 


Local public 
transport
Most cities do not have sufficient 
resources to fully rely on local 
public transport. In this respect, 
individual transport in cities 
 continues to have a future.


Mobility 
 services
Providers of new mobility 
 services play an increasingly 
important role in urban mobility.


Air quality
Among the greatest challenges 
the municipalities face are high 
traffic volumes, poor air quality 
and the negative impacts of 
 traffic planning on the cityscape 
and thus on people’s quality of 
life.


Private cars
The role of private cars in mega-
cities is coming under increasing 
criticism. As an alternative, many 
municipalities are pursuing the 
goal of developing local public 
transport and offering sharing 
concepts to meet the needs of 
individual mobility.


Electro-
mobility
Combustion engines are 
expected to play a less important 
role in cities in future. Ideally, 
vehicles will fully rely on electro-
mobility in the long run.


•  GRI 102-44


• see 
graphic 1.07


• G
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In 2017, we maintained and expanded our contacts with 
our sustainability-oriented investors and analysts. In a 
number of individual and group discussions at SRI road-
shows and conferences (SRI: Socially Responsible In-
vestment) in the financial centres of Europe and the 
USA, we presented our current progress in the area of 
sustainability as well as the focus topics of our Strategy 
 NUMBER ONE > NEXT. At a technology workshop at 
the end of the year, investors and analysts gained an in-
sight into the topics of electromobility and autonomous 
driving. The workshops’s focus areas were flexible ve hicle 
architectures for combustion engines, plug-in hybrids 
and battery-powered electric vehicles as well as further 
steps into the world of autonomous driving. Besides prof-
itability, key topics of our investor discussions in 2017 
were future challenges of the automotive industry. These 
are addressed by the BMW Group using the ACES ap-
proach (Automated, Connected, Electrified and Shared).


Engaging in dialogue with  
political decision-makers


By engaging in active and open dialogue with political de-
cision-makers, union representatives, associations and 
NGOs, we play a constructive and transparent role in 
helping to shape the general political framework for our 
business activities. We offer our expertise to help promote 
fair competition for all involved and find sustainable solu-
tions. We regard this as an important aspect of our corpo-
rate responsibility.


Our political offices concern themselves with public 
 affairs as they affect environmental, financial and socio- 
political topics and deal with relevant economic policy 
and industry-specific issues. In the period under report, 
the main topics in this regard were favourable conditions 
for electromobility, antitrust complaints, exhaust gas 
 purification for diesel vehicles, the changeover to modern 
diesel engines and potential human rights violations in the 
BMW supply chain.


In addition to these events, we also have direct contact 
with individual stakeholders on selected topics. For exam-
ple, there were queries related to environmental and hu-
man rights issues in the supply chain in 2017. In order to 
comply with the needs of our stakeholders to talk about 
these  issues, we made contact with the relevant organisa-
tions and discussed their queries. In the process, general 
sustainability standards in the BMW Group’s supply chain 
were presented and specific projects and measures dis-
cussed in depth. One example in this context is the raw 
material cobalt, which is required for the production of 
battery cells. The BMW Group worked closely on this with 
different non-governmental organisations (NGOs). In No-
vember 2017, for example,  the company was the only car-
maker worldwide to be invited by Amnesty International 
to the release of a new cobalt study in San Francisco.


Strengthening dialogue with investors


Regular and intensive dialogue with the capital market 
has always been a high priority for the BMW Group. 
When making investment decisions, investors are increas-
ingly focusing on how the BMW Group integrates  aspects 
such as the environment, society and corporate gover-
nance into its business model and takes them into account 
in its products and activities. This particularly applies to 
institutional investors with long-term strategies.


Driving forward electromobility: in 2017, the BMW Group opened  
a high-voltage battery centre in Shenyang/CN.
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and Norway. They are characterised by excellent infra-
structure and government incentives. We would like to 
see similarly effective incentive measures for electromo-
bility being taken in all markets.


Thoroughly investigating antitrust allegations
In July 2017, antitrust violations in the German automo-
tive industry were reported in the media. Employees of 
the European Commission conducted an inspection at 
the BMW Group in Munich in October 2017. The 
BMW Group supports the European Commission in its 
work.  


• text box 
page 36


Supporting effective framework conditions  
for electromobility
Legal regulations on vehicle emissions are becoming 
 increasingly stringent worldwide. These pose new chal-
lenges to the automotive industry. As early as 2000, the 
BMW Group set the course for reducing fuel consump-
tion as well as CO2 and pollutant emissions with its 
 EfficientDynamics strategy. Electromobility is essential 
for achieving further reductions.


Favourable framework conditions have proven conducive 
to the successful introduction of new technologies. When 
engaging in dialogue with political stakeholders in the 
main markets, the following topics are key for the 
BMW Group:


–  Promotion of electromobility


–  Consistent development of charging infrastructure


–  Political control of emission limits without discrimi-
nating against individual vehicle categories


–  Supporting new efficiency technologies


–  Realistic connection between targets and measuring 
methods


–  Consistency of supply-side and demand-side policy 
measures


–  Ensuring sufficient provision of critical raw materials


Electric vehicles are currently still niche products in most 
markets. Private demand in Germany is very low. It re-
quires government support to make the purchase of an 
electric car attractive to customers and to effectively tap 
into the market potential of alternative drivetrains across 
markets. Some of the world’s leading markets in the 
 development of electromobility are China, California 
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Fully supporting the changeover to modern 
diesel engines in Germany


From the perspective of the BMW Group, the diesel engine can also 
 make an important contribution towards achieving national and inter-
national CO2 reduction goals. Political framework conditions in Europe 
can provide important incentives for speeding up the market penetrati-
on of modern diesel.


In Germany, government and automotive groups agreed on an extensive 
set of measures at the “Nationales Forum Diesel” (National Diesel 
 Forum) at the beginning of August 2017: 


To speed up the changeover from diesel-engine cars that comply with 
 older standards than Euro 5 to vehicles with the latest exhaust re-treat-
ment or e-vehicles, the BMW Group and other German carmakers have 
undertaken to fund and offer incentives in the near future (for example 


“changeover bonuses”). Across Europe, the BMW Group grants all ow-
ners of diesel- engine cars with Euro 4 exhaust emissions standards or 
older who trade in their vehicles at their BMW partner an environmental 
bonus. This amounts to €2,000 for the purchase of a BMW or new MINI 
vehicle, or €1,500 for a demonstration vehicle or a pre-owned late mo-
del. In  order to ensure that these measures help to reduce CO2 emissi-
ons, this bonus is only paid out for new BMW i3, plug-in hybrid or Euro 
6 vehicles (first  registration) with a maximum CO2 value of 130g/km (ac-
cording to the NEDC). The environmental premium is not offset against 
other existing governmental incentives to buy, such as the environmen-
tal  bonus currently offered in Germany for the purchase of electrified 
 vehicles – it can be claimed in addition. A purchaser of the BMW i3 can 
therefore get an overall price reduction of €6,000 on a new vehicle. The 
special offer will initially run until the end of June 2018.


The German government and the automotive industry will together estab-
lish a new “Sustainable Mobility for the City” fund which is expected to 
be endowed with a total of €1 billion. The BMW Group and other German 
carmakers will contribute to the industry’s part of the fund  according to 
their market shares.


 


Vehement rejection of claims about inadequate  
AdBlue containers
In addition to media reporting on an alleged cartel in the 
automotive industry, there was also the allegation of insuf-
ficient exhaust gas purification in Euro 6 diesel vehicles of 
the BMW Group due to small urea/water mixture contain-
ers. The BMW Group continues to vehemently reject this 
claim.


In diesel vehicles of the BMW Group, a combination of 
several components is used for exhaust gas purification, 
depending on the size of the engines. As a result, we 
 exhibit – in our view – very good real-world emissions 
behaviour. This is also confirmed by the study carried 
out by the Inter national Council on Clean Transporta-
tion (ICCT).


In Germany, the BMW Group supports the initiative to 
update the software of the Euro 5 diesel cars with the ex-
perience gained in the field and to speed up the fleet pene-
tration of Euro 6 diesel cars.


• see 
graphic 2.03


• see 
chapter 2.1
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BMW Group at the  
23rd UN Climate Change Conference in Bonn


The 23rd UN Climate Change Conference (COP 23) took place in Bonn 
in November 2017. For the first time, an island country severely affect-
ed by climate change – Fiji – was host. 


The withdrawal of the USA from the Paris Agreement made this year’s 
conference all the more intense. However, the countries in attendance 
reaffirmed their commitment to working together in order to achieve 
the climate goals.


At the 23rd world climate conference, the BMW Group made its pres-
ence felt at a number of different events and provided impetus and 
 professional expertise in discussions and presentations. The focus was 
on the renewed involvement of the BMW Group as a headline sponsor 
of the Sustainable Innovation Forum (SIF). The SIF has ranked among 
the key sustainability conferences of the UN COP events for years. The 
world’s leading stakeholders from politics, industry and society utilise 
it as a platform for discussions on the challenges of sustainable 
 development. The BMW Group was thus part of the two-day business 
forum “Sustainable Innovation Forum 2017” with an opening address 
by Markus Duesmann, Member of the Board of Management of 
BMW AG, Purchasing and Supplier Network. Furthermore, the 
BMW Group was involved in a panel on the topic “Decarbonisation of 
the Transport Sector” during the Low Emissions Solutions Conference 
with top-ranking representatives of national and international delega-
tions and civil society. Representatives of the BMW Group held an 
 intensive discussion with Patricia Espinosa Cantellano, Executive 
 Secretary of the United Nations Framework Convention on Climate 
Change, as well as the Californian delegation and environment minis-
ters from Oregon, Washington State and California. On the occasion of 
the UN Climate Change Conference, the BMW Group announced signif-
icant changes to its energy strategy. 


 


• see 
chapter 3.2


Countering social and environmental risks in the cobalt 
supply chain with joint measures and transparency
Cobalt is a key component in the production of electrified 
vehicles and high amounts of it are contained in high-volt-
age batteries of electric vehicles and plug-in hybrids. As 
cobalt mining runs the risk of human rights violations, we 
are working on increasing transparency in the cobalt sup-
ply chain at different levels. In addition to internal meas-
ures to increase transparency in the supply chain, we are 
involved in projects such as the Responsible Cobalt Initia-
tive (RCI). 


Supporting free trade
As a global enterprise, the BMW Group has always sup-
ported the further opening of worldwide markets as well 
as the continuous reduction of tariff and non-tariff trade 
barriers. We manufacture vehicles worldwide, take advan-
tage of global sourcing and are convinced that free trade is 
a key component of a sustainable growth and employment 
policy.


Supporting democratic parties
The BMW Group supports the sociopolitical work carried 
out by the following democratic parties in Germany: CDU, 
CSU, SPD, FDP and Bündnis90/Die Grünen. The compa-
ny places high value on transparency in this regard and 
complies with the relevant legislation. Since 2014, the 
BMW Group no longer supports the work of political 
 parties with donations, but rather solely through con-
tent-based partnerships, for example by sponsoring pub-
lic discussion forums and dialogue formats. All partner-
ships are subject to the sponsoring regulations of the 
BMW Group.


• see 
chapter 3.3
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Combining dialogue with society  
and corporate citizenship 


The BMW Group obtains countless requests for support 
each year – from applications for the financial support of 
a project through to ad placement in a magazine. In order 
to fulfil the trust placed in us, the BMW Group inde-
pendently initiates sustainable projects around the world. 
We consider corporate citizenship to be a cornerstone of 
our business activity. We use our expertise to provide as-
sistance in areas we know well. 


What’s more, we deal with current societal challenges 
and focus on areas where we can make the greatest im-
pact on the basis of our core competencies and bring 
about concrete, measurable improvements. 


Regularly seeking dialogue with employees


The BMW Group conducts a survey among its employees 
every two years and regards its workforce as a key stake-
holder. Participation of 75% of all employees worldwide 
resulted in a representative result for 2017 and was a 
 percentage point higher than two years earlier. The fol-
lowing statement had the best result with 90% agree-
ment: “I am proud to work for the BMW Group.” From 
the perspective of employees, there is room for improve-
ment in streamlining decision-making processes (41% 
positive response). The best improvement compared to 
2015, with an increase of eight percentage points to a 
77% positive response, was in the understanding of Strat-
egy NUMBER ONE > NEXT.


• see 
chapter 4.4
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Combined separate non-financial report


1.3  
COMPLIANCE AND 
 HUMAN RIGHTS


Sustainability goal:
With our compliance management, we aim for legal 
 conformity of all activities of the BMW Group


Responsible and lawful conduct as well as respect for human 
rights is both in line with our convictions and our corporate 
culture. We also require this of our business partners. The 
BMW Group is considered a company of integrity and a re-
liable partner throughout the world. This builds trust 
among our customers, shareholders, business partners and 
among the general public, thereby ensuring the long-term 
success of our company. 


Key measures: 
Empowering employees and improving business pro-
cesses in order to reduce compliance risks for the long 
term


The basis of our Compliance Management System is the 
BMW Group Legal Compliance Code. In it, the Board of 
Management acknowledges compliance as a joint respon-
sibility and reaffirms the commitment of all employees to 
responsible action and compliance with the applic able law. 


In the year under review, we concluded the establishment 
of local compliance management functions and are there-
fore implementing a Compliance Management System that 
is consistent throughout the Group. The Financial Services 
division of the BMW Group is covered by this system. It 
is geared towards the risk situation of the company. With 
 defined structures and processes, its instruments set a 


company-specific regulatory framework so that each em-
ployee is familiar with their compliance responsibility and 
lawful conduct is systematically ensured. These key com-
ponents of the system include internal compliance regula-
tions, employee training, communication, complaint and 
case management as well as compliance controls. The 
Compliance Management System is applied for all compli-
ance topics, in particular corruption prevention and anti-
trust compliance. By integrating human rights require-
ments into this Compliance Management System, we in-
tend to systematic ally ensure adherence to human rights, 
in particular in compliance with the ILO core working 
standards, at all our locations. In our  annual compliance 
report, we ask all organisational units of the BMW Group 
about the local risk assessment of  potential human rights 
violations, among other things. There are particular human 
rights risks in the supply chain due to international and 
collaborative value creation processes in the automotive 
industry. For this reason, we have integrated human rights 
into our BMW Group sustainability standard for the sup-
plier network and established an appropriate risk manage-
ment process.


In our • Annual Report 2017, we provide comprehensive infor-
mation on the Compliance Management System and reveal 
the main features of the measures taken. In the Sustain-
able Value Report, we touch upon the compliance topics of 
corruption prevention, antitrust compliance and respect 
for human rights as areas of focus.


Due diligence processes: 
Systematically ensuring lawful conduct


In order to protect itself systematically against compliance- 
related and reputational risks, the Board of Management set 
up a Compliance Committee in 2007 to control and monitor 
the activities necessary to prevent violations of law. We de-
termine the scope and intensity of our compliance activities 
on the basis of an annually updated Group-wide compli-
ance risk assessment. The tasks of Group-wide compliance 
management are implemented by the BMW Group Compli-
ance Committee Office on an operational level. In 2017, we 
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Combined separate non-financial report


ing of implementation. In the year under review, we also in-
troduced a management system to identify risks of non-com-
pliance with internal and external regulations at an early 
stage.


Results and performance indicators: 
Compliance training stepped up, human rights 
 obligations complied with by business partners


Strengthening compliance within the corporate culture is 
a key success factor in ensuring that the Compliance Man-
agement System is as effective as possible. We therefore 
continued with and stepped up our internal communica-
tion measures and our compliance training offering in 
2017. Since the BMW Group Compliance Management Sys-
tem was launched in 2008, more than 41,000 managers 
and employees worldwide have completed the online train-
ing course “Compliance Essentials”, which mainly deals 
with the topic of corruption prevention. More than 24,000 
managers and employees have participated in the online 
training course “Antitrust Compliance”. Furthermore, we 
have introduced additional classroom courses on antitrust 
law, particularly for managers as well as employees in the 
areas of development, purchasing, production, financial 
services, fleet management as well as national sales compa-
nies in Europe and China, who are regularly in contact 
with competitors. All managers are also required to sign a 
compliance declaration. 


We also hold specific training courses on the topic of 
 human rights. •  GRI 205-2, GRI 412-2  The BMW Group takes 
 account of human rights obligations when selecting com-
pany sites and making investment decisions. In 2017, 100% 
of the order volume for our material investments in prop-
erty, plant and equipment (including production equip-
ment and buildings) worldwide were covered by human 
rights clauses. •  GRI 412-3


concluded the implementation of local compliance func-
tions. Responsibilities are assigned via a binding organisa-
tion and task description.


Compliance with and the implementation of the 
BMW Group Legal Compliance Code and internal compli-
ance regulations are audited regularly by Corporate Audit 
and the BMW Group Compliance Committee Office. The 
controls of the Compliance Committee Office are sample 
checks, so-called compliance spot checks which we carry 
out several times a year alongside a forensic service provid-
er. The organisational units to be audited are selected on 
the basis of the Group-wide compliance risk analysis.  


•  GRI 205-1


Our employees can contact their managers or the compli-
ance helpline (“BMW Group Compliance Contact”) with 
questions regarding compliance. Possible violations of the 
law can be reported anonymously via the BMW Group 
SpeakUP Line. BMW Group Compliance Contact is avail-
able to external persons who want to provide information 
in this regard. The BMW Group Compliance Committee 
Office investigates reports and initiates measures to reme-
dy potential defects where appropriate.


The Financial Services business presents specific risks on 
the basis of its products and processes. We focus on anti- 
money laundering, data privacy protection, fraud preven-
tion, legislative and regulatory monitoring as well as con-
sumer protection in the provision of credit. In order to take 
account of the risks in these areas, the specialist unit of com-
pliance coordination was set up in the Financial Services di-
vision as a delegated function of the BMW Group Compli-
ance Committee Office. On the basis of a yearly trend anal-
ysis, it identifies new or amended regulatory requirements 
in the area of financial services and determines resultant 
necessary measures. Implementation on the part of global fi-
nancial services companies of the BMW Group is monitored 
on a quarterly basis. Compliance is a component of the tar-
get process in the area of financial services. The integration 
of specific goals in our balanced scorecard system under-
lines the significance of the topic and ensures the monitor-
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Combined separate non-financial report


In addition to the international purchasing conditions, all 
dealer contracts in the European Economic Area, Korea, 
Thailand, Singapore, Malaysia and Indonesia as well as im-
porter agreements across the globe currently contain a 
clause on compliance and human rights. We aim to estab-
lish these clauses with all dealers throughout the world by 
2020. •  GRI 205-2, GRI 412-3


Number of employees trained in 
 Compliance Essentials since 2008


 Over 
41,000
2017


 Over 
32,500
2016


Number of employees trained in  
Antitrust Compliance since 2011 


Over 
24,000
2017


 


Around 
17,000
2016
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COMPLIANCE AND  
HUMAN RIGHTS IN DETAIL


Our activities currently focus on corruption prevention, 
antitrust compliance and respect for human rights. 
 Activities of the BMW Group include customised training 
and communication measures for specific target groups, 
individual consulting, consistent investigation of compli-
ance-related queries and concerns as well as steering of 
compliance processes and controls. Compliance measures 
are supplemented by a whole range of internal policies, 
guidelines and instructions, which in part specify the 
 applicable law.


Training employees in compliance
With a systematic training programme, we impart the 
necessary understanding of compliance topics to our em-
ployees, taking account of their specific tasks.


Our online training on compliance essentials imparts 
the content of the • BMW Group Legal Compliance Code using 
 specific case studies. The topic of corruption prevention 
covers, for example, the aspects of corporate hospitality 
and gifts as well as benefit types that are particularly 
 relevant to the business model of the BMW Group, such 
as provision of vehicles and sponsoring. Participation in 
the training is mandatory for all BMW Group managers. 
The online training course is also available to all other 
employees throughout the Group. •  GRI 205-1, GRI 205-2, GRI 412-2


• see 
chapter 3.3


We impart a basic understanding of antitrust compliance 
to our employees in target-group-specific classroom and 
online training courses. The target audience are all man- 
agers as well as employees who exchange information 
with competitors. Since 2011, more than 24,000 employ-
ees of the BMW Group have successfully completed the 
online training course “Antitrust Compliance”. Over 
1,900 managers and other relevant employees took part 
in the classroom training courses in the year under 
 report. In the coming years, compliance with  antitrust  
law  will  play an important role in our compliance activ-
ities. For this reason, we are planning further training 
courses at the national and international level as well as 
the revision of our existing online training course.


Furthermore, we are training our employees in the area  
of human rights. These training courses are primarily tar-
geted at managers and focus groups, for example in pur-
chasing. Participants receive information on what needs 
to be observed in their everyday work and who they can 
contact with queries. Furthermore, the topic of human 
rights was a feature of compliance classroom courses in 
2017, for example at our Global Compliance Conference.
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Demanding lawful conduct from business partners
We expect consistently lawful conduct from our business 
partners along the entire value chain and see this as an 
important prerequisite for sustained business relation-
ships.


The international and collaborative value creation pro-
cesses in the automotive industry entail a variety of risks 
in the areas of corruption, antitrust law and human rights. 
For this reason, we integrate compliance and human 
rights clauses into agreements with our business partners. 
We regard this as an important step towards increasing 
awareness among our business partners and demanding 
lawful conduct in the value chain. •  GRI 205-2, GRI 412-3


In addition to contractual agreements, we check the integ-
rity of our business partners by means of various due 
 diligence processes. This includes our IT system “Business 
Relations Compliance” which stipulates a comprehensive 
risk assessment with regards to compliance aspects such 
as corruption and antitrust law.


Ensuring due diligence with regard to human rights
Our due diligence process for human rights follows the 


• UN Guiding Principles on Business and Human Rights. In particu-
lar, we expect our employees to respect human rights 
and protect them in their daily actions. We also require 
our business partners to comply with human rights.


• see 
chapter 3.3


 


Position: BMW Group on  
antitrust allegations


Employees of the European Commission conducted an inspection 
at the BMW Group in Munich in October 2017. The subject of this 
 inspection was antitrust allegations against five German automobile 
manufacturers who have been reported about on several occasions 
since July 2017.


The Board of Management made it clear that it attaches great impor-
tance to carrying out a thorough internal investigation of these allega-
tions. An internal team made up of representatives of Legal Affairs, 
Compliance and Corporate Audit, with the support of external lawyers 
and the entire organisation, has started to address this topic. This is the 
usual practice in regards to such allegations. 


The BMW Group supports the European Commission in its work. In this 
context, the clear distinction between potential infringements of anti-
trust law and unauthorised manipulation of exhaust gas purification 
is important to the BMW Group. The latter is not part of the inspection 
by the EU commission. •  GRI 206-1
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In order to implement the National Action Plan for Indus-
try and Human Rights, we are in contact with the Federal 
Foreign Office and the Federal Ministry of Labour and 
 Social Affairs to stay informed on the further develop-
ment of specifications and taking account of these ac-
cordingly. In accordance with the international reporting 
requirements regarding the implementation of the UN 
Guiding Principles on Business and Human Rights, the 
first report in line with the UK Modern Slavery Act was 
published in May 2017. For this purpose, we evaluated rel-
evant suppliers, initiating improvement measures and 
holding corresponding employee training courses where 
applicable. In preparation for the voluntary application of 
the EU Directive on conflict minerals, the BMW Group set 
up a working group in order to introduce targeted meas-
ures to further reduce the risk of human rights violations 
in the supply chains concerned.


The BMW Group takes account of human rights obliga- 
tions when selecting locations and making investment 
decisions. In 2017, all key orders from across the globe 
relating to fixed asset investments (including production 
facilities and buildings) were covered by human rights 
clauses. • GRI 412-3


• see 
chapter 3.3


 


International conventions and principles


Our models for ensuring compliance with environmental and social stand-
ards along the value chain are based on various internationally recognised 
guidelines. The BMW Group is thus committed to adhering to the 
 Organisation for Economic Cooperation and Development (OECD)  


• Guidelines for Multinational Companies, the contents of the • ICC 
Business Charter for Sustainable Development as well as the 


• United Nations Environment Programme Cleaner Production 
Declaration (UNEP).


By signing the • United Nations Global Compact in 2001 and, to-
gether with employee representatives, issuing a • Joint Declaration 
on Human Rights and Working Conditions in the BMW Group, the 
Board of Management gave its commitment to abide worldwide by in-
ternationally recognised human rights and with the fundamental work-
ing standards of the • Inter natio nal Labour Organization (ILO). 


•  GRI 102-12,  GRI 102-16


 


Since integrating human rights requirements into our 
global Compliance Management System in 2016, adher-
ence to human rights at all our locations is increasingly 
controlled and monitored within existing compliance 
processes. Our annual compliance reporting run, which 
covers all organisational units of the BMW Group, in-
cludes questions about the local risk assessment of poten-
tial human rights violations, among other things. We use 
the relevant feedback to derive further local measures 
to minimise risk. In 2017, we also conducted a Human 
Rights Compliance Assessment, which covered more than 
90% of the company’s organisational units. The assess-
ment did not reveal any major weaknesses. However, 
there were indications of individual optimisation poten-
tial which we will address in 2018 together with the units 
concerned. •  GRI 412-1
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Combined separate non-financial report


1.4  
PRODUCT SAFETY


Sustainability goal: 
The BMW Group offers its customers and other road users 
the highest safety standards


As a provider of premium-quality individual mobility, we 
regard the safety of our vehicles as the central element of 
our product responsibility. The BMW Group considers 
product safety to be a holistic challenge. We equip our 
 vehicles with active and passive safety systems, offer driv-
ing safety courses and provide our customers with the 
 necessary product information. We want to contribute 
 towards safety in road traffic with these measures.


Key measures: 
Fully addressing product responsibility


By means of active and passive safety systems in our 
 vehicles, we reduce the risk of accident and injury for our 
customers and other road users. We also prepare our 
 customers for dangerous situations with driving safety 
courses. Starting at the design stage of our vehicles, we pay 
attention to the avoidance of potential hazardous materials 
and minimisation of emissions in the passenger compart-
ment. In addition, we provide our customers with compre-
hensive information on how to use our products and 
 mobility services correctly.


Due diligence processes: 
Guaranteeing safety with systematic management  


Vehicles of the BMW Group are developed and manufac-
tured under strict application of quality management sys-
tems. All models are subject to thorough audits with regard 
to vehicle safety. We also monitor our vehicles on the mar-
ket and follow up on any reports relating to safety. If re-
quired, we immediately inform the responsible authorities 
and introduce all necessary measures to protect our cus-
tomers. The BMW Group has established corresponding 
committees, processes and organisations for this purpose. 


•  GRI 416-1


Results and performance indicators: 
Continuously stepping up safety


Ongoing further development and creation of new safety 
systems increases the safety of users of our vehicles. At 
the same time, our measures contribute towards enhan-
cing the safety of third parties in road traffic.
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PRODUCT SAFETY 
IN DETAIL


Delivering safety across the board


Safety is a central element of our product responsibility 
and is addressed comprehensively within the BMW Group. 
Our vehicles are equipped with active and passive safety 
systems which satisfy the most stringent quality stan-
dards. 


Active safety includes perfect chassis tuning, optimal 
traction and effective brakes. Electronic chassis control 
systems as well as a range of driver assistance systems al-
so help to prevent accidents. In addition, numerous pas-
sive safety systems are installed in our vehicles in order 
to minimise the consequences of an accident. These in-
clude energy-absorbing crumple zones, passenger safety 
cells, seat belt systems and airbags.


With the BMW and MINI Driving Experience in 30 coun-
tries, we also offer general and specialised training 
courses for BMWs, MINIs and BMW motorcycles which 
help to ensure the safety of our customers and other road 
users. We provide customers with training on the correct 
procedure in certain hazardous situations. In doing so, 
we adapt our offer to the needs of customers. On the 
whole, we trained over 100,000 participants in inter-
national training locations in 2017. In the coming year, 
we want to add the focus areas of electromobility and 
 autonomous driving to our offer.


Using non-hazardous materials
We consider the safety of materials from the very begin-
ning of product development. We assess the materials to 
be used in terms of their risk potential and thus rule out 
problematic materials from the outset as far as possible. 
In this way, we ensure that the legal requirements in 
terms of product safety, protection of human health and 
the environment are complied with worldwide for each 
phase of the vehicle life cycle (from development to util-
isation, through to recycling and disposal).


Since the 1990s, the BMW Group has been working 
closely with independent toxicologists to evaluate pas-
senger compartment emissions. This way, we ensure that 
the precautionary levels are complied with in all new ve-
hicles. We verify this in our passenger compartment 
emission test stations for various use profiles. Further-
more, all vehicles of the brands BMW, MINI and Rolls 
Royce are equipped with passenger compartment filters 
as standard. All air is filtered three times (mechanically, 
electrostatically and depending on equipment with acti-
vated charcoal) before it enters the passenger compart-
ment. This way, particles such as dust, pollen and pollut-
ants from the outside air are practically completely fil-
tered out.


On the race track, in snow or as driver safety training:  
BMW Driving Experience is an experience for all drivers.
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Providing product and service information
We provide our customers with information regarding 
the correct use of our vehicles as well as the risks and 
hazards in line with the relevant applicable legal regula-
tions. The product liability requirements of customer in-
formation are guaranteed by a professional and legal as-
sessment during the approval process. This concerns op-
erating manuals on safe product use in particular. Each 
component of our vehicles can be traced back to the sup-
plier via its part number. In light of growing digitalisa-
tion, aspects of data security, access and cyber security 
will play an increasingly important role in coming years. 
The BMW Group follows the premise “safety first, busi-
ness later” as a matter of principle: in the interest of the 
customer, safety aspects must be regulated before solu-
tions can be offered. Safety is the prerequisite for cus-
tomer confidence in connected and autonomous driving.


Information on the safety of our vehicles and on the pro-
tection of our customers’ health is available in the in- 
vehicle operating manuals, in printed form or as an app 
for smartphones and on the Internet. This data is supple-
mented by information on the vehicle and additional 
background information on services, accessories and 
components.
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1.5   
CUSTOMER SATISFACTION


The topic of sustainability is growing in importance for 
product design and for the overall image of the company. 
The BMW Group has therefore made sustainability one of 
the fundamental principles of its brands. Various aspects 
of sustainability also form part of the customer surveys, 
the results of which we take into consideration in our deci-
sions. After all, satisfied customers are essential to the 
long-term success of the company.


Most of our customers today hold companies responsible 
for developing their products and services in a sustain-
able manner. They also expect sustainability to be an in-
tegral part of our business model.


We conduct surveys on an annual basis in order to opti-
mise our products and services according to the needs of 
our customers. •  GRI 102-43 In addition, we continuously 
 establish the satisfaction of our customers on the basis of 
uniform global standards.


Responding to customer expectations


The results of customer surveys and studies are evaluated 
both at the BMW Group level and also at our subsidiaries 
and dealerships so that we can respond quickly to cus-
tom er wishes in a targeted manner. The subsidiaries of 
our major sales markets (including in the USA, China 
and Germany) regularly report to a committee that inclu-
des Board of Management members. In addition, specific 
customer concerns are analysed at the management level 
to identify potential process weaknesses and develop 
appropriate solutions.


In 2017, we continued to adapt the consumer survey to a 
new survey concept, a process which was started in the 
previous year. We give customers the chance to answer 
open-ended questions so that they can focus their feed-
back on the topics which are most important to them. This 
enables us to take even better account of our customers’ 
expectations and push ahead with ongoing improve ment 
processes.


We were once again able to achieve positive results this 
year. Our surveys reveal that satisfaction remains at a 
good high level. We see this as confirmation of the effec-
tiveness of our ongoing efforts, which we will continue to 
maintain in the future. 


Further developing sustainability in  
dialogue with our customers


The brands of the BMW Group address sustainability in 
multiple ways, from the development of fuel-efficient and 
electrified drivetrains and the use of renewable raw mater-
ials or recycled materials in the passenger compartment 
all the way to our mobility services. We intend to take on 
a leading role in the automotive sector with our sub-brand 
BMW i, which was developed holistically as a sustainable 
mobility solution.


• see 
chapter 2.2
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Implementing feedback from customer studies: 
the Initial Quality Study (IQS) USA 


In the annual IQS USA, new-vehicle customers in North America are 
asked about problems with their vehicle after a period of three months. 
The study is conducted on an annual basis by the market research com-
pany J.D. Power, which is similar to leading consumer survey organisa-
tions in other countries in the perception of customers. Since 1968, it 
has studied customer satisfaction, product quality and consumer be-
haviour for a wide variety of industries in a number of countries.


In the 2017 study, the BMW Group achieved a positive result with dis-
tinction for the BMW 2 Series, the BMW 4 Series, the BMW X6 and the 
MINI Cooper.


We use the feedback from the IQS studies to further develop our prod-
ucts according to the wishes of customers. For example, we converted 
the wiper and indicator lever from a tipping to a latching concept in the 
BMW 5 Series launched in 2017 in order to increase its user-friendli-
ness. We also visibly positioned the button for steering wheel heating 
on the steering wheel spoke in the same model. In accordance with 
customer wishes, the door-locking function is located next to the door 
opener so that it can be reached from the outside when the window is 
open. •  GRI 102-44


 


In doing so, we comply with our customers’ increasing 
awareness of environmental issues. However, as a purcha-
se decision depends on many different factors, there are 
also contradictions between our customers’ expectations 
of sustainability and their individual prefer ences when 
making purchase decisions. For example, short-term 
trends such as low fuel costs may reduce demand for the 
most fuel-efficient vehicle types. Conversely, sustainabili-
ty aspects are reflected more clearly in the purchase deci-
sions of our fleet customers. Low consumption figures 
and CO2 emissions are particularly decisive criteria for 
these customers.


In addition to surveys on customer satisfaction, we carried 
out a study in Germany, the UK, Italy, France and Spain 
in the year under review in order to gain a better under-
standing of what criteria are important to our customers 
when they are considering which type of drive train to 
select. This information is predominantly used to help us 
shape the transformation process towards electrified 
 drivetrains according to the preferences and wishes of 
our customers. •  GRI 102-44


In another study conducted in Germany, we gathered in-
formation on how to increase customer acceptance of 
recycled and renewable materials. With the broader use 
of sustainable materials, for example, we focus on creat-
ing added value for customers. •  GRI 102-44
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2


PRODUCTS AND SERVICES


Vehicles and mobility services are at the core of our business model. The BMW Group product portfolio 
is currently undergoing a fundamental transformation: alongside  vehicles with combustion engines, 
electrified vehicles are playing an increasingly important role. 


The BMW Group is watching various trends that will have a significant influence on the company’s 
 product policy, especially with regard to electrified vehicles.


As an example, whereas the product life cycle remains around seven years for electrified vehicles, in 
battery cells, the technological developments are currently much faster than that. The BMW Group aims 
to make these technological developments in battery cells available to customers as directly as possible, 
rather than wait for the next product life cycle.


Demand for electrified drives is heavily dependent on infrastructure, subsidies and regulatory frame-
work conditions. Regulation no longer takes place only at the European or national level, but increasing-
ly at regional and municipal levels, with different instruments. This results in considerable differences 
in the speed at which new technologies become established, as well as fragmentation of markets that 
have been uniform in the past.


In the view of the BMW Group, we must therefore continue to assume strongly diverging market condi-
tions. The company meets this challenge with a high level of flexibility in terms of vehicle platforms, 
 vehicle architectures and production processes in the plants. This is the only way in which the company 
can offer the models with a choice of full electric drive, plug-in hybrid or a high  efficiency combustion 
engine, depending on what the customers need.


Added to this is the continuous development of our mobility services, designed to deliver innovative 
solutions in future, especially for city mobility.
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PERFORMANCE INDICATORS
Combined separate non-financial report


CO2 emissions of BMW Group 
 Automobiles (EU-28) in g /km 


122
2017


124
2016


CO2 emission reduction of BMW Group 
Automobiles (EU-28) compared to the base 
year 1995 in %


 42
2017


41
2016


Electric and electrified vehicles   
Annual sales


 103,000
2017


62,000
2016


Electric and electrified vehicles  
Cumulated number


 215,000
2017


 112,000
2016


Users of DriveNow and ReachNow   
in numbers 


 1,108,000
2017


853,000
2016


 Public charging points accessible with 
ChargeNow in numbers


 137,000
2017


62,000
2016
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Efficient and clean: the BMW 320d Touring EffDyn Edition 
consumes between 4.0 and 4.5 l/100 km.


EMISSIONS OF CO2 AND POLLUTANTS 


By 2020, the BMW Group will have reduced  
CO2 emissions in the European new vehicle fleet (EU-28) 
by at least 50% compared to the base year 1995.


Sustainability goal 
Products and services







Combined separate non-financial report


2.1 
  EMISSIONS OF CO2 AND 
POLLUTANTS


Sustainability goals:
By 2020, the BMW Group will have reduced CO2 emissions 
in the European new vehicle fleet (EU-28) by at least 50% 
compared to the base year 1995


Climate change and the burdens placed on air quality, 
 especially in cities, are some of the key challenges we face 
as a carmaker. We therefore consistently pursue a reduc-
tion in emissions of CO2 and pollutants in the development 
of our vehicle fleet. In reducing pollutant emissions, we in-
tend to continue to meet the statutory limit worldwide. 
With the shift towards lowemission, fuelefficient vehicles 
in our portfolio, we also meet our customers’ wishes as 
they become increasingly aware of environmental issues. 
Our customers also base their purchasing decisions on 
 incentives for sustainable mobility, for example, buyer’s 
premiums and motor vehicle taxes, as well as traffic restric-
tions and permissions.


Key measures: 
Lower emissions from vehicle use with efficiency tech-
nologies, solutions for pollutant reduction and electric 
drivetrains


In our conventional drive vehicles, we currently achieve 
the most effective impact on lowering CO2 and pollutant 
emissions through our efficiency technologies and through 
specific solutions for pollutant reduction.


All BMW Group diesel vehicles have an NOx storage cata-
lytic converter fitted. In addition, depending on the engine 
and size of the vehicle, exhaust gas purification is carried 
out by urea injection with Ad-Blue. We continue to refine 
these technologies, always taking the latest research ad-
vances into account. Since March 2007, we have integrated 
EfficientDynamics technologies in our vehicles, in accord-
ance with the specific requirements of individual models, 
engines and the respective markets.


In addition, models with electric drivetrains in our new 
 vehicle fleet do their part towards lowering CO2 and pollut-
ant emissions. We aim to help our customers become used 
to the idea of electromobility. Therefore, starting in 2015, 
we expanded our product range step by step with new 
plug-in hybrid models, reaching nine by the end of 2017. 
We added the fully electric BMW i3 in 2013, and now have 
offerings in all vehicle segments. By 2025, we plan to offer 
25 electrified models, of which twelve will be purely electric.


Due diligence processes: 
Systematically reducing emissions in  
product development


The above-mentioned aspects of product responsibility are 
an integral part of the target systems and organisational 
processes in our vehicle development units.


We consistently take our reduction targets and market-spe-
cific fleet requirements into account during product devel-
opment. This entails defining specific emission reduction 
targets for each product line and each new vehicle project 
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Combined separate non-financial report


Average CO2 emissions in the USA were 1682 g CO2/km 
(2016: 173 g CO2/km, internal BMW calculation) and in 
China 1541 g CO2/km (2016: 164 g CO2/km). 


Average fleet CO2 emissions per kilometre in the BMW Group 
in the core markets (EU, USA, China, Japan and Korea) 
fell by 2% to 1413 g CO2/km (2016: 144 g CO2/km).  


•  GRI 302-5, GRI 305-3, GRI 305-5


Since the beginning of the 1990s, we have significantly 
 reduced pollutant emissions by refining our technologies. 
In Europe, emissions of nitrogen (NOx) and particulate 
matter (PM) in the new vehicle fleet were lowered by over 
90% between 1992 and 2017, in accordance with the limit 
values of the Euro standards. 


The introduction of new models with drive technologies 
that ensure lower emissions and pollutants continues to 
have a positive effect on our average fleet CO2 emissions. 
Alongside the i3 model available since 2013 and the 
i8 model introduced in 2014, iPerformance models with 
plug-in hybrid drive have been available since 2015 in the 
2 Series, 3 Series, 5 Series, 7 Series, the BMW X5 and 
the MINI Countryman. Compared against similar pure 
combustion engine models, plug-in hybrid models save up 
to 50% fuel.


2 Basis: USC  
(FTP + HWFET)


1 Basis: NEFZ


3 Basis:  
NEFZ (EU + China),  
USC (USA + Korea),  


JC08 (Japan)


over the whole life cycle. The life cycle of our products ex-
tends from the development of vehicles and services, via 
the supply chain and production, right up to utilisation, 
and finally vehicle recycling. Life Cycle Engineering helps 
us carry through our vision of achieving a substantial im-
provement from one vehicle generation to the next. We 
manage the implementation of targets and the evaluation 
of progress in the development process by applying Life 
Cycle Assessment in accordance with ISO 14040/44.


The BMW Group’s Strategy unit is responsible for monitor-
ing and refining our targets. In addition, the Complete Ve-
hicle Architecture unit coordinates the development and 
implementation of fuel-saving technologies in individual 
vehicle projects, which are achieved for example through 
EfficientDynamics measures.


Results and performance indicators: 
Continuing success in emissions reduction 


The BMW Group reduced CO2 emissions in newly-sold ve-
hicles in Europe by around 42% between 1995 and 2017. 
Our European vehicle fleet (EU-28) had an average fuel 
consumption of 4.61 l diesel/100 km (2016: 4.6 l diesel/ 
100 km) or 5.61 l petrol/100 km (2016: 5.6 l petrol/100 km) 
and  average CO2 emissions of 1221 g/km (2016: 124 g/km, 
 internal BMW calculation). 


1 Basis: NEFZ


• see 
performance 
indicators
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EMISSIONS OF CO2 AND 
POLLUTANTS IN DETAIL


Lowering CO2 and pollutants during  
utilisation through efficiency and 
environmental technologies


In the BMW Group, the drive for sustainable mobility 
pushes us to develop innovative technologies. We set 
ourselves ambitious goals for increasing the efficiency of 
our drivetrain systems and reducing the emission of 
pollutants. We take these goals into account from the 
outset during the product development stage as well as 
in the corresponding organisational processes.


Product responsibility in BMW Group  
vehicle projects


2.01 


 


Vehicle projects


Executive units for product responsibility  
from all company divisions 


( e. g. Development, Production, Purchasing, Sales, Strategy )


Reporting


Targets


Management Board


Drivetrain–chassis–body–electrics/electronics/cockpit


Coordinating units Complete Vehicle 
(e.g. EfficientDynamics unit 


 in the Development division)


Measures


Requirements


Specialist departments


Since March 2007, we have integrated the efficiency tech-
nologies (EfficientDynamics Technologies) derived from 
these in our vehicles. The competitive edge achieved 
through this is one of the reasons why the BMW Group 
had its seventh consecutive record year of sales in 2017. 
Continuously introducing the latest technologies ensures 
that we achieve the reduction in CO2 and pollutant emis-
sions that we aspire to. These include efficient engines 
and gearboxes, optimised aerodynamics (air flap control, 
air curtain/breather, aero wheel rims), intelligent energy 
management, light-weight design and tyres with reduced 
rolling resistance. Additional important efficiency poten-


• G
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can also be undertaken using the combustion engine. The 
BMW 740e, for instance, has a range of up to 48 km in ful-
ly electric mode. •  GRI 302-5


Opening up longer ranges with hydrogen and fuel cell 
technology
As an addition to purely battery-electric drivetrains, we 
are continuing to research hydrogen fuel cell technology, 
which will give us flexibility with regard to alternative 
drivetrains. Here, hydrogen is used as an energy source 
that is converted by the fuel cell into electricity and water 
by drawing on the oxygen in the surrounding air. In the 
long term, this would make another solution feasible for 
emission-free driving over long distances, provided that 
the infrastructure has been developed, and hydrogen be-
come widely available. 


Zero-emissions driving with hydrogen: the BMW Group  
is researching hydrogen fuel cells.


tial has also been leveraged through the early implemen-
tation of energy recovery in low-voltage vehicle electricity 
systems, Active Coasting and uncoupling the engine from 
the gearbox when not in use.


Starting with the new BMW 5 Series, the BMW Group 
offers an improved smart Auto Start Stop function that 
uses environmental sensors to avoid very brief stops, 
which have proven themselves to be both inefficient 
and uncomfortable. In the next few years, 12V systems 
in smaller vehicles and 48V systems in medium and 
larger vehicles will increase the recovery and coasting 
potential with a more efficient electrical system to achieve 
a CO2 reduction of 5 to 7%.


Incorporating low-emission drives  
into the entire fleet


In 2013, we introduced the fully electric BMW i3 to the 
market. We have used the insights gained from the devel-
opment of this model since then to expand our portfolio 
and design more vehicles with electrified drivetrains.


One result of this technology transfer is the BMW iPer-
form ance series with plug-in hybrid drives. Here, the 
start was made in 2014 with the BMW i8. Since 2015, the 
BMW Group has expanded its product range step by 
step to now include the BMW 2 Series, BMW 3 Series, 
BMW 5 Series, BMW 7 Series, BMW X5 iPerformance and 
the MINI Countryman. Short and medium-range jour-
neys can be covered in electric mode by the innovative 
combination of electric engine, lithium-ion battery and in-
telligent energy management. The TwinPower Turbo pet-
rol engine is only activated when needed. In AUTO 
eDRIVE mode, intelligent energy management deter-
mines the most efficient combination of electric and com-
bustion engine – depending on driving speed and battery 
level. Typical commutes during the week, for example, 
could be driven in electric mode, while longer journeys 
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Development of CO2 emissions of BMW Group  
new vehicle fleet in the European Union


2.01 


Year g CO2/km
Changed compared  


to base year 1995


1996 212 1%


1997 215 2%


1998 212 1%


1999 207 –1%


2000 203 –3%


2001 203 –3%


2002 195 –7%


2003 195 –7%


2004 199 –5%


2005 189 –10%


2006 186 –11%


2007 168 –20%


2008 156 –26%


2009 150 –29%


2010 148 –30%


2011 145 –31%


2012 138 –34%


2013 133 –37%


2014 130 –38%


2015 127 –40%


2016 124 –41%


2017 122 –42%


The BMW Group reduced CO2 emissions of its newly sold vehicles in Europe by around 42% be -
tween 1995 and 2017. Our European vehicle fleet (EU-28) had an average fuel consumption of 
4.6 l of diesel per 100 km or 5.6 l of petrol per 100 km and average CO2 emissions of 122 g per km 
(internal calculation) in 2017. Our goal remains to reduce CO2 emissions by at least another 50% 
between 1995 and 2020.


As well as reducing the carbon emissions of our cars, we 
constantly reduce pollutant emissions. To receive type 
approval and vehicle registration, vehicles must comply 
with the latest pollutant regulations. The requirements 
anchored in law (limits for individual pollutant elements) 
may differ strongly according to region, e. g. EU, China 
and USA, and must generally be fulfilled regardless of 
vehicle model. At the beginning of the 1990s, the first 


• T


Making urban mobility more sustainable  
with electric scooters
In 2014, we introduced C evolution, our electric scooter, 
to the market. The Long-Range version of the fully elec-
trically powered scooter has 48 HP at peak performance 
and a range of up to 160 km. It is designed to be a com-
muting vehicle, particularly for travel between the out-
skirts and the city centre. The main focus here is on two 
requirements: firstly, the performance, which is compa-
rable to that of a combustion-powered maxi scooter, and 
secondly, that it has a long range in standard operational 
conditions.


Lowering CO2 and pollutant emissions  
from our vehicles


Our goal remains to reduce CO2 emissions from our ve-
hicle fleet by at least 50% between 1995 and 2020. So that 
we can track the development stage towards achieving 
our target, CO2 emissions published in this report are 
collected and calculated in accordance with the legal re-
quirements. • GRI 302-5, GRI 305-5


Clean driving: the police in Barcelona were given 30 C evolution electric scooters.
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limits for nitrogen oxide (NOx value) and particulate count 
(PN value) in petrol and diesel vehicles must be met in real 
driving situations and be checked in street tests. This 
 applies to new type approvals since September 2017 and in 
future for all initial registrations from  September 2018 on-
wards for PN and from September 2019 for NOx. As a sec-
ond level of RDE legislation, NOx limits for real driving 
situations will be reduced further from January 2020. The 
RDE PN regulation affects all direct  injection engines 
(petrol and diesel engines). The robust design of petrol DI 
engines for any and all extreme RDE conditions leads in 
the end to the use of petrol particle  filters, whereas in die-
sel engines, particle filters have been in series for years 
due to higher raw emissions.


• see 
graphic 2.05


• see 
graphic 2.03, 2.04 


and 2.05


cycle- based emissions laws were passed in the EU. Since 
then, the limits for nitrogen oxide (NOx) and particulate 
matter (PM), both for diesel and petrol-fuelled vehicles, 
have been massively reduced.


Depending on the vehicle concept, we have used mainte-
nance-free NOx catalytic converters for diesel-fuelled mod-
els since the start of the Euro 6 permits or a combination 
with Selective Catalytic Reduction (SCR) using urea 
 (AdBlue). The BMW Group’s first pilot models met the legal 
requirements under the Euro 6 standard even before these 
came into effect. The Euro 6 standard in combination with 
the additional Real Driving Emissions standard (RDE stan-
dard) stipulate that, in order to receive type approval, 


Measures to reduce emissions in a BMW diesel vehicle
2.02 


 


AdBlue® tank
Heated and with level sensor


The NOx reduction fluid AdBlue®  
is integrated in its own 20-litre tank  


(data for BMW 7 Series).


SCR catalytic converter
Insulated with temperature and NOx sensor


In the SCR catalytic converter,  
selective catalytic reduction converts the  


amoniac contained in the AdBlue® to  
water vapour and nitrogen. 


SCE dosing module
Dosing module cooled 


Precise dosage of AdBlue® into  
the exhaust gas flow is the basis  


for an efficient selective catalytic reduction 
of nitrogen oxides in the  
SCR catalytic converter.


NOx storage catalytic 
 converter and particle filter


Insulated and in ideal proximity to the engine


The nitrogen oxides are fed into and stored in the  
NOx storage catalytic converter and reduced by  


the regeneration that takes place at defined intervals. 
The particle filter installed in the same housing  


reduces particle emissions to a minimum.


• see 
graphic 2.03


• G
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ICCT shows: very good real emissions be-
haviour of BMW diesel engines


The BMW Group already has the best average NOx real emissions re-
cord for its fleet compared to other manufacturers. This is confirmed 
by a report from the International Council on Clean Transportation 
(ICCT), a non-profit organisation that conducts independent research 
as well as compiling technical and scientific analyses for environmen-
tal authorities. The study shows how far away carmakers are from the 
Euro 5 regulatory limits (180 mg/km for vehicles sold between 2009 
and 2014) and Euro 6 (80 mg/km for vehicles sold between 2014 and 
today). The environmental organisation ICCT gathered measurement 
data from authorities and other organisations in Europe on a total 


of  541 diesel cars that fall under the Euro 5 and 6 standards. Euro 6 
diesel vehicles (80 mg/km) of the BMW Group achieved the best re-
sult  with a factor of 1.8. For Euro 5 vehicles (180 mg/km), the BMW 
Group was above the limit, at a factor of 2.2. These results put the 
BMW Group in top place, ahead of 15 competitors from a number of 
automotive segments. In addition, the factor for average NOx emis-
sions of all Euro 6 diesel vehicles tested was 4.5, putting the 
BMW Group clearly ahead of its competitors. Models manufactured 
by the following carmakers were tested under real driving conditions: 
BMW, Volkswagen, Daimler (Mercedes-Benz, Smart), Toyota, Tata 
(Land Rover), Mazda, Honda, PSA (Peugeot-Citroën), Volvo, Kia, 
Ford, Suzuki, Hyundai, General Motors (Opel-Vauxhall), Fiat Chrysler 
(incl. Alfa Romeo and Jeep), Renault-Nissan. • The conclusions of 
the ICCT study as well as a detailed graphical overview of the  results 
are found here.


 


BMW Group diesel engines are among the cleanest when compared with the competition.
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https://www.theicct.org/news/paris-london-clean-vehicles-press-stmnt-march2016)

https://www.theicct.org/news/paris-london-clean-vehicles-press-stmnt-march2016)

https://www.theicct.org/news/paris-london-clean-vehicles-press-stmnt-march2016)





Statutory particle limits for cars with petrol and  
diesel engines (PN) in the European Union


2.05 


in particle number/km


6 x 1010


6 x 1011


6 x 1012


Euro 6b (Cycle)
2014


Euro 6c
2017


6 x 1011  Cycle, RDE*Cycle, RDE* 6 x 10116 x 1011


6 x 1012


* RDE limits excluding measurement tolerance.
 PN, petrol, direct injection.
 PN, diesel.
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Statutory emission limits for cars with petrol and diesel engines (NOx and PM) in the European Union
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Statutory particle mass limits for cars with petrol and 
diesel engines (PM) in the European Union
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CO2 regulation in central market regions 
2.02 


 


EUROPE USA CHINA


CURRENT REGULATORY APPROACH    


By 2020, the EU will require all manufacturers to reduce 
 European new vehicle fleet emissions to an average of  
95 g CO2/km (based on NEDC).  
 
 
 
 
 
 
 
 


The USA has also set fuel efficiency and CO2 targets to be 
fulfilled by 2025. Based on a gradual reduction starting in 
model year 2012, the new vehicle fleet of all manufacturers 
must achieve an average of 202 g CO2/mile (125 g CO2/km) 
by model year 2021 and 163 g CO2/mile (101 g CO2/km) by 
model year 2025. 
 
In California, the CO2 legislation is deemed fulfilled if manu-
facturers meet the federal requirements. Additional ZEV 
rules apply in California and ten other states, which stipulate 
mandatory sales quotas of electrified vehicles for manufac-
turers.


In China, the fuel efficiency of the vehicle fleet is regulated. For 
2020, an average consumption target of five litres per 100 km 
has been set.  
 
  
 
 
 
 
 
 


DETAILS OF MEASUREMENT AND TESTING 
PROCEDURES    


These figures are calculated based on the number of vehicles 
sold. The European limits for CO2 emissions refer to the stand-
ardised test cycle NEDC. In  September 2017, the current NEDC 
was replaced by the WLTP. 
 


These figures are calculated based on the number of vehicles 
sold. In the USA, the FTP (Federal Test Procedure) is used. 
The annual reduction targets are specified for the entire vehicle 
fleet and thus allow for flexibility in terms of the individual 
 models.


These figures are calculated based on the number of vehicles 
sold. The consumption limits refer to the standardised test 
cycle NEDC. 
 


FUTURE APPROACHES TO CO2 REGULATION    


Follow-up legislation is currently being prepared in the EU for 
the period up to 2030, which is to be adopted by the beginning of 
2019. The EU Commission published a first draft in early Novem-
ber 2017, which suggests a further reduction in CO2 emissions 
from the EU new vehicle fleet of 15% by 2025, and 30% by 
2030, with reference to the new WLTP cycle. In addition, it 
intends to introduce a bonus scheme if the indicative require-
ments for low-emission vehicles (<50 g/km WLTP) are 
exceeded. As per the Commission’s suggestion, the require-
ments will be 15% for 2025 und 30% for 2030. 


In the USA, the Mid-term Evaluation will be continued for the 
targets in model years 2022 to 2025. A decision is due by the 
end of March 2018 about whether the current targets will be 
adjusted. Changes to the currently applicable test process are 
not being debated. In California, meanwhile, discussions con-
tinue about the specifications of future ZEV rules. 
 
 
 


A draft bill on consumer regulation in China is expected to be 
submitted next year. According to the current state of discus-
sions, a further reduction of consumption values in l/100 km by 
20% compared to the 2020 target can be assumed. At the 
same time, there is debate about introducing a China-specific 
test cycle. The introduction of an NEV mandate will take place 
in 2019, and a continuation is expected. 
 
 


NEDC: New European Driving Cycle.
WLTP: Worldwide Harmonised Light Vehicles Test Procedures.
FTP: Federal Test Procedure.
NEV: New Energy Vehicle.
NEV mandate: the NEV mandate sets a quota of NEVs to be fulfilled by every manufacturer based on the total sales of that manufacturer.
ZEV: Zero Emission Vehicle.
ZEV mandate: the ZEV mandate sets a quota of ZEVs to be fulfilled by every manufacturer based on the total sales of that manufacturer. 


• T
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In addition, falling fuel prices and the associated changes 
in customer demand present new challenges that make it 
harder for us to achieve the fleet targets set for 2020. 
 Finally, diverging consumer behaviour results in region-
al deviations in fleet consumption. One reason for this 
could be differences in preferences for particular drive-
trains or vehicle concepts like SUVs (Sport Utility Vehi-
cles) in each of the regions. • GRI 305-5


Another influence on purchasing decisions are vehicle- 
related taxes, which are set by individual governments 
and can therefore vary enormously. As an example, 
changes in taxation on diesel fuel or vehicles (as in France 
since 2016) can lead to a long-term reduction of diesel ve-
hicles in the fleet mix. This in turn negatively impacts 
average CO2 emissions, since diesel engines emit 15% 
less CO2 on average than petrol engines.


Regardless of the potential savings generated by efficiency 
technologies, the specific fuel consumption and the 
result ing CO2 and pollutant emissions in each vehicle 
 also depend on how individual drivers use the vehicles 
(for example driving style, capacity utilisation and fuel 
quality).


Dealing with internationally divergent 
framework conditions 


The current and planned measures for CO2 regulation in 
central market regions show that, viewed globally, car-
makers are faced with a large number of regulations as 
well as differing measurement and testing processes.


Further examples of divergent requirements are the re-
strictions on issuing number plates in Chinese metropol-
itan areas, as well as the debate around banning diesel in 
European cities. It should be noted in this context that 
announcements about imminent restrictions can already 
influence customer behaviour.


The BMW Group supports the development of national-
ly, and where possible internationally, harmonised guide-
lines in the individual world regions, since they make an 
important contribution towards combating climate 
change and improving air quality. The diversity and lack 
of harmonisation of different regulations at the national 
and supranational level is however a fundamental chal-
lenge for the BMW Group as a globally active enterprise. 
We assume that governments will further intensify limit 
regulations based on existing and future scientific analy-
ses, as well as what is technologically possible. These 
 future limits are expected to be very ambitious and will 
entail considerable investment and development work 
for manufacturers.


• see 
table 2.02
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The discussion about diesel engine exhaust 
emissions


Since 2015, the discussion around diesel engine exhaust emissions 
has led to ongoing criticism of the automotive industry, especially in 
Europe and the USA.


In the course of this discussion, the impression was often created 
that almost all manufacturers had manipulated exhaust values.


For the BMW Group, compliance with legal requirements, including  
 local test requirements, has top priority. The BMW Group has corres-
ponding Compliance Management Systems to ensure that legal 
 requirements are met. We are willing to explain our test procedures to 
the relevant authorities and to make our vehicles available for examina-
tion at any time.


The ongoing criticism of companies in the automotive sector shows 
that the image of the German automotive industry has also suffered 
considerably in the past year. The company sees a need to collabo-
rate with other carmakers to regain trust in the industry. In view of the 
challenges we will be facing – increasing urbanisation, digitalisation 
and automation – this is in the interest of society. We want to contribute 
our expertise and our problem-solving skills towards co-creating the 
future of mobility.


The BMW Group believes diesel cars continue to have a future. Against 
the backdrop of air quality impact in high-traffic city centres, which is 
partly also due to NOx emissions from diesel vehicles, legislators have 
been working since 2010 on regulating these, creating an effective 
remedy in the 2015 Real Driving Emission (RDE) law for cars. The RDE 
law already requires type testing to include monitoring and disclosure 
of emission deviations between the testing facility and actual road driv-
ing. In addition, since September 2015, successively binding limits 
must be complied with, which will be further intensified in a second step 
as of January 2020. The BMW Group took early action to keep NOx 
emissions as low as possible through the entire life cycle by further re-
fining its diesel exhaust treatment systems. Since 2012, the 
BMW Group has implemented a combination of NOx catalytic convert-
er (NSC) and Selective Catalytic Reduction (SCR) in Europe and subse-
quently in the USA. This allows for the respectively better system to be 
used at low speeds and light loads in city traffic as well as during motor-
way driving with heavy loads.
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Forecast


It is our aspiration to be the driving force in the develop-
ment of sustainable individual mobility and to achieve 
this in a responsible and sustainable manner. Efficient-
Dynamics has been delivering this since 2007 – our aim 
here is to further reduce the petrol consumption of our 
vehicles, as well as CO2 and other emissions. The 
BMW Group focuses on efficient and clean combustion 
engines and electromobility.


In addition to the expansion of expertise in the areas of 
combustion engines, aerodynamics and lightweight con-
struction, the next step towards more sustainability en-
tails a large number of innovations in other technologic al 
areas. Besides drive electrification, digitalisation offers 
additional potential for further reductions in consump-
tion and emission levels. Significant initial milestones in 
this area were already reached with navigation-data- 
supported transmission control and the driving assistant. 


Modern diesel engines will continue to play a role as 
drivetrains in future. For our 2018 vehicle portfolio, we 
will therefore continuously introduce highly effective 
technologies for climate protection and air purity. And 
we will keep on setting standards in combustion engines 
with 48-volt recuperation systems and maximum emis-
sion reduction.


We will continue to address any critical questions and 
debates around diesel technology in the coming year. We 
will regain the trust of our customers and the public in 
the automotive sector through transparency.


Urban and active driving: the new BMW X2 was presented in 2017  
and is available from March 2018.
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The new BMW i8 Roadster: a combination of sportiness  
and zero-emissions driving.


ELECTROMOBILITY 


The BMW Group is a leader with its holistic 
 approach to premium electromobility.


Sustainability goal 
Products and services







Combined separate non-financial report


2.2 
  ELECTROMOBILITY


Sustainability goal: 
The BMW Group is a leader with its holistic approach to 
premium electromobility


Electromobility is one of the central topics of the future 
when it comes to making urban living and traffic sustainable. 
This is reflected again and again in our dialogue with stake-
holders. E-vehicles have zero local emissions, along with the 
potential of significantly reducing the emission of CO2 and 
air pollutants over the whole product life cycle, while also 
markedly reducing traffic noise in cities. The BMW Group 
develops electric vehicles that combine the advantages of 
sustainable mobility with a new driving experience for cus-
tomers. Innovative and spacious interior concepts, along 
with rapid acceleration and higher efficiency of the electric 
engine, are the crucial selling points here. 


We intend to set standards in electromobility. To underline 
our claim to leadership, we are aiming to have sold a  total 
of 500,000 vehicles with electric and plug-in hybrid drive by 
the end of 2019. In 2017 alone, we already reached our goal 
of selling 100,000 electrified vehicles.


Key measures: 
Improving life cycle, range and framework conditions


We are lowering emissions of CO2 and other pollutants over 
the whole life cycle of our electric vehicles by utilising light 
construction, renewable resources and a particularly re-
source-efficient and environmentally friendly production. 
The BMW value chain stands out for its use of renewable 
energy sources: from the manufacture of energy-intensive 
materials such as CFRP (carbon fibre reinforced polymer), 
to vehicle production and the green energy package for our 
customers in the utilisation phase. Other approaches in-
clude the recycling and reuse of batteries, for example in 
large storage units.


We are working on extending the range of our electric ve-
hicles with a series of measures; this is a central challenge 
for the continued success of this technology. In collabora-
tion with other carmakers, charging station operators, 
 energy suppliers and grid operators, we are attempting to 
lower entry barriers and simplify the charging process as 
well as lend both technical expertise and financial  support. 
In addition, as part of the BMW 360° ELECTRIC service 
portfolio, we offer private and fleet customers state-of-the-
art charging solutions. We are also continuing to  refine the 
BMW Group ChargeNow service.


In many countries, there is still a need for governments to 
catch up in terms of political support for electromobility. 
The BMW Group seeks out dialogue with policy-makers re-
garding the consistency of policy measures on the supply 
and demand sides.


To ensure that we reach the sales targets for our electric and 
hybrid vehicles, we are gradually expanding our product 
portfolio, providing opportunities to test the BMW i3 as 
part of our DriveNow car-sharing scheme. We are always 
expanding our network of dealerships and training special-
ised staff. This package of measures is rounded out with fo-
cused marketing campaigns and financing offers.
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Combined separate non-financial report


The BMW Group and other carmakers together founded 
the IONITY joint venture, which aims to build up a 
high-performing fast-charge network across Europe along 
important traffic corridors. Our ChargeNow service gives 
access to currently more than 137,000 public charging 
points from different providers in 29 countries worldwide. 
In China, more than 47,000 charging points were available 
to our customers at the end of 2017. We have also improved 
the charging performance of the Wallbox distributed by 
BMW i for charging at home. 


On a political level, the BMW Group is involved, for exam-
ple, in the “Nationale Plattform Elektromobilität” (Nation-
al Platform for Electromobility–NPE) in Germany and the 
“Agora Verkehrswende” (Agora traffic transition). Inter-
nationally, the BMW Group is a member of the Foreign 
 Expert Panel of a high-level advisory committee for the 
Chinese central government, as well as in the Plug-In Elec-
tric Vehicle Collaborative in the US state of California, 
which promotes electromobility and of which BMW was a 
founding member.


In the reporting year, we also pursued and expanded our 
approaches to the holistic environmental optimisation of 
BMW’s electromobility. As part of BMW i 360° ELECTRIC 
services, we now offer our customers electricity from re-
newable sources in 13 countries. We continued to invest in 
the reutilisation of used i3 batteries as a storage solution to 
support our own power supply and the public grid. And 
we improved our expertise in recycling batteries, so a re-
cycling rate of around 75–80% is currently possible.


Due diligence processes: 
Anchoring carbon footprints in product development 


A holistic, life cycle-oriented regard for environmental 
 impact is an integral part of the target systems and organ-
isational processes in our vehicle development.


We manage the implementation of targets and evaluation 
of progress in the development process by applying the 
 Life Cycle Assessment in accordance with ISO standard 
14040/44. We consistently take our reduction targets and 
market-specific fleet requirements into account during 
product development. To do so, we define specific targets 
for optimisation over the whole life cycle for each product 
line and for every new vehicle project.


The BMW Group’s Strategy unit is responsible for monitor-
ing and refining our targets. One important tool in this 
context is the environmental performance evaluation, 
which enables a comparison between vehicle generations.


Results and performance indicators: 
Electric vehicles improved overall and sales increased


Our goal for 2017 was to sell 100,000 vehicles with electric 
and plug-in hybrid drives, and we exceeded this with 
103,080 vehicles sold in total. Similarly, we have made sig-
nificant progress in recent years in the area of range exten-
sion.  


Since 2016, new and existing customers have had the 
 option of choosing a longer-range BMW i3 model, or to 
 upgrade to it (up to 300 km, New European Driving Cycle). 
This model is also available with a Range Extender that 
 offers an additional 150 km in normal daily operation. By 
the end of 2017, the BMW Group had also been active in 
over 40 projects for improving the charging infrastructure 
and initiated the installation of over 9,500 charging points. 
High-performance direct-current charging stations charge 
a BMW i3 to 80% in around 40 minutes.


• see 
performance 
indicators


• see 
performance 
indicators
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The definition of electromobility as seen from 
the perspective of the BMW Group


Different definitions of electromobility are circulating through both the 
automotive industry and the public sphere. For example, many manu-
facturers consider even mild hybrids without a charging option as 
 electric vehicles. Other carmakers go so far as to count any vehicle with 
automatic start/stop as an electrified vehicle.


The BMW Group believes that electric vehicles must have a charging fa-
cility and be capable of driving purely electrically. In the view of the 
company, that would be the only justification for calling them electric 
vehicles and counting them as plug-in hybrid or fully electric vehicles.


 


Charging electric vehicles on renewable energy
An electric car can only reach its full potential in terms of 
sustainability when it runs on electricity that is as carbon- 
neutral as possible. The partner companies with which 
the BMW Group is collaborating in this area include both 
market-specific providers of green energy and manu-
facturers of solar energy systems for carports, house and 
garage roofs. This allows customers to produce carbon- 
free green energy in their own homes to recharge their 
BMW i3, BMW i8 or BMW iPerformance plug-in  hybrid 
vehicle.


  ELECTROMOBILITY 
IN DETAIL


Ensuring environmental protection  
throughout the life cycle


The environmental and societal impact a vehicle has 
during its life cycle is primarily determined during the 
development phase. Some decisive influencing factors 
are the choice of materials, production technologies, 
supplier selection, the choice of drivetrain types and the 
recyclability of the vehicle’s components. We have been 
particularly consistent in taking account of these factors 
for our BMW i series, in which we have developed elec-
tric vehicles since 2007. 


In line with our Design for Recycling approach, we create 
our vehicles in such a way that their components can 
largely be reused or recycled efficiently throughout their 
whole life cycle. •  GRI 102-11


• see 
graphic 2.06
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Network integration of electric vehicles: Charge Forward


Electric vehicles will play an important role as flexibility 
reserves in future smart electricity grids. As the time 
needed to recharge the battery storage unit is usually 
much shorter than the actual parking and charging 
time, the process is highly flexible in terms of when the 
flow of electricity for charging actually takes place.


This was the starting point for the • Charge Forward pilot 
project: BMW i electric vehicle drivers simply enter the 
time they plan to use their car again – the smart BMW 
charge controller takes care of the rest. In this way, 
charging can be synchronised with the electricity grid. 
During high-utilisation periods, charging is delayed in 
order to avoid peak loads. For optimum integration of re-
newables, charging can also be scheduled for periods of 
high renewable energy feed from wind power and photo-
voltaics, and additional value can even be created by sell-
ing flexibility and storage capacity. 


 Sustainability over the entire life cycle
2.06 


   


 1. 
Vehicle development


Key measures


Alternative Drive Concepts 
EfficientDynamics 


Design for Recycling 
Life Cycle Engineering 


Material Selection


 4. 
Vehicle recycling


Key measures


Take-back Systems
Second Life Use 


Recycling Concepts


 2. 
Vehicle production 
including upstream 
chain and logistics


Key measures


Sustainability Standards for Suppliers 
Clean Production 


Green Logistics Concepts


  3. 
 Vehicle  


utilisation phase
Key measures 


Concepts for Energy-Efficient Driving
Active and Passive Safety 


Traffic Management Concepts 
Mobility Services 


Alternative Drivechains


• G


With the Charge Forward pilot project, which was carried 
out in collaboration with energy utility Pacific Gas and 
Electric and one hundred BMW customers in San Fran-
cisco between July 2015 and December 2016, these con-
cepts were proven to be practicable in day-to-day use. 
Further Charge Forward pilot projects were launched in 
2017 to further build on the knowledge gained so far. At 
the same time, a service that will be offered as standard 
to our customers is already in development.


Improving carbon footprint by reusing and  
recycling batteries
Batteries that are too old for in-vehicle use are reused for 
stationary energy storage, where possible. During this 
”second life“, they can help to integrate renewable energy 
into the power grid and reduce energy costs. Such bat-
tery storage provides balancing power, which compen-
sates for fluctuations that are created when renewable 
energy is fed into the grid, for example. The BMW Group 
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https://www.bmwchargeforward.com/





 


Carbon footprint of electrified vehicles


Additional information can be found in the Environmental Reports 
(PDF download): 


• BMW i3 Environmental Report (PDF, 765 KB)
• BMW i8 Environmental Report (PDF, 638 KB)
•  BMW 530e iPerformance Environmental Report 


(PDF, 645 KB)
•  BMW 740Le iPerformance Environmental Report  


(PDF, 755 KB)


As an example, the BMW 530e iPerformance Environmental Report 
shows that, assuming standard consumption levels, the life cycle CO2 
footprint is around 15% lower than in the BMW530i with conventional 
drive. Furthermore, when charging electricity comes from renewable 
 energy, the CO2 footprint is reduced by around 47%. 


 


Innovative, sustainable and profitable second-life use of car batteries:  
the BMW Group’s storage farm in Leipzig.


has demonstrated the technical and economic feasibility 
of this approach by operating a large number of pilot sys-
tems in Europe, Asia and the USA. We are continuing to 
develop the process. Stationary storage systems with 
new BMW i3 batteries can be augmented in a simple way 
with used batteries at a later date. Within BMW, too, our 
facilities worldwide are gradually being optimised in en-
ergy terms with battery storage. We are making renew-
able energy available for our own use and expanding our 
internal charging infrastructure with a battery supply. 
Used BMW i3 batteries from former development ve hicles 
are already in use in office buildings and at several of our 
production sites, for example in the plant in Leipzig/DE. 
We will expand this in future.


For batteries that are no longer suitable for use as a sta-
tionary storage unit, we aim to achieve the highest pos-
sible rate of recycling of the valuable resources. In collab-
oration with a university partner, the BMW Group has 
developed a procedure by which we can achieve a recy-
cling rate of around 75 to 80%. This is much higher than 
the conventional rate of just over 50% and will reduce the 
carbon footprint of the recycling process by around half. 
In the project run until the end of 2018, we want to 
 determine other potentials for increasing the procedure 
efficiency and measures for increasing the recycling rate 
to over 90%. As part of Basic Engineering, we are evalu-
ating the feasibility of the concept in industrial use for 
interested recycling partners. This allows us to contrib-
ute towards the development of market-ready recycling 
processes for lithium-ion batteries. In the final project 
phase starting mid-2018, we want to exclude a down-
cycling to low-value secondary materials and, if possible, 
gain recyclates of suitable quality for producing new lith-
ium-ion batteries.
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https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-i3.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-i8.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/de/2016/Umweltbericht-BMW-i8.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-530e-iPerformance.pdf

https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2016/Environmental-report_BMW-740Le-iPerformance.pdf





Enabling innovative charging with BMW 360° ELECTRIC
As part of the • BMW 360° ELECTRIC portfolio, we offer pri-
vate and fleet customers state-of-the-art charging solutions 
at home and on the road (wall boxes, charging cables, 
 brokering green energy contracts and solar solutions). 


In 2016, the BMW Group launched a new BMW i Wall-
box generation. The benefits of the BMW i Wallbox lie in 
its improved charging time: it charges up to six times 
faster than the charging cable provided as a standard 
component. In addition, several users can set up person-
al profiles in the BMW i Wallbox Plus and BMW i Wall-
box Connect models and generate individual invoices.


Promoting the market success of vehicles  
with electric and hybrid drives


Market success in electromobility depends crucially on 
 increasing vehicle range, as well as on charging speeds 
and infrastructures. We already offer attractive vehicles in 
this area as well as services, which we continue to develop 
in collaboration with our partners. 


In addition, policy-makers can do a lot to encourage the 
spread of electromobility by creating corresponding in-
centives. This could be done by privileging public park-
ing spaces, as has happened under the German electro-
mobility law, for example.


Charging six times faster: the BMW Group’s latest wall box generation.
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Supporting expansion of the  
charging infrastructure


Expanding the charging infrastructure is a fundamental 
condition for the breakthrough of electromobility. Positive 
political framework conditions can further support the 
process. This has become clear in fast-growing markets 
for electromobility, such as Norway and California. Cus-
tomers only switch to electric cars if they can rely on an 
adequate charging infrastructure for everyday driving 
and enjoy advantages in the form of privileges compared 
to vehicles with combustion engines.


In founding the • IONITY joint venture, the BMW Group, 
Daimler AG, Ford Motor Company and Volkswagen 
Group, including Audi and Porsche, are setting the 
course for creating the most high-performance rapid 
charging network for electric vehicles in Europe. Con-
struction and operation of around 400 rapid charging 
stations in total by 2020 are important steps to ensure 
electromobility on longer distances, too, and establishing 
these in the market. At the start of 2018, the IONITY 
team will already include 50 employees and will contin-
ue to expand step by step.


The BMW Group also offers an installation service that 
checks which BMW i Wallbox can be installed at the cus-
tomer’s home. If requested, qualified electricians from our 
partner installation company can also deliver, install and 
start up the box, and provide instructions to customers. 


The BMW Digital Charging Service integrates the vehicle 
into the customer’s individual charging situation at home. 
Based on the electricity rate and a solar-energy  array, the 
BMW Digital Charging Service automatically charges at 
the most cost-effective times, enabling optimised and sus-
tainable charging for the vehicle. It is also possible to view 
the vehicle’s energy usage, the current charging process 
and an overview of all completed charging processes.


Expansion of charging infrastructure: the easier it is to charge in cities,  
the greater the appeal of electric vehicles.
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Light & Charge


Light & Charge is a cost-saving alternative to conventional charging 
stations that integrates the charging point into existing urban infra-
structure, for example street lamps, and thus requires no structural in-
tervention. The use of this technology makes sense particularly in resi-
dential areas where people park on the street and rely on an adequate 
charging infrastructure for charging their vehicles overnight. Thanks to 
the small dimensions of the charging stations, the visual interference in 
the public space is minimal.


To this end, BMW AG has entered into a cooperation with the  
• eluminocity start-up, commissioning it to develop and distribute 
Light & Charge. With energy-efficient lamps, lean and cost-efficient 
charging stations and smart sensor technology, Light & Charge helps 
BMW contribute towards expanding publicly accessible charging infra-
structure. It is active, for example, in Munich/DE and Seattle/US, in 
close cooperation there with our DriveNow and ReachNow car-sharing 
service.


 


Charging at street lights:  
with Light & Charge, urban electricity sources become charging stations.


Supporting positive framework conditions  
for electromobility 


Regarding the political conditions for electromobility, 
the challenges consist mainly of the wide variation in 
the intensity and type of promotional measures from 
country to country, region to region and city to city. 
Even within the same community, municipal and 
non-municipal institutions may pursue divergent and 
possibly even conflicting goals. In addition, customers 
currently react very quickly when incentives are re-
moved (e. g. tax incentives), which is reflected in a re-
duction in demand. This is apparent in the case of the 
Netherlands: after reducing tax benefits for plug-in hy-
brids in 2016, demand for these vehicles dropped.


Overall, there are marked differences in conditions 
worldwide. We would like to see all markets take simi-
larly effective measures to promote electromobility as 
those already in place in Norway, China and California. 
Particularly within the EU, harmonising the support 
measures and expanding the charging infrastructure 
more intensively would be welcome, as this would also 
help with achieving EU emission reduction targets.


As part of the political dialogue, we advocate for meas-
ures to promote electromobility, whether by way of fi-
nancial support or non-monetary packages of measures 
(for example the use of bus lanes and/or introduction of 
dedicated lanes, and preferential parking).


In addition, the BMW Group is involved in local part-
nerships with other companies and policy-makers: we 
established an e-alliance partnership in Munich/DE, 
which will take strategic approaches towards improv-
ing the framework conditions necessary for electro-
mobility in the long term. In 2017, we agreed a strategic 
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partnership with the • city of Hamburg/DE. Both partners 
believe that a rapid scaling of electromobility can only 
be achieved in close cooperation between local authori-
ties and the industrial sector. Hamburg/DE  will there-
fore massively expand its public charging infrastructure 
and privileged parking spaces for car-sharing vehicles 
and electric cars, creating extra incentives. In return, 
DriveNow will gradually electrify its fleet by the end of 
2019. This is how we aim to solve the issues around 
available charging infrastructure for electric vehicles 
while also significantly increasing the visibility of elec-
tromobility for people in their day-to-day lives.


 


Position: supporting electromobility with 
 mandatory sales quotas


Today, market shares of newly registered electrified vehicles are at low 
single-digit percentages in most of the global markets where there are 
no incentive systems for customers. In principle, the BMW Group sup-
ports political measures that increase market penetration by electric 
vehicles. However, introducing mandatory sales quotas for carmakers 
by itself is not sufficient for actual market success, in our view. 


This becomes clear when we look at California, a pioneer that was the 
first US state to introduce such a quota. Local legislators require that 
medium-sized and large car manufacturers have a certain number of 
Zero Emission Vehicles (ZEV) in the market. Manufacturers receive 
Credit Points for the sale of ZEVs; failing to collect enough of these 
presents the risk of expensive fines. ZEV Credit Points may also be pur-
chased from other manufacturers. 


Due to the market development remaining below initial expectations, 
the quota requirements in California have been revised downwards 
 several times in recent years. It is crucial to meeting quota plans to 
 have supportive framework conditions, such as good coverage of the 
charging infrastructure, as well as financial and non-monetary incen-
tives, especially in the market start-up phase. In the medium and long 
term, customer demand depends on the quality, options and price/per-
formance ratio of the product range. At present, the BMW Group offers 
nine electrified vehicle models for sale worldwide, an offering it intends 
to expand with further models by 2025, as well as increasing the elec-
tric range of the vehicles. 


In general, we do not think it makes sense to simply transfer such a 
complex quota system to countries with different regulatory ap-
proaches. Successful implementation requires consistency with other 
 political measures. Especially at the EU level, such a system has little 
chance of being established successfully, since individual member 
 states have responsibility for expanding the charging infrastructure and 
for customer incentives, and no homogenous market for electro mobility 
exists. In California, by way of comparison, such flanking measures for 
quotas are the responsibility of the same authority. 
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Forecast


We are continuing to invest in the planning and develop-
ment of new vehicle models in order to expand our port-
folio to 25 electrified models in all vehicle segments by 
2025, twelve of which will be fully electric. We are intend-
ing to offer our highvolume models as pure battery vehicles 
as well. We want to extend the range of our fully electric 
vehicles to up to 700 km. The next steps are the launch of 
electrified models of the BMW i8 Roadster (2018) as well as 
battery-electric versions of the BMW X3 (2020) and MINI 
(2019).


The BMW Group is deliberately focusing its efforts on 
building a broad drive technology base so that in the com-
ing years we can offer innovative solutions for the different 
mobility needs of our customers worldwide. With the 
BMW iNext in 2021, we will be introducing the fifth 
 generation of our electric drive, which will be available as 
a scalable modular assembly unit. This uncouples the 
 vehicle archi tecture from the drivetrain technology, mean-
ing that every model can be fitted with a conventional, 
 electric or hybrid drive as required. 


We intend to continue to invest in expanding the charging 
infrastructure in 2018, so as to accelerate the spread of 
 electromobility. With IONITY, we will implement a rapid 
charging network with 400 rapid charging stations by 2020 
at a European level. We will also make it easier for our own 
employees to switch to electric vehicles by making more 
charging stations available to them.


In 2018, we will take further steps to optimise our electric 
vehicles environmentally over their whole life cycle. We 
plan to improve the recycling process for battery cells, so 
that the recycling rate can be lifted to over 90% and avoid 
downcycling to low-value secondary materials. We are 
planning to open our new competence centre for battery 
cells in January 2019.
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MOBILITY PATTERNS 


The BMW Group will have permanently changed 
mobility patterns in selected metropolitan areas 
by 2020 through the introduction of integrated 
mobility services.


100 fully electric BMW i3 vehicles in Chengdu: the BMW Group cooperates  
with car-sharing company EVCard in China. 


Sustainability goal 
Products and services







Combined separate non-financial report


2.3 
 MOBILITY PATTERNS


Sustainability goal: 
The BMW Group will have permanently changed mobility 
patterns in selected metropolitan areas by 2020 through 
the introduction of integrated mobility services.  
We measure this goal in particular by the number of 
DriveNow and ReachNow customers.


The BMW Group offers its customers individual mobility at 
premium quality. The focus is always on our brand promise, 
driving enjoyment. This has become a challenge, especially 
in densely populated urban spaces, but also on the motor-
ways around large cities. By 2030, a projected 60% of people 
worldwide will live in cities. The increasing volume of traf-
fic in cities often goes hand in hand with a significant rise in 
noise and air pollution, consumption of space as well as in-
creased risk of accidents. We are proactive in taking these 
challenges into account as we develop our networked ve-
hicles and mobility services. 


Renewing our business model is also necessary due to pro-
found changes in the mobility market. The integration of 
cars into an intermodal, increasingly digital transport sys-
tem–especially in urban areas–is seen as a great entrepre-
neurial challenge. The technological shift towards electrifi-
cation, simultaneous digitalisation and new providers for 
mobility services is changing the sector as well. Our aim 
here also includes providing comprehensive data protection 
and precluding manipulations.


Key measures: 
Enabling sustainable mobility patterns through services 
as well as connected and automated vehicles


We want to enable efficient and resource-saving traffic and 
are continuously developing our mobility services with 
this aim in mind. This includes our car-sharing services 
DriveNow and ReachNow (on-demand mobility services), 
our digital parking service ParkNow and digital network-
ing BMW Connected Services. We are also conveying the 
benefits of our mobility services in pilot projects in select-
ed cities.


Automated and digitally networked vehicles have the po-
tential to significantly reduce the number of accidents and 
traffic congestion, reduce emissions and increase the qual-
ity of life in cities. This applies especially when using elec-
trification. With our planned BMW iNEXT model, we 
want to set new standards by 2021 and bring solutions for 
highly and fully automated driving up to series maturity. 
In the same year, we intend to master the quantum leap 
from partly to highly automated driving on motorways, 
and simultaneously test fully automated driving in urban 
environments with selected customers. To achieve these 
goals, we are relying both on our own technological 
strength and on collaboration with innovative partners, 
through which we will also develop open industry stand-
ards for highly and fully automated driving (non-exclusive 
industry platform).


In this context, the protection of information and data is 
an integral part of business processes at the BMW Group. 
Data protection adheres to the relevant laws, in particular 
the EU General Data Protection Regulation (from May 
2018). Our information protection complies with the inter-
national security standard ISO/IEC 27001. Personal data 
from customers is only collected, processed or used if this 
is legally permissible and the person in question has given 
consent. We address complaints in a timely way. In order 
to protect our digital systems from manipulations, we sys-
tematically search out weak points and close any potential 
gaps in good time before releasing the respective compo-
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Combined separate non-financial report


Results and performance indicators: 
Mobility services expanded and innovation centre for net-
worked and automated driving opened


By 31 December 2017, the DriveNow car-sharing service had 
more than one million customers across Europe (2016: over 
815,000 across Europe). DriveNow is currently available in 
13 cities. Our ReachNow service in the USA counted more 
than 82,000 customers by the end of the year (2016: 38,000), 
and is available in three cities. The fleet for both pro-
grammes currently comprises more than 6,000 vehicles in 
Europe, of which around 15% are purely electric BMW i3 
vehicles. A further 1,300 vehicles are available in the USA.


DriveNow is one of the strongest drivers of electromobi lity 
in Germany. To date, around 334,000 customers have 
 driven some 16.4 million carbon-free kilometres using 
DriveNow’s BMW i3 electric vehicles. 


The ParkNow app service, part of our Connectivity Ser-
vices, has been offered in cities in Germany, Austria, 
France and Switzerland since 2016. It is also available in 
the USA and enables users to find parking spaces easily. 


BMW Connected Services integrates different modes of 
transport into personal route planning (intermodal rout-
ing). This is the BMW Group’s contribution towards in-
creasing intermodal mobility in cities. 


To reach our targets for automated and networked vehicles 
by 2021, existing alliances with MobilEye and Intel were 
deepened, as were those with the HERE navigation ser-
vice. In 2017, the BMW Group also bundled all competen-
cies for vehicle connectivity and automated driving in a 
new “Autonomous Driving Campus” in Unterschleissheim 
near Munich/DE.


• see 
performance 


indicators


nent. We continuously convert new insights into mandato-
ry standards.


The BMW Group promotes the development and market 
launch of innovations in the areas of mobility services, 
connectivity and automatisation through regular invest-
ment in start-ups.


Due diligence processes: 
Taking changes and effects of urban mobility behaviour 
into account at an early stage through dialogue, initiator 
and research projects, preventative data protection


In order to understand changes, impacts and needs of ur-
ban mobility patterns worldwide in good time, the 
BMW Group takes part in projects focused on dialogue, 
initiators and research. The insights gained from these are 
systematically integrated into the development processes 
for new vehicle models and services. Major activities are 
carried out, for example, by the BMW competence centre 
for urban mobility, the multi-stakeholder platform “Urbane 
Mobilität“ in Germany, the BMW Institute for Mobility 
 Research (Institut für Mobilitätsforschung, ifmo) and in 
BMW Group Dialogues with stakeholders.


At the core of our data protection efforts are extensive pre-
ventative measures. Guidelines applicable across the Group 
are documented in a comprehensive policy, which ensures 
the careful handling of confidential data, the safe utilisa-
tion of information systems and the transparent handling 
of risks. Regular training courses as well as communica-
tion and awareness measures create an understanding of 
security and risk awareness among all participants. There 
are also clear guidelines for information and data protec-
tion for cooperation and partner relationships. Technical 
safety measures encompass industry-wide standards and 
Best Practices. Final responsibility for data protection and 
information security in every group company lies with the 
Board of Management or the respective  Executive Board.
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Combined separate non-financial report


Active driver assistance systems, such as the steering and 
lane control assistant, autonomous cruise control and 
part-automated lane changing on motorways, which were 
available to date in the BMW 5 Series and 7 Series models, 
were introduced into smaller vehicle classes with the 
BMW X3. At present, the first fully automated research 
 vehicles not only drive on motorways but are used for test-
ing purposes in city traffic in Munich/DE, too. We are aim-
ing to extend this to cities in China and the USA. During 
these tests, drivers are in the vehicle who can take over 
control in any situation. 


In 2017, BMW introduced CarData, a service offer that 
gives customers the option of deciding about the utilisation 
and transmission of data from their vehicles to third par-
ties. One of the biggest sources of risk in the digitalisation 
and automatisation of street traffic is cyber security. New 
unauthorised access threat scenarios arise in the automo-
tive sector due to the comprehensive and ubiquitous net-
working of vehicles with the environment. Protection 
against the bandwidth of possible threats must therefore 
be addressed and coordinated in a continual and consis-
tent way. The BMW Group is therefore in ongoing dialogue 
with national and international safety and cyber security 
authorities. By using a backend system for data transfer, 
the BMW Group minimises the vulnerability of the vehicle 
fleet to hacking attacks, as direct and often unprotected 
data connections between the vehicle and third parties can 
be prevented.


In 2017, the BMW Group invested, amongst others, in the 
Carbon and  Caroobi start-ups through iVentures. 
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 conditions for car-sharing and a correspondingly larger 
fleet, significantly stronger effects can be expected for 
the urban environment, according to this analysis. A 
study by the city of Vienna showed a substitution poten-
tial of up to three to eight vehicles per car-sharing ve-
hicle – and thus also a reduction in demand for parking 
spaces in the city.


Due to considerably higher utilisation rates and the lower 
demand for parking spaces, car-sharing enables cities to 
win back living space – this space can be used for other 
mobility concepts, e. g. bike-sharing, bicycle lanes, mobil-
ity stations – or it can be repurposed for neighbourhood 
residents and their individual requirements.


Changing parking patterns with ParkNow
• ParkNow enables ticketless and cashless parking on the 
street. For parking in car parks (off-street), ParkNow sup-
ports searching, reserving and paying. Both services re-
duce traffic from searching for parking. ParkNow has 
been offered in cities in Germany, Austria, France and 
Switzerland since 2016. The service is also available 
through the American smartphone app and BMW vehi-
cles in the USA.


Car-sharing in Seattle: the BMW Group offers new mobility solutions  
for urban spaces.


MOBILITY PATTERNS  
IN DETAIL


Reducing traffic volume with Premium on 
Demand mobility services


Since 2011, the BMW Group and Sixt SE have been offer-
ing their joint venture car-sharing service • DriveNow, 
which is currently available in 13 European cities. On 
8 April 2016, the BMW Group launched an advanced 
car-sharing programme in the USA under the name 
• ReachNow. To date, ReachNow is available in Seattle, 
Portland and Brooklyn in the USA. Since the end of 2016, 
ReachNow has been piloting innovative services in addi-
tion to the classical car-sharing programme. They in-
clude personal drivers (“Ride”) as well as a reservation 
and delivery service for vehicles that are rented for lon-
ger periods from two to five days (“Reserve”). “Fleet Solu-
tions” targets companies and ReachNow members in 
 selected residential areas. They have exclusive use of a 
fleet of premium vehicles that are permanently parked 
nearby. Another pilot being tested by ReachNow is 
the opportunity to rent out your own car to the fleet 
(“Share”).


In Beijing/CN, we have been testing a ReachNow “Fleet 
Solution” in pilot operation since the end of 2016. Another 
pilot in Chengdu/CN with 100 BMW i3 vehicles started at 
the end of 2017, in cooperation with EVCard, a local part-
ner.


Various studies are available on the effect of car-sharing 
on traffic volumes. “Evaluation Carsharing EVA-CS”, 
a study carried out by the city of Munich/DE, sees a 
 positive relationship between them: car-sharing reduces 
the number of cars and kilometres driven. With better 


“ChargeNow”: 
• see 
chapter 2.2
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Designing urban mobility in partnership


Designing individual and sustainable mobility in increas-
ingly densely populated conurbations is a core challenge 
for future traffic concepts. The BMW Group is bringing 
ideas for resource-efficient and climate-friendly city trans-
port into the public debate. For example, the BMW compe-
tence centre for urban mobility offers a framework in 
which stakeholders and experts can co- design joint vi-
sions for liveable cities. Measures derived from these will 
be implemented locally as pilot projects, for example in 
• Hamburg/DE or • Berlin/DE. The BMW Group is also active 
on the • “Urbane Mobilität” (Urban Mobility) platform, an alli-
ance between German cities and members of the Associa-
tion of the Automotive Industry, which is pursuing the 
same concept. Successful projects should be scaled as 
quickly as possible and transferred to other cities. 


 


Integrating different mobility products:  
the example of Copenhagen


The example of Copenhagen shows how a local authority in cooperation 
with a private company can give positive incentives to avoid traffic, to re-
locate the traffic or make it more tolerable. 


DriveNow in Copenhagen is operated by the city’s public transport com-
pany Arriva. With their “Rejsekort”, a card for almost all mobility services 
in the whole of Denmark, users also gain access to DriveNow. Copenha-
gen is the only city in Europe in which we have operated our car-sharing 
service from the start with a fleet of purely electric BMW i3 cars. The 
good charging infrastructure in the city offers ideal conditions for this.  


Copenhagen recognised the opportunities arising from close collabora-
tion between public and private transport and now actively supports this 
development. The BMW Group has developed an attractive product 
range in this context.


 


• see 
chapter 2.2


Offering sustainability to fleet customers with  
Alphabet Fleet Management 
Sustainable solutions for fleet customers are taking on in-
creasing importance. This is the specialty of • Alphabet 
Fuhrpark Management GmbH, the BMW Group company 
that provides leasing and fleet management services. To-
day, energy efficiency and a sustainable fleet are the main 
focus for many of our fleet customers, and this is also of-
ten required by their own car policies. In consultation 
with the customer, we work out how to develop and oper-
ate a more environmentally friendly fleet. Driver training 
courses in environmentally friendly driving habits as well 
as a sustainable drivetrain mix are possible solutions. For 
example, depending on how the fleet is used, hybrid and 
electric cars can be a very good alternative to conventional 
fleet vehicles. • see 


chapter 2.2
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Position: promoting electromobility and 
 on-demand mobility services


The BMW Group believes that designing urban mobility with the goals of 
quality of life and economic development necessitates a change in mind-
set. Accordingly, we are focusing on the development of innovative tech-
nologies and concepts. How successful electromobility and on-demand 
mobility services are in becoming established also depends to a large 
degree on the prevailing framework conditions. A significant market 
penetration of electromobility requires not only the availability of 
charging infrastructure and further purchasing incentives. If the users of 
electric or car-sharing vehicles gain privileged access to public parking 
spaces, for example, then this means a significant advantage they can 
enjoy on a daily basis. Such support measures have the potential to 
 influence purchasing and utilisation decisions in the desired direction. 


The German electromobility and car-sharing laws allow the granting of 
privileges for the respective vehicles in public spaces. However, privileg-
ing certain vehicles can also cause conflict, especially because parking 
spaces in cities are so scarce and in high demand. To debate the existing 
opportunities with residents and local stakeholders, and develop and im-
plement these, the BMW Group has initiated • pilot projects in Ham-
burg/DE and • Berlin/DE. The point is to start the ball rolling with 
 residents and to communicate the results to other cities and communi-
ties. In our view, this contributes to a faster dissemination of sustainable 
mobility concepts. 


 


City planning and mobility: in Berlin, the BMW Group worked with residents to 
implement new concepts for car-sharing solutions and the urban environment.


We analyse questions about the future of mobility in 
 research projects, among other things so that we can 
 review the effects of our approaches to urban mobility 
at an early stage. In 2017, the BMW Group-owned • In-


stitut für  Mobilitätsforschung (ifmo) stepped up its focus on the 
topic of urban mobility. Cities are a crystallisation point of 
changes in the area of mobility. A profound understand-
ing of trends in cities is a requirement for developing 
sustainable mobility solutions for the future. It is also es-
sential here to regularly integrate research insights into 
the corporate strategy and the BMW Group’s specialist 
departments.


 


In 2017, the first decentralised switchh point opened as part of the “firstmover.
hamburg” pilot project, which was initiated by the BMW competence centre for 
urban mobility.  
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Ensuring customers’ data sovereignty 
We introduced the CarData service in 2017, which meas-
urably improves customers’ data sovereignty. By being 
able to decide at any time about the utilisation and trans-
mission of their private data, customers also benefit from 
third-party services. These include individualised insur-
ance premiums as well as time saving when visiting a 
 repair shop by transmitting information in advance. Ideal-
ly, data synchronisation makes it possible to order spare 
parts in advance, before customers bring their cars to the 
repair shop.


• BMW CarData also offers customers the option of man-
aging the release of their telematics data to service provid-
ers very easily themselves. A mouse click is enough to per-
mit or reject the data release and to withdraw a previously 
granted data release, meaning that customers  always have 
their data under control. The BMW Group is the first auto-
motive supplier to have introduced this  service. We al-
ready adhere to the EU General Data Protection Regula-
tion planned for 2018 by having implemented the areas of 
data sovereignty, transparency and the right to data access. 
This ensures transparency as through the ConnectedDrive 
portal, customers can request a CarData report about data 
transmitted or a CarData  archive at any time. 


Increasing safety, convenience and efficiency 
through automated driving


Automation will lead to a quantum leap for traffic safety, 
not only for drivers but also for their surroundings. Under 
the umbrella of BMW Personal CoPilot, the BMW Group 
brings together its technologies and systems on the path 
towards autonomous driving: from currently available 
driver assistance systems to highly or fully automated and 
finally autonomous driving.


Our focus in terms of automating driving is on high-preci-
sion digital cards, sensor technology, cloud technology and 
artificial intelligence.


CONNECTED AND 
AUTONOMOUS DRIVING 
IN DETAIL


Personalising and simplifying mobility


In 2016, we launched • BMW Connected in Europe and the 
USA as a holistic digital concept that provides seamless 
support for individual mobility. Based on a flexible plat-
form, the Open Mobility Cloud, a range of devices such as 
smartphones and smartwatches can be connected with the 
vehicle. The user’s self-learning digital BMW-ID enables 
BMW Connected to provide personalised experiences 
across a large number of “touchpoints”.


In this way, the digital services provided by BMW Connect-
ed simplify day-to-day planning of journeys and appoint-
ments. As part of this, we offer the traffic congestion 
avoidance service RTTI (Real Time Traffic Information). 
 Depending on the devices that are connected, BMW Con-
nected identifies mobility-relevant information such as ad-
dresses in calendar entries and passes these on directly to 
the vehicle. In good time before the journey, the user 
 receives a notification on his or her smartphone that ad-
vises on the best time to depart based on real-time traffic 
information. In addition, the system automatically stores 
personal mobility patterns and locations that are accessed 
regularly, so that it can better support the driver.
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Therefore, our communication on this topic is confined to 
pure facts: we rely on a differentiated presentation of the 
degree of automation and do not promise customers more 
than our systems can deliver.


The five development stages of automation
2.07 


 


Driver  
tasks


Vehicle  
tasks


PassengerMind offEyes offHands  
temp. offFeet offDriver


Vehicle guidance
(steering, braking, 


accelerating)


Steer and  
supervise acceleration 


and braking


Supervise  
vehicle control


Always prepared  
to take over


Only possible on  
certain road sections


Vehicle drives 
 completely by itself 
and requires neither 
steering wheel nor 


pedals


Self-driving on  
longer road sections 


(entry-2-exit).  
Hand over to driver or 


fall back  
to no-risk condition  


if required


Self-driving on certain 
road sections with  


situational take-over 
request.  


Fall back to  
minimum risk condition 


if required


Vehicle takes over 
longitudinal and  


lateral control
Vehicle takes over 


longitudinal control


No assistance Assisted Partially automated Highly automated Fully automated Autonomous


0 1 2 3 4 5


  


• G


Accompanying progress in automation with  
fact-based communication
The BMW Group wants to avoid creating unrealistic 
 expectations among its customers and the public in con-
nection with automated driving.  
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Framework conditions and challenges of 
 automated driving


At the centre of our concepts and technical developments for automat-
ed driving are the safety of drivers, passengers, pedestrians and other 
road users. Therefore, clear legal framework conditions need to accom-
pany the introduction and development of this technology. The data 
transfer that accompanies digitalisation and automation also intensifies 
the requirements placed on aspects of manipulation and data privacy, 
which we are meeting appropriately.


With an increasing degree of automation, the challenges are not only 
 legal, but also societal and ethical. The legal framework is being adjust-
ed worldwide with 100,000 test vehicles licensed in the USA, for exam-
ple. With regard to legislation about automated driving, Germany is 
currently in a leading role. Also, a separate ethics commission on behalf 
of the federal government has developed 20 guidelines for program-
ming automated drive systems.


 


The ultimate goal is to make our vehicles even safer and 
to make the highest possible contribution to traffic safety. 
We systematically search out weak points and close any 
potential gaps in good time before releasing the respec-
tive component. This release also tests the safety of con-
trol devices to protect our digital systems from manipula-
tion. 


In the future, we want to enable our customers to partial-
ly or fully delegate driving to the vehicle in non-challeng-
ing and monotonous driving situations, for example in 
traffic congestion or in stop-start traffic. The basic prin-
ciple is that it is the driver who decides whether the 
 vehicle should switch to a more automated mode or not. 
 Automated driving entails a series of technical, regulato-
ry and societal challenges. At the same time, however, 
we see a great opportunity to revolutionise mobility in 
the development of automated driving. In addition to the 
safety aspects, we also expect a considerable gain in 
terms of time and convenience for our customers – as 
well as improved driving efficiency. This creates signifi-
cant freedom for our customers to use their time as they 
see fit while the vehicle does the driving.


The benefits of automation at a glance
2.08 


 


Premium driving convenience
Support for driver–when under/over-challenged (traffic jam, bottleneck);


in-vehicle free time due to automation


Increased safety
The vehicle can see quickly, comprehensively, simultaneously, tirelessly;


safe driving with and without automation


Enhanced efficiency
Optimised use of road infrastructures, congestion avoidance;


use of extended traffic services and mobility concepts;
reduction in air and noise pollution


   


• G
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In 2017, the BMW Group pooled its capacities within a 
new development centre for autonomous driving, the 
“Autonomous Driving Campus” in Unterschleissheim/DE, 
and will expand these there. In total, the new centre will 
offer jobs to around 2,000 employees of the BMW Group 
and its cooperation partners. This prepares us for the 
technical challenges we face as we gradually introduce 
automation and it creates many new jobs at the same 
time. New organisational and working structures will 
enable efficient, agile product development, which bun-
dles the required competencies on the one hand, and 
speeds up the development process on the other.


Warning, emergency corridor: authorities can send drivers warning messages to the 
screens in vehicles with ConnectedDrive.


Expanding automated driving with collaborations and 
research
The BMW Group is significantly extending its capacities 
in the area of automated driving and, together with our 
partners in research and industry, we take part in a 
 variety of research and standardisation initiatives, in 
order to develop the best solutions and bring them into 
series production as quickly as possible. Key research 
areas are various technical solutions, traffic manage-
ment and driving safety systems, as well as virtual safe-
guarding methods and artificial intelligence as a foun-
dation of automated driving in urban areas. Technical 
solutions include safe return to the driver, increased 
safety and availability of components in the vehicle 
from sensor systems to control devices, brakes and 
steering, addressing disruptions and barriers, and pre-
dictive driving. 


 


HERE:  
precise maps for automated driving


With its investment in • HERE, the BMW Group will shape the develop-
ment of highly accurate maps for automated driving. The major advan-
tages are


–  close connection between map, data centre and vehicle 
 development


–  rapid adjustment in the event of evolving needs of  automated 
 driving


–  development of highly accurate maps in accordance with the 
needs recognised through testing and market development
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–  Online repair shop with •   Caroobi  
The online repair shop’s website enables customers to 
book different services for their car, to be carried out 
at one of over 400 partner repair shops in Germany.


 


Recognising and picking up trends early 
through investing in start-ups


Carmakers such as the BMW Group are currently confronted with con-
siderable changes to their business environment and must fundamen-
tally change in order to continue to be successful in the future. 


Start-up investment in business models and technologies that are fit for 
the future enable the BMW Group to act with more autonomy and con-
tinue to identify and engage with trends in the world of mobility. This is 
a clear advantage in view of the fact that the IT and tech sectors have 
faster development cycles than the automotive industry. Our partners 
in turn benefit from our many years of experience, our reach and our 
broad network of established brands.


 


INNOVATION SUPPORT  
IN DETAIL 


Promoting innovative mobility concepts


With its investment fund • BMW i Ventures, headquartered 
in Silicon Valley, the BMW Group takes part in the suc-
cess of promising start-ups. We invest in start-ups in the 
areas of mobility services and e-mobility as well as in 
 pioneering technologies in the areas of autonomous driv-
ing and digitalisation – specifically in the investment 
fields of “Enabling Technology”, “Digital Vehicle Technol-
ogy”, “Mobility and Digital Services”, “Customer Experi-
ence” and “Advanced Production Technology”.


BMW i Ventures’ investments include:


–  Economical road traffic with • Zendrive  
Drawing upon mobile technologies and large data 
volumes, Zendrive provides driver-specific analyses 
at any time, for example about the economy of their 
driving style.


–  Intermodal route planning with •   Moovit  
The Moovit app integrates comprehensive informa-
tion about the bus and train schedules of local 
 transport companies by using their timetable data 
as well as real-time information from the “Moovit 
Community”.


–  3D printing for car parts with •   Carbon  
At the interface between hardware, software and 
molecular science, Carbon provides innovative 
3D printers which can manufacture various elements 
for automotive production.
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Using this method, URBAN-X has already supported a 
number of start-ups that are leaders in the area of solutions 
for urban mobility. •  URBAN-X


 


 Supporting innovation and  
involving employees


In 2016, the research and innovation management team and the new 
“Digital Products and Services” unit founded the innovation works ac-
celerator. The goal of the project is to tap into the innovation potential of 
intrapreneurs, especially with regard to the development of novel mobil-
ity products and services. 


In the last one and a half years, around a a dozen projects have been suc-
cessfully completed in the accelerator using the start-up methodology. 
Interdisciplinary teams of employees develop a product or service with-
in twelve weeks to a stage of maturity at which a decision about possible 
scaling becomes possible. The teams are accompanied by internal or 
external “lean start-up” coaches.


Ideas for accelerator projects are generated by the initiative of intrapre-
neurs and through crowdsourcing campaigns. On a crowdsourcing plat-
form, employees have an opportunity to submit their ideas and to review 
the ideas of their colleagues. Both the selection of projects and the 
preparation for the transfer towards commercialisation are carried out 
by a panel of judges from different departments and units.


The accelerator is also designed to lend targeted support to the devel-
opment of innovations in the context of SDG 11 (Sustainable Cities and 
Communities). 


 


• text box 
page 16


BMW Startup Garage


BMW Startup Garage, located in Munich/DE, is a pro-
gramme that aims to secure access to innovative start-up 
technologies. The BMW Group acts as a venture client 
 towards the start-up. This means that we become a client to 
the start-up company very early on. This approach is very 
efficient for everyone involved, as it enables the start-up 
companies to validate their solutions at an early stage, and 
the BMW Group can then have these solutions tailored to 
its needs. • BMW Startup Garage


URBAN-X 
URBAN-X is an accelerator for start-ups that develop new 
concepts for living in cities. Every six months, URBAN-X 
invests a maximum of US$100,000 in up to ten companies. 
URBAN-X supports start-ups in the particular challenges 
that result from working with municipalities and their 
stakeholders, from transportation to the real estate sector, 
through to government agencies or local service and utility 
companies. URBAN-X includes the areas MINI and Urban 
Us. MINI experts advise founders with regard to design, 
production, engineering, marketing, community building 
and branding. Urban Us connects start-ups with leading 
founders, investors, companies and government agencies. 


Fast and agile: the BMW Group supports start-ups and the most innovative ideas.
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Autonomous, electric and fully interconnected: to achieve this goal, the BMW Group pools 
development expertise in the new campus in Unterschleissheim, close to Munich.


Forecast


We will continue to work on the intelligent interconnection 
of mobility services, vehicles and infrastructure in order to 
make urban mobility more flexible, convenient, sustain-
able and safe.  The BMW Group brings its strong brands, 
technological expertise and innovative strength into new 
strategic partnerships and collaborations to develop 
ground-breaking solutions.


According to forecasts, by 2030 many vehicles in urban traf-
fic will be automated, networked and electric. In dialogue 
with municipalities and in public partnerships, we will con-
tribute more towards offering sustainable and tailored mo-
bility offers like the DriveNow and ReachNow ondemand 
services to all residents. In 2018, we also intend to markedly 
expand the availability of our intelligent parking and 
charging services ParkNow and ChargeNow. As well as in-
dividual convenience, this is designed to reduce traffic vol-
umes and emissions and make a reclaiming of urban space 
possible for the residents. 


We are making every effort to bring new technologies into 
series production as quickly as possible. For instance, at the 
start of 2018, around 1,000 new employees are to begin 
their work on the “Autonomous Driving Campus” in Unter-
schleissheim/DE. In China and the USA, fully automated 
test vehicles are to be introduced into street traffic in future. 
In Europe, the BMW Group is constructing a new test site 
in the Czech Republic in order to test all typical use  cases 
for automated driving in an ideal environment. In par-
ticular, critical safety situations with other road users can 
be tested in a realistic, but controlled space.
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3


PRODUCTION 
AND VALUE CREATION


Climate change, scarcity of resources and social inequality are some of the greatest challenges facing 
 society today. In order to live up to our claim of being the most sustainable premium manufacturer, we are 
continuously reducing CO2 emissions and resources used per vehicle produced and are setting a good 
 example within our own production network. We are increasingly using renewable energies at our loca-
tions worldwide. At the same time, we foster the implementation of social and environmental standards 
as well as transparency and resource efficiency in our supply chain. We place particular emphasis on the 
support of initiatives to ensure that sustainability criteria are met in the mining and processing of critical 
raw materials. As electromobility spreads, these measures are becoming increasingly important. 


In this manner, we want to make a contribution towards solving the challenges faced by society, 
 decrease risks and reduce production costs.
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PERFORMANCE INDICATORS


Improvement in resource consumption 
and emissions per vehicle produced since 
2006 in %


53
2017


 50
2016


Reduction of resource consumption and 
emissions per vehicle produced  compared 
with the previous year in %


5.3
2017


 4.9
2016


Share of production-relevant purchasing 
volume in the CDP Supply Chain 
 Programme in % 


 77
2017


69
2016


Share of suppliers in the CDP Supply Chain 
Programme with at least a B rating in %  


25
2017


 —
2016:  
Indicator  
calculated for 
the first time 
in 2017


Share of renewable energy purchased  
from third parties in %


81
2017


63
2016
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CONSUMPTION OF RESOURCES 


The BMW Group will reduce its resource consump-
tion (energy, water, waste, solvents) per vehicle 
produced by 45% by 2020 (base year 2006).


Resource-conserving and efficient: the new paint shop  
at the main plant in Munich.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.1 
 CONSUMPTION OF 
 RESOURCES


Sustainability goal:
The BMW Group will reduce its resource consumption 
 (energy, water, waste, solvents) per vehicle produced by 
45% by 2020 (base year 2006)


Our company is facing the challenge of conserving resources 
and tackling climate change. This is also very relevant for 
the production processes of the BMW Group. We require 
a  reliable supply of resources for the production of our 
 vehicles and the energy we consume generates emissions. 
For this reason, we continuously increase our energy and 
 resource efficiency and minimise CO2 and pollutant emis-
sions from our production. In addition, these measures help 
us reduce production costs, meet the needs of our stake-
holders and prepare for new legal requirements.


Key measures:
Conserving resources by means of optimised processes 
and new technologies


We continuously work on improving our resource efficien-
cy in order to achieve a 45% improvement by 2020, taking 
2006 as a base year. In order to reduce energy consumption 
as well as CO2 and VOC emissions, we optimise processes 
and invest in more efficient technologies. We also rely on 
optimised processes and state-of-the-art technology to re-
duce our water consumption as well as waste and waste 
water. What’s more, starting in the product development 
phase, we ensure thrifty use of resources and design prod-
ucts in such a way that as many material cycles as possible 
can be closed.


Due diligence processes:
Controlling consumption of resources with environmen-
tal management


In 2001, the BMW Group signed the • United Nations Environ-


ment Programme’s International Declaration on Cleaner Production and 
expressly committed to keeping the environmental impact 
and resource consumption of our production activities as 
low as possible.


Management and control of resource consumption along 
with identification of potential risks in order to achieve our 
goals form an integral part of environmental management 
at our plants. The steering committee of the BMW Group’s 
international environmental network controls these meas-
ures. Each machine, building and space in each plant is 
 allocated to an operator. This person is responsible for the 
products, processes, machines and technical systems as 
well as their environmental impacts in their allocated area.


We have established environmental management systems 
at all of our existing production plants and plan to install 
them at all future locations. With the exception of motor-
cycle production in Manaus/BR, where this step is 
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Combined separate non-financial report


Results and performance indicators:
Resource efficiency further increased


Since 2006, the BMW Group has reduced its consumption of 
energy and water in vehicle production, waste and waste wa-
ter volume as well as solvents and CO2 emissions per vehicle 
produced by an average of 53.2%. In the same period, due to 
our efficient use of resources, we made cost savings totalling 
€ 161 million. In 2017, utilisation of resources and emissions 
per vehicle produced were reduced by an average of 5.3% 
compared with the previous year. 


We have already achieved our internal objectives in the 
 areas of CO2 and VOC emissions, waste and process waste 
water. Nevertheless, we will continue our efforts to make 
further improvements. Our main focus is now on energy 
and water consumption. In this area, we systematically fol-
low our reduction plans and continue to work on achieving 
our objectives. • see 


performance 
indicators


planned in the near future, all of our production locations, 
German dealerships, as well as six others in Europe  
(Vienna/AT, Zurich/CH, Madrid/ES, Barcelona/ES, Milan/
IT and Rome/IT) are now certified according to ISO 14001. 
In 2017, we finalised the adaptation of our environmental 
management systems to the revised 2015 version of 
ISO 14001 and carried out additional audits. In doing this, 
we incorporated our research and innovation centre in 
Munich/DE into the certification. In accordance with 
ISO 50001, we also incorporated the energy management 
system into our environmental management system.
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CONSUMPTION OF 
RESOURCES IN DETAIL


We intend to further improve the positive figures 
achieved in recent years in our environmental manage-
ment. We continuously work towards this end at all exist-
ing and new locations. At the same time, it is important 
to respond to external trends such as new scientific find-
ings or rising raw material prices. All these aspects are 
fed into our strategic planning and considerations.


 Improvement in resource consumption and emissions 
from vehicle production since 2006


3.01 


 


Energy consumption –36.5%


CO2 emissions –61.0%


Waste for disposal –79.6%


Water consumption –31.9%


Process waste water –51.2%


Solvent emissions –59.0%


The BMW Group has five environmental centres of com-
petence (CoCs) in the areas of emissions, water, waste, 
training and environmental management system. They 
are staffed by environmental experts from the different 
plants and by specialists from Corporate Environmen-
tal Protection. All participating managers of the plants 
as well as the Corporate Energy Management depart-
ment of the BMW Group work closely together in the 
area of energy efficiency. Both the competence centres 
and Energy Management discuss legal requirements 
and best-practice solutions with technology experts 
from the production plants and develop reference sys-
tems on which to base future planning and process im-
provements. Environmental improvements that have 


• see 
table 3.01


• T


been effective at one location are implemented at other 
locations wherever possible. Furthermore, we pass on 
our experiences to our suppliers in order to improve 
sustainability in our supply chain where possible. 


 


Resource efficiency and digitalisation in our 
new paint shop in Munich/DE


In May 2017, we commissioned a new high-tech paint shop at our plant 
in Munich/DE. With an investment worth more than € 200 million, the 
facility is part of an extensive future package for the plant. It facilitates 
an integrated paint process during which two layers of paint are applied 
one after the other, omitting the interim drying step which was previ-
ously required. As a result, significantly fewer resources are used when 
compared to conventional paint processes. With the drying step taken 
out of the equation, natural gas consumption and CO2 emissions during 
the topcoat application are expected to be reduced by around half and 
power consumption by 27%. The innovative dry separation process 
does not require water, chemicals or other additives. In addition, the ex-
haust air emitted is reduced by two thirds thanks to the use of innova-
tive air-circulation technology.


The paint shop increasingly harnesses the benefits of intelligent net-
work-enabled systems. They increase the level of flexibility in process 
flows and allow for automated preventive maintenance. This way, intel-
ligent test systems perfect the appearance of the painted bodies and 
guarantee maximum quality. The data collected in this process can be 
used to draw valuable conclusions regarding the precision of upstream 
painting processes, which are optimised on an ongoing basis in order 
to identify potential for error at an early stage and avoid reworking.


 


• see 
chapter 3.3
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save over 11,000 MWh of energy per year and significantly 
reduce the CO2 emissions of the melting process. In the 
 period under report we already achieved a reduction of 
1,500 MWh after the changeover was completed in Octo-
ber 2017. The cost savings resulting from this transition 
amount to around € 350,000 per year.


In 2017, we also launched a digitalisation project in the 
 area of energy consumption and production data. Optimal 
operating conditions are determined by analysing power 
consumption figures of complex manufacturing struc-
tures and the facility management system. Based on this 
information, we continuously optimise processes and in-
crease energy efficiency using innovative approaches.


Energy consumption per vehicle produced ¹
3.02 


in MWh/vehicle


2.36 2.25 2.19 2.172.21


3.0


1.5


0


   


2013 2014 2015 2016 2017


 


1  Efficiency indicator = electricity, heat, natural gas and heating oil consumption from 
vehicle production (without motorcycles) minus CHP losses, divided by the total number 
of vehicles produced, including BMW Brilliance Automotive Ltd. joint venture, not includ-
ing the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


•  GRI 302-3, GRI 302-4


In 2016, energy consumption slightly increased due to the 
construction and configuration of new production facili-
ties. In 2017, we were able to slightly reduce energy con-
sumption from our vehicle production with 2.17 MWh per 
vehicle produced compared to the previous year. 


• T


• see 
table 3.02


Optimising energy efficiency


In 2017, we continued to expand our highly efficient in-
house energy generation. We were able to increase electric-
ity generation from combined heat and power systems by 
around 9% to 361,000 MWh in the period under review. 
Further expansion is well underway. To give an example, 
we installed a new machine at our plant in Oxford/UK 
which will be put into operation in 2018. We are already 
preparing for the continued development of combined heat 
and power by carrying out preliminary work on the heat-
ing grids at the Munich/DE plant. 


In 2017, we also almost completed the process of replac-
ing lights by LEDs in our production plants. As a result 
of this switch, we saved over 67,700 MWh in energy and 
avoided CO2 emissions of around 28,000 tonnes in the 
period under review.


There was another key process improvement at our plant in 
Landshut/DE. By developing pig preheating, we were able 
to reduce energy consumption in the light alloy smelter by 
a considerable amount. In preheating chambers that use 
exhaust gas heat from other processes we now heat alumin-
ium ingots to a temperature of 400 °C before they are melt-
ed in smelters. As a result of the reduced melting time, we 


New combined heat and power systems at the BMW plants in Dingolfing and Landshut 
in Germany: compared to conventional technologies, the CO2 savings will amount to 
75,000 tonnes per year. For this contribution towards environmental protection, the 
Group plans to invest around € 90 million in total at the two locations.
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Through our measures to increase energy efficiency, as 
well as our own generation and purchase of electricity 
from renewable sources at our production sites, CO2 
emissions from vehicle production per vehicle produced 
decreased in the reporting period by another 24.1% to 
0.41 t compared to the previous year (2016: 0.54 t CO2 per 
ve hicle). Despite an increase in the production volume, 
we were able to reduce absolute emissions in the produc-
tion network for the third year in a row (2017: 989,111 t 
CO2; 2016: 1,254,961 t). We see the consistent decrease in 
CO2 emissions in recent years as confirmation of the effec-
tiveness of our measures. •  GRI 305-4, GRI 305-5


CO2 emissions per vehicle produced¹
3.03 


in t/vehicle


0.68 0.66
0.57


0.41


0.542


1.0


0.5 


0


   


2013 2014 2015 2016 2017


 
1  Efficiency indicator = CO2 emissions (from vehicle production, without motorcycles) 


from Scope 1 and Scope 2 minus CHP losses divided by the total number of vehicles 
produced, not including the vehicles from the Magna Steyr/AT and Nedcar contract 
 production plants.


2  Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. 
 Climate-affecting gases other than CO2 not included.


•  GRI 305-4


• see 
table 3.03


• T


This relatively low increase in energy efficiency can es-
sentially be attributed to the fact that the new, highly effi-
cient plants and production facilities mostly need to be 
operated in parallel to the old facilities. When the old fa-
cilities have been completely replaced in 2018, we expect 
an important boost to our energy efficiency. We are com-
ing much closer to our goal of reducing consumption per 
vehicle by 45% by 2020 compared to 2006. The corres-
ponding measures have proved effective. So far, we have 
achieved a reduction of 36.5% compared to the base year 
of 2006. •  GRI 302-3, GRI 302-4 


Systematically reducing CO2 emissions


In light of climate change, the reduction of CO2 emissions 
is highly relevant for the BMW Group. Reducing 
CO2 emissions not only makes environmental sense – it is 
also a business opportunity for the company. By consum-
ing less energy and saving on CO2 levies thanks to lower 
emissions, we can reduce costs and create concrete com-
petitive advantages. In addition, our fleet customers in 
particular have high expectations with regard to the envir-
onmentally-friendly manufacture of vehicles. So we are 
reducing CO2 emissions both in our own production as 
well as along the value chain, including the upstream 
chain.


Minimising CO2 emissions at company locations
CO2 emissions at the BMW Group locations are generated 
directly from burning fossil fuels (Scope 1 emissions) and 
indirectly through the company’s electricity and heat 
 consumption (Scope 2 emissions). We focus on reducing 
CO2 emissions from our production facilities, which ac-
count for around 90% of these Scope 1 and 2 emissions. 
We are pursuing our vision of carbon-free energy supply 
at all locations.
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Furthermore, around 2% of Scope 3 emissions are caused 
by the global transport volume required to supply our pro-
duction plants with materials, to deliver our vehicles and 
to supply spare parts to the markets. In order to keep 
these CO2 emissions to an absolute minimum, we work on 
the principle “production follows the market”. A key meas-
ure to reduce CO2 emissions is the preferential use of 
low-carbon energy and transport modes. For example, all 
railway lines in Germany used to supply the internal pro-
duction sites up to the export ports were converted to 
green electricity.


Rail also plays an important role in distributing vehicles. 
More than half of all new vehicles leave our plants by this 
mode of transport. Following a change in the regional dis-
tribution of our production, however, there was a slight re-
duction in the share of all new vehicles that leave our 
plants by rail to 55.4% (2016: 59.7%). Furthermore, we are 
deploying the first all-electric as well as gas-powered lor-
ries in plant supply in cooperation with logistics service 
providers. Other opportunities to use alternative drive-
trains and fuels are currently being investigated. 


With Design for Recycling, we ensure that as many of the 
components as possible flow back into the materials cycle 
once the vehicle has reached the end of its life cycle. This 
leads to lower CO2 emissions in the value chain.• see 


chapter 2.1


Reducing CO2 emissions in the value chain
Both upstream and downstream in the value chain, we 
continually reduce emissions caused by the use and dis-
posal of our products, in our supply chain, in transport 
logistics and by employees commuting to and from work 
(Scope 3 emissions). Almost 70% of these emissions are 
generated during utilisation of the vehicles sold. The 
emissions generated during fuel production are not 
counted here. With our Efficient Dynamics technologies, 
we are continually reducing the average fleet emissions of 
CO2 per kilometre. In 2017, the mean value in our core 
markets – the European Union, the USA, China, Japan 
and Korea – was 141 g CO2/km (2016: 144 g CO2/km). 
This is equivalent to a decrease of 2.1% compared to the 
previous year.


Around a fifth of Scope 3 emissions were generated in 
the upstream supply chain. We constantly work with our 
 suppliers to look for further possibilities to use resources 
more efficiently.


• see 
chapter 2.1


• see 
chapter 3.3


Zero-emissions logistics: at the main plant in Munich, Germany, a variety of electric 
trucks are in operation, making a positive contribution towards air quality in the city.
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 BMW Group CO₂ footprint
3.04 


in t CO2 2013 2014 2015 2016 2017


Total emissions 1 64,019,874 66,913,264 68,991,955 70,818,970 72,826,736


SCOPE 1: DIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 492,798 494,931 536,168 562,146 625,072


Emissions of BMW Group locations 2 399,473 403,810 443,575 472,021 529,728


Emissions of company vehicles 88,695 85,695 87,358 85,008 88,782


Emissions of company-owned planes  4,630  5,426  5,235 5,117 6,562


SCOPE 2: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 3 922,843 966,067 923,313 868,089 510,911


Electricity/heat purchased by BMW Group locations 3 922,843 966,067 923,313 868,089 510,911


SCOPE 3: INDIRECT GREENHOUSE GAS EMISSIONS          


Total emissions 62,604,233 65,452,266 67,532,474 69,388,735 71,690,753


Emissions of logistics 1,383,774 1,518,304 1,402,082 1,427,399 1,473,087


Emissions of business trips 113,388 137,601 138,522 142,250 7 169,233


Emissions of employees’ commuter traffic 4 122,584 121,428 133,690 139,797 140,187


Emissions of upstream chain 5 13,274,865 14,331,118 14,886,300 15,391,154 16,786,192


Emissions of utilisation phase 6 46,696,786 48,239,470 49,582,958 51,079,073 51,887,708


Emissions of disposal 5 1,012,836 1,104,345 1,145,158 1,185,148 1,234,346


1  Addition of emissions from employees’ commuter traffic, from 2012 onwards emissions from supply chain, utilisation phase and disposal as well as from 2015 onwards BMW Group location emissions from 
BMW Motorrad Berlin/DE and corporate functions, development and administration in Munich/DE. The emissions listed account for around 90% of the Scope 1 to Scope 3 emissions of the BMW Group. 
 Climate-relevant gases other than CO2 are not included in Scope 1 and 2 emissions.


2  Figures from 2015 onwards not directly comparable to previous years due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin/DE as well as 
 corporate functions, development and administration in Munich/DE. Application of VDA emissions factors revised in 2017.


3  Figures from 2015 onwards not directly comparable to previous year due to changes in system boundaries: emissions from company production locations, including BMW Motorrad Berlin/DE as well as corporate 
functions, development and administration in Munich/DE. Market-based emissions in accordance with GHG Protocol Scope 2 Guidance. Application of VDA emissions factors revised in 2017. Scope 2 emissions 
calculated using “location-based” method – overall third-party electricity and heat purchased calculated using VDA factors: 1,572,432 t CO2.


4  Extrapolation from the table “Means of transport used by BMW Group employees and indirect CO2 emissions from employees’ commuter traffic”. 
5  Thinkstep’s LCA tool Gabi calculates emissions from supply chain and disposal processes, based on the carbon footprints of representative vehicles from the product lines (including the climate-relevant gases 


CO2, CH4, N2O, SF6, NF3, among others). Corresponding with the CO2 e-emissions, energy consumption (lower heating value) is calculated based on the environmental footprints: around 77,545,000 MWh in the 
supply chain as well as 502,000 MWh at the disposal companies. 


6  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.
7  Correction due to data cleansing. 


•  GRI 302-2, GRI 305-1, GRI 305-2, GRI 305-3


• T
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Using raw materials intelligently


The environmentally friendly use of raw materials is taken 
into account as early as the vehicle development phase via 
”Life Cycle Engineering“. We shape our supply chain and 
material cycles accordingly, allowing us to gradually in-
crease the use of secondary raw materials in our vehicles. 
Up to 20% of the thermoplastic materials in our vehicles 
are now made from recyclates. These materials account 
for an average of 12% of vehicle weight. We use up to 50% 
secondary aluminium in high-strength cast aluminium 
parts. • GRI 301-2 Wherever it makes technical, business and 
environmental sense and is socially viable, we replace 
 artificial materials with renewable materials. For example, 
we replaced supports of door trim panels with natural 
 fibres. These are used in the BMW i3, BMW 7 Series and 
BMW 5 Series models, among others. This way, we make 
a significant contribution towards resource efficiency.  


We carefully consider weight, function and costs in the use 
of rare earths. Rare earths are key raw materials for a num-
ber of components in modern vehicles. How we use rare 
earths can contribute towards reducing fuel consumption, 
for example by increasing the efficiency of electrical 
 systems. In some components, such as basic loudspeak-
ers, we have completely replaced potentially supply-criti-
cal rare-earth elements.


Currently, the BMW Group is already developing the fifth 
generation of its electric drivetrains, to be launched in 
2021. One advantage of this new generation is that the 
electric engine is being designed to not require rare earths.


• see 
graphic 2.06


We are supporting other measures to avoid CO2 emissions 
with our BMW Energy Services division. We have devel-
oped various digital business models in order to partici-
pate in the energy market of the future and push ahead 
with decarbonisation of electricity generation. Since 2015, 
we have been selling our flexibility reserves emerging 
from the company’s heat and power generation as “bal-
ancing energy”. This business model is applied at our 
plant in Leipzig/DE, for example. In October 2017, we 
commissioned a storage park there which acts as a sub-
stantial flexibility reserve, holding up to 700 BMW i3 bat-
teries. As a result of this, discarded high-voltage vehicle 
batteries are supplied for second-life use and the usage 
duration of the batteries is extended beyond the vehicle 
life cycle in a resource-friendly manner. In addition to 
participation in the balancing energy market and the 
 associated stabilisation of the public electricity grid, the 
storage park also helps optimise the use of self-generated 
electricity from renewable sources in the Leipzig/DE plant 
and thus reduces the CO2 footprint of the plant.


Furthermore, BMW Energy Services identifies potential 
for energy flexibility and develops appropriate solutions 
for companies and private customers through the joint 
venture • Digital Energy Solutions, which we founded in 2015 
in collaboration with Viessmann.


• see 
chapter 2.2
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https://www.digital-energysolutions.de/





Avoiding and recycling production waste


We have already achieved our goal of reducing waste vol-
ume in vehicle production by 45% by 2020 compared to the 
base year 2006. In spite of this, we continue to minimise the 
amount of waste for disposal, and integrate as many residu-
al materials as possible into a complete life cycle manage-
ment system. In China, for example, foundry sand is used 
to produce concrete. We have reduced waste for disposal in 
the Leipzig/DE, Goodwood/UK and Rayong/TH plants al-
most entirely. Given the different waste streams in the vari-
ous plants, the varying legal requirements and the existing 
disposal structures, this is not possible in all plants.


The waste from production that cannot be recycled or re-
used amounted to an average of 3.86 kg per vehicle pro-
duced in 2017 (2016: 3.51 kg). In 2017, waste for disposal 
increased due to the ramp-up of the new plant in Dadong, 
where recycling or re-usage concepts for certain waste 
flows were not yet implemented or will not become effec-
tive until 2018. Our overall recycling and re-usage rate 
was 98.9% (2016: 98.9%). We regard this as an indicator of 
the effectiveness of our reduction efforts.• see 


table 3.05


End-of-life vehicle recovery and recycling
We do not consider end-of-life vehicles as waste to be 
disposed of, but rather as a secondary source of raw 
 materials. Established recovery systems for end-of-life 
vehicles, components and materials ensure that they 
are reintegrated into the raw materials cycle. Together 
with its sales organisations in each country, the 
BMW Group has installed recovery systems for end-of-
life vehicles in 30 nations and offers vehicle owners 
 environmentally friendly vehicle recycling at dedicated 
recovery centres. • GRI 301-3


All BMW Group vehicles brought onto the market since 
2008 meet the statutory requirements for the recycling of 
end-of-life vehicles, components and materials (95% total 
recycling, 85% reuse and material recycling).


At our recycling and dismantling centre (RDZ), we test 
new recycling concepts for innovative vehicle compon-
ents on an ongoing basis. Furthermore, we promote the 
implementation of new recycling technologies, such as 
the recycling of high-voltage batteries and carbon fibre 
components through cooperation with research insti-
tutes and suppliers. We also intend to close the material 
cycles in this area by using secondary raw materials in 
the production of lithium-ion batteries.


From the body to the cable harness: old vehicles are scrapped at the recycling and 
disposal plant.
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Reducing water consumption and waste water


We work on an ongoing basis to reduce our water con-
sumption. In doing so, we place a special focus on produc-
tion plants in countries with an increased water risk such 
as South Africa, the USA or China. There are currently no 
water supply risks at our production plants.


The largest water consumers at the BMW Group are the 
sanitary facilities for our workforce (54%), evaporation, 
mainly at cooling towers (28%), and the production pro-
cesses, in particular at the paint shops (18%). We are con-
tinuously improving our resource efficiency in all three 
 areas. For example, closed cooling towers help to steadily 
reduce water consumption in the new buildings in Dingol-
fing/DE and Munich/DE. We use treated waste water in 
the paint shop in Tiexi/CN. 


Water consumption per vehicle produced¹
3.06 


in m3/vehicle
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1  Efficiency indicator = water consumption from vehicle production divided by the total num-
ber of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, not including 
the vehicles from the Magna Steyr/AT and Nedcar contract production plants. 


• T


Waste for disposal per vehicle produced¹
3.05 


in kg/vehicle
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1  Efficiency indicator = waste for disposal from vehicle production divided by the total number 
of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, not including the 
vehicles from the Magna Steyr/AT and Nedcar contract production plants.


• T
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Minimising solvents


In our Group-wide environmental efforts, we also aim to 
continue to minimise the impact of our emissions of vola-
tile organic compounds (VOC) on the environment. These 
are primarily generated in our paint shops. At the end of 
2017, the reduction in VOC emissions per vehicle produced 
amounted to 59.0% compared to 2006, significantly exceed-
ing the goal we had set ourselves of a 45% reduction by 
2020.


In 2017, we achieved an average of 1.03 kg of VOC emis-
sions per vehicle produced. In line with our expecta-
tions, the maximum levels stipulated by the individual 
countries are complied with at all BMW production sites. 
We are frequently below these maximum levels. VOC 
emissions per vehicle produced fell slightly once again 
by 9.6% in 2017 compared to 2016. This reduction was 
achieved by using new painting technology at various 
plant locations.


Solvent emissions per vehicle produced ¹
3.08 


in kg/vehicle


1.031.14


1.59
1.29 1.22
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1  Efficiency indicator = VOC emissions from vehicle production divided by the total number 
of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture not including the 
vehicles from the Magna Steyr/AT and Nedcar contract  production plants.


• see 
table 3.08


• T


We reduced water consumption per vehicle produced by 
1.3% to 2.22 m³ in 2017 compared to the level of the pre-
vious year (2016: 2.25 m³). Compared to the base year of 
2006, water consumption was reduced by 31.9%. We aim 
to achieve the strategic goal for 2020 (reduction of 45% 
compared to base year 2006), primarily by implementing 
two measures: we want to replace water jet cutting at our 
foundries by a waterless method and use treated process 
waste water instead of freshwater at our plant in Spartan-
burg.


We continuously work on implementing our vision of 
 water-free processes in production. In 2017, consumption 
of process waste water per vehicle produced was reduced 
by 4.8% to 0.40 m³ compared to the previous year (2016: 
0.42 m³). By continuously improving our plants, and in 
particular optimising our paint shops and waste water 
treatment plants, we aim to continue reducing consump-
tion in future. With a reduction of 51.2% compared to 
2006, we have already achieved our 2020 goal (45% com-
pared to 2006).


Process waste water per vehicle produced¹
3.07 


in m3/vehicle
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0.8


0.4


0


   


2013 2014 2015 2016 2017


 


1  Efficiency indicator = process waste water from vehicle production divided by the total 
number of vehicles produced, incl. BMW Brilliance Automotive Ltd. joint venture, not 
including the vehicles from the Magna Steyr/AT and Nedcar contract production plants.


• see 
table 3.06


• see 
table 3.07


• T
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Reducing VOC emissions at the new paint shop in Munich, Germany:  
Volatile Organic Compounds are steadily being cut back. 


Forecast


In the coming years, we will continue to pursue our efforts 
to increase resource efficiency. Our planned measures in 
the area of energy efficiency include the final stage in the 
switch to LED lights at our locations as well as the further 
use of waste heat from our combined power and heat sys-
tems. For example, the old gas turbines at our Dingol fing/
DE plant are expected to be upgraded to the latest gas en-
gines in 2018. 


On account of a new state-of-the-art paint shop in our main 
plant in Munich/DE as well as various process optimisa-
tions within the production network, we are anticipating a 
further reduction in VOC emissions in 2018. 


From 2019 onwards, our new plant in Mexico, which is cur-
rently under construction, will make a significant contribu-
tion to resource efficiency. From its first full production 
year in 2020, it is expected to become the most resource- 
efficient plant of the BMW Group.


Furthermore, the production sites to be refurbished by 2020 
will make a contribution towards achieving the environ-
mental goals of the BMW Group.
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RENEWABLE ENERGY 


The BMW Group is the leader in the  
use of  renewable energy in production  
and value creation.


Practical ways of reusing battery storage facilities: the 
BMW Group’s new storage farm in Leipzig increases the  
efficiency of the wind power plant on the company’s premises.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.2 
 RENEWABLE ENERGY


Sustainability goal: 
The BMW Group is the leader in the use of renewable 
 energy in production and value creation


Renewable energy plays a crucial role in the reduction of 
CO2 emissions. In order to tackle the effects of climate 
change, the BMW Group aims to purchase its electricity 
worldwide exclusively from renewable energy sources from 
2020 onwards. We are expanding our own production of re-
newable electricity at our locations and increasingly using 
electricity from external renewable sources. This way, we 
improve our environmental performance and match our 
stakeholders’ expectation that we support sustainable 
 en ergy production. Last but not least, this approach is con-
sistent with our understanding of sustainable mobility 
with  vehicles that are produced with the lowest emissions 
possible.


Key measures: 
Increasing the use of renewable energy along  
the entire value chain


When promoting the use of renewable energy, our main 
 focus is on our own plants. Depending on the site, we 
 decide on the basis of local conditions which renewable 
 energy resources can be utilised efficiently. A variety of 
technologies is therefore applied at our locations. We al-
ways make producing our own renewable energy a priority. 
If this is not entirely possible due to prevailing technical 
and economic conditions, we purchase electricity from  local 
renewable sources if feasible.


Our site in Austria has been supplied with 100% green 
electricity since 2016. In 2017, we expanded our commit-
ment and now also supply the plants in Germany and the 
UK fully with renewable electricity. This means that all of 
our production locations in Europe draw their electricity 
exclusively from renewable sources – through guarantees 
of origin, among other things. In China, too, we have 
started to purchase local green energy and were therefore 
able to use 178 GWh of electricity from wind turbines in 
the period under review. This accounted for 44% of all 
electricity purchases of our Chinese plants. In 2018, we 
aim to continue to increase the green electricity share of 
the BMW Group, with the goal of using electricity from re-
newable energy sources exclusively worldwide from 2020 
onwards.


Another large share of CO2 emissions caused by manufac-
turing our products is generated by our suppliers. That’s 
why we support the use of renewable energy in our supply 
chain too. As part of the Supply Chain Programme of the 
Carbon Disclosure Project (CDP), we ask our suppliers to 
provide information on CO2 emissions and reach agree-
ments with them on increasing the share of renewable 
 energies.
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Combined separate non-financial report


Results and performance indicators: 
Use of renewable energy further increased


In  2017, we further increased our use of renewable energy 
for our electricity supply to 81% (2016: 63%). On the basis of 
agreements with our suppliers participating in the CDP Sup-
ply Chain Programme, we were able to increase the amount 
of renewable energy in their overall energy consumption to 
an average of 2% (2016: 1.6%) in our supply chain.


We regard the continuous growth in the share of renewable 
energy both in our production and in the supplier network 
as confirmation of the effectiveness of our measures.


• see 
performance 


indicators


Due diligence processes: 
Central management and local tracking of the  
use of renewable energies 


Management and control of the use of renewable energy in 
buildings of the BMW Group are the responsibility of the 
Real Estate division, Facility Management and Corporate 
Security in close cooperation with the main department for 
Sustainability and Environmental Protection as well as 
Corporate Energy Procurement. The BMW Group also set 
up a steering group at the main department level. Since 
2013, it has coordinated current and future measures and 
taken on a monitoring role in order to regularly check 
whether targets have been met. We have defined indepen-
dent processes throughout the Group for the planning and 
implementation of measures, which assign clear roles and 
responsibilities to the central strategy departments, region-
al control stations as well as plants at the local level. Fur-
thermore, the BMW Group works in close cooperation 
with its energy suppliers in the local markets in order to re-
spond to any changes in the supplied electricity quality in 
terms of the green electricity share and CO2 freight. In 
2017, we also professionalised the monitoring of legislative 
amendments in the energy sector and established a part-
nership with appropriate external experts. All this helps 
the BMW Group to respond to corresponding develop-
ments at an early stage.


As part of the CDP Supply Chain Programme, we ask our 
suppliers to take measures to reduce their CO2 emissions 
and track their overall process using their CDP rating. So 
far, we have set goals for the resource efficiency of partici-
pating suppliers. We have yet to define specific goals or due 
diligence processes for the sub-area of renewable energy.
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Renewable energy is not only used in our production 
plants but also in other buildings of the BMW Group. For 
example, all warehouses and dealerships as well as corpo-
rate headquarters and the Research and Development cen-
tre in Munich/DE are fully supplied with green energy.


Share of renewable energy purchased from  
third parties¹


3.09 


in %
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1  Calculated based on volumes of green energy purchased (among other things via certifi-
cates of origin) as well as the conservative calculation of country-specific green energy 
shares for the rest of electricity purchased from third parties. Figures from 2015 onwards 
not directly comparable to figures for 2013–2014. Figures from 2015 onwards include all 
BMW Group production locations, incl. BMW Brilliance Automotive Ltd. joint venture, as 
well as corporate functions, development and administration in Munich/DE.


The continuous increase in the amount of renewable energy 
in our electricity supply confirms the effectiveness of our 
measures. Our strategy to expand renewable energy has 
proven to be an effective foundation for the planning of 
concrete measures, which can be applied in a wide variety 
of country contexts. This year we were able to confirm 
this in the country-specific analysis for the expansion of 
renewable energy in our electricity supply in the USA.


The changing regulatory, political and economic condi-
tions prevent an even quicker expansion at many loca-
tions. Changes in the relevant regulations in particular 
often present us with great challenges, as they make 


• T


• see 
table 3.09


 RENEWABLE ENERGY  
IN DETAIL


Expanding use of renewable energy 
at BMW Group locations


At all locations, we continuously work on increasing the 
amount of electricity from renewable sources. For this pur-
pose, we conduct regular country analyses in which we as-
sess the political and economic conditions. We completed 
this analysis for the USA in 2017, so that we can now focus 
on the implementation of defined measures, as has been 
done in Germany, Austria and the UK. These include both 
on-site electricity generation and the purchase of renew-
able electricity. What’s more, we are developing the neces-
sary regulatory expertise for other energy markets in 
which we have plants. For example, we are currently con-
ducting these analyses in Brazil and Mexico. 


In several of our plants we started the planning and ten-
dering process for new photovoltaic systems. A free-stand-
ing facility with a maximum output of 5 MWp was ten-
dered at our new plant in Mexico. This will help to cover 
the entire base load of the plant with renewable electricity. 
In China we have made a start on the construction of sev-
eral carport and on-roof facilities at our plants with a max-
imum output of 7.3 MWp. Once completed, these two pro-
jects will be the most powerful photovoltaic systems in the 
BMW production network. After the construction of wind 
turbines with a maximum output of 10 MW in Leipzig/DE, 
we will continue with the expansion of renewable energy 
on a large scale.
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Promoting renewable energy in the supply 
chain


The supply chain currently accounts for more than a fifth 
of our total emissions (Scope 1, 2 and 3). This is many 
times the emissions at our plant locations. Given the 
switch to electromobility, we expect that the emissions in 
our supply chain will soon also exceed the emissions from 
the utilisation phase of our vehicles. In order to further re-
duce total emissions, encouraging the use of renewable en-
ergy in the supply chain is a priority for us. 


Our work begins at the strategic level: based on informa-
tion we draw from our suppliers as part of the • Supply 


Chain Programme of the Carbon Disclosure Project (CDP) we reach 
agreements with our suppliers that they will increase 
the share of renewable energy they use. We are currently 
developing a new concept on how to agree on bilateral 
targets with suppliers. This way, we intend to continu-
ously increase the average share of renewable energy in 
the supply chain.


We ask suppliers that have achieved a positive rating in 
the CDP ranking to check that their emission goals con-
form to the 2-degree objective and to formulate science- 
based targets. The 2-degree goal is the objective of the in-
ternational climate policy to keep global warming under 
2 °C. In 2017, we urged 98 suppliers to formulate corre-
sponding targets. 27 of our suppliers participating in the 
CDP programme reported a target that was at least in 
line with the 2-degree goal, and 44 other suppliers are 
planning to define such a target within the next two 
years. It is necessary that suppliers develop clear strate-
gies for the use of renewable energy in order to reach the 
2-degree goal. For this reason, we assess the correspond-
ing target definition as an important indicator of a strate-
gy change among suppliers.


• see 
chapter 3.3


• see 
chapter 3.3


long-term planning more difficult. For example, amend-
ments to the Renewable Energy Act in Germany brought 
about significant changes to the economic assessment of 
facilities, which has a considerable impact on the plan-
ning process. Another case concerns our plan to fully 
supply the plant in San Luis Potosí/MX with renewable 
electricity from the outset: the Mexican electricity mar-
ket is currently being deregulated by the government. 
This process involves unclear planning premises and 
confronts us with a complex starting point for achieving 
our goal of full supply with green energy. We therefore 
continuously strive to identify changes at an early stage 
in order to find both technically and ecomically as well 
as politically viable solutions.


Making use of what is available: a biogas plant in South Africa supplies the Rosslyn plant 
with environmentally friendly electricity.
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Forecast


With the goal of drawing our electrical energy worldwide 
exclusively from renewable sources from 2020 onwards, we 
want to continue to expand electricity supply from renew-
able sources at our plants outside of Europe in particular in 
the coming year. This will enable us to further reduce the 
specific CO2 emissions of the production network. For ex-
ample, in 2018 we will already be looking into achieving 
complete supply with renewable power also in individual 
countries outside Europe.


The experience that we gather at our locations forms the 
basis for demanding corresponding measures from our 
suppliers. In 2018, we intend to build on bilateral agree-
ments with suppliers in order to increase the share of 
 renewable energy.


This approach gives our suppliers time to gain an under-
standing of the mechanisms and establish necessary 
structures. In future, we plan to incorporate CDP figures 
into the tendering process. As a result, we expect that 
this will have a considerable impact on the reduction of 
CO2 emissions.
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SUSTAINABLE,  
RESOURCE-EFFICIENT  
SUPPLY CHAIN 


The BMW Group will significantly  
increase supply chain transparency and  
resource efficiency by 2020. 


Securing a sustainable supply chain: a large number of  
natural raw materials are used in BMW Group vehicles.


Sustainability goal 
Production and value creation







Combined separate non-financial report


3.3 
 SUSTAINABLE, 
  RESOURCE-EFFICIENT 
 SUPPLY CHAIN


Sustainability goal:
The BMW Group will significantly increase supply chain 
transparency and resource efficiency by 2020


Our supplier network provides the majority of our value cre-
ation (around 80%). Compliance with social and environmen-
tal standards along the entire value chain is therefore a key 
component of our understanding of sustainability as well as 
an important demand placed by our stakeholders. A major 
challenge in this regard are the increasingly complex supply 
chains. At the same time, the demand for raw materials is 
changing due to the expansion of electromobility. We work 
closely with our suppliers to ensure that sustainability stan-
dards are complied with and increase transparency and 
 resource efficiency in all supply chains. In addition, we 
 support initiatives to enforce sustainability requirements for 
the extraction and processing of selected critical raw materi-
als and materials along the entire supply chain. Only by 
 fulfilling our social and environmental responsibility along-
side our suppliers can we secure the sustainability of our 
business model.


Key measures:
Enhancing sustainability in the supply chain  
with systematic management


The most important measure to enforce our sustainability 
requirements is the application of due diligence processes. 
It is an integral component of our procurement process 
and should be applied for all nominated and potential sup-
plier locations. 


We also analyse the impact of selected critical resources 
and materials on the environment and society along the 
entire supply chain and carry out pilot projects to increase 
sustainability performance. As a result, we become famil-
iar with the impact mechanisms and influencing factors 
that are involved in improving sustainability performance. 
We feed these experiences into the management of our 
supply chains and into standardisation initiatives specific 
to products or materials as well as to industry and across 
sectors.


As participants in the Supply Chain Programme of the 
 Carbon Disclosure Project (CDP), we support our suppliers 
in the enforcement of CDP requirements. Annual report-
ing for the programme increases the level of transparency 
with regards to resource efficiency in the supply chain and 
acts as a basis for developing approaches for increasingly 
efficient handling of resources together with our suppliers. 
It is our aim that 60% of our suppliers participating in the 
CDP Supply Chain Programme have at least a B rating in 
the CDP scoring system by 2020 (A is the highest and D 
is the lowest rating in terms of implementing the CDP 
 criteria).
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Combined separate non-financial report


Results and performance indicators:
Further supplier locations assessed and  
transparency increased


In the period under review, we assessed 4,886 (2016: 4,112) 
nominated and potential supplier locations on the basis of 
the industry-wide sustainability questionnaire. 


Suppliers who reported their resource efficiency via the 
Supply Chain Programme of the CDP in 2017 accounted 
for around 77% of the BMW Group purchasing volume 
(2016: 69%). We were thus able to further increase transpar-
ency in our supply chain. We are now focusing more on 
 increasing resource efficiency among participating suppli-
ers. In 2017, 25% achieved at least a B rating. Participating 
suppliers reduced their CO2 emissions by 34 million t in 
2017 (2016: around 36 million t).


• see 
performance 


indicators


Due diligence processes:
Increasing transparency and minimising risks


The basis for increasing transparency and resource effi-
ciency in our supply chain is the BMW Group Supplier 
Sustainability Standards which establish social and envir-
onmental criteria (e. g. compliance with human rights and 
environmental standards) for our direct suppliers as well 
as their suppliers. The Sustainability Standards are an in-
tegral part of the request for proposal documentation for 
suppliers. 


We use the due diligence process to ensure that our Sus-
tainability Standards are complied with. The process 
starts with the identification, analysis and prioritisation of 
risks of supplier locations. Each production and distribu-
tion location is assessed for nomination on the basis of an 
industry-specific sustainability questionnaire regarding 
environmental, social and governance criteria. Where ap-
propriate, improvement measures are defined which must 
be implemented in order to gain a nomination. By means 
of independent sustainability audits or BMW Group sus-
tainability assessments, we check and certify selected sup-
plier locations that demonstrate an increased risk of 
non-compliance with sustainability standards. 


By establishing sustainability requirements and due dili-
gence measures in the procurement process, we increase 
its efficiency, reduce potential risks, create transparency 
along the supply chain, raise awareness for the topic 
among the top management of suppliers’ and trigger de-
velopment and improvement processes at their companies.
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In order to raise awareness for sustainability in the supply 
chain among our suppliers and purchasers, we hold spe-
cific training programmes. We explain cause and effect 
and clearly communicate our expectations to them. In this 
way, we enable participants to contribute towards greater 
sustainability in the supply chain.


Thomas Thym (left), Vice President Strategy Purchasing and Supplier Network, 
in dialogue with stakeholders about human rights in the supply chain.


SUSTAINABLE, 
 RESOURCE-EFFICIENT 
SUPPLY CHAIN IN DETAIL


For us, it is essential that our business partners meet the 
same environmental and social standards we have set 
ourselves. The • BMW Group Supplier Sustainability Standards 
stipulate compliance with internationally recognised 
human rights as well as binding environmental, labour 
and social standards for all suppliers of the BMW Group. 
Each potential new supplier must satisfy the BMW Group 
sustainability requirements set out in the sustainability 
standards and also forward these to its sub-suppliers.


All supplier agreements concluded by the BMW Group 
for materials required for production as well as agree-
ments concluded by BMW AG for materials not required 
for production contain clauses based on the principles 
of the • UN Global Compact and the • International  Labour 


 Organization (ILO). These agreements also specify that a 
contractual commitment must be made to comply with 
human rights, labour and social standards as well as to 
implement environmental management systems and 
 specific environmental protection measures. • BMW Group 


Global Supplier Network. When they sign the contract, our 
suppliers also commit to ensuring that their suppliers in 
turn comply with these agreements. Accordingly, our 
suppliers are instructed to ensure that sustainability 
 criteria are also met in the upstream supply chain.
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2.  Execution of preventative or remedial measures
We assess the production and distribution locations of 
nominated and potential suppliers on the basis of the in-
dustry-wide sustainability questionnaire. Using this in-
dustry-wide approach, we facilitate the application of 
uniform and standardised requirements for suppliers in 
the automotive sector. In our BMW Group-specific evalu-
ation of the questionnaire, we have defined minimum re-
quirements for our suppliers, which go beyond the in-
dustry-wide minimum and legal requirements, such as 
the German “CSR-Richtlinie-Umsetzungsgesetz” (CSR 
Directive Implementation Act). For example, we expect 
that all suppliers worldwide with more than 500 employ-
ees at the corporate level report on their key non-finan-
cial performance, even if it is a non-listed company. We 
consider these requirements in the tendering decision.


Increasing transparency and minimising risks


We use the due diligence process to ensure that our 
Sustainability Standards are complied with in the sup-
ply chain. It is made up of the following steps:


 Due diligence process of the BMW Group
3.01 


  


1.  IDENTIFY, ANALYSE AND  
PRIORITISE RISKS


2.  EXECUTE PREVENTATIVE OR  
REMEDIAL MEASURES


3.  REVIEW, MONITOR AND  
VALIDATE PROGRESS


 
Identification and analysis of locations of potential high-risk 
suppliers using a risk filter, media screening and an industry- 
wide questionnaire. 


 
Execution of audits and assessments on the basis of the results 
of the industry-wide questionnaire as well as agreement on 
 corrective measures. 


 
Review and certification of selected supplier locations using 
the industry-wide sustainability questionnaire, independent 
sustainability audits or BMW Group sustainability assessments 
as well as supplier training.


1.  Identify, analyse and prioritise risks
In order to identify risks, we use a BMW Group-specific 
sustainability risk filter. This filter takes account of both 
regional and product-specific risks. This includes, for in-
stance, an assessment of social risks such as child or 
forced labour, risks to health due to hazardous process 
materials and components as well as environmental risks 
such as harmful emissions and damage to nature. With 
the aid of an automated media screening and on the basis 
of regular and direct involvement of our stakeholders in 
dialogue events, we continuously analyse and prioritise 
the risks identified. Based on the industry- wide sustain-
ability questionnaire, we also identify specific risks at the 
supplier location, for example, due to lack of competen-
cies, processes, training measures, management systems 
or certifications for the application of  environmental, so-
cial and governance standards.


• see 
graphic 3.01


• G
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or in breach of a fundamental BMW Group sustainabil-
ity clause, our Group-wide escalation process will be 
initiated. As a result, the contract may not be granted or 
the business relationship terminated. •  GRI 308-2, GRI 414-2 
Our goal, however, is to determine the majority of risks 
during the first two steps and help suppliers raise their 
sustainability standards. With the ongoing monitoring 
of measure implementation, we initiate a continuous 
improvement process among our suppliers.


Further supplier locations assessed and  
non-compliance tracked
In the period under review, we initiated the process to 
identify and assess sustainability risks at 4,886 nomi-
nated and potential locations of suppliers and sub-sup-
pliers (2016: 4,112). Our focus is on suppliers with a 
large tendering volume. This included 94% (2016: 89%) 
of new suppliers of materials required for production 
with a tendering volume of more than €2 million of 
BMW AG as well as 77% (2016: 96%) of new suppliers of 
materials not required for production with a tendering 
volume of more than €10 million of BMW AG.  
•  GRI 308-1, GRI 412-1, GRI 414-1


Sustainability deficits were identified at 2,885 potential 
and existing supplier locations and corrective measures to 
remedy the sustainability deficits were defined for 1,747. 
The key corrective measures from the perspective of the 
• UN Global Compact were related to implementation of the 
following aspects:


–  Environmental management system


– Company policy that clarifies principles regarding 
 collective bargaining, freedom of association and/or 
bribery


–  Environmental policies covering the handling of 
substances and chemicals that are usable to a limited 
extent


If deficits relating to compliance with the required envi-
ronmental and social standards are identified on a sup-
plier’s questionnaire, we communicate the industry-wide 
standard recommendations to them. In order to ensure 
that such a supplier qualifies for nomination in the ten-
dering process, the BMW AG purchaser requires that im-
provement measures be implemented by start of produc-
tion at the latest. This corrective action plan is agreed 
with the supplier in writing as a component of the supply 
agreement. This ensures that all sustainability require-
ments are met by the time the supplier begins providing 
services.


If our sustainability risk filter, media screening or 
 sustainability questionnaire identify selected supplier 
locations that demonstrate an increased risk of 
non-compliance with sustainability standards, they are 
checked and qualified by independent sustainability 
 audits or BMW Group sustainability assessments. In 
2017, 17 audits (2016: 15) and 15 assessments (2016: 28) 
were carried out. • GRI 308-1, GRI 414-1 Crucial areas of action 
identified by audits and assessments have been highlight-
ed, particularly in the areas of hazardous substance man-
agement, waste management and working conditions or 
occupational safety. • GRI 308-2, GRI 414-2


If the results of an audit or assessment show non-com-
pliance or potential for improvement, we work with the 
supplier to develop a corrective plan of action and pro-
vide as much assistance as possible with implementa-
tion, which generally must take place before the start of 
production.


3.  Review, monitor and validate progress
With the aid of the questionnaire and follow-up audits 
or assessments, we review, monitor and validate the 
progress of the supplier. If the supplier is uncooperative 
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Improving resource efficiency


In addition to our sustainability risk management system 
via the due diligence process, we use the • Supply Chain 


Programme of the CDP to increase resource efficiency and 
transparency in the supply chain.


In 2017, 189 of our suppliers (2016: 163) participated in the 
CDP Supply Chain Programme. These suppliers account 
for 77% of the purchase volume of the BMW Group (2016: 
69%). In the annual reporting process, suppliers provide 
answers to a number of qualitative and quantitative ques
tions: from targets and initiatives, to risk management, 
through to the integration of sustainability into the corpo
rate strategy, from CO2 emissions through to the share of 
renewable energy. An overall evaluation verifies the com
pleteness and content of the answers. The CDP scoring 
system sets out four levels: the D rating is the lowest and 
the A rating is the highest. As in the previous year, the 
 average score of our participating suppliers, including the 
26 companies that entered the programme in 2017, is C.


The individual scoring results are fed into the purchas
ing strategies of our relevant departments and a competi
tive comparison is played back to the key suppliers 
during their annual supplier development interviews. 
During these interviews, we discuss with the top man
agers of our supplier companies any action that needs to 
be taken and agree on specific improvement measures. 
In the reporting period, this included further increasing 
transparency, particularly in the area of indirect emis
sions. Measures to improve the sustainability manage
ment of welladvanced suppliers are geared towards re
ducing emissions, for example by increasing the share of 
energy from renewable sources. Reductions of around 
34 million tonnes of CO2 equivalent were reported to us 
from our supplier network for the year 2017 (2016: around 
36 million t). These savings mainly resulted from an in
crease in energy efficiency in production processes and 
from optimisation of transport processes.


• see 
graphic 3.02


• see 
chapter 3.2


Confirmation that the agreed corrective measures have 
been implemented is a prerequisite for the commission
ing of a supplier. 234 supplier locations were not com
missioned because they did not meet the sustainability 
requirements of the BMW Group, among other things. 
We did not, however, terminate any existing coopera
tion in 2017. We regard this as confirmation of the suc
cess of our approach of addressing and demanding sus
tainability requirements early on in the procurement 
process. •  GRI 308-2, GRI 414-2


Our Supply Chain Response Team reacts to indications 
of potential noncompliance with our sustainability 
principles in the supply chain. This team is made up of a 
representative from Operational and Strategic Purchas
ing, Corporate Strategy (sustainability experts), Corpo
rate Communications as well as the works council. In 
the year under review, we also launched a “Human 
Rights Contact Supply Chain” as a central telephone 
number • + 49 89 382-71230 and • e-mail. In December 
2017, a breach of environmental regulations on the part 
of a subsupplier of the BMW Group was reported to 
the Supply Chain Response Team. The report claimed 
that the company was illegally disposing of waste water. 
In response, local environmental authorities visited the 
supplier onsite and waste water testing was carried 
out. It was found that a temporary episode took place 
during construction work. Subsequently, corrective 
measures were taken in collaboration with the environ
mental authorities in order to immediately terminate 
the event and ensure that it would not happen again. In 
financial year 2017, no further reports about potential 
breaches were submitted. The processing of two cases 
from 2016 was completed. The processing of the third 
case from 2016, which pertained to child labour, was 
not yet able to be completed in 2017. This case is related 
to the raw material cobalt, for which extensive activities 
were launched in the current fiscal year. • see 


Sustainable 
extraction and 
procure ment of 
raw materials
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Sustainable extraction and procure ment of 
raw materials


The BMW Group aims to establish its Sustainability Stan-
dards as early as the raw materials purchasing stage. In 
this process, both we and our suppliers are faced with 
great challenges in terms of intermediary trading and pro-
cessing steps as well as in commodities trading on the 
stock exchange. At the same time, our raw materials re-
quirements are changing due to the expansion of electro-
mobility, the supply chains of which sometimes present 
particular environmental and social risks.


The BMW Group Supplier Sustainability Standards oblige 
our suppliers to ensure that their own suppliers also com-
ply with our sustainability requirements. However, our po-
tential influence on sub-suppliers is restricted given the 
large number of global suppliers. We have therefore identi-
fied particularly critical raw materials in our material strat-
egy. For these, we carry out analyses and pilot projects in 
order to define the respective need for action and imple-
ment targeted measures with our supplier network. In 
2017, we addressed the supply chains of conflict minerals, 
cobalt, aluminium and steel and were able to make signifi-


 Measures taken by suppliers participating in the CDP Supply Chain Programme
3.02 
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In recent years, the number of suppliers participating in the CDP has grown considerably. Newly participating suppliers usually have fewer measures related to CDP than long-time participants. For this reason, an 
annual comparison of measures taken is only possible to a limited extent.  


The rising number of suppliers in the CDP and the posi-
tive results that have been achieved thus far would seem 
to indicate that our efforts to increase transparency and 
resource efficiency in the supply chain are effective.


In-depth analyses demonstrate that suppliers who have 
been reporting for at least three years have a considerably 
better average performance than those who have partici-
pated for just one or two years. The establishment of the 
programme among long-time participants is therefore 
well underway and constitutes a solid foundation for fur-
ther development. In light of the consolidation of the par-
ticipant group and continuous development among sup-
pliers, we expect further improvement in the results in 
the coming years.


• G
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Individual companies alone cannot reduce the human 
rights risks associated with cobalt extraction. As a result, we 
have initiated an ongoing exchange with suppliers,  other 
companies as well as representatives of civil society and ac-
tively take part in the Responsible Cobalt Initiative (RCI), 
in which we are represented on the Board as a founding 
member. The objective of this initiative is to increase the 
level of transparency and to implement measures pertain-
ing to overcoming social and environmental risks in the co-
balt supply chain. In addition, we commissioned a scientific 
study together with other companies, in which households, 
miners as well as other players involved were surveyed in 
the Democratic Republic of Congo. Together with an inde-
pendent partner, we are carrying out a feasibility analysis 
to examine how the long-term social and environmental 
situation in model mines in artisanal mining in the Demo-
cratic Republic of Congo can be improved.


cant progress. In the medium term, we intend to apply our 
findings to other products and raw materials and pass 
them on in industry-wide initiatives in order to ensure in-
creased impact via standardisation.


Improving transparency for critical raw materials
In order to rule out the use of minerals that contribute to-
wards financing conflicts or human rights violations, we 
have set ourselves the goal of creating full transparency in 
supply chains that involve tin, tungsten, tantalum and gold 
by 2022. In the reporting period, we launched a process to 
observe corporate due diligence for these supply chains, 
based on the OECD Guidelines. This process is incorporat-
ed into the procurement process via the sustainability 
questionnaire, on the basis of which the transparency and 
performance of the relevant suppliers regarding the use of 
conflict minerals is continuously assessed.


A “conflict mineral team” is responsible for monitoring rele-
vant figures and regularly reports to top management. 
 Furthermore, we joined the • Responsible Minerals Initiative in 
order to promote sustainable management of conflict min-
erals. By supporting the Responsible Minerals Assurance 
Process, we are helping to increase the share of certified 
smelters worldwide on a continuous basis.


Another relevant raw material is cobalt. Cobalt is a key 
component in the production of electrified vehicles and 
large amounts of it are contained in high-voltage batteries 
of electric vehicles and plug-in hybrids. As cobalt is a raw 
material that involves high risks in terms of human rights, 
we are working towards establishing maximum transpar-
ency in the supply chain. We are in constant contact with 
our suppliers and, for some years now, we have required 
that they disclose the origin of this raw material. At the 
end of 2017, we made information on smelters and coun-
tries of origin of cobalt • available to the public. 
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Association of the Automotive Industry (VDA). In the 
scope of this, the BMW Group played a key role in initiat-
ing and promoting the standardisation of the industry-wide 
sustainability questionnaire. We engage in cross-industry 
activities in the corporate network • econsense, for exam-
ple, which works towards standardising content and tools, 
such as a practical guide for sustainable supply chain 
management.


Forecast


Within our materials strategy, we will further increase 
transparency in our supply chain. In this context, we are 
planning activities related to the raw material of natural 
rubber and copper, for example, and we are developing 
appropriate measures to ensure sustainability in this 
 area.


With regard to the Supply Chain Programme of the CDP, 
our focus in the coming years will be on improving the 
average CDP score of our suppliers. We aim to achieve 
this by agreeing on bilateral measures which are de-
signed to increase the resource efficiency of participating 
suppliers.


By exchanging experiences within the scope of industry 
initiatives such as Drive Sustainably, we will also sup-
port the industry-wide enhancement of sustainability 
standards for resource efficiency in the supply chains.


Executing pilot projects and supporting initiatives
Steel and aluminium are some of the main raw materials 
used in the production processes of the BMW Group. Giv-
en this particular relevance, we aim to gradually increase 
transparency in the respective supply chains. To this end, 
the BMW Group is active in international initiatives in or-
der to encourage the definition of standards and the estab-
lishment of certification programmes. In the • Aluminium 


Stewardship Initiative (ASI), we are represented as a founding 
member both on the Board and the standards committee. 
In the reporting period, we helped to further refine the ini-
tiative. Among other things, a pilot phase was carried out 
in order to review the applicability of the performance 
standard and the Chain of Custody certification. In the 
 Responsible Steel Initiative (RSI), we were involved in 2017 
in several stakeholder discussions and supported the initia-
tive in its development phase. The goal of the initiative is to 
design a certification process for steel products.


In national and international initiatives and associations, 
we use our experience to support the standardisation of 
content, processes and measures for increasing sustain-
ability in supply chains. We are lead partner of the Drive 
Sustainably initiative founded in 2017, which focuses on 
raw material sustainability and process integration in the 
automotive industry. Furthermore, we chair the working 
group for sustainability in the supply chain of the German 


Symposium on extraction of natural rubber: the BMW Group in dialogue  
with its suppliers.
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http://www.econsense.de/en

https://aluminium-stewardship.org/

https://aluminium-stewardship.org/
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Foresight and flexibility are what is called for when it comes to the far-reaching changes in the working 
world brought about by digitalisation and automation coupled with a greater diversity of lifestyles.  
As a company that is currently active in over 150 countries, the BMW Group is responding to these 
 developments worldwide. Through secure and attractive jobs and the targeted promotion of diversity, 
we offer our employees long-term career prospects. We foster their individual talents and potential 
and thereby lay the groundwork for our future success. We are convinced that our approach contrib-
utes to overcoming societal challenges and to intercultural understanding.







PERFORMANCE INDICATORS
Combined separate non-financial report


Attrition rate at BMW AG   
as a percentage of workforce*  


2.6
2017


    *  The attrition rate is not consolidated to BMW Group level.


2.7
2016


Employee satisfaction  
in % 


87
2017


88
2015


Average days of further training  
per employee


3.4
2017


3.8
2016


Share of female employees in  
total workforce in % 


 19.3
2017


18.7
2016


Share of female employees in  
management positions in %


16.0
2017


15.3
2016
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BMW Group employees at end of year  
in numbers 


129,932
2017


124,729
2016







Combined separate non-financial report


PERFORMANCE INDICATORS


Expenditure on donations by the 
BMW Group in € thousand  


16,205
2017


70,356
2016


Accident frequency in number of accidents with  


at least one day absent per one million hours worked 


3.6
2017


4.0
2016


Expenditure on corporate citizenship  
in € thousand 


 33,436
2017


87,837
2016


Sickness rate at BMW AG  
in%*  


4.6
2017


    *  The sickness rate is not consolidated to BMW Group level.


4.6
2016
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Preventative health measures: the BMW Group provides 
a large number of posture-supporting ergonomic aids at 
its workstations.


HEALTH AND  
PERFORMANCE 


To preserve the health and the performance  
of its employees in the long term, the BMW Group 
promotes personal responsibility and an  
appropriately designed work environment.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.1 
 HEALTH AND PERFORMANCE


Sustainability goal:
To preserve the health and the performance of its 
 employees in the long term, the BMW Group promotes 
personal responsibility and an appropriately designed 
work environment


Our employees are our most important success factor. Main-
taining their health and performance is therefore a top 
 priority at BMW. High demands are sometimes placed on 
employees in production plants, but changing lifestyles, 
mental stress and an ageing society also pose challenges in 
today’s working world. The BMW Group takes its responsi-
bility for the health and safety of its employees at their work-
place very seriously. Our occupational health and safety 
 concept therefore includes a holistic health management 
programme, integrated management of work safety and 
 ergonomics, ageing-appropriate work systems and a wide 
variety of healthy food in our canteens.


Key measures:
Promote health, manage occupational safety and  
enable long-term job security


With our “Health Initiative”, the BMW Group has since 
2011 offered numerous prevention and education pro-
grammes to raise awareness of the importance of health 
among our employees at all locations. The offers range 
from general medical check-ups and targeted ergonomics 
and nutritional advice to relaxation exercises and also 
 include dialogue-based events and manager training 
courses.


A central component of the “Health Initiative” is the pro-
gramme “Health Management 2020” (GM 2020), launched 
in 2014. Under this programme, employees and entire 
 departments can request a medical report on work-related 
health issues and consult a physician for advice on any 
 preventive measures required.


At our plants, we continually evaluate and improve work 
safety on the basis of location certifications, through health 
and safety committees, and with the help of the Safety and 
Ergonomics Risk Assessment system (SERA). This system 
was introduced in 2016 and extended in 2017 from five to 
a total of eleven BMW Group locations.


In the “Today for Tomorrow” programme, we develop 
ageing- appropriate working conditions in order to be 
 prepared to meet the challenges of demographic change. In 
addition, we make every effort to provide long-term job 
 security for employees with debilitating health issues or 
newly restricted capabilities.
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Combined separate non-financial report


Results and performance indicators:
Illness and accident rate further reduced


The success of our efforts is demonstrated by the low rate 
of absenteeism due to illness, which at 4.6% was last year 
again below the industry average. Accident frequency was 
reduced further in 2017, with 3.6 accidents per one million 
hours worked. • Key sustainability indicators  By 2015, we had 
already attained the target we set in 2011 to reduce this rate 
to below 4.5 worldwide by 2020. The number of days absent 
(number of days absent per one million hours worked) 
was improved by 23% in 2017 compared to the previous 
year.* •  GRI 403-2


• see 
performance 


indicators


* This figure refers  
only to BMW AG,  


as comparable data 
for the BMW Group 
will not be available 


until next year.


Due diligence processes:
Evaluating risks and ensuring implementation of the 
 resulting measures at the plants


Responsibility for “Work Environment and Health” is part 
of our Human Resources portfolio within the Board of 
Management. All issues in the company that affect occupa-
tional health and safety are consolidated here under one 
umbrella. Alongside health management, these include 
corporate catering, work safety and ergonomics as well as 
the programme “Today for Tomorrow”. Internationally, 
 occupational health and safety management is under the 
charge of regional hubs.


At the plants, the on-site managers are responsible for all 
operating processes. The health management and occupa-
tional health and safety teams (company doctors, medical 
assistants, safety experts and officers) support and advise 
the respective departments in carrying out the statutory 
tasks involved in occupational health and safety. 


At present, 28 of our 31 production locations have occupa-
tional health and safety management systems certified 
 according to OHRIS (Occupational Health and Risk Man-
agement System) or OHSAS 18001 (Occupational Health 
and Safety Assessment Series), the goal of which is to 
 reduce the risk of injuries, accidents and work-related ill-
nesses. In addition, occupational health and safety commit-
tees with representation from both the employer and 
 employee sides are active at almost all BMW Group loca-
tions making continuous improvements in health and safe-
ty at the workplace.


Within the scope of our “Health Management 2020” pro-
gramme, we are increasing the effectiveness of needs-
based health promotion measures based on the principle 
“plan-do-check-act”. We carry out risk and impact assess-
ments on the basis of the SERA risk management system, 
the BAPA office workplace analysis and the ZEUS central 
recording system for environmentally relevant substances.
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 HEALTH AND PERFORMANCE 
IN DETAIL


The “Health Initiative” coordinates the measures to pro-
mote the health and performance of our employees in 
the three areas of health management, work safety and 
ergonomics as well as corporate catering. 


The BMW Group “Health Initiative”
4.01 


 


Coordination of all measures 
related to health and performance


Health 
 Initiative


Health  
management


Work safety  
and ergonomics


Corporate  
catering


• see 
graphic 4.01


• G


As part of the initiative, we offer an extensive prevention 
and rehabilitation programme. This includes fitness 
courses as well as seminars on nutrition, work safety and 
ergonomics or stress management, also flu vaccinations, if 
required. The current international campaigns “Healthy 
drinking”, “Safe walking” and “Mental resilience” show 
employees how even small changes can improve their 
 everyday lives. In addition, regular campaigns draw atten-
tion to important topics such as resilience, cancer preven-
tion and addiction hazards. They are designed to motivate 
employees and managers to become proactive in these 
 areas. 


The “Health Initiative” forms the communications frame-
work for raising health awareness among BMW employ-
ees at all locations. We therefore use a uniform visual 
concept worldwide for quick recognition.• see 


graphic 4.02
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“NAHtürlich”


After successful completion of the pilot project, new sustainable food 
choices under the label “NAHtürlich” (Near to Nature) were introduced 
at the start of 2017 as a standard offering in the canteen of the 
 Research and Innovation Center in Munich/DE. The “NAHtürlich” 
 selections follow the criteria of regional sourcing, seasonality and sus-
tainability. The topics of humane treatment of animals and sustainable 
fishing also play a large role here. Food preparation focuses on quality 
and simplicity, in other words: few ingredients prepared fresh and 
 naturally to preserve their original flavour. The response has been very 
positive. Despite higher prices, canteen guests welcome the choices 
offered by “NAHtürlich”. 


 


Overview of “Health initiative” campaigns to date
4.02 


 2013 2014 2015 2016 2017


CAMPAIGNS      
High blood pressure


Hand washing and flu protection


Mental resilience


Diet (beverages)


Safe walking


Caring for dependents (GER)


Musculoskeletal system/focus on back health


Corporate catering  
The company canteens offer employees a variety of freshly 
prepared food every workday. Top priority is placed on us-
ing high-quality, seasonal and regional ingredients and 
on the freshness of the products served. Traffic light label-
ling of food and drink (green: eat plenty, orange: eat in 
moderation, red: eat sparingly) allows diners to estimate 
the nutritional value of their choices. 


BMW Group catering also wants to introduce a range of 
healthy snacks, with vending machines and shops offer-
ing AKTIV+VITAL brand products.


• G
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The “Health Management 2020” programme follows a 
 cycle of four stages:


1.  Building knowledge about health


2.  Identifying health issues by means of a questionnaire 
and medical check-up


3.  Deriving and developing measures based on 
 personal needs


4.  A repeat check-up to evaluate improvements in health


All participants receive a personal health report that 
gives them an easy-to-understand summary of their 
medical and work-related parameters. Following their 
check-up, employees are offered an optional medical 
consultation to talk about which preventive measures 
can benefit them personally. 


At the department level, over 500 aggregate reports 
have been issued since the programme started, in 
which strengths and challenges are identified in the 
relevant aspects of creating a healthy work environ-
ment. Measures derived from these findings range 
from optimising individual employees’ work-life bal-
ance to making ergonomic improvements. 


In 2017, the first employees and departments complet-
ed the whole programme and took part in the evalua-
tion. The results were gratifying, with positive effects 
demonstrated with respect to the three factors exam-
ined:


–  Ability to work  


–  Risk of cardiovascular disease


–  Blood sugar levels


Holistic promotion of health and performance


The “Health Management 2020” programme forms the core 
of our workplace health promotion and prevention efforts, 
which are guided by a central coordinating unit in collab-
oration with the company doctors. The programme takes a 
holistic, internationally oriented approach. The goal is to 
preserve the long-term health and the performance of our 
employees by strengthening their sense of personal respon-
sibility and providing a work environment that meets the 
respective requirements for optimal health and perform-
ance.


Since the introduction of the programme in 2014, over 
55,000 BMW Group employees have taken part.


Sustainability in the company cantine: Manfred Schoch (in front), Chairperson of the 
European and General Works Council tries the “NAHtürlich” menu.
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Integrated health and safety management


At present, 28 of our 31 production locations have occupa-
tional health and safety management systems certified ac-
cording to OHRIS (Occupational Health and Risk Manage-
ment System) or OHSAS 18001 (Occupational Health and 
Safety Assessment Series). We plan to certify the plant we 
are building in Mexico according to the new ISO 45001 
standard by 2020.


In addition, occupational health and safety committees 
with representation from both the employer and employee 
sides, in particular works councils, are active at almost all 
BMW Group locations, making continuous improvements 
in health and safety at the workplace. •  GRI 403-4 88.4% of 
employees are represented on these health and safety com-
mittees by union representatives (works councils). This fig-
ure also includes temporary workers, interns, thesis stu-
dents working at the company as well as doctoral candi-
dates. •  GRI 403-1


There have been no fatal accidents at the BMW Group for 
the last twelve years. •  GRI 403-2 This year we were once 
again able to lower the accident rate, to 3.6 accidents per 
one million hours worked. This is a 10% reduction com-
pared to the previous year. On-site occupational health 
and safety management systems, the continuous improve-
ment of safety conditions in the workplace as well as tar-
geted safety training are decisive factors for this success.


• see 
table 4.01


The results show that it was possible not only to miti-
gate the expected natural effects of ageing but even to 
improve the health parameters for some employees in 
the course of the programme.


 


Health Checkpoint


The “Health Checkpoint” is a mobile station that offers employees at 
various company locations the option of undergoing a health check-up. 
The station identifies quickly and simply the individual’s main cardio-
vascular risk factors. The four-minute assessment is free of charge and 
can be repeated any number of times. The results are anonymous and 
are displayed instantly on the screen, where users can choose the 
 option to have them sent to them as an email.


The “Health Checkpoint” helps to raise employees’ awareness of 
 cardiovascular disease and remind them of the importance of their own 
health.


 


Fitness training is available to employees at many locations: here, Leipzig’s mayor 
Burkhard Jung (second from right) tests the equipment at the Leipzig plant.
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Key accident factors at BMW Group
4.02 


in %


  


4.0
Processing


  


4.0
Driving


25.0
Walking


13.0
Handling parts


27.0
Assembly/disassembly


       13.0
Secondary activities


1.0
Testing


Other  4.0
Transport  7.0


1.0
Cleaning


1.0
Set-up/


preparation


•  GRI 403-2


• T


Accident frequency rate at BMW Group¹
4.01 


in %


3.64.0 4
4.8 5.12


4.4 3


8.0


4.0


0


   


2013 2014 2015 2016 2017


 


1  Number of occupational accidents per one million hours worked with at least one day of 
absence from work.


2  Figure not directly comparable to those in previous years due to expansion of scope to 
include the German dealerships. Around 88% of BMW Group employees represented.


3  Figure not directly comparable to previous year due to expansion of scope to include the 
plants in Brazil, Thailand and India. Around 90% of BMW Group employees represented.


4  Expansion of scope to include 100% of BMW Group employees.


•  GRI 403-2


Figure T 4.02 shows the main activities during which acci-
dents occur at the BMW Group. Most accidents happen 
while employees are walking or doing assembly work. The 
injuries caused by walking accidents include concussions, 
fractures, sprains and contusions. Accidents during assem-
bly and disassembly usually result in cuts and bruises.


• T


• see 
table 4.02
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Creating ageing-appropriate working 
conditions and supporting people with 
performance limitations


Demographic change is a challenge that we at the 
BMW Group are actively addressing. With our long-term 
“Today for Tomorrow” programme, we are endeavouring 
to create working conditions worldwide in which young 
employees can remain healthy as they grow older while 
older employees can contribute their particular strengths. 
The BMW Group therefore speaks not of age-appropriate 
but of ageing-appropriate working conditions.


The programme sets standards for the design of work en-
vironments that lastingly meet employees’ needs and 
promote their health and performance throughout their 
entire working life. Over the years, “Today for Tomorrow” 
has continued to develop further. 2018 will see the 
launch of “Today for Tomorrow > NEXT”, entailing tar-
geted measures in four action areas.• see 


graphic 4.03


Simplifying work processes: innovative glove with integrated barcode scanner.


 


SERA –  
Safety and Ergonomics Risk Assessment


As a global enterprise, the BMW Group must guard against many poten-
tial hazards in the workplace. We met this challenge in 2016 by intro-
ducing SERA (Safety and Ergonomics Risk Assessment) to help us 
identify and adequately address these hazards. SERA simplifies the 
procedure for assessing hazards and exposure in production, in produc-
tion-related areas, in development and in the BMW Group repair shops, 
thus offering a comprehensive solution. The user selects a specific 
workplace on the tablet-optimised interface and all working steps for 
that activity are then assessed. The system captures and evaluates for 
example the forces required for the individual work steps as well as their 
duration and the posture adopted by the worker. After a workplace has 
been assessed using SERA, the office for work safety and ergonomics 
advises on how excessive stress and strain can be  minimised by modi-
fying the technical conditions, altering the work step or by staff rotation.


After SERA was introduced at five German locations in 2016, the 
BMW Group launched it at another eleven international company sites 
in 2017. Starting in early 2018, SERA is to be used at BMW dealerships 
as well. The special challenge here is to adapt the system to the require-
ments of motor vehicle service repair shops.


With regard to work station design on the production line, ergonomics 
goals have since 2015 been agreed upon for new vehicle projects. The 
goals are determined based on specific parameters from the SERA 
 assessment system (e. g. Stress and Hazard Index – SHI). Since then, 
ergonomics goals have been set for 14 vehicle projects of the 
BMW Group and corresponding measures for their implementation 
have been introduced.
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Share of employees with severe disabilities  
at BMW AG¹


4.03 


in%


5.9 6.2 6.4 6.36.4
8.0


4.0


0


   


2013 2014 2015 2016 2017


 


1  The share of employees with severe disabilities is based on the statutory requirements in 
accordance with the German Social Code (SGB IX). In addition, the BMW Group awarded 
contracts amounting to around € 32.5 million to workshops for the severely disabled in 
 Germany in 2017, of which around € 8.3 million can be written off in accordance with the 
compensatory levy act. The volume of orders was thus at a consistently high level in 2017 as 
well.


• T


Action areas for the programme “Today for Tomorrow > NEXT” from 2018
4.03 


 


Preservation of long-term health and performance as basic attitude


Action areas and building blocks


Physical and mental  
behavioural  


prevention strategies


Promotion of physical resources  
and  ergonomic behaviour 


 in the workplace


Preservation and strengthening of  
mental resources


Managing  
employee deployment


Staff rotation 
 to minimise stress 


Proactive  
human resources planning


Deployment options  
for employees with critical restrictions


Age(ing)-appropriate  
management


Age(ing)-appropriate management


Ergonomic  
working conditions


Ergonomic  
workplace design


Optimisation of the  
work environment


At our plants, we make every effort to provide long-term 
job security for employees with newly restricted capabili-
ties due to an illness or accident. The share of BMW AG 
employees with severe disabilities was 6.3% in 2017.


• G


• see 
table 4.03
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Forecast 


Our main areas of focus for 2018 will be the “Health 
Management 2020” programme, the introduction of the 
“Today for Tomorrow > NEXT” programme and the imple-
mentation of our new strategy for the integration of em-
ployees with performance limitations. Based on the posi-
tive results of our evaluation, we have decided to continue 
and expand our “Health Management 2020” scheme. The 
plan is to make this programme available over the next 
few years to a large number of employees. 


On the basis of a new company agreement, we will also 
begin in 2018 to assess risks with respect to psychological 
stresses in the workplace. In addition, 2018 will see the 
international launch of the new campaigns “Keep moving” 
and “Burn what you eat”, which are designed to encourage 
our employees to maintain a healthy lifestyle.


Healthcare for employees: the Rosslyn plant in South Africa has its own pharmacy.


Over the past year, the BMW Group continued to develop 
our “Integration Strategy”. Its primary aim is to prevent 
performance limitations by promoting employees’ sense 
of personal responsibility for their health. We endeavour 
to assign employees work that is in keeping with their 
particular abilities. The new process ensures that all BMW 
AG employees in Germany are treated according to the 
same rules and it applies a uniform procedure. The pro-
cess has been tested extensively at three company loca-
tions in the three pilot areas mechanical production, body 
assembly and final assembly. A corresponding company 
agreement was adopted in 2017.


 


Ergonomics in Motion


In 2015, we launched the cooperative project “Ergonomics in Motion” with 
the University of Leipzig on the assembly line at our plant in Leipzig/DE. 
Since then, around 500 people on the line and nearly 50 foremen have 
participated. The aim of the project is to establish and track ergonomi-
cally sound work behaviour in this area. 


The first step is to visualise the real ergonomic impact on the employee. 
The employee then learns how to make ergonomic improvements. Work-
place-specific training by medical professionals helps teams learn the 
right exercises to counteract the identified strains as they develop 
healthier ergonomic habits in the workplace. 


After completion of the project, plans are to incorporate it in the “Today 
for Tomorrow” programme as an integral component for “behavioural 
 ergonomics”.
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Training at the BMW Group: the company  
provides programmes to young talent at all locations,  
like here in Mexico.


LONG-TERM  
EMPLOYEE DEVELOPMENT 


The BMW Group ensures long-term employee 
development by seeking out the right employees, 
making the most of their talents, developing 
 potential and ensuring employability.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.2 
 LONG-TERM 
 EMPLOYEE  DEVELOPMENT


Sustainability goal: 
The BMW Group ensures long-term employee develop-
ment by seeking out the right employees, making the 
most of their talents, developing potential and ensuring 
employability


The success of the BMW Group is based on the dedication 
and technical expertise of its employees. We make every 
 effort to recruit and keep the best people. In these times of 
digitalisation and technological change, this means offer-
ing them attractive and secure jobs, a range of options for 
achieving the right work-life balance, comprehensive devel-
opment and training opportunities, and good long-term 
 career prospects. Due to increasing competition from lead-
ing technology companies coupled with a global shortage 
in skilled workers, and in light of our ageing society, it is 
vital for the BMW Group to invest in its employees, to  offer 
them opportunities and to foster continuous learning. This 
approach to long-term employee development helps us to 
maintain our reputation as an attractive employer.


Key measures:
Offering an attractive work environment and  
training opportunities


The BMW Group attaches great importance to job security. 
We pay above-average compensation and give our employ-
ees a range of options to help them find the right work-life 
balance – for example through flexible working hours, sab-
baticals or mobile working.


Continuous further training for BMW Group employees is 
also gaining in importance as a vital factor in keeping pace 
with the transformation of the automotive industry. We 
thus consistently pursue the concept of life-long learning. 
Our global package of measures ranges from vocational 
training and young talent programmes for student target 
groups to specialised training and high-potential pro-
grammes for future managers. A special focus here is the 
digital transformation and the transition to more agile 
working and management methods.


We want our employees to identify with the company and 
to translate their passion into top performance each and 
every day. We therefore conduct an employee survey every 
two years to identify potential for improvement.


Due diligence processes:
Identifying the need for action and steering progress 
through systematic planning processes


The BMW Group has established a strategic process for 
human resources planning in recent years in order to de-
tect new skills required at the company in good time and 
promptly find the right people for the tasks at hand. In the 
year under review, qualitative and quantitative changes 
were derived from the company’s strategy. The planning 
results serve as a basis for the systematic alignment of rele-
vant HR tools such as personnel marketing, recruitment, 
young talent programmes, and education and training. 
The dimension “Recruiting employees with critical skills” 
helps us to monitor the progress of these efforts.
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Combined separate non-financial report


Average days of further training per  
BMW Group employee¹


4.04 


Number of days


3.5
3.9 4.1


3.4
3.8


5.0


2.5


0


   


2013 2014 2015 2016 2017


 


1  Data retrieved by direct representation of the number of participants as well as a small 
share by qualified extrapolation.


•  GRI 404-1


The BMW Group continued to invest substantially in train-
ing and further education in 2017, with expenditure of 
€ 349 million (2016: € 352 million). Our increased commit-
ment to human resources is an investment in the future. It 
lets us maintain our standing as an attractive employer as 
we ensure that we achieve our goal of long-term employee 
development.


• T


This process takes place every year, and is steered by the 
“Group Human Resources, Strategy and Goals” depart-
ment.


Results and performance indicators:
Employer attractiveness confirmed and further training 
programmes expanded


In studies on the attractiveness of employers conducted by 
trendence and Universum, the BMW Group was once again 
given top ratings in 2017. These results demonstrate that we 
are still one of the world’s most attractive employers. This 
was also confirmed by our last employee survey, in which 
87% of respondents expressed their satisfaction with the 
BMW Group, as well as by our low attrition rate of 2.6%.  


We were able to expand our range of education and train-
ing programmes in 2017 and to equip our employees with 
up-to-date skills where needed. On the reporting date, 
4,750 young people had vocational training contracts or 
were employed in young talent promotion programmes at 
the BMW Group (2016: 4,613). The average time spent in 
training and further education per employee was 3.4 days.  


•  GRI 404-1 Every BMW Group employee receives a consistent 
and comprehensive individual performance and career 
 development review at least once a year. •  GRI 404-3


• see 
performance 
indicators


• see 
table 4.04


• see 
performance 
indicators
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We enhance our attractiveness for talented employees by 
creating new innovative work environments in key de-
velopment locations and where BMW Group IT is at 
work on agile software development. In the year under 
review, we also opened a campus for the development of 
autonomous driving at the Unterschleissheim/DE com-
pany location.


Encouraging work-life balance


The working hours that function best for employees vary 
depending on what phase of life they are in, their indi-
vidual life plans and their work situation. To enable the 
best possible work-life balance, the BMW Group offers 
its employees a wide range of flexible modules so they 
can tailor their working hours and locations to their per-
sonal needs.


Offering flexible working hours
Through the concept of the working time account, all 
employees can exert some influence over their working 
hours. Office employees can take advantage of flexitime, 
for example, or production staff can trade shifts or re-
duce their hours to gain some free days. In addition to 
statutory working time arrangements in some countries 
such as part-time work or parental or caregiver leave, 
the BMW Group also offers employees options such as 
sabbaticals or the “Vollzeit Select” (Full-time Select) 
scheme to provide further attractive ways to individual-
ly plan working hours. Sabbaticals can be arranged by 
employees worldwide, and our “Vollzeit Select” working 
time tool allows employees in Germany and Austria to 
take 20 additional days of leave each year with corres-
ponding adjustments to their salaries, without any com-
plicated red tape. Demand for these options continued 
to grow in 2017, demonstrating that the offer of flexible 
working time arrangements meets a real need.


• see 
table 4.05


 LONG-TERM  
EMPLOYEE DEVELOPMENT  
IN DETAIL


Offering fair pay and attractive social benefits


The BMW Group policies for remuneration and additional 
benefits apply for all of our companies and regardless of 
employees’ gender, religion, origin, age, disability, sexual 
orientation or country-specific characteristics. We follow 
the guiding principle that the total remuneration package 
must be above the average for the respective labour mar-
ket. The BMW Group conducts annual compensation 
studies worldwide to determine our current market posi-
tioning and ensure that every employee receives compen-
sation commensurate with the relevant labour market.


The total compensation package is made up of monthly 
remuneration, a performance-based compensation com-
ponent and a wide range of social benefits, such as a com-
pany pension. This enables us to reward personal perfor-
mance in a fair manner while continuously promoting 
employee motivation. Our remuneration policy is thus an 
integral part of a consistent and transparent process of 
employee development. • GRI 401-2


In order to ensure that remuneration is not only mar-
ket-neutral but also gender-neutral, the BMW Group has 
established a multidimensional monitoring process to 
 annually assess the previous year’s remuneration. The 
monthly remuneration of women and men is compared, 
taking into account the dimensions of full- or part-time 
work, pay grade and age. The analysis carried out in 2017 
for the year 2016 found no significant differences be-
tween the overall compensation packages of women and 
men. • GRI 405-2
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Supporting employees through family services
The BMW Group has for years been offering its employees 
family support services. In Germany, for example, experts 
from the family support service are available to help em-
ployees organise childcare and care for dependents as well 
as arrange household services. In 2017, we responded to 
830 employee requests of this nature, 160 of them dealing 
with the issue of care.


Alternative work forms at BMW AG 1
4.05 


Number of employees 2013 2014 2015 2016 2017


Part-time employees 3,966 3,739 3,943 4,294 4,572


in % of total number of employees 5.7 5.1 5.1 5.0 5.2


Teleworking positions 2 18,094 22,297  2 25,072 28,088 31,754


in % of total number of employees 25.9 49.9 53.0 59.4 63.3


Number of employees who use “Vollzeit Select” 2,506 2,668 3,592 3,998 4,690


in % of total number of employees 3 3.6 3.6 4.7 5.1 5.3


Sabbaticals 511 516 462 598 567


in % of total number of employees 0.7 0.7 0.6 0.7 0.6


Parental leave 1,968 2,271 2,535 3,028 3,389


in % of total number of employees 2.8 3.1 3.3 3.5 3.9


1  Figures refer to employees with permanent and part-time contracts.
2  Reporting logic was adapted when teleworking was introduced in 2014. In the past, reporting was based on the technical possibility of teleworking; since 2014, the number of employees who actually engage in 


teleworking is reported.
3  Statistical population not including apprentices, interns, thesis students working at the company, and doctoral candidates.


•  GRI 102-8, GRI 401-3


• T


Enabling mobile working
In 2017, over 31,700 employees, or around 63% of those 
working outside the direct production areas, chose to work 
at least one partial and/or full day on a mobile basis. This 
represents a renewed increase compared to 2016. By or-
ganising their working hours more flexibly, employees 
can for example better integrate childcare or caring for 
dependents into the everyday work routine. Outside of 
agreed working hours, employees have the right to switch 
off and be unavailable. Mobile working at the BMW Group 
stands for a culture of trust and relies on constructive dia-
logue.


• see 
table 4.05
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At our production sites in China, the USA, South Africa 
and the UK as well as in Brazil, Thailand and Mexico, we 
will continue to rely on the dual system of vocational 
 education and training for young people. In China and 
Mexico, we have added the occupation of automotive 
mechatronics technician to the training portfolio. In addi-
tion, we have increased the number of trainees in the UK 
and Mexico.


Developing leadership skills
Through its Group-wide “Corporate Leadership Pro-
gramme”, the BMW Group offers managers a wide range 
of advanced training opportunities. The further develop-
ment of leadership skills is geared toward transforming 
the enterprise in accordance with the corporate Strategy 
NUMBER ONE > NEXT. Our aim is to develop execu-
tives who display personal initiative while also working 
well with others to successfully lead teams and build net-
works. They can then act as role models and drivers for 
the company’s digital and cultural transformation.


In 2017, these efforts centred on the initiative “Next Ex-
perience”: between January and April 2017, nearly 13,000 
executives took part in a one-day event involving four 
workshops and an introduction to the new corporate 
Strategy NUMBER ONE > NEXT. 


To foster international young talent, the BMW Group de-
veloped the “Global Leader Development Programme”. 
Integral components of the programme are various prac-
tical phases in Germany and abroad, targeted training 
measures as well as diverse networking and exchange 
opportunities. Special emphasis is placed on developing 
intercultural competence. • GRI 404-2


In addition, we have set up childcare services at many of 
our German locations. With the support of parents’ ini-
tiatives, we were able to accommodate over 460 children 
aged zero to six years in 2017.


Fostering talent and training employees


In today’s dynamic and fast-changing working world, 
life-long learning is steadily gaining in importance. This 
is due on the one hand to our longer working lives. On 
the other hand, digitalisation and increasing vehicle 
electrification call for new types of skills – for example 
in the areas of Big Data Analytics, artificial intelligence, 
agile development methods and high-voltage safety. The 
BMW Group therefore invests on an ongoing basis in 
training our employees and fostering their talents. This 
lets us ensure that our employees have the skills needed 
to keep pace with future challenges.


Building digital skills
Digitalisation changes the way products and services are 
developed, manufactured and deployed. Production pro-
cesses are being transformed, and the BMW Group is also 
developing new, digitally networked automobiles that will 
soon be able to drive completely autonomously. These 
changes will inevitably affect the way our employees work 
and the skills they must master. This is why we try to 
equip existing employees with the expertise they need to 
keep up with future developments as well as to recruit 
new “digital talents” for our enterprise.  


We already take into account these new challenges in 
our vocational training; for example, BMW AG is launch-
ing a training programme for IT specialists in 2018 as 
well as various training courses that combine informa-
tion technology with other relevant fields. New skills 
were already incorporated into existing vocational train-
ing programmes in 2017 to equip trainees for the future.
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In 2017, the employee attrition rate fell slightly compared 
to 2016, to 2.6%. This was mainly due to more employees 
retiring in 2017.  If figures for retirement, pre-retirement 
and death are excluded, the attrition rate for 2017 was 
1.1%. This low rate demonstrates the effectiveness of the 
BMW Group’s proven programmes and measures geared 
toward maintaining its attractiveness as an employer.


• see 
table 4.07


• see 
further key 
 indicators


• see 
table 4.23


Retaining satisfied employees


A Group-wide employee survey is conducted every two 
years, most recently in the summer of 2017 in the form 
of a survey of the entire workforce. 87% of those sur-
veyed were satisfied with the BMW Group.


Very positive ratings were given for example to attrac-
tiveness as an employer (88%), social benefits (86%) and 
job security (87%). 


Compared to the 2015 survey, the values fell slightly but 
are still at a very high level. In the course of a detailed 
evaluation we will analyse possible influencing factors 
and derive measures accordingly.


Group-wide BMW Group employee survey in 2017
4.06 


in  %
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• see 
table 4.06


• T
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Savings through Ideas Management


The Ideas Management scheme at the BMW Group enables all employ-
ees to play a part in change within the company by contributing their 
ideas. The ideas submitted result in improvements to the products and 
processes as well as cost savings. In 2017, around 2,800 ideas were im-
plemented, leading to €18.2 million in savings. In addition, Ideas Man-
agement improves our competitiveness by both reinforcing loyalty to 
the company and fostering motivation as well as entrepreneurial think-
ing and action.


 


Forecast


To keep pace with digitalisation and technological change, 
we have strategically realigned vocational training at the 
BMW Group, including placing greater emphasis on the 
STEM skills in our training portfolio and introducing new 
digital forms of teaching and learning. Together with the 
national and international training network, existing oc-
cupational profiles were adjusted and new ones intro-
duced, representing the first measures taken in the largest 
skills realignment process in the history of vocational 
training at the BMW Group. Further measures are planned 
in the years to come. 


Employee attrition rate at BMW AG 1
4.07 


in %


2.642.70
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1  Number of employees on unlimited employment contracts leaving the company.


•  GRI 401-1


Thanks to the high demand for our products and services, 
the number of employees working for the BMW Group in-
creased worldwide by 4.2% to a total of 129,932 by the end 
of 2017. •  GRI 102-7, GRI 102-8


BMW Group employees at end of year¹
4.08 


Number of employees


110,3512 116,3243 122,2444 129,9326124,7295


200,000


100,000
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1   Figures exclude suspended contracts of employment, employees in the non-work phases 
of pre-retirement arrangements and low-income earners.


2  Of whom 35.1% are tariff-bound production employees of the BMW Group.
3  Of whom 36.1% are tariff-bound production employees of the BMW Group.
4  Of whom 36.3% are tariff-bound production employees of the BMW Group.
5  Of whom 35.4% are tariff-bound production employees of the BMW Group.
6  Of whom 35.7% are tariff-bound production employees of the BMW Group.


•  GRI 102-8


• T


• see 
table 4.08


• T


Employees in 
foreign countries


Employees in 
Germany
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Thinking internationally: as a global company, the BMW Group fosters  
diversity–encouraging innovative and different ideas.


DIVERSITY 


Through its diverse workforce, the BMW Group 
increases its competitiveness and enhances its 
innovative strength.


Sustainability goal 
Employees and society







Combined separate non-financial report


Key measures: 
Promoting diversity and equal opportunity in the 
 company through our Diversity Concept


The Diversity Concept for the BMW Group workforce 
passed by our Board of Management in 2010 defines three 
dimensions where diversity is to be strengthened Group-
wide while taking due consideration of local conditions: 
gender, cultural background, and age and experience. The 
BMW Group focuses for this purpose on event and dia-
logue formats designed to raise awareness of diversity is-
sues among managers and employees. We also conduct 
measures in the areas of recruitment and human resourc-
es development to foster diversity and equal opportunity 
throughout the company. In addition, we develop formats 
that address different target groups in specific company 
 areas and divisions. For example, female managers in pro-
duction take part in a special onboarding programme 
when they join the company.


Diversity concepts are also in place for the executive com-
mittees (Board of Management and Supervisory Board). 
We report in detail on these concepts and their implemen-
tation in our  • Annual Report 2017.


Due diligence processes:
Ensuring diversity and equal opportunity through clear 
 policies and a grievance mechanism


The BMW Group Legal Compliance Code prohibits dis-
crimination of any sort. Employees can address related 
queries to their own managers, the relevant offices of the 
BMW Group, the HR department or the works council. 
The BMW Group SpeakUP Line, a telephone hotline avail-
able in over 30 languages, furthermore gives our employ-
ees worldwide a way to anonymously and confidentially 
 report possible breaches of the Legal Compliance Code.


4.3 
 DIVERSITY


Sustainability goal: 
Through its diverse workforce, the BMW Group increases 
its competitiveness and enhances its innovative strength


Modern society is characterised by a variety of different 
 lifestyles. As an international company, the BMW Group 
regards an intercultural workforce, an appropriate gender 
balance and a good age mix as beneficial to our business. 
We are convinced that a diverse workforce increases our 
 innovative strength and further enhances our competitive-
ness, for example by helping us to better understand cus-
tomers’ needs. The BMW Group is aware of its social re-
sponsibility as an employer to promote equal opportunities 
in an increasingly versatile society through a diverse work-
force.
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Combined separate non-financial report


In the area of cultural diversity, we continue to benefit from 
the great variety of cultural backgrounds in our workforce. 
In Germany, we currently have employees from 118 differ-
ent countries working together successfully, and young 
 talents from eight nations took part in our Global Leader 
Development Programmes in 2017.


We also continued to promote age diversity in 2017. At 
BMW AG* the share of employees aged over 50 rose from 
27.3% (2016) to 28.3%, a result not only of demographic 
change but also of our efforts to support age(ing)-appropri-
ate working conditions. •  GRI 405-1


These figures confirm the effectiveness of our measures to 
further strengthen diversity in the BMW Group.  


We report in detail on the achievement of diversity goals 
for the Board of Management and Supervisory Board in 
our • Annual Report 2017.


* This figure is currently not consolidated to BMW Group level.


The department of Human Resources Policy and Strategy, 
in cooperation with the operational human resources staff 
and the disciplinary executives, is responsible for all meas-
ures specified by our Diversity Concept. We report on the 
responsibility for diversity concepts in the Board of Man-
agement and Supervisory Board and the monitoring of 
their implementation in our • Annual Report 2017.


Results and performance indicators:
A further increase in diversity in the company


In terms of gender diversity, we have been able to increase 
the proportion of women in both the total workforce (2017: 
19.3%, 2016: 18.7%) and in management positions (2017: 
16.0%, 2016: 15.3%). With a ratio of 30% women on the 
 Supervisory Board, we are in compliance with the recom-
mendation of the German Corporate Governance Code.   


•  GRI 405-1


Share of female employees in management positions 
and in the entire workforce at BMW Group 1


4.09 
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1  The share of female employees at BMW AG is 16.1% of the total workforce and 14.0% in 
management positions. The share of women on the Supervisory Board is 30.0% and 
12.5% on the Board of Management.


•  GRI 405-1


• see 
table 4.09


• see 
performance 
indicators


• T
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Promoting female employees and managers


The BMW Group’s Diversity Concept aims to bring the 
share of women in management positions into line with 
the overall employee structure. In 2011, together with the 
other DAX 30 companies, we made a commitment to in-
crease the share of females in management positions. We 
were able during the period under review to further in-
crease the proportion of women in the total workforce 
who are in management positions and young talent pro-
grammes. At 19.3%, the ratio of female employees in the 
BMW Group workforce (BMW AG: 16.1%) is now above 
our self-imposed target range of 15–17%. The share of fe-
male managers in the BMW Group rose to 16% (BMW AG: 
14%). •  GRI 405-1 Supporting this development are proven 
events such as “Freude am Führen” (Embracing Leader-
ship) and new formats such as the evening fireside series 
“In the Driver’s Seat”. At these events, interested women 
meet with female managers at the company and have an 
opportunity to share their experiences with role models. 
In the vocational training programmes, the ratio of wom-
en in the year under review was around 44% for the train-
ee programme and about 31% for the academic youth tal-
ent programmes.


• see 
table 4.09


Stronger together: at the BMW Group, gender is not important,  
it’s performance alone that counts.


DIVERSITY  
IN DETAIL


Each and every one of our employees, in all their diver-
sity, is accorded equal levels of appreciation, respect 
and opportunity. The declared goal of our worldwide 
Diversity Concept is to promote human diversity in the 
company, because employees’ unique and different tal-
ents and personalities are a valuable resource for the 
BMW Group. 


As in past years, the BMW Group organised a large 
number of activities in 2017 for • German Diversity Day, 
an initiative that helps businesses and institutions 
raise awareness of diversity issues. 2017 was also a 
year of dialogue: for example, we launched a regular 
roundtable to discuss and drive forward diversity 
 activities in cooperation with employee networks. 


139


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


4.1  Health and performance


4.2  Long-term 
 employee  development


4.3  Diversity


4.4  Corporate citizenship


Further key  indicators


Appendix


·



https://www.charta-der-vielfalt.de/en/diversity-charter/





Share of employees per country with  
production location(s) in 2017


4.10 


in  %


Germany 69.5


Thailand 0.4


South Africa 2.7Other countries 7.6
China 1.5


USA 8.1


India 0.5
UK 5.8


Austria 3.0Brazil 0.9


A good two thirds of BMW Group employees are employed in Germany, followed by  
the USA with 8.1% and UK with 5.8%.


•  GRI 102-8


• T


Understanding customers better through 
cultural diversity


Employees from 118 different countries currently work 
together successfully at the BMW Group locations in Ger-
many. •  GRI 405-1 As a company active in more than 
150 countries, we value how this cultural diversity helps 
us to understand the specific needs of our customers 
worldwide. Moreover, we are convinced that mixed 
teams are more creative and perform better than very 
homogeneous groups.


To further promote an international perspective and in-
tercultural understanding among our new employees, 
we designed our BMW vocational training as well as the 
“Global Leader Development Programme” with the 
needs of international participants in mind. As a com-
pany with an intercultural workforce, we also focus on 
recruiting managers with international experience while 
working to increase the share of employees of non- 
German origin in the long term. The international char-
acter of the Board of Management and the Supervisory 
Board likewise reflects the global scope of the com pany’s 
business.
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The number of years each employee works for the 
BMW Group is increasing. This is a result of earlier entry 
into the company and later exit, due for example to rising 
retirement ages. To maintain employees’ performance as 
the workforce ages, we adapted the “Today for Tomorrow” 
programme in 2017. To complement this, we raise aware-
ness among managers of the challenges posed by mixed-
age teams.


Forecast


In 2018 a special focus will be on communication and events. 
We are developing a new communication concept to draw 
attention throughout the year to the topic of diversity. In 
addition,weplantoinstallagrievanceofficefordiscrimina-
tion at our Munich location in 2018. Based on already exist-
ing company rules and facilities, employees can address any 
grievances they have with regard to discrimination due to 
race, ethnic origin, gender, religion or belief, disability, age 
orsexualidentity.Byintroducingagrievanceofficefordis-
crimination,whichisstaffedbasedonequalrepresentation,
employees have a downstream procedure available so that 
they can track the progress of their grievance.


Age diversity: many BMW Group programmes encourage collaboration  
between younger and older employees.


• see 
chapter 4.1


Taking account of age diversity


At the BMW Group, we take into consideration the diver-
sity of ages represented in our workforce so we can focus on 
tapping into the specific strengths of different age groups 
while avoiding age structure issues. When setting up new 
locations or divisions we recruit people from a range of age 
groups. Since 2013, the share of BMW Group employees 
aged between 30 and 50 years has been steadily decreasing. 
At the same time, the proportion of those over 50 years of 
age has grown.


BMW AG employees according to age group,  
dividedintofunctionsandgender  1


4.11 


in  %
< 30  


years old
30 –50 


years old
> 50  


years old


2015 total 13.0 60.6 26.5


2016 total 12.5 60.2 27.3


2017 total 12.0 59.7 28.3


 direct 2 16.0 53.4 30.6


 indirect 3 9.5 63.6 26.9


 male 10.7 59.4 29.9


 female 19.4 61.3 19.3


1  Figures refer to employees with permanent contracts.
2  Clock-controlled and production employees.
3  All employees without clock control .


•  GRI 405-1


Our goal is to take early action to ensure sound ageing 
management while encouraging a productive exchange 
 between the generations. In addition to safeguarding 
knowledge, we want to make sure young and old work 
 together productively and that each employee can optimal-
ly realise their potential.


• see 
table 4.11


• T
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The BMW Group is active all over the world: from Germany to Russia  
and Thailand, Mexico and many other countries.


CORPORATE  
CITIZENSHIP 


The BMW Group is a leader in  
intercultural understanding.


Sustainability goal 
Employees and society







Combined separate non-financial report


4.4 
 CORPORATE CITIZENSHIP


Sustainability goal: 
The BMW Group is a leader in intercultural understanding


Effective corporate citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. As a 
global company, we address current issues in society, focus-
ing on areas where we can best bring our competencies to 
bear to achieve concrete, measurable improvements. 


Through our corporate citizenship efforts, we demonstrate 
our sense of responsibility as a business operating in soci-
ety. We are convinced that our activities contribute to over-
coming societal challenges while also creating added value 
for both the company and society. This is accomplished, for 
example, by taking up new ideas that arise when a variety 
of social stakeholders work together. Experiences thus 
gained can go toward strengthening innovation in our core 
business.


Key measures:
Promoting intercultural understanding and  
social inclusion


Corporate citizenship at the BMW Group focuses on long-
term solutions that are internationally transferable and 
bring lasting results according to the principle of “helping 
people to help themselves”. We therefore concentrate on 
our core competencies: intercultural understanding and 
social inclusion. 


With the • Intercultural Innovation Award,  we collaborate with 
the • United Nations Alliance of Civilizations (UNAOC) to recognise 
innovative projects that pursue solutions to intercultural 
tensions and conflict. The winning individuals and initia-
tives receive support in the form of both a grant and expert 
advice.


At our international locations, the BMW Group promotes 
growing social inclusion through educational projects 
adapted to local needs. We make a lasting contribution to 
equal opportunity by helping disadvantaged young people 
to eventually embark on a successful career. 


At our “Junior Campus” in Munich, we spark the interest 
of the youngest generation in the topic of sustainable mo-
bility, for example through workshops and playful driving 
lessons.


We also foster responsible leadership through the BMW 
Foundation Herbert Quandt. This foundation encourages 
leaders to use venture philanthropy and impact investing as 
effective instruments of social change. The foundation also 
applies these principles itself, not only by sponsoring social 
organisations with a demonstrable and sustainable impact 
with proceeds from its endowment but also by giving lead-
ers concrete opportunities to show their commitment to so-
ciety. Through the Eberhard von Kuenheim Fund, the foun-
dation additionally invests a share of its core assets in real-
ising not only financial returns but also positive effects on 
society. 
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Combined separate non-financial report


Results and performance indicators:
Further increase in the number of people reached 


The BMW Group regularly formulates clear objectives that 
allow us to measure the effects of our sponsorship meas ures. 
In 2015, we already achieved the goal we had set ourselves 
of reaching out to one million people by 2020 with our cor-
porate citizenship activities. In 2017, we therefore formulat-
ed some new goals: between 2011 and 2025, we want to 
reach six million people through the diverse projects rec-
ognised with the Intercultural Innovation Award. We are 
on the right track. By the end of 2017, we were able to help 
over two million people through the winning projects, 
meaning we had already reached over 30% of our target. 


In addition, between 2017 and 2025 we intend to provide 
a solid education for one million young people – particu-
larly in the technical field. Our education and training 
programmes had already reached 150,000 young people at 
international BMW locations by the end of 2017. This rep-
resents a 15% achievement of our target.


People reached by corporate citizenship activities  
of the BMW Group


4.12 


in %


6 milliontarget 2025:


2017: 
over 30%


1 milliontarget 2025:


2017: 
15%


100


50


0


 


People reached by  
Intercultural Innovation Award  


winning projects


People reached  
by BMW Group  


education programmes  


• T


Due diligence processes:
Avoiding risks by applying clear guidelines and ensuring 
a lasting impact through systematic evaluation


The hallmarks of the corporate citizenship activities under-
taken by the BMW Group are transparency, compliance 
with all statutory requirements and careful documentation 
of the measures. The BMW Group policy on “Sponsorship, 
donations and memberships” was drafted for this purpose 
in 2011. It prescribes binding rules of conduct for all inter-
nal departments and locations of the BMW Group.


The BMW Group wants to make sure that its corporate cit-
izenship efforts address actual needs and have a lasting im-
pact. The Corporate Citizenship department takes the lead 
in coordinating the conception and evaluation of corporate 
citizenship activities with the company locations. To obtain 
a complete overview of all activities, the department con-
ducts an annual global survey in all relevant divisions of 
the company.


Based in Munich/DE, the department also reviews the im-
pact of the BMW Group as a whole with respect to corpor-
ate citizenship. Since 2010, the iooi (Input Output Out-
come Impact) method has been used for this purpose. By 
listing the resources deployed (inputs), the services provid-
ed (outputs), the results achieved (outcomes) and the ef-
fects attained (impacts), this method makes it possible to 
differentiate corporate citizenship activities according to 
the effort involved and the benefits realised, making their 
impact measurable and demonstrable. This gives us a basis 
for evaluating and further developing our projects.
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Combined separate non-financial report


BMW Group donations worldwide in 2017
4.14 


in %, total amount € 16,205,021¹


Culture 8.1


Politics 0.1Sport 5.0


Science/education 57.9


2.1 
Environment/ 
sustainability


26.8 
Society/
community


1  The sum indicated here does not include either cause-related marketing or sponsorship 
and does not contain the projects and activities carried out in the context of the com-
pany’s corporate citizenship and cultural activities.


•  GRI 201-1


• T


These results confirm our contribution to strengthening in-
tercultural understanding and social inclusion worldwide.


In 2017, the BMW Group spent a total of € 33.4 million on 
our corporate citizenship activities (2016: € 87.8 million). 
To see how these funds were allocated to our various areas, 
please refer to tables 4.13 and 4.14. The drop is due to a 
one-off donation to the BMW Foundation Herbert Quandt 
to mark BMW’s centenary in 2016, increasing its capital 
from € 50 million to € 100 million. 


Amount of expenditure on corporate citizenship,  
by type of activity¹


4.13 


in € thousand


33,436


87,837


Commercial 
activities


Community 
investment
Donations/


contributions 
in kind


28,944
34,524 39,109


100,000


50,000


0


   


2013 2014 2015 2016 2017


 


1  The activities of the BMW Group in the area of corporate citizenship are divided into three 
main areas: first, monetary donations and donations in kind; second, community invest-
ment, which refers to investment in project initiatives conceived in-house, cooperative 
endeavours and partnerships as well as corporate volunteering by BMW Group employ-
ees; and third, commercial activities, i. e. sponsorship and cause-related marketing. 


• GRI 201-1


• see 
table 4.13 and 
table 4.14


• see 
performance 
indicators


• T
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Rewarding volunteer work
Since 2017, the Intercultural Leader platform has also 
been open to the winners of corporate citizenship awards 
in order to expand the exchange of experiences. The 
BMW Group has been recognising the volunteer  efforts 
of its employees since 2011 with a “Social Responsibility 
Award”, under the auspices of Board of Management 
member Milagros Caiña Carreiro-Andree. The jury se-
lects three projects that have created exceptional added 
value for society. An additional special prize awarded by 
the Doppelfeld Foundation honours the efforts of young-
er employees. In the past several years we have received 
nearly 600 applications from a wide range of countries 
and sectors. The diverse projects range from refugee 
 assistance to capacity building in developing countries 
and also include support projects for disadvantaged or 
disabled young people with a migrant background.


Improving social inclusion through education


Many markets are characterised by pronounced in-
equality. We know the realities on the ground and 
therefore want to take advantage of the global pres-
ence of the BMW Group to do our part for social inclu-
sion. 


A good education is the key to success for children and 
young people all over the world. The BMW Group 
therefore wants to support students on their way from 
basic through higher education and onward to starting 
vocational training or embarking on a career. We con-
duct corresponding projects at our company locations 
that are tailored to the respective local needs – in 2017 
in the USA, Thailand, India, Brazil, Mexico, China, Korea 
and Germany, for example.


 CORPORATE CITIZENSHIP  
IN DETAIL


We want support from the BMW Group to bring lasting 
benefits. We therefore do not see ourselves primarily as a 
sponsor of social projects but instead accompany our part-
ners directly at our company locations, putting our know-
ledge and networks at their disposal. This results in long-
term projects that make a real contribution to improving 
the social situation on the ground.


Promoting intercultural understanding


As a global corporation with a multinational workforce, 
the BMW Group has a vital interest in tolerance and un-
derstanding between different nations, religions and eth-
nic groups. This is why we bestow the • Intercultural Innova-


tion Award each year in collaboration with the • United Nations 


Alliance of Civilizations (UNAOC). The award recognises inno-
vative projects that seek solutions for intercultural ten-
sions and conflict. In addition to a grant, the individuals 
and initiatives honoured receive advisory support from 
the BMW Group and can take part in workshops where 
they can learn from the experiences of award-winners 
from previous years. The award and workshops have giv-
en rise over the years to a platform for “Intercultural 
Leaders” where people can inspire one another to greater 
intercultural understanding. According to studies by the 
UNAOC, the projects sponsored by the BMW Group 
through this award had reached over two million people 
worldwide by the end of 2017. 
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In India, we have been sponsoring since 2015 the 
non-profit organisation Magic Bus, part of the “Liveli-
hood for Youth” programme. The organisation gives 
disadvantaged young people access to an adequate ba-
sic education in order to pave the way for higher educa-
tion or vocational training. In Korea, the mentor pro-
gramme “Young Engineer Dream” provides support 
for disadvantaged students at technical universities. 
BMW Group technicians from local operations assist 
the students with planning their education and career. 


In Germany, too, there are young people who have dif-
ficulty finding a suitable trainee placement. In coopera-
tion with the “Joblinge” organisation, the BMW Group 
assists them in their search. 


Extra-curricular education support and sports for children:  
Joy Home is a project of the BMW Brilliance joint venture.


In Thailand, in cooperation with the German-Thai 
Chamber of Commerce, the BMW Group has developed 
a training programme that has been running successful-
ly since 2012. Participants receive mechanical engineer-
ing training and, after successful completion, have the 
opportunity to start as a technician at the BMW Group. 
The “BMW Scholars Programme” in Spartanburg, South 
Carolina/USA lets young people learn a trade based on 
the German model of dual vocational training.


In Mexico, in parallel with our new plant, we are build-
ing a comprehensive programme for vocational and ad-
vanced training. As part of the CONALEP programme 
(Colegio Nacional de Educación Profesional Técnica), 
high-school students can already begin preparing for 
vocational training in technical occupations. In addition, 
the boarding school “Colonia Juvenial” offers a launch-
pad specifically for gifted young people from rural areas. 
The BMW Group provides financial support for the edu-
cation of these gifted young people.


In Brazil, the BMW Group has set up a centre at the 
Araquari plant where children receive extra instruction 
from their first year of public primary school to their 
third year of public secondary school. Children aged 
nine years and under receive tutoring in reading and 
writing, while from the age of nine they receive help 
with mathematics. All children are provided with three 
meals and day and can take part in plenty of sports, cul-
ture and art activities at the 1,220-square-metre facility. 
In China, the project “Joy Home” was established in 
2008. It offers children in rural areas a place where they 
can get help with their homework and also take part in 
additional educational offers. Sports activities were 
 added in 2017. The project is sponsored and financed by 
local BMW dealers and customers, many of whom also 
participate as volunteers.


147


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


4.1  Health and performance


4.2  Long-term 
 employee  development


4.3  Diversity


4.4  Corporate citizenship


Further key  indicators


Appendix


·







Getting school-age children excited about sustainable 
mobility
In recent years, the design and production of our vehicles 
has increasingly been geared toward sustainable mobili-
ty. To convey this abstract concept to even the youngest 
among us, we opened the “Junior Campus” at BMW Welt 
in Munich/DE, where children can learn how it is possi-
ble to harness the physical forces of nature to build ener-
gy-efficient and environmentally friendly cars. Along 
with workshops, there are also driving lessons in which 
children can learn about traffic rules. We contribute in 
this way to the safety of the youngest road users. The 
project was so successful in Germany that it has now 
been exported to Russia and Korea as well.


 


Vehicles and high-voltage training equipment 
for research and education


The BMW Group has been promoting young talent for years by provid-
ing vehicles free of charge to educational institutions in Germany and 
abroad. Starting this year, we are also providing specially developed 
equipment for high-voltage training, set up with the help of the BMW 
Vocational Training department at the locations of Munich/DE and 
 Dingolfing/DE. In this way, the BMW Group helps keep education and 
research up to date with the latest technological advances while also 
promoting training in the area of electromobility.


Worldwide, over 1,600 vehicles are now pursuing their “educational 
mission”.


 


 


Care4Water – Community Engagement


• Care4Water is a global initiative founded in 2015 by BMW Group 
 Financial Services in collaboration with the organisation Waves for 
 Water. The mission is to ensure that people in the countries where 
the BMW Group is represented have access to clean drinking water. 
 Employees in Brazil, India, Mexico, South Africa and Thailand join 
the experts from Waves for Water to distribute water filters in the com-
munities. A continuous evaluation process ensures the sustainable 
use of the filters. With the volunteers on site and donations of over  
US$500,000 by the end of 2017, BMW Group employees worldwide 
thus make a substantial contribution to ensuring access to clean drink-
ing water for as many people as possible.


 


Clean water: with the Care4Water project, the BMW Group helps make drinking water 
available to people in many countries.
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Forecast


As the BMW Group becomes increasingly international, so 
do its activities in the area of corporate citizenship. At the 
same time, we make sure our projects are tailored to local 
needs. And the individual projects should not simply be left 
to their own devices. To better connect the various efforts, 
we intend in 2018 to strengthen the exchange of experi-
ences between the project managers in the various markets 
by way of an online platform.


BMW Foundation Herbert Quandt:  
helping to improve society


The work of foundations associated with the BMW Group 
provides an important source of inspiration for our activ-
ities. On the occasion of its centenary in 2016, BMW AG 
expanded its commitment to corporate citizenship: the 
two corporate foundations, the • BMW Foundation Herbert 


Quandt and the • Eberhard von Kuenheim Foundation, have since 
then pooled their activities for an even greater global im-
pact. The BMW Group doubled the capital of the BMW 
Foundation Herbert Quandt from € 50 to € 100 million in 
2016 and plans to support its ongoing activities with an-
nual donations. To do justice to the increasingly inter-
national nature of the foundation, it was renamed in 
2017 from the German “BMW Stiftung Herbert Quandt” 
to the English “BMW Foundation Herbert Quandt”.


The foundation encourages leaders worldwide to take 
action as “Responsible Leaders” to help shape a peace-
ful, just and sustainable future. The framework for 
these efforts is provided by the Agenda 2030 adopted 
by the United Nations. The foundation pursues the fol-
lowing goals: 


–  It inspires leaders to deepen their social and political 
commitment


–  It connects leaders through its global Responsible 
Leaders network, which drives positive change 
through concrete action


–  It invests in action-oriented organisations and 
encourages leaders to use venture philanthropy and 
impact investing as effective instruments of social 
change
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Further key indicators:
Fundamentals


Research and development expenditure
• T 1.03


in € million


6,108
 


€ million


 
5,164 


 
4,793 


 
4,566 


 
5,169 6,000


3,000


0


   


2013 2014 2015 2016 2017


In the reporting period, expenditure on research and development, in particular on 
 projects to safeguard the future, remained at the same level as in the previous year at 
€6,108 million (2016: €5,164 million). It accounted for 6.2 (2016: 6.5), thus remaining 
virtually unchanged since the previous year.


Provisions for pensions 
 T 1.05


in € million


3,252


4,587


2,303


4,604


3,000


5,000


2,500


0
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The bulk of the agreed pension benefits are covered in full by fund-based pension systems as 
well as accounting provisions. Fund assets increased to €19,477 million (2016: €18,315 mil-
lion). Pension provisions dropped significantly to €3,252 million (2016: €4,587 million); this 
is primarily due to profits from planned assets. From a legal perspective, the fund assets of the 
BMW Group are managed in trusts, separately from its corporate assets.


•  GRI 201-1, GRI 201-3


Regional distribution of BMW Group  
purchase volumes in 2017
• T 1.04


in %, basis: production material


Eastern Europe 21.5


Rest of western Europe 17.7


NAFTA 14.5


Asia/Australia 7.7


Rest 1.0


Germany 37.6


The global distribution of the purchase volume of production material and raw materials 
continues to correlate closely with the global production volume, whereby the focus of 
growth in 2017 was in Europe due to model cycles, and the purchase volume in NAFTA 
decreased slightly due to model changes and currency effects.


•  GRI 102-9


BMW Group personnel costs per employee¹ 
• T 1.06 


in €


89,869
92,337


97,136
101,13999,575


100,000


80,000


60,000


   


2013 2014 2015 2016 2017


 


1  Figures exclude suspended employment contracts, employees in non-work phases of 
pre-retirement part-time arrangements, trainees, students and low income earners.


Maintaining a competitive level of expenditure on personnel plays a major role in the 
success of the company. In addition to focusing on cost, the aim is also to increase effi-
ciency at all levels of the business. The high degree of motivation amongst employees 
and the positive approach taken by the company towards the workforce are underscored 
by rewards that are determined individually on the basis of performance and success. 


•  GRI 201-1
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Public sector grants: performance-based grants  
from the public sector 
• T 1.08


in € million


73 73


132
112


126
150


75


0


   


2013 2014 2015 2016 2017


 


•  GRI 201-4 


Public sector grants: public subsidies in the form of 
reduced taxes on assets and consumption-based taxes 
• T 1.07


in € million


45
54


71


61
6980


40


0


   


2013 2014 2015 2016 2017


 


As in the previous years, public sector grants consisted of two parts in 2017. First, 
 production costs were reduced due to public subsidies in the form of reduced taxes on 
assets and consumption-based taxes amounting to €61 million (2016: €69 million). 
Second, other operating income at the BMW Group also includes performance-based 
public sector grants totalling €112 million (2016: €126 million).


•  GRI 201-4 
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Vehicle production of BMW Group by plant
• T 1.09


 2016 2017 Change in %  
Share of  


production in %  


Dingolfing, DE 339,769 376,580 10.8 15.0


Spartanburg, US 411,171 371,316 –9.7 14.8


Regensburg, DE 346,291 338,259 –2.3 13.5


Leipzig, DE 246,550 246,043 –0.2 9.8


Munich, DE 216,769 196,455 –9.4 7.9


Tiexi¹, CN 161,901 269,309 66.3 10.8


Dadong¹, CN 143,825 127,440 –11.4 5.1


Oxford, UK 210,971 223,817 6.1 8.9


Rosslyn, ZA 63,117 53,105 –15.9 2.1


Rayong, TH 17,844 21,084 18.2 0.9


Araquari, BR 15,408 12,768 –17.1 0.5


Chennai, IN 8,568 8,952 4.5 0.4


Goodwood, UK 4,179 3,308 –20.8 0.1


Graz (Magna Steyr)², AT 53,528 50,272 –6.1 2.0


Born (VDL Nedcar bv)², NL 87,609 168,969 92.9 6.7


Assembly plants (Jakarta, Cairo, Kaliningrad, Kulim) 32,256 38,064 18.0 1.5


1  BMW Brilliance Automotive Ltd., Shenyang/CN ( joint venture).
2  Contract production.


•  GRI 102-7
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Further key indicators:
Products and services


Fleet consumption of BMW Group vehicles sold in the USA (according to CAFE 1) 
• T 2.03


in mpg 2


35


30


25


20


35


30


25


20


 31. 12. 
2017 3


 31. 12. 
2009


 31. 12. 
2010


 31. 12. 
2011


 31. 12. 
2012


 31. 12. 
2003


 31. 12. 
2013


 31. 12. 
2006


 31. 12. 
2016


 31. 12. 
2004


 31. 12. 
2014


 31. 12. 
2007


 31. 12. 
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 31. 12. 
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 31. 12. 
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Fleet value of “light trucks” 
sold ( X3 xDrive/X4/X5/X6 ) 


Fleet value of cars  
sold


1  CAFE: Corporate Average Fuel Economy.
2  mpg: miles per gallon.
3  BMW Group forecast, not yet officially confirmed by National Highway Traffic Safety Administration (NHTSA).


The BMW Group’s EfficientDynamics Strategy aims to make fuel economy technologies accessible to all customers worldwide as soon as possible. EfficientDynamics features are thus part of the standard 
equipment in our vehicles. The slight decrease is primarily due to the drop in fuel prices and the accompanying increase in customer demand for larger models and more powerful engines.  


•  GRI 302-5
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Further key indicators:
Production and value creation


Coverage rate of the production locations with 
 quality management systems
• T 3.10


in % of the workforce at the production and development locations


100 100 100 100 100
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Energy consumption in detail
• T 3.11


in MWh 2013 2014 2015 1 2016 1 2017 1,2


TOTAL ENERGY CONSUMPTION  
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)           


Total energy consumption  4,721,174  4,867,094  5,479,002 5,783,841 5,852,666 


of which vehicle production  4,721,174  4,867,094  5,054,722 5,328,856 5,362,618


of which motorcycle production  —  —  80,535 85,559 95,493


of which central functions, development and administration in Munich/DE  —  —  343,745 369,426 394,555


TOTAL ENERGY CONSUMPTION IN DETAIL  
(UPPER HEATING VALUE IN CASE OF FOSSIL FUELS)          


Electricity (external source)  1,910,065  2,141,222  2,485,881 2,584,570 2,588,409 


Community heating  316,532  281,216  366,593 381,340 408,735 


Community cooling in MWh  —  —  1,002 1,084 1,095 


FOSSIL FUELS           


Fuel oil  14,023  7,459  4,829 3 3,698 3 4,450 


Natural gas  2,165,362  2,198,202  2,393,723 2,575,089 2,624,557 


of which CHP losses  191,840  210,740  214,569 245,899 258,380


NON-FOSSIL FUELS          


Biogas (landfill gas)  315,192  238,654  226,146 237,446 224,819 


of which CHP losses  94,486  73,638  98,670 108,536 84,166


Wood pellets  —  —  430 220 220 


RENEWABLES          


Solar (photovoltaics)  142  341  397 3 394 3 381 


1  To further increase transparency, energy consumption from the corporate functions, development and administration in Munich/DE as well as the motorcycle plant in Berlin/DE were included in the report  
for the first time in 2015.


2 Including motorcycle production in Manaus (Brazil) and Rayong (Thailand) as well as central fields in Tiexi (China) since 2017.
3 Correction due to modified allocation.


In 2017, in spite of some new highly efficient plants and production systems running in parallel, we were able to reduce the energy consumption of our vehicle production by 1.8% compared to the previous year, 
to 2.17 MWh per vehicle produced. This was mainly due to the decommissioning of two older production plants as well as the commissioning of new production plants and the swift transfer to efficient regular 
operations in Shenyang (China). In addition, we were able to almost complete the total transfer to LED lighting at our production plants.


•  GRI 302-1
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Certified environmental management systems in production facilities of the BMW Group
• T 3.12


Site Environmental management system
Most recent year of 


ISO 14001 certification 


Berlin plant, DE ISO 14001/ EMAS January 2018 2


Dingolfing plant, DE ISO 14001/ EMAS January 2018 2


Eisenach plant, DE ISO 14001/ EMAS January 2018 2


Goodwood plant, UK ISO 14001 January 2018 2


Hams Hall plant, UK ISO 14001 January 2018 2


Landshut plant, DE ISO 14001/ EMAS January 2018 2


Leipzig plant, DE ISO 14001/ EMAS January 2018 2


Munich plant, DE ISO 14001/ EMAS January 2018 2


Oxford plant, UK ISO 14001 January 2018 2


Regensburg plant, DE ISO 14001/ EMAS January 2018 2


Rosslyn plant, ZA ISO 14001 January 2018 2


Spartanburg plant, US ISO 14001 January 2018 2


Steyr plant, AT ISO 14001/ EMAS January 2018 2


Swindon plant, UK ISO 14001 January 2018 2


Wackersdorf plant, DE ISO 14001/ EMAS January 2018 2


CKD plant Araquari, BR ISO 14001 January 2018 2


CKD plant Chennai, IN ISO 14001 January 2018 2


CKD plant Jakarta, ID (external production) ISO 14001 May  2016


CKD plant Cairo, EG (external production) ISO 14001 August 2017


CKD plant Kaliningrad, RU (external production) ISO 14001 August 2017


CKD plant Kulim, MY (external production) ISO 14001 November 2016


CKD plant Manaus, BR National standard 1 Implemented


CKD plant Rayong, TH ISO 14001 January 2018 2


BMW Brilliance Automotive Ltd., Shenyang, CN ( joint venture) ISO 14001 May 2017


SGL Automotive Moses Lake, US ( joint venture) ISO 14001 March 2015


SGL Automotive Wackersdorf, DE ( joint venture) ISO 14001 March 2015


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) ISO 14001/ EMAS July 2015


TVS Motor Company Hosur, IN (contract production) ISO 14001 1 January 2017


VDL Nedcar, Born, NL (contract production) ISO 14001 October 2017


1  Fulfilment of legal requirements.
2  Certification to follow in 2017.


Environmental management systems are in place at all BMW Group production facilities worldwide as well as in the central planning departments. With the exception of the Manaus/BR plant, these systems are certi-
fied in accordance with ISO 14001:2015. External auditors confirmed that the German and Austrian sites additionally meet the EMAS European environmental management standard. Certification is planned for 2019 
at the Manaus/BR plant.


In 2017, BMW Group certification was performed in accordance with DIN ISO 14001:2015. The area of application of the certified environmental management system was expanded to include the development 
 division.
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Investment in environmental protection¹
• T 3.14


in € million 


Germany


Entire 
production 


network


148.1


78.6


149.8


68.2


109.6


69.7


119.1


49.8


154.3


78.9


160


80


0


   


2013 2014 2015 2016 2017


1  Calculation of integrated environmental investments of BMW Group production-
locations according to VDA standard.


Total investment by the BMW Group in environmental protection sank to €119 million in 
the reporting period (2016: €154 million). The main reason for this was that the environ-
mentally relevant investments in paint shops decreased compared to the previous years. 
In addition, our implementation of environmental management measures meant that 
there were no significant environmental incidences in the entire production network in 
the reporting period. In particular, no penalties had to be paid.


Average distribution of materials in  
BMW Group vehicles¹
• T 3.13


in %


Non-ferrous metals 19.0


 1.0 
Operating fluids


 4.0
Elastomers 
(such as tyres 
and seals)


 1.0
M.O.N.  
(mod. organ. 
natural mat.) 12.0 


Thermoplastic 
resins


Textiles 1.0


Others 6.0 Duromers 2.0


Steel and iron 54.0


1  Calculation of representative vehicles includes: BMW 1 Series, BMW 3 Series, BMW 5 Series, 
BMW 7 Series, BMW X1, BMW X5, MINI Hatchback, MINI Countryman, RR, i3, i8.


•  GRI 301-1
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 BMW Group input/output assessment for 2017 vehicle production
• T 3.15


    


INPUT  


Water 1 5,073,220 m3


Energy 1 5,362,618 MWh


OUTPUT  


Total waste 1 785,209 t


of which recyclable 776,179 t


of which waste for disposal 9,031 t


Total waste water 1 3,633,306 m3


CO2 emissions 1,3 989,111 t


Volatile organic compounds (VOC) 1, 2 2,358 t


NOX 1, 2 642 t


CO 1, 2 448 t


SO2 
1, 2 10 t


Particulates, dust 1, 2 71 t


1  Incl. BMW Brilliance (China), excluding contract production.
2  BMW Group measurements/capture as well as calculations based on energy consumption (primarily heating oil and gas) with the aid of the VDA emission factors.
3  Calculated using revised emissions factors.


The number of vehicles produced increased in the reporting period by + 6.2% to 2,505,741 vehicles (incl. BMW Brilliance). Based on an average weight of BMW Group vehicles of around 1,600 kg, the total 
weight of input materials is around 4 million t. To calculate the individual material flows, the total weight is multiplied by the average distribution of the materials in BMW Group vehicles (see T 3.13). A key trend 
compared to 2016 continues to be the shift from steel to aluminium due to the increase in lightweight construction. The share of aluminium in the average distribution of materials in BMW Group vehicles 
increased to 19% (2016: 18%). 


We aim to increase the use of secondary materials in our vehicles. Our vehicles generally contain shares of secondary raw materials that are average for the industry. For selected materials and components, we 
apply Life Cycle Engineering to design our supply chains and material cycles as early as in  the vehicle development stage. Up to 20% of the thermoplastic materials in our vehicles are made from recyclates. 
These thermoplastic materials account for an average of 12% of vehicle weight. We use up to 50% secondary aluminium in high-strength cast aluminium parts. 


In addition, the efficiency indicators energy/water consumption, process wastewater, waste for disposal, VOC and CO2 emissions per vehicle improved by an average of 5.3% compared to 2016.


• GRI 301-1, GRI 302-1, GRI 305-1, GRI 305-7
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Water consumption 1
• T3.16


 2013 2014 2015 2016 2017


Water consumption in m 3 4,105,937 4,434,595 4,819,684 5,017,816 5,073,220


of which drinking water in % 86 87 86 87.1 88.0


of which groundwater in % 14 13 14 12.5 11.7


of which surface water in % 0 0 0 0.5 0.3


of which rainwater in % 0 0 0 0 0.0


1  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


Measured against the increase in production (2.7%), total water consumption rose disproportionately, by 1.1% in 2017 compared to 2016. Water consumption per vehicle produced was just under 2% below the 
previous year’s figure, at 2.22 m³ (2016: 2.25 m³). In the reporting period, no sensitive water sources were impacted by water removal (water from nature conservation areas), nor are there any plans in this 
regard in the future.


Waste water 1
• T 3.17


 2013 2014 2015 2016 2017


Total waste water in m³ 2,825,825 2,965,615 3,108,587 3,312,562 3,633,306


of which process waste water in m³ 882,978 949,601 960,234 944,008 914,016


of which waste water from sanitary facilities in m³ 1,942,847 2,016,015 2,148,353 2,368,554 2,719,290


Total heavy metals and heavy metal compounds in kg 465 492 502 742 406


COD 2 in kg 1,770,577 2,081,473 2,152,073 2,085,398 2,273,678


AOX 3 in kg 79 74 87 131 101


1  The key performance indicator “Process waste water” is measured after waste water treatment in BMW Group plants (incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN) has taken place. 
Together with the waste water from sanitary facilities at the plants, this is the figure for total waste water. Due to factors such as evaporation, water input does not correspond to total waste water.


2  COD = chemical oxygen demand.
3  AOX = adsorbable organic halides in water.


Materials input into waste water should be limited to volumes that will not overtax natural decomposition processes. At all of our plants, we have introduced our own BMW-specific waste water standards, some 
of which considerably exceed local regulations.
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Waste 1
 T3.18


in t 2013 2014 2015 2016 2017


Total waste 680,299 727,079 754,747 762,924 785,209


Hazardous waste for recovery 21,884 28,503 31,099 30,855 36,379


Hazardous waste for disposal 7,668 7,439 5,483 4,219 4,992


Non-hazardous waste for recovery 647,725 688,237 714,887 723,632 739,799


Non-hazardous waste for disposal 3,022 2,900 3,278 3,732 4,039


Materials for recycling 669,609 716,740 745,986 754,486 776,179


Metals for recycling (scrap) 500,589 525,812 569,959 569,841 571,685


Waste for disposal  10,690  10,339  8,761 7,951 9,031


1  These figures refer to the production sites of the BMW Group incl. the BMW Brilliance Automotive Ltd. joint venture in Shenyang/CN.


The waste from production that cannot be recycled increased in 2017 to 3.85 kg per vehicle produced. This is an increase of 0.34 kg/vehicle compared to 2016 (3.51 kg per vehicle).


Modes of transport of BMW AG employees 1
• T 3.19


2014 2015 2016 2017 2


 in % in t CO2 in % in t CO2 in % in t CO2 in % in t CO2


Cars 51 60,009 52 65,922 53 70,953 51 69,311


Public transport 16 3,461 16 3,750 16 4,169 19 5,034


Plant bus 26 14,244 25 14,552 24 12,950 23 12,571


Bicycle/on foot 7 0 7 0 7 0 7 0


Total 100 77,714 100 84,225 100 88,072 100 86,916


1  Headquarters, including Research and Innovation Centre Munich/DE, the Munich/DE, Dingolfing/DE, Regensburg/DE, Landshut/DE, Leipzig/DE and Berlin/DE plants.
2  62% of BMW Group employees and 92% of employees in Germany captured.


Total emissions of CO2 decreased by 1.3% and the overall average of CO2 emissions per employee and working day was lower than in the previous year, at 4.49 kg/employee/d. (2016: 4.63). This is due to an 
increase in the use of public transport at the company’s largest location in Munich/DE.


•  GRI 305-3
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Logistics: carriers and CO2 emissions 1
• T 3.20


 2013 2014 2015 2016 2017


INBOUND (MATERIAL PROVISION OF THE PLANTS  
AND SPARE PARTS DELIVERY)          


Transport volume in million tkm 11,560 12,682 13,822 15,202 14,338


CO2 emissions in t 580,616 630,215 467,023 506,604 513,940


OUTBOUND (DISTRIBUTION OF VEHICLES AND SPARE PARTS)          


Transport volume in million tkm 22,226 24,537 25,584 25,006 25,881


CO2 emissions in t 803,158 888,089 935,059 920,795 959,147


TOTAL (INBOUND AND OUTBOUND)          


Transport volume in million tkm  33,786  37,219 39,406 40,208 40,219


CO2 emissions in t  1,383,774  1,518,304 1,402,082 1,427,399 1,473,087


PERCENTAGE SHARE OF CARRIERS IN TOTAL  
(INBOUND AND OUTBOUND) IN TERMS OF TRANSPORT 
VOLUME AND CO2 EMISSIONS  tkm g CO2  tkm g CO2  tkm g CO2  tkm g CO2 tkm g CO2 


           


Sea 78.9 51.6 77.8 50.1 78.9 57.0 77.7 55.0 75.8 53.7


Road 12.4 23.1 13.5 24.3 13.5 27.8 14.9 30.8 17.2 32.2


Rail 7.5 3.8 7.3 2.7 7.0 3.2 6.9 3.1 6.4 2.5


Air 1.2 21.5 1.4 22.9 0.6 12.0 0.5 11.1 0.6 11.6


1  Figures refer to BMW and MINI, excluding Rolls-Royce Automobiles. CO2 emissions calculated in accordance with DIN EN 16258. Scope: inbound volumes (material supplies to plants and spare parts delivery) 
for BMW and MINI vehicle plants worldwide as well as for delivery of spare parts to the parts supply centre. Outbound volumes (vehicle distribution and spare parts) as far as the distribution centres in the world-
wide markets and in certain markets as far as the dealership.


While the number of BMW and MINI vehicles produced rose by over 6% compared to the previous year, CO2 emissions increased to a lesser extent (+ 3.2%). Based on the number of vehicles, total CO2 emissions 
per unit dropped by around 2.9%. Transport volume remained unchanged compared to the previous year. This is mainly due to measures to reduce distances when supplying materials to plants, e. g. we opened 
an engine plant in China in direct proximity to the vehicle plants. This also led to slight shifts in the shares of transport modes in transport volume and CO2 emissions.


•  GRI 305-3
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Further key indicators:
Employees and society


Occupational health and safety management systems at BMW Group sites
• T 4.15


Plant occupational health and safety certification
Occupational health and  


safety management system Most recent date of certification


Berlin plant, DE OHSAS 18001 December 2017


Dingolfing plant, DE OHRIS May 2015


Eisenach plant, DE OHSAS 18001 September 2015


Goodwood plant, UK OHSAS 18001 September 2015


Hams Hall plant, UK OHSAS 18001 January 2017


Landshut plant, DE OHRIS October 2015


Leipzig plant, DE OHRIS March 2016


Munich plant, DE OHRIS August 2015


Oxford plant, UK OHSAS 18001 December 2015


Regensburg plant, DE OHRIS July 2015


Rosslyn plant, ZA OHSAS 18001 December 2017


Spartanburg plant, US OHSAS 18001 April 2016


Steyr plant, AT OHSAS 18001 January 2016


Swindon plant, UK OHSAS 18001 December 2015


Wackersdorf plant, DE OHRIS July 2015


CKD production Araquari, BR OHSAS 18001 December 2016


CKD production Chennai, IN OHSAS 18001 January 2016


CKD production Jakarta, ID (external production) OHSAS 18001 January 2014


CKD production Cairo, EG (external production)   OHSAS 18001 August 2017


CKD production Kaliningrad, RU (external production) National standard  1 Introduced


CKD production Kulim, MY (external production) OHSAS 18001 December 2015


CKD production Manaus, BR National standard  1 Introduced


CKD production Rayong, TH OHSAS 18001 January 2016


BMW Brilliance Automotive, Shenyang, CN ( joint venture) OHSAS 18001 December 2016


SGL Automotive Moses Lake, US ( joint venture) OHSAS 18001 December 2015


SGL Automotive Wackersdorf, DE ( joint venture) OHSAS 18001 December 2015


Magna Steyr Fahrzeugtechnik Graz, AT (contract production) OHSAS 18001 July 2015


TVS Motor Company Hosur, IN (contract production) OHSAS 18001 January 2017


VDL Nedcar, Born, NL (contract production) National standard 1 Introduced


1  Legal requirements complied with.


The BMW Group (including all contract and external production companies) currently has certified occupational health and safety management systems in accordance with OHRIS and OHSAS in place at 28 of its 
31 production locations and corresponding systems in accordance with national standards at three further sites.
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 Occupational safety at BMW Group
 T 4.16


Rate/number of participants/number 2013 2014 2015 2016 2017


Accident frequency rate 1 BMW Group 4.8 5.1 3 4.4 4 4.0 5 3.6 5


Safety training by BMW AG occupational safety association (BMW AG only) 2,387 2,750 1,809 1,327 1,275


Web-based training in occupational safety at BMW Group 6 15,902 17,180 23,548 25,811 71,237


Other training courses in occupational safety at BMW Group 10,892 10,984 17,536 31,212 27,838


BMW Group employees (number) 6 9,611 6,941 13,635 22,607 20,609


Employees of third-party companies (number) 1,281 4,043 3,901 8,605 7,229


BMW Group risk assessments 2 26,462 27,300 69,887 78,201 102,930


1  Number of occupational accidents with at least one day of absence from work per one million hours worked.
2  Number of safety assessments of workplaces, including with regard to possible ergonomic and health strains. Figures are cumulative and refer to the BMW Group. Figures from 2015 onwards not directly 


 comparable to previous years’ figures. The figure shown is the sum of the safety assessments of workplaces in the tariff-bound production area carried out so far (2017: 53,357) and the hazard assessments in 
the non-tariff areas, which were captured for the first time (2017: 49,573).


3  Figure not directly comparable to previous years’ figures due to addition of German dealerships to scope. Around 88% of BMW Group employees captured.
4  Figure not directly comparable to previous years’ figures due to addition of plants in Brazil, Thailand and India to scope. Around 90% of BMW Group employees captured.
5  Figure not directly comparable to previous year’s figure due to expansion of scope to include 100% of all BMW Group employees for which accidents can be recorded under current data privacy regulations.
6  Including staff from temporary employment agencies.


The accident frequency rate at the BMW Group decreased by 10% in 2017 compared to 2016. This is due to continuous improvement in occupational health and safety management systems, and also to   
dedicated safety training courses as well as continuous improvement of technical safety conditions at workstations.


In addition to training by the occupational safety association, a large number of internal training courses are carried out, data of which has been captured since 2011. A total of 27,838 employees of the  
BMW Group as well as employees of third-party companies took part in internal safety training courses in financial year 2017. In addition, 6,658 people underwent training in first aid at the BMW Group. 


•  GRI 403-2


BMW Group employees
• T 4.17


 2013 2014 2015 2016 2017


Workforce according to segment      


Automotive 100,682 106,064 111,410 112,869 117,664


Motorcycles 2,726 2,894 3,021 3,351 3,506


Financial Services 6,823 7,245 7,697 8,394 8,645


Other 120 121 116 115 117


Share of employees with fixed-term contracts 1 in % 3.9 4.2 4.7 3.7 3.8


1  Excluding vocational trainees, interns and students.


•  GRI 102-8
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Sickness rate at BMW AG
• T 4.19


in %


4.64.6 4.6
4.3 4.2


5.0


3.5


2.0


   


2013 2014 2015 2016 2017


 


•  GRI 403-2


Target share of performance-related compensation in 
BMW AG salaries, by employee category  1
• T 4.20


in % of salary group 2015 2016 2017


Upper management 52 –71 52 –72 51–69


Middle management 37 –41 37 –40 37–40


Lower management 9 9 9


1  Performance-based remuneration comprises a personal bonus and a corporate earnings- 
related bonus. The amount of the personal bonus depends on personal performance as well 
as achievement of the individual’s targets. The amount of the corporate bonus depends on 
the company’s performance. The variable part of remuneration increases as more responsi-
bility is taken within the company.


Accident frequency rate at BMW Group by country 1
• T 4.18


Per one million hours worked Accident frequency


Australia 0.7


Austria 7.0


Belgium 4.6


Brazil 0.4


Bulgaria 0.0


Canada 0.0


China 0.0


Czechia 0.0


Denmark 0.0


Finland 0.0


France 4.2


Germany 4.3


Greece 0.0


Hungary 0.0


India 0.0


Indonesia 0.0


Ireland 0.0


Italy 7.2


Japan 0.6


Malaysia 0.0


Mexico 0.0


Netherlands 0.0


New Zealand 0.0


Norway 0.0


Poland 0.0


Portugal 0.0


Romania 0.0


Russia 0.0


Singapore 0.0


Slovakia 0.0


Slovenia 0.0


South Africa 1.5


South Korea 0.0


Spain 5.7


Sweden 2.2


Switzerland 0.0


Thailand 0.0


UK 1.5


United Arab Emirates 0.0


USA 2.5


1  Reported occupational accidents with at least one day of absence from work per  
one million hours worked.


•  GRI 403-2
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Profit sharing scheme at BMW AG  
by year of payment¹
• T 4.22


in % of monthly salary/in % of personal base value


152.6 162.8 167.3
179.9


167.5
200


100


0


   


2013 2014 2015 2016 2017
 


1  The profit share paid out in the year under review is calculated based on the BMW Group 
results of the previous financial year, using the three parameters of Group earnings after 
tax, after tax return on sales, and dividends. New employees receive full bonuses after four 
years of employment.


Since the 2010 financial year (payout in 2011), bonuses at BMW AG have been determined 
according to a uniform system across all hierarchical levels. Starting in the 2011 financial 
year (payout in 2012), this system was also introduced for employees worldwide as a 
 standardised corporate success component in nearly all BMW Group companies. The 
consistency of this component is thus ensured both hierarchically (from production 
worker to board member) and geographically (worldwide). This portion of the bonus 
depends on the earnings performance of the BMW Group and is calculated according to 
these three parameters: group earnings after tax, after-tax return on sales, and dividends. 
In particular the inclusion of the post-tax return on sales in the calculation of bonuses 
(also for the Board of Management and the upper executives) ensures an  orientation 
towards the profitable and therefore sustainable growth of the BMW Group.


Total days of work missed at BMW AG  
due to occupational accidents¹


 T 4.21


Number


20,000


10,000


0


 


 2013 2014 2015 2016 2017


1  Figures for BMW AG, including dealerships. Days of absence from work due to 
 occupational accidents and/or accidents on the way to or from work with at least one day 
of absence from work.


The number of occupational accidents with days absent from work dropped by 24.5% in 
2017 compared to the previous year. In addition, 68.7 days’ absence from work per one 
 million hours worked were counted for the BMW Group, where there was an overall total of 
13,903 days’ absence from work. These figures were captured for the entire BMW Group 
for the first time in the reporting period.  


•  GRI 403-2


Total number of employees leaving BMW AG,  
by reason for leaving¹
• T 4.23


Number


Pension, death, 
pre-retirement 


part-time 
working 


arrangements


Voluntarily left 
company 


(termination or 
suspension of 


employment 
contract by 
employee)


Dismissed by 
employer


2,0772,067


1,577


1,014


2,371
3,000


1,500


0


   


2013 2014 2015 2016 2017


 


1  Figures refer to employees with permanent contracts.


The number of people leaving the company was at the same level as the previous year. 
The share of women in the total number of people leaving the company (2,077) was 14% 
in 2017. The share among permanent new contracts was 22%.


•  GRI 401-1


9,542 8,711
11,073 10,813


8,164
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BMW Group apprentices as at 31 December
• T 4.25


Number


4,750
4,613


4,445


4,595
4,700


5,000


4,500


4,000


   


2013 2014 2015 2016 2017
 


In view of digitalisation and technological change, we started to strategically realign voca-
tional training at the BMW Group. This includes both a realignment of the training portfolio 
towards STEM-related skills as well as the introduction of new digital methods of learning 
and teaching. In collaboration with the national and international training network, we 
already implemented initial measures to adapt existing occupational profiles and intro-
duce new ones. This is the most extensive restructuring of our skillset in the history of the 
BMW Group and further measures are planned in the next few years. The number of people 
starting their careers at the company’s German training centres remained constant, at 
1,200. On the reporting date, 4,750 young people had vocational training contracts or 
were employed in young talent promotion programmes (2016: 4,613).


Share of women in the workforce per country with 
production site(s) in 2017
• T 4.24


in %


  16.7 Germany


  16.2 UK


  24.5 USA


  13.4 Austria


  23.3 South Africa


  8.6 India


  29.9 Thailand


  49.3 China


  21.2 Brazil 


  35.2 Other countries


0 25 50


 


The share of women in the workforce varies strongly in the different functional areas: 
In Germany, the share of women in production-related activities is less than 10%,  
while it is over 20% in sales-related activities.


At international level too, the share of women is lower in production-intensive countries.


•  GRI 405-1
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Share of local employees in management positions at major company locations 1
• T 4.26


in % 2013 2014 2015 2016 2017


Munich plant, DE 98.8 98.9 99.0 99.1 99.2


Dingolfing plant, DE 99.7 99.7 99.7 99.7 100.0


Berlin plant, DE 100.0 100.0 100.0 100.0 100.0


Landshut plant, DE 99.2 100.0 100.0 100.0 100.0


Leipzig plant, DE 98.2 99.2 99.2 100.0 99.3


Regensburg plant, DE 100.0 100.0 100.0 99.5 100.0


UK 89.3 85.2 85.2 87.5 86.3


USA 89.0 86.8 86.1 89.4 87.7


Austria 84.7 86.2 75.1 84.8 82.8


South Africa 89.0 89.9 85.4 85.4 83.0


China 2 (incl. joint venture) 63.0 50.6 65.2 65.8 76.5


India 59.5 61.8 71.1 66.7 70.0


Thailand 75.0 61.3 72.4 65.6 56.8


1  “Local” refers to managers with local contracts. Persons deployed to work at the location who do not have a local employment contract are not included. Such persons are reflected in the difference from 100% 
in each case.


2  Including employees of the joint venture BMW Brilliance Automotive, which is not consolidated in the BMW Group.


•  GRI 405-1


Share of employees represented by a trade union or falling under collective agreements
• T 4.27


in % 2013 2014 2015 2016 2017


Germany 2 100 100 100 100 100


UK 1 86 86 86 85 86


China (plant) 100 100 100 100 100


Austria 2 100 100 100 100 100


South Africa 61 60 59 58 53


USA (no collective agreements exist) 0 0 0 0 0


1  From 2012 onwards, all employees in corporate functions as well as the employees at the Goodwood/UK plant were included in this figure.
2  Excluding executives.


At the BMW Group, institutionalised co-determination is implemented Group-wide according to the applicable national regulations. At all BMW AG plants and dealerships as well as in Austria and the UK, elected 
works councils observe co-determination for the employees. In China and South Africa, employees are represented by local workers’ representatives, while at the company locations in the USA no collective 
agreements exist in general.


The BMW Group complies with conventions 87 and 98 of the ILO (International Labour Organization), which guarantee workers freedom of association and the right to collective bargaining. This also includes 
the right to establish and to join independent C93 trade unions and other advocacy organisations as well as protection against discrimination on the grounds of membership in an employee representative 
body. Freedom of association is thus one of the principles set down in the •  Joint Declaration on Human Rights and Working Conditions at the BMW Group. The timely and comprehensive involvement of 
employee representatives is ensured in the BMW Group by the Supervisory Board of BMW AG with equal representation of all parties as well as by works councils and local employee representatives.


•  GRI 102-41
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https://www.bmwgroup.com/content/dam/bmw-group-websites/bmwgroup_com/responsibility/downloads/en/2010/BV171_Joint_Declaration_on_Human_Rights_and_Working_Conditions_in_the_BMW_Group_2010.pdf





Average training hours at the BMW AG Academy,  
by employee category 
• T 4.29


Employee category 2015 2016 2017


Non-tariff employees  26.6 30.0 19.2


“Meister” (master craftsmen)  36.8 27.8 17.7


Tariff  18.2 17.3 12.8


Days of further training for managers 
 in the BMW Group    


Number  18,775 16,985 16,883


Worldwide, the BMW Group invests continuously in training its managers. The number 
of days of participation in the classical executive training courses was almost exactly 
the same as in the previous year. In addition to the figures listed, almost all managers took 
part in the one-day dialogue event Strategy NUMBER ONE > NEXT Next Experience 
between January and April 2017 (around 14,000 participants). Furthermore, 595 partici-
pant days were recorded for executive dialogue events (e. g. “Treffpunkt Führung Next” – 
Leadership Meet-up Next).


•  GRI 404-1


Investment in further education and training at the 
BMW Group
• T 4.28


in € million


288


335
352 349352


400


300


200


   


2013 2014 2015 2016 2017


 


The BMW Group sees targeted employee training as an investment in the future. For this 
 reason, investment in education and further training remained at the same level as in the 
 previous year.  Building up and maintaining skills expertise within the Group’s workforce are 
key aspects of strategic corporate governance.


Share of employees at BMW AG from Europe outside 
Germany as well as from non-EU countries
• T 4.30


in %


4.6
Share of non-German employees from EU countries


Share of German employees 90.4


5.0
Share of non-German employees 


 from non-EU countries


As at 31 December 2017, employees from 118 different countries worked at BMW AG.


•  GRI 405-1
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GRI CONTENT INDEX


Identified material aspects and boundaries


 Supply chain Production
Sales and utilisation, 


recycling and disposal


Human rights ++ + +


Combatting corruption and anti-competitive behaviour ++ ++ ++


Product safety   ++


Customer satisfaction   ++


Fuel efficiency and vehicle CO2 emissions   ++


Vehicle pollutant emissions   ++


Alternative drivetrain technologies   ++


Design for Recycling   ++


Data protection + + ++


Networked and autonomous driving   ++


Mobility concepts and services   ++


Pollutant emissions in the value chain ++ + +


Energy efficiency and CO2 emissions in the value chain ++ + +


Environmental and social standards in the supply chain ++   


Occupational safety and health ++ ++ ++


Attractive workplace, talent identification and retention + ++ +


Employee development, training and education + ++ +


Diversity and equal opportunity + ++ +


Socio-economic impacts on society + ++  


++ High impact + Low impact


•  GRI 102-47, GRI 103-1


BMW Group value creation chain
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GRI 101: Fundamentals 2016 
GRI 102: General information 2016


Code Page number Omissions and comments


  Organisational profile   


102-1 Name of the organisation
• Imprint, page 214


102-2 Activities, brands, products and services
•  Introduction, pages 8, 10


102-3 Location of headquarters
• Imprint, page 214


102-4 Location of operations
• BMW Group 2017 Annual Report 
BMW Group vehicle sales by region and market 
• Business performance  


in vehicle production of BMW Group by plant 
• Business performance  
of company locations • Organisational structure and business model 


102-5 Ownership and legal form
• BMW Group 2017 Annual Report 
• Organisational structure and business model   
• Disclosures relevant for takeovers   
• Consolidated financial statements  


102-6 Markets served
• BMW Group 2017 Annual Report 
BMW Group vehicle sales by region and market  
• Business performance  
in vehicle production of BMW Group by plant 
• Business performance  
of sales subsidiaries • Organisational structure and business model  
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Code Page number Omissions and comments


102-7 Scale of the organisation
•  Introduction, page 8  


•  Chapter 4.2, page 135  


•  Further key indicators, page 153 


102-8 Information on employees and other workers  
•  Chapter 4.2, pages 132, 135, 140 


•  Further key indicators, page 164


The number of non-managerial staff is subject to very 
strong short-term fluctuations particularly during the 
main holiday period of the core workforce in the sum-
mer. Statements about the number of non-managerial 
staff as well as their composition by gender are therefore 
valid only for a very short time. Freelance staff are not 
relevant for most of the work in the BMW Group.


A breakdown of employees with fixed-term and part-
time contracts by gender and region is not available for 
the BMW Group as a whole. For BMW AG, these break-
downs are not reported for reasons of confidentiality.


Explanations of how data is compiled can be found in 
the footnotes for the respective tables.


(UNGC 6)1


102-9 Supply chain
•  Introduction, page 10  


•  Further key indicators, page 151  


102-10 Significant changes to the organisation and  
its supply chain  
• Our reporting concept, page 209  


• BMW Group 2017 Annual Report 
Group reporting entity • Principles
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Code Page number Omissions and comments


102-11 Precautionary principle or approach
Observing the precautionary principle through our 
 comprehensive and integrated strategy • pages 12–20 
Observing the precautionary principle through a com-
prehensive understanding of product responsibility  
• page 61 
Environmental protection within the organisation and 
Clean Production approach • pages 86–88, 155, 157–158 
Precautions through supplier selection and management 
• pages 105–113 
Safeguarding employees through a healthy work 
 environment • pages 117–127 
Fostering understanding between different nations 
 religions and ethnic groups • pages 143–149 
• BMW Group 2017 Annual Report 
• Compliance in the BMW Group 
• Report on Risks and Opportunities


(UNGC 7)1


102-12 External initiatives
•  Chapter 1.3, page 37


102-13 Memberships of associations Memberships in national associations:
–  The German Association of the Automotive  


Industry (VDA), and indirectly through the VDA  
the Federation of German Industries (BDI), member 
of the Association for the Promotion of German 
Industry 


–  Bavarian Employers’ Associations for the Metal-
working and Electrical Industries (bayme vbm)  


–  Confederation of German Employers’ Associations 
(BDA)


International industry associations: 
–  European Automobile Manufacturers’ Association 


(ACEA)
–  Alliance of Automobile Manufacturers  


(Auto Alliance)
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Code Page number Omissions and comments


  Strategy   


102-14 Statement from senior decision-maker
•  Introduction, pages 5–7


102-15 Key impacts, risks and opportunities
Fundamentals • pages 24, 32, 38, 41 
Products and services • page 43 
Production and value creation  • page 83 
Employees and society • page 114


  Ethics and integrity   


102-16 Values, principles, standards and norms of behaviour
•  Chapter 1.3, page 37  


• BMW Group Legal Compliance Code 


• BMW Group values-oriented human resources policies 


• Joint Declaration on Human Rights and Working Conditions at the BMW Group 


• BMW Group environmental guidelines 


• BMW Group sustainability standard for the supplier network


(UNGC 10)1


102-17 Mechanisms for advice and concerns about ethics
• BMW Group 2017 Annual Report 
• Compliance in the BMW Group 


(UNGC 10)1
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Code Page number Omissions and comments


  Governance   


102-18 Governance structure
•  Chapter 1.1, page 12 


• BMW Group 2017 Annual Report 
•  Composition and Work Procedures of the Supervisory Board of BMW AG and its  


Committees  


The BMW Group governance principles are set down in 
the • Corporate Governance Code. 


102-19 Delegating authority
•  Chapter 1.1, pages 12–13 


The Supervisory Board does not delegate any authority.


102-20 Executive-level responsibility for economic, 
 environmental and social topics
•  Chapter 1.1, pages 12–13  


102-21 Consulting stakeholders on economic, environmental 
and social topics
• BMW Group 2017 Annual Report 
Annual General Meeting   
• Statement on Corporate Governance 


Employee representatives (company employees and uni-
on representatives) on the Supervisory Board • Members of 


the Supervisory Board
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Code Page number Omissions and comments


102-22 Composition of the highest governance body  
and its committees
• BMW Group Company Profile 
Term 
Stakeholder representation


• BMW Group 2017 Annual Report 
Management: 
• Members of the Board of Management 


• Members of the Supervisory Board 


•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 
Committees


Independence: 
Composition Objectives of the Supervisory Board   
•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 


Committees


Mandates: 
• Members of the Board of Management 


• Members of the Supervisory Board


Gender: 
• Members of the Board of Management 


• Members of the Supervisory Board


Social groups: 
Composition objectives of the Supervisory Board   
•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 


Committees


Stakeholder representation: 
• Members of the Supervisory Board


Competencies: 
Composition objectives of the Supervisory Board 
•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 


Committees
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Code Page number Omissions and comments


102-23 Chair of the highest governance body
•  Chapter 1.1, page 12 


• BMW Group 2017 Annual Report 
•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 


Committees  


The Chairman of the Supervisory Board has no 
 executive function.


102-24 Nominating and selecting the highest governance body
• BMW Group 2017 Annual Report 


•  Composition and Work Procedures of the Board of Management of BMW AG and its 
Committees


•  Composition and Work Procedures of the Supervisory Board of BMW AG and its 
Committees 


102-25 Conflicts of interest
• BMW Group Legal Compliance Code 


• BMW Group 2017 Annual Report 
Shareholdings of members of the Board of Management 
and Supervisory Board • Other information, Compliance in the  


BMW Group


There are already upper limits for mandates as well  
as a legal prohibition on certain ties pursuant to § 100 of 
the German Stock Corporation Act (AktG). Mandates 
in Supervisory Board committees and comparable 
 governance bodies of commercial enterprises are 
 published in the Annual Report.


The Board of Management and Supervisory Board have 
pledged to observe the provisions for conflicts of interest 
in section 5.5 of the German Corporate Governance 
Code, in particular to disclose conflicts of interest and 
report on how they are dealt with.


Business done with related parties or entities is reported 
in the financial reports in accordance with the IAS 24 
standard (Related Party Disclosures). A quarterly survey 
of the members of the Board of Management and Super-
visory Board is conducted for this purpose.


102-26 Role of highest governance in setting purpose,  
values and strategy
•  Chapter 1.1, page 12


102-27 Collective knowledge of highest governance body
•  Chapter 1.1, page 13


102-28 Evaluating the highest governance body’s performance
•  Chapter 1.1, page 13


178


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


 
Further key  indicators


Appendix


GRI Content Index


Our reporting concept


Independent Practitioners’ 
Limited Assurance Report


Fuel consumption and 
 CO2  emissions ratings


Imprint


·







Code Page number Omissions and comments


102-29 Identifying and managing economic, environmental and 
social impacts
• BMW Group 2017 Annual Report 


Risk management system • Report on Risks and Opportunities


The Board of Management informs the Supervisory 
Board by way of the Audit Committee on risk manage-
ment and the risk situation.


102-30 Effectiveness of risk management process
• BMW Group 2017 Annual Report 
• Report of the Supervisory Board  


Risk management system • Report on Risks and Opportunities


102-31 Review of economic, environmental and social topics
•  Chapter 1.1, page 12  


• BMW Group 2017 Annual Report 
Risk management system • Report on Risks and Opportunities


102-32 Highest governance body’s role in sustainability 
 reporting
•  Our reporting concept, page 210


102-33 Communicating critical concerns
• BMW Group 2017 Annual Report 


• Compliance in the BMW Group


The BMW Group Compliance Committee regularly reports 
on all relevant compliance matters to the Board of Manage- 
ment. A report is compiled once a year to inform the Board 
of Management and the Supervisory Board about progress 
in the further development of the BMW Group Compliance 
Management System, investigations carried out, any 
known violations and sanctions as well as corrective and 
preventative measures undertaken. In addition, clearly 
 defined criteria stipulate cases in which the Board of 
 Management or individual members of the Board are to 
be immediately informed.


The BMW Group’s Sustainability Board, which the entire 
Board of Management are members of, addresses current 
sustainability topics and corresponding developments. 
Among other things, it assesses the economic, environ-
mental and societal progress made by the company as well 
as the level of integration of sustainability in the company 
divisions. In addition, the Strategy Circle, consisting of 
 divisional heads of department, convenes twice a year to 
address sustainability topics and prepare decisions of the 
Sustainability Board.
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Code Page number Omissions and comments


102-34 Nature and total number of critical concerns This information is confidential and is not 
 communicated externally by the BMW Group. 


102-35 Remuneration policies
•  Chapter 1.1, page 13 


• BMW Group 2017 Annual Report 
• Compensation Report 


The company pension scheme system is designed consis-
tently for all employee levels. Pensions are determined  
in line with annual remuneration and the market, based 
on the individual’s category and in/on the relationship 
between the highest management body, managers and 
other employees.


102-36 Process for determining remuneration
• BMW Group 2017 Annual Report 
Overview of compensation system and compensation 
components, External compensation consultant  
• Compensation Report


102-37 Stakeholders’ involvement in remuneration
• BMW Group 2017 Annual Report  
Employee representatives on the Supervisory Board   
• Members of the Supervisory Board 
• Information on the Company’s Governing Constitution  
Supervisory Board compensation, responsibilities, regu-
lation pursuant to Articles of Incorporation • Compensation 


Report
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Code Page number Omissions and comments


102-38 Annual total compensation ratio The BMW Group policies for remuneration and addition-
al benefits apply for all of our companies and regardless 
of employees’ gender, religion, origin, age, disability, 
 sexual orientation or country-specific characteristics. We 
follow the guiding principle that the total remuneration 
package must be above the average for the respective 
 labour market. We conduct annual compensation studies 
worldwide to determine our current market positioning 
so that we can continue to align overall compensation 
with the market. This ensures that every employee 
 receives compensation commensurate with the relevant 
labour market.


The ratio of the annual compensation of the highest-paid 
employee to the median level of all employees is also in 
keeping with the market thanks to our globally applied 
approach; it can however vary greatly depending on the 
market spread between countries. For this reason, no 
 definitive statement can be made. The percentage in-
crease in annual compensation is decided based on 
 various factors such as the inflation rate and in principle 
follows the market trend.


102-39 Percentage increase in annual total compensation ratio Cf.  GRI 102-38


  Stakeholder engagement   


102-40 List of stakeholder groups
•  Chapter 1.2, page 25


102-41 Collective bargaining agreements
•  Further key indicators, page 168


(UNGC 3)1


102-42 Identifying and selecting stakeholders
•  Chapter 1.2, page 24
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102-43 Approach to stakeholder engagement
•  Chapter 1.2, page 25 


• Stakeholder Engagement Policy


Continuous worldwide in all locations and markets with 
a variety of different stakeholder groups. Specific stake-
holder dialogues are listed as part of the definition of the 
report content.


102-44 Key topics and concerns raised
•  Chapter 1.1, pages 17–18 


•  Chapter 1.2, pages 26–29 


•  Chapter 1.5, page 42


The Materiality Matrix is illustrated in chapter 1. The 
 topics therein and their relevance were determined in 
part in a stakeholder survey.


  Reporting practice   


102-45 Entities included in the consolidated financial statements
•  Our reporting concept, page 209 


• BMW Group 2017 Annual Report 
Group reporting entity • Principles


102-46 Defining report content and topic boundaries aspects
•  Chapter 1.1, page 17


102-47 List of the material topics
•  Chapter 1.1, page 17, GRI Index, page 171


102-48 Restatements of information Where necessary and possible, restatements are 
 explained in footnotes to the respective graphics.


102-49 Changes in reporting
•  Our reporting concept, page 209


102-50 Reporting period
•  Our reporting concept, page 209


102-51 Date of most recent report
•  Our reporting concept, page 209


102-52 Reporting cycle
•  Our reporting concept, page 209
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102-53 Contact point for questions regarding the report
•  Imprint, page 214


102-54 Claims of reporting in accordance with the GRI Standards
•  Our reporting concept, page 207


102-55 GRI Content Index
•  pages 171–206


102-56 External assurance
•  Independent Practitioner’s Limited Assurance Report, pages 210–212
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Material topics


GRI Standard Management approach and indicators, page number Omissions and comments


  Human rights   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their 


 boundaries 
•  Chapter 1.3, page 32 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 1.3, pages 32–37 


103-3  Review of management approach 
•  Chapter 1.3, pages 33, 34


(UNGC 1, 2, 3, 4, 5, 6)1


GRI 412 
2016


Review of compliance with human rights 
412-1  Company locations that have been subject to 


 human rights compliance screening or a human 
rights impact assessment 


•  Chapter 1.3, page 37 


•  Chapter 3.3, page 109


Following publication of the UN Guiding Principles on 
Business and Human Rights, we performed a systematic 
analysis in 2012 and 2013 of the rights cited in the Uni-
versal Declaration of Human Rights with regard to their 
relevance and implications for different business units 
of the BMW Group. A Human Rights Compliance 
 Assessment followed in 2017, involving a review of 71 
of 75 legal entities worldwide with a local Compliance 
 function. Only the smaller units were not assessed, 
for example financial services companies in countries 
where the other units were already included in the review.


Human rights are moreover an integral part of our 
 assessment process for new operation sites.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 412 
continued


412-2  Employee training on human rights policies and 
procedures 


•  Chapter 1.3, pages 33, 35


After the adoption of the UN Guiding Principles on Busi-
ness and Human Rights, we informed our employees via 
the hierarchy cascade of the BMW Group’s position and 
the requirements with regard to human rights. Employ-
ees in purchasing in particular have since then been re-
quired to take part in ongoing compulsory training. 
 Human rights are also part of the training for managers 
in their capacity as multipliers as well as being addressed 
in the introductory seminars for new employees and in 
Web- based training on sustainability. In 2017, the issue of 
 human rights was also a focus in our classroom training 
in compliance, for example at our Global Compliance 
Conference in June 2017. As human rights are an integral 
part of the above training, the actual hours of training 
are not recorded at present.


412-3  Significant investment agreements and contracts 
that include human rights clauses or screening 


•  Chapter 1.3, pages 33, 34, 36, 37


Significant investment volumes are investments that 
 account for at least 95% of the total investment in 
 tangible assets reported in the 2017 Annual Report.


 
Combatting corruption and  
anti-competitive behaviour   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 1.3, page 32 


•  GRI Content Index, page 171


103-2  Management approach and indicators 
•  Chapter 1.3, pages 32–37 


103-3  Review of management approach 
•  Chapter 1.3, pages 33, 34


(UNGC 10)1
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 205 
2016


Anti-corruption
205-1  Company locations assessed for corruption risks 


•  Chapter 1.3, pages 33, 35 


• BMW Group 2017 Annual Report 


• Compliance in the BMW Group 


205-2  Information and training on anti-corruption 
 strategies and measures 


•  Chapter 1.3, pages 33–36 


• BMW Group 2017 Annual Report 


• Compliance in the BMW Group 


EMPLOYEES
The BMW Group Legal Compliance Code is available in 
nine languages and is communicated to all BMW Group 
 employees via the BMW Group Intranet. The document 
is also available in printed form.


BUSINESS PARTNERS
We inform our suppliers of our requirements by means 
of our international terms and conditions of purchase, 
which contain clauses on “Social Responsibility and Com-
pliance” as well as on human rights. Our “BMW Group 
sustainability standard for the supplier network” applies 
in addition for suppliers of production materials. 


• see chapter 3.3 Service providers receive our brochure 
“BMW Group Business Relations Compliance”, which 
spells out our expectations. We communicate our 
 requirements to importers and dealers through our 
 “Dealer Information Package”.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 205 
continued


205-3  Confirmed incidents of corruption and  
actions taken 


• BMW Group 2017 Annual Report 


• Report of the Supervisory Board 


• Compliance in the BMW Group 


Major violations of the BMW Group Legal Compliance 
Code or the BMW Group Policy “Corruption Prevention” 
(anti-corruption directive) are reported in the BMW AG 
Annual Report in the section on legal risks, including 
their legal investigation.


No legal proceedings concerning corrupt practices were 
concluded during the reporting period.


Currently, the BMW Group does not have Group-wide 
information about employment contract sanctions as a 
result of violations of the law. For this reason, this aspect 
of the indicator is not fully reported. Detailed data on 
the total number of cases in which contracts with business 
partners were not renewed due to violations related to 
corruption are not currently available. We plan to incor-
porate this data into our data collection system in future.


GRI 206 
2016


206-1  Legal actions for anti-competitive behaviour, 
 antitrust and monopoly practices 


•  Chapter 1.3, page 36 


• BMW Group 2017 Annual Report 


• Report of the Supervisory Board 


• Compliance in the BMW Group 


The position of the BMW Group on the antitrust allega-
tions currently being reviewed by the European Com-
mission is explained in Chapter 1.3. Any risks for the 
BMW Group in connection with the European Commis-
sion’s review are detailed in the BMW Group Annual 
Report in the section on legal risks.


Other known or suspected violations of compliance are 
individual cases without systematic causation. In general, 
the areas of sales and financial services, in particular in 
Europe, are at increased risk for possible violations of 
antitrust law, which have resulted in individual cases in 
regulatory investigations and fines.
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GRI Standard Management approach and indicators, page number Omissions and comments


  Product safety   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their 


 boundaries 
•  Chapter 1.4, page 38 


•  GRI Content Index, page 171


103-2  Management approach and its components  
•  Chapter 1.4, pages 38–40 


• BMW Group 2017 Annual Report 


• Report of the Supervisory Board 


• Compliance in the BMW Group 


103-3  Review of management approach 
•  Chapter 1.4, pages 38–40


GRI 416 
2016


Customer health and safety 
416-1  Assessment of health and safety impacts of various 


product and service categories 
•  Chapter 1.4, page 38


416-2  Incidents of non-compliance with respect to health 
and safety impacts of products and services  


• BMW Group 2017 Annual Report 


• Report of the Supervisory Board 


• Compliance in the BMW Group 


For all compliance-relevant matters, the following ap-
plies in general: the reports received and breaches iden-
tified in individual cases in 2017 gave no indication of 
serious or systemically caused breaches of compliance.
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GRI Standard Management approach and indicators, page number Omissions and comments


  Customer satisfaction   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 1.5, page 41 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 1.5, pages 41–42 


103-3  Review of management approach 
•  Chapter 1.5, page 41


The system for capturing customer feedback is currently 
being switched from Overall Satisfaction (OSAT) to 
Net Promoter Score (NPS).


The first NPS customer surveys were started among com-
petitors in 2017 and will continue in 2018. OSAT surveys 
for assessing customer satisfaction will be discontinued 
in 2018.


An initial indication of the ”Best Customer Experience“ 
ranking compared to competitors can be provided in the 
next few years.


  Fuel efficiency and vehicle CO2 emissions   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.1, page 46 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.1, pages 46–57 


103-3  Review of management approach 
•  Chapter 2.1, page 47 


(UNGC 7, 8, 9)1
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 305 
2016 


Emissions 
305-1  Direct greenhouse gas (GHG) emissions (Scope 1) 


•  Chapter 3.1, page 92 


•  Further key indicators, page 159


305-2  Energy-related indirect greenhouse gas (GHG) 
emissions (Scope 2) 


•  Chapter 3.1, page 92 


305-3  Other indirect greenhouse gas (GHG) emissions 
(Scope 3) 


•  Chapter 2.1, page 47 


•  Chapter 3.1, page 92 


•  Further key indicators, pages 161, 162 
305-4  Intensity of greenhouse gas (GHG) emissions 


•  Chapter 3.1, page 90


305-5  Reduction of greenhouse gas (GHG) emissions 
•  Chapter 2.1, pages 47, 50, 57 


•  Chapter 3.1, page 90


The calculations of CO2 emissions and fuel consumption 
for our European new vehicle fleet have been based 
 since 2017 on the requirements and assumptions of the 
Worldwide Harmonised Light Vehicle Test Procedures 
(WLTP) and, prior to their introduction, on the require-
ments and assumptions of the New European Driving 
Cycle (NEDC) and the ACEA self-commitment (Euro-
pean Automobile Manufacturers Association). The 
 values for the US new vehicle fleet are based on CAFE 
(Corporate Average Fuel Economy).


1995 was chosen as the reference year, as this is also the 
reference point chosen by the European Commission 
and because the NEDC was introduced that year.


305-6  Emissions of ozone-depleting substances (ODS) According to a BMW Group internal standard, substan-
ces with ozone-depleting potential as listed in the legal 
provisions are not allowed. The BMW standard 
 “Prohibited and declarable substances” contains a ban 
on chlourofluorocarbons and thus substances that have 
a strong ozone-depleting potential. The BMW Group 
thus not only regulates emissions of these substances 
but prevents them from being used at all.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 305 
2016 
continued


305-7  NOx , SOx and other significant air emissions 
•  Further key indicators, page 159 


GRI 302 
2016


Energy
302-1  Energy consumption within the organisation 


•  Further key indicators, pages 156, 159


302-2  Energy consumption outside of the organisation 
•  Chapter 3.1, page 92


302-3  Energy intensity 
•  Chapter 3.1, pages 89–90


Primary energy consumption in the utilisation phase is 
not reported as this is based on the CO2 emissions per 
kilometre.


302-4  Reduction of energy consumption 
•  Chapter 3.1, pages 89–90


302-5  Reductions in energy requirements of products 
and services 


•  Chapter 2.1, pages 47, 49–50 


• Further key indicators, US fleet fuel consumption, page 154 


The calculations of CO2 emissions and fuel consumption 
for our European new vehicle fleet have been based 
 since 2017 on the requirements and assumptions of the 
Worldwide Harmonised Light Vehicle Test Procedures 
(WLTP) and, prior to their introduction, on the require-
ments and assumptions of the New European Driving 
Cycle (NEDC) and the ACEA self-commitment (Euro-
pean Automobile Manufacturers’ Association). The 
 values for the US new vehicle fleet are based on CAFE 
(Corporate Average Fuel Economy).


191


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


 
Further key  indicators


Appendix


GRI Content Index


Our reporting concept


Independent Practitioners’ 
Limited Assurance Report


Fuel consumption and 
 CO2  emissions ratings


Imprint


·







GRI Standard Management approach and indicators, page number Omissions and comments


  Vehicle pollutant emissions   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.1, page 46 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.1, pages 46–57 


103-3  Review of management approach 
•  Chapter 2.1, page 47 


(UNGC 7, 8, 9)1


GRI 305 
2016


Emissions 
•  Fuel efficiency and vehicle CO2 emissions, page 188


  Alternative drivetrain technologies   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.2, page 59 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.1, pages 49–50 


•  Chapter 2.2, pages 59–68 


103-3  Review of management approach 
•  Chapter 2.2, page 60


(UNGC 7, 8, 9)1


Annual sales of electric and electrified vehicles 
•  Chapter 2.2, page 60
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GRI Standard Management approach and indicators, page number Omissions and comments


  Design for Recycling   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.2, page 59 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.2, pages 59–68 


103-3  Review of management approach 
•  Chapter 2.1, page 47 


•  Chapter 2.2, pages 60, 63


(UNGC 7, 8)1


GRI 301 Materials 
301-1  Materials used by weight or volume 


• Further key indicators. pages 158–159


301-2  Percentage of materials used that are recycled 
 input materials 


•  Chapter 3.1, page 93
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 301 
continued


301-3  Recycling of products and their packaging 
 materials 


•  Chapter 3.1, page 94


Products: the BMW Group ensures environmentally 
 friendly recycling of end-of-life vehicles. Vehicle owners 
have the option of bringing their end-of-life vehicle to a 
specially designated local collection point. Established 
systems are in place for the recovery of components and 
materials and their reintegration into the raw materials 
cycle. The BMW Group thus fulfils all legal require-
ments relating to the recovery of its products.


Packaging: vehicles are delivered to the end customer 
without packaging. We use covered rail wagons or pro-
tective film for transporting vehicles to the dealership. 
All protective film is recycled after use. When parts are 
shipped to regional distribution centres, any packaging 
materials (packaging materials for transport and parts 
protection for separate parts) are professionally disposed 
of there. In the further supply chain from the regional 
distribution centres to the BMW Group dealerships, re-
sponsibility for disposal of packaging materials lies with 
the dealership. Customers who purchase spare parts or 
lifestyle articles can return the packaging material to the 
BMW Group dealership.


  Data protection   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.3, page 70 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.3, pages 70–72, pages 76–79 


103-3  Review of management approach 
•  Chapter 2.3, pages 70–72
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 418 
2016


Customer privacy 
418-1  Substantiated complaints regarding breaches of 


customer privacy and loss of customer data


The number of cases is subject to internal confidentiality 
regulations.


  Networked and autonomous driving   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.3, page 70 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.3, pages 70–72, pages 76–82 


103-3  Review of management approach 
•  Chapter 2.3, pages 71–72


– We plan to identify meaningful indicators in the next 
few years.


  Mobility products and services   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 2.3, page 70 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 2.3, pages 70–75, pages 80–82 


103-3  Review of management approach 
•  Chapter 2.3, page 71


(UNGC 9)1


DriveNow and ReachNow users 
•  Chapter 2.3, page 71
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GRI Standard Management approach and indicators, page number Omissions and comments


  Pollutant emissions in the value chain   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 3.1, pages 83, 86 


•  Chapter 3.2, page 99 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 3.1, pages 86–93, 96–97 


•  Chapter 3.2, pages 99–103 


103-3  Review of management approach 
•  Chapter 3.1, pages 87, 90 


•  Chapter 3.2, page 100


(UNGC 7, 8, 9)1


GRI 305 
2016


Emissions 
•  Fuel efficiency and vehicle CO2 emissions, pages 189–191


 
Energy efficiency and CO2 emissions in the 
value chain   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 3.1, pages 83, 86 


•  Chapter 3.2, page 99 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 3.1, pages 86–93, 97 


•  Chapter 3.2, pages 99–103 


103-3  Review of management approach 
•  Chapter 3.1, pages 87, 90 


•  Chapter 3.2, page 100


(UNGC 7, 8, 9)1


GRI 302 
2016


Energy
•  Fuel efficiency and vehicle CO2 emissions, pages 189–191
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 305 
2016


Emissions 
•  Fuel efficiency and vehicle CO2 emissions, pages 189–191


 
Environmental and social standards  
in the supply chain   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 3.3, pages 83, 105 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 3.3, pages 105–113 


103-3  Review of management approach 
•  Chapter 3.3, pages 106, 110–111


(UNGC 1, 2, 3, 4, 5, 6, 10)1


GRI 414 
2016


Supplier assessment for impacts on society   
414-1  Percentage of new suppliers that were screened 


using criteria for impacts on society 
•  Chapter 3.3, page 109


414-2  Negative impacts on society in the supply chain 
and actions taken 


•  Chapter 3.3, pages 109–110


We are not aware of any significant negative impacts in 
our supplier network.


No percentage figures can be given based on the number 
of suppliers as this number cannot be reliably recorded 
at this time.


GRI 308 
2016


Supplier assessment for impacts on the environment 
308-1  Percentage of new suppliers that were screened 


using criteria for impacts on the environment 
•  Chapter 3.3, page 109


308-2  Negative impacts on the environment in the 
 supply chain and actions taken 


•  Chapter 3.3, pages 109–110


We are not aware of any significant negative impacts in 
our supplier network.


No percentage figures can be given based on the number 
of suppliers as this number cannot be reliably recorded 
at this time.
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GRI Standard Management approach and indicators, page number Omissions and comments


  Occupational health and safety   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 4.1, page 118 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 4.1, pages 117–127, 163 


•  Joint Declaration on Human Rights and Working Conditions at the  
BMW Group  


103-3  Review of management approach 
•  Chapter 4.1, pages 119, 123–124, 126, 163–166


GRI 403 
2016


Occupational health and safety
403-1  Employee representation in formal employer- 


employee committees for health and safety at work 
•  Chapter 4.1, page 123


Special committees on occupational health and safety 
with representatives from both the employer and em-
ployee side are active at nearly all BMW Group locations. 
They are structured in various ways, in some cases with 
union participation, and they adopt so-called company 
agreements that often go well beyond the statutory 
 requirements.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 403 
continued


403-2  Type and rate of injuries, occupational diseases, 
lost days and work-related fatalities 


•  Chapter 4.1, pages 119, 123–124 


•  Further key indicators, pages 164–166


With regard to working conditions (occupational safety), 
there are no gender-specific differences. Therefore, no 
gender-specific analysis is currently published and none 
is planned for the future. On the basis of our BMW Policy, 
we currently do not report on any differences with regard 
to the working conditions, because all BMW Group 
 employees are treated equally.


Occupational diseases are defined differently in different 
regions, so that an aggregate statement for the BMW 
Group on the frequency and type of diseases and injuries 
is not possible. Work-related diseases are recorded in the 
English-speaking countries. In Germany, this is not per-
mitted for data privacy reasons. Instead, German figures 
for occupational diseases are based on the precise defini-
tion in the German Social Insurance Code. According to 
this definition, BMW AG has a rate of occupational dis-
eases in the range of 0.1 per thousand (cases per em-
ployee). Thanks to central planning based in Germany, 
the working conditions for handling hazardous substances 
and the ergonomic design of workplaces are identical in 
all BMW Group plants worldwide. In analogy, it can be 
assumed that the rate of occupational diseases abroad is 
the same as in Germany.


The BMW Group does not collect data from contractors 
active at our locations, as this information is subject to 
confidentiality clauses in our contracts. On-site contrac-
tors are instructed in occupational health and safety 
 precautions before taking up their work.


The accident statistics take into account work accidents 
that lead to at least one day of absence from work.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 403 
continued


403-3  Workers with high occurrence or risk of work- 
related diseases 


Thanks to our control mechanisms, BMW Group employ-
ees are not subject to any high levels of risk: the key 
 element in our occupational health and safety system is 
the risk assessment. It forms the basis for systematic and 
successful safety and health management.


If risks are identified, measures are taken in accordance 
with the STOP principle (Substitution, Technical, 
 Organisational, Person-based measures). Subsequently, 
instruction guidelines are prepared and the employees 
are informed about their content. The occupational 
 physician responsible is involved in the process of risk 
assessment and can thus ensure that illness-related 
risks are identified early and countermeasures taken.


In countries with high risk of infection, e.g. South Africa, 
prevention programmes such as free HIV tests are also 
 offered. In countries with high risk of infection by 
 mosquitoes, such as the case of the ZIKA virus in Brazil, 
the local BMW health service carries out prevention 
 campaigns.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 403 
continued


403-4  Health and safety topics covered in formal 
 agreements with trade unions 


•  Chapter 4.1, page 123 


Occupational health and safety are regulated by law 
through the German Occupational Safety and Health Act. 
There are no formal agreements with trade unions on 
 occupational health and safety issues at any of our world-
wide locations. In the BMW Group, occupational health 
and safety topics are regulated in cooperation with the 
works councils. In Germany, for example, company 
agreements have been concluded on the following topics:


–  Company agreement on assessing the risk of 
 psychological stress


–  Company agreement stipulating medical screenings 
for occupational fitness for jobs involving driving, 
technical control or monitoring activities


–  Occupational integration management for employees
–  Step by step occupational reintegration of employees 
–  Help for employees at risk of or suffering from drug 


addiction


 
Attractive workplace, talent identification 
and retention   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 4.2, page 129 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 4.2, pages 128–135 


•  Joint Declaration on Human Rights and Working Conditions at the  
BMW Group  


103-3  Review of management approach 
•  Chapter 4.2, pages 130, 132, 134–135, 167, 169


201


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


 
Further key  indicators


Appendix


GRI Content Index


Our reporting concept


Independent Practitioners’ 
Limited Assurance Report


Fuel consumption and 
 CO2  emissions ratings


Imprint


·
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GRI 401 
2016


Employment
401-1  New hires and employee turnover 


•  Chapter 4.2, page 135 


•  Further key indicators, page 166


The number of new hires at BMW AG and the 
BMW Group as well as their distribution across age 
groups is confidential information due to competitive 
reasons and is therefore not reported.


Share of women in new hires at BMW AG: 22%.


A breakdown of new hires by gender and region for the 
BMW Group is not possible as we cannot capture this 
data systematically. Manual capture of this data would 
entail a disproportionately high effort.


The attrition rate for BMW AG and therefore for about 
70% of all employees is captured centrally.


The attrition rate at individual international locations is 
also captured; it is not, however, consolidated at 
BMW Group level. The absolute as well as the percent-
age figures for people leaving the company, broken 
down by region, age and gender are also not currently 
captured due to system constraints.


We plan to integrate this indicator in our data capture 
processes by 2018.


401-2  Benefits provided to full-time but not part-time 
employees or temporary workers 


•  Chapter 4.2, page 131


Our principles apply to all employees. There is no distinc-
tion made between full-time or part-time employees or 
those with fixed-term contracts. For part-time employees, 
the principle of proportionate remuneration is applied, 
with some benefits even being granted on a full-time 
 basis.


401-3  Parental leave 
•  Chapter 4.2, page 132


The current system records only the number of BMW AG 
employees (approximately 70% of the BMW Group work-
force) on parental leave. We plan to integrate detailed 
 data for the entire BMW Group into our data collection 
process by 2018. Nearly 100% of the returnees stay in 
their jobs for longer than twelve months.
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Employee development, training and 
education   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 4.2, page 129 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 4.2, pages 128–135 


•  Joint Declaration on Human Rights and Working Conditions at the  
BMW Group  


103-3  Review of management approach 
•  Chapter 4.2, pages 130, 132, 134–135, 167, 169


GRI 404 
2016


Training and education
404-1  Average hours of training and education per year 


per employee 
•  Chapter 4.2, page 130 


•  Further key indicators, page 169


We report on the average days of training and education 
for employees of the BMW Group. However, our current 
system allows us to break down this training by employ-
ee category only for the BMW AG Academy (over 50% of 
training).


A breakdown by gender is not possible, as the system is 
currently not able to record the gender distribution 
among training participants. There are in general no 
 gender-specific differences in training volumes.


Due to the current prioritisation of other topics, a suitable 
tool add-on for collecting this data can be defined at the 
earliest in 2018 and then implemented step by step 
throughout the BMW Group.


404-2  Programmes that support the continued 
 employability of employees 


•  Chapter 4.2, page 133


Through our yearly skills analysis process, which also 
serves as the basis for planning Group-wide and 
 individual training, we assist our employees in building 
and maintaining skills throughout their career. We also 
offer seminars helping employees prepare for retirement 
from active working life.
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GRI 404 
continued


404-3  Percentage of employees receiving regular 
 performance and career development reviews 


•  Chapter 4.2, page 130


  Diversity and equal opportunity   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 4.3, page 137 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 4.3, pages 136–141 


•  Joint Declaration on Human Rights and Working Conditions at the  
BMW Group  


103-3  Review of management approach 
•  Chapter 4.3, pages 138–141, 167–169


(UNGC 6)1


GRI 405 
2016


Diversity and equal opportunity 
405-1  Diversity in governance bodies and among 


 employees 
•  Chapter 4.3, pages 138–141


A breakdown of employees by age group is currently 
available only for BMW AG.


405-2  Ratio of basic salary and remuneration of women 
to men 


•  Chapter 4.3, page 131


The effective ratio of basic salary and remuneration 
of women to men is not published for reasons of 
 confidentiality.


GRI 406 
2016


Non-discrimination 
406-1  Incidents of discrimination and corrective actions 


taken 
• BMW Group 2017 Annual Report 


• Report of the Supervisory Board 


• Compliance in the BMW Group 


The BMW Group is not currently involved in any 
court or arbitration proceedings that in the company’s 
estimation might have a significant impact on its 
 financial condition. Further information on cases of 
 discrimination is subject to internal confidentiality 
 regulations.
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  Socio-economic impacts on society   


GRI 103 
2016


Management approach
103-1  Statement on material aspects and their boundaries 


•  Chapter 4.4, page 143 


•  Chapter 1.1, page 19 


•  GRI Content Index, page 171


103-2  Management approach and its components 
•  Chapter 4.4, pages 142–149 


•  Chapter 1.1, pages 19–21


103-3  Review of management approach 
•  Chapter 4.4, pages 144–145 


•  Chapter 1.1, pages 19–21


(UNGC 7)1


GRI 201 
2016


Economic performance 
201-1  Direct economic value generated and distributed 


•  Chapter 1.1, pages 19–21 


•  Chapter 4.4, page 145 


•  Further key indicators, page 151


Indicator is not reported by market.


201-2  Financial implications and other risks and 
 opportunities due to climate change 


•  Chapter 1, page 30 


•  Chapter 2, page 46 


•  Chapter 3, pages 86, 99


201-3  Defined benefit plan obligations and other 
 retirement plans 


•  Further key indicators, page 151 


• BMW Group 2017 Annual Report 


Provisions for pensions • Notes on the balance sheet  


201-4  Financial assistance received from the  government 
• Further key indicators, page 152 


Indicator is not reported by market.
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GRI Standard Management approach and indicators, page number Omissions and comments


GRI 203 
2016


Indirect economic impacts 
203-1  Infrastructure investments and services provided 


•  Chapter 1.1, pages 19–20


Investment in public infrastructure by the BMW Group 
is partially commercial, partially non-commercial in 
 nature.


203-2  Significant indirect economic impacts 
•  Chapter 1, pages 16, 19–20


1  UNGC: references to the UN Global Compact Principles.
All GRI-relevant information was considered in the report audit. References to the BMW Group Annual Report 2017 were aligned with the audited section of that report.
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Combined separate non-financial report


OUR REPORTING CONCEPT


The BMW Group Sustainable Value Report (SVR) 2017 has 
been published to provide stakeholders with comprehensive 
information about the company’s sustainability strategy 
and the progress made in integrating sustainability into its 
corporate processes. The requirements of the German CSR 
Directive Implementation Act (CSR RUG) obligate Bayeri-
sche Motoren Werke Aktiengesellschaft (BMW AG) to pub-
lish a nonfinancial statement at company and Group level 
for financial year 2017 for the first time. This will be pub-
lished as an integrated, separate nonfinancial Group report 
within this Sustainable Value Report. The legally required 
information will be provided before the chapter sub-sec-
tions of the voluntary reporting in accordance with GRI, 
and identified accordingly. If information only applies to 
parts of the BMW Group (e.g. to BMW AG), this will be 
indi cated. The SVR has been compiled in accordance with 
the “Comprehensive” option of the Global Reporting Initia-
tive (GRI) guidelines. • GRI 102-54 This is the highest GRI 
transparency level.


CSR Directive Implementation Act
Main topics


Based on the results of the materiality analysis carried out 
in 2015 in accordance with GRI, as well as the current 
long-term sustainability goals of the BMW Group, we com-
piled and derived the main topics to be complied with pur-
suant to this legislation. Both our own business activities, 
business relationships (e.g. along the supply chain) as well 
as products and services were taken into consideration. 
The topics of high relevance are presented in the integrated, 
separate non-financial report. An exception to this is the 
topic of customer satisfaction, which has high relevance in 
accordance with GRI, but is not included in the selected 
range of topics for consideration under CSR RUG, as in our 
opinion it represents the result of the described main activ-
ities. The order of the topics described is aligned with the 
long-term sustainability goals of the BMW Group. An over-
view of the information on the main topics that is relevant 
to the legislation is presented at the beginning of each 
sub-section of the respective chapter. Here, in accordance 
with the statutory materiality requirements, we have com-
piled the information that in each case is required for an 
understanding of the business performance, the financial 
result and the current situation of the BMW Group and 
which clearly expresses the effects of business activities on 
the non-financial aspects specified in the legislation. 


Risks


During the reporting process, we assessed whether any 
risks are associated with our own business activities, our 
business relationships and the products and services, which 
would very probably have, either currently or in the future, 
severe negative effects on the non-financial aspects speci-
fied in the legislation. Based on this net-risk assessment as 
well as the general legal requirement on selecting the main 
reporting content, we have no risks to report in the context 
of the CSR RUG.
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Combined separate non-financial report


Connection to figures in financial statements


For each topic, an assessment was carried out to identify 
any figures in the financial statements that are required in 
order to understand the Combined separate non-financial 
report and are therefore to be reported and explained. The 
assessment concluded that no such information is re-
quired.


BMW Bank


Pursuant to the new legislation, we included information 
on the financial services of the BMW Group. The main 
topics listed in chapter 1.3 were determined in an internal 
workshop in 2017. 


External audit


The Supervisory Board of the BMW Group commissions an 
independent auditing company for the legislation-relevant 
information in the integrated, separate non-financial re-
port. The external auditors PwC support the Supervisory 
Board in fulfilling its obligation to undergo audits within 
the context of the CSR RUG.


References to information external to the integrated man-
agement report are considered additional information that 
is not part of the integrated, separate non-financial report. 


• see 
chapter 1.3


208


Introduction


1
Fundamentals


2
Products and services


3
Production 
and value creation


4
Employees and society


Further key  indicators


Appendix


GRI Content Index


Our reporting concept


Independent Practitioners’ 
Limited Assurance Report


Fuel consumption and 
 CO2  emissions ratings


Imprint


·







OUR REPORTING CONCEPT 
IN DETAIL


Structure of report
The report is structured along the long-term sustainability 
goals of the BMW Group. The weighting of the topics in 
the report is based on the results of our materiality process. 
These results also form the basis for deriving the main 
topics for the BMW Group in accordance with the 
 German CSR RUG. The scope of the report and the alloca-
tion of  topics remain broadly unchanged compared to the 
SVR 2016. •  GRI 102-49 


Each chapter starts with a one-page overview of the main 
performance indicators. The sub-sections of each chapter 
begin with an overview of the information required in 
 accordance with CSR RUG. Detailed information in accor-
dance with the GRI standard that goes beyond the report-
ing obligations of the CSR RUG is further explained on 
the subsequent pages, where we also present additional 
current and planned activities of the BMW Group. 


The report contains the key performance indicators that 
measure and control the BMW Group’s sustainability per-
formance. Where appropriate, references are also provid-
ed to supplementary information in the Annual Report or 
on other BMW Group websites. In addition to the key in-
dicators presented in the main text, the report contains 
further key indicators on sustainability. 


The report is published in German and English. For rea-
sons of clarity and to avoid double references, generic 
references to the masculine in this document should be 
understood as referring to both sexes.


• see 
chapter 1


• see 
further key 
 indicators


Reporting period
The reporting period is the 2017 financial year. The effec-
tive date for all facts and figures is 31 December 2017.  


•  GRI 102-50 The Sustainable Value Report is published annu-
ally. •  GRI 102-52 The last report was published in March 
2017 as an interactive pdf covering financial year 2016. 


•  GRI 102-51


The statements made in the Sustainable Value Report 
2017 about the BMW Group generally refer to the group 
of consolidated companies in the 2017 Annual Report. 
Any deviations from that are indicated and their scope 
specified in the footnotes of the respective tables and 
charts. • GRI 102-45 Calculation methods are explained in 
footnotes to the respective charts. The “Further key indi-
cators” section generally maps the key indicators for 
2013–2017 (with the exception of key figures that only 
became relevant after 2013). They refer to the entire 
BMW Group. There are, however, some exceptions con-
cerning site-specific topics and local sustainability pro-
grammes. Wherever this is the case, the entity the fig-
ures apply to is specified accordingly, e.g. BMW AG. 
Nothing significant has changed in the reporting period 
with regard to the organisation of the BMW Group or its 
supply chain. •  GRI 102-10


The BMW Group Sustainable Value Report 2017 will be 
published at the same time as the Annual Report on the 
BMW Group website. The next Sustainable Value Report 
will be published in early 2019.


UN Global Compact – Report on progress


The BMW Group committed to implement the prin-
ciples of the United Nations • Global Compact in 2001 
and in this report once again provides information on 
progress achieved in complying with these principles. 
References to the Global Compact principles have been 
integrated into the • GRI Content Index.
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Forward-looking statements


The BMW Group Sustainable Value Report 2017 contains 
various forward-looking statements about future develop-
ments which are based on the current status of the 
BMW Group’s assumptions and forecasts. They are thus 
subject to a variety of predictable and unpredictable risks, 
uncertainties and other factors, so that the actual out-
come, including the company’s financial and assets posi-
tion, its development or performance could differ consid-
erably. The BMW Group makes no commitment to up-
date such forward-looking statements or to adapt them to 
future events or developments.


Third-party verification
The entire report (the texts of all chapters as well as further 
key indicators), including the legally required information 
at the beginning of each chapter (integrated, separate 
non-financial report) were audited by Pricewaterhouse-
Coopers AG, with limited assurance in accordance with 
ISAE 3000 (revised). • Assurance Report • GRI 102-56 In addi-
tion, indicators from the areas of environmental protec-
tion and occupational health and safety were audited by 
external auditors and experts in accordance with ISO 
14001, EMAS and OHSAS.


With the exception of the auditors of the CSR RUG-rele-
vant information–who were selected by the Supervisory 
Board of BMW AG–the Corporate Reporting, Corporate 
Communications and Policy as well as Corporate Plan-
ning and Product Strategy departments selected the exter-
nal auditors for the Sustainable Value Report. Ms Ursula 
Mathar, Head of Sustainability and Environmental Pro-
tection and Dr Thomas Becker, Vice President of Govern-
mental and External Affairs are responsible for expert 
 approval of the SVR. Overall responsibility lies with the 
Board of the BMW Group. Third-party auditing enables us 
to document for the public the reliability and trustworthi-
ness of the information provided. In addition, we receive 
impetus for improvement and innovation in the reporting 
process. • GRI 102-56, GRI 102-32
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Independent Practitioners’ Limited Assurance Report on nonfinancial information and sustainability information 


To BMW AG, Munich 
We have been engaged to perform a limited assurance engagement on 
the sustainability reporting (hereinafter “sustainability information”) 
and, in accordance with Section 289b Para. 3 and 315b Para. 3 HGB 
(German Commercial Code), the integrated, separate non-financial 
 report (hereinafter the “non-financial report”) contained therein and 
highlighted in colour before the respective chapters in the “Sustainable 
Value Report” of BMW AG, Munich (hereinafter the “Company”) for the 
period 1 January to 31 December 2017 (hereinafter the “Sustainable 
Value Report”). 


Management’s responsibility 
The Company’s Management is responsible for the preparation and 
presentation of the Sustainable Value Report in accordance with the 
criteria as set out in the Sustainability Reporting Standards of the Glob-
al Reporting Initiative (GRI) (hereinafter the “GRI Criteria”) and the 
non-financial report in accordance with Section 315b and 315c in con-
junction with 289c to 289e of the HGB.


This responsibility includes the selection and application of appropriate 
methods to prepare the non-financial reporting and the Sustainable 
Value Report as well as the use of assumptions and estimates for indi-
vidual sustainability disclosures and non-financial disclosures which 
are reasonable in the circumstances. Furthermore, the responsibility 
includes designing, implementing and maintaining systems and pro-
cesses relevant for the preparation of the Sustainable Value Report, 
which is free of material misstatements due to intentional or uninten-
tional errors.


Audit firm’s independence and quality control
We have complied with the German professional provisions regarding 
independence as well as other ethical requirements.


The audit firm applies the national legal requirements and profession-
al standards–in particular the Professional Code for German Public 
Auditors and German Chartered Auditors (“Berufssatzung für 
Wirtschaftsprüfer und vereidigte Buchprüfer”: “BS WP/vBP”) as well 
as the IDW Quality Assurance Standards 1 (standards for quality con-
trol in audit firms–Anforderungen an die Qualitätssicherung in der 


Wirtschaftsprüferpraxis), published by the Institut der Wirtschafts-
prüfer (Institute of Public Auditors in Germany; IDW) (IDW QS 1) – 
and accordingly maintains a comprehensive system of quality control 
 including documented policies and procedures  regarding compliance 
with ethical requirements, professional stand ards and applicable 
 legal and regulatory requirements.


Practitioners’ responsibility
Our responsibility is to express an opinion on the sustainability infor-
mation in the Sustainable Value Report and the information in the 
non-financial report.


Within the scope of our engagement we did not perform an audit on 
external sources of information or expert opinions, referred to in the 
Sustainable Value Report. 


We conducted our engagement in accordance with the International 
Standard on Assurance Engagements (ISAE) 3000 (Revised): 
 “Assurance Engagements other than Audits or Reviews of Historical 
Financial Information” published by IAASB. This standard requires 
that we plan and perform the engagement to obtain limited assurance 
whether any matters have come to our attention that cause us to 
 believe that


–  the sustainability information in the Sustainable Value Report of the 
Company for the period 1 January to 31 December 2017 has not 
been prepared, in all material respects, in accordance with the 
GRI Criteria, 


and 


–  the non-financial report of the Company contained within the 
 Sustainable Value Report of the Company for the period 1 January 
to 31 December 2017 has not been prepared, in all material 
 respects, in accordance with Section 315b and 315c in conjunction 
with 289c to 289e of the HGB.


In a limited assurance engagement the evidence-gathering procedures 
are more limited than for a reasonable assurance engagement and 
therefore significantly less assurance is obtained than in a reasonable 
assurance engagement. The auditing firm is responsible for the selec-
tion of evidence-gathering procedures, according to their reasonable 
discretion.
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Within the scope of our work we performed amongst others the follow-
ing procedures and other activities:


–  Obtaining an understanding of the structure of the sustainability 
 organisation and of the stakeholder engagement;


–  Inquiries of personnel involved in the preparation of the Sustainable 
Value Report regarding the preparation process, the underlying 
 internal control system and selected sustainability information;


–  Identification of probable risks of material misstatements of the 
 sustainability information in the Sustainable Value Report;


–  Performance of site visits as part of the inspection of processes for 
collecting, analysing and aggregating selected data:


–  in the corporate headquarters in Munich,


–  in the production plant in Regensburg (Germany),


–  in the production plant in Munich (Germany),


–  at BMW Brilliance Automotive (BBA) in Dadong (China),


–  at BMW Brilliance Automotive (BBA) in Tiexi (China),


–  in the BMW Brilliance Automotive (BBA) Engine Plant in Tiexi 
(China),


–  Analytical procedures on selected sustainability information of  
the Sustainable Value Report;


–  Inquiries of personnel responsible for the reporting of fleet 
 emissions and fuel consumption, as well as reconciliation of 
 selected data points regarding fleet emissions and fuel 
 consumptions with the official information available from the 
 Federal Office for Motor Traffic of Germany;


–  Comparison of selected sustainability information with 
 corresponding data in the financial statements and in the 
 management report;


–  Assessment of the presentation of selected sustainability 
 information. 


Conclusion
Based on our limited assurance engagement, nothing has come to our 
attention that causes us to believe that 


–  the sustainability information in the Sustainable Value Report of 
the Company for the period 1 January to 31 December 2017 has 
not been prepared, in all material respects, in accordance with the 
GRI Criteria, 


and 


–  the non-financial report contained within the Sustainable Value 
Report of the Company for the period 1 January to 31 December 
2017 has not been prepared, in all material respects, in accord-
ance with Section 315b and 315c in conjunction with 289c to 
289e of the HGB.


Restriction on Use and Distribution
We issue this report on the basis of the engagements agreed with the 
Company. The audit has been performed for purposes of the Company 
and the Limited Assurance Report is solely intended to inform the Com-
pany about the results of the audit. 


The Limited Assurance Report is not intended for any third parties to 
base any (financial) decision thereon. We do not assume any responsi-
bility towards third parties.


Munich, 26 February 2018


PricewaterhouseCoopers GmbH
Wirtschaftsprüfungsgesellschaft (Auditing firm)


Andreas Fell Hendrik Fink
Wirtschaftsprüfer Wirtschaftsprüfer 
(German Public Auditor) (German Public Auditor)
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FUEL CONSUMPTION AND CO2 EMISSIONS RATINGS 
FOR THE VEHICLES REFERRED TO IN THIS REPORT


Model
Urban 


 ( l/100 km )
Extra-urban 


( l/100 km )
Combined 
( l/100 km )


CO2 emissions 
combined (g/km)


Electricity con-
sumption combined 


(in addition to fuel 
consumption) 
(kWh/100 km)


BMW i3 (94 Ah) with Range Extender Not applicable Not applicable 0.6 14–13 11.9–11.5


BMW i3 (94 Ah) Not applicable Not applicable 0 0 13.6–13.1


BMW i3s (94 Ah) with Range Extender Not applicable Not applicable 0.7 14 12.5


BMW i3s (94 Ah) Not applicable Not applicable 0 0 14.3


Model
Urban 


 ( l/100 km )
Extra-urban 


( l/100 km )
Combined 
( l/100 km )


CO2 emissions 
combined (g/km)


Electricity con-
sumption combined 


(in addition to fuel 
consumption) 
(kWh/100 km)


BMW 530e iPerformance Not applicable Not applicable 2.1–1.9 49–44 14.1–13.1 


BMW 740e iPerformance Sedan Not applicable Not applicable 2.2–2.1 50–49 13.3–13.1


BMW 740Le iPerformance Sedan Not applicable Not applicable 2.2–2.1 51–49 13.3–13.1


BMW 740Le xDrive iPerformance Sedan Not applicable Not applicable 2.5–2.4 56–54 13.9–13.7


BMW i8 Coupé Not applicable Not applicable 1.9 42 14


BMW i8 Roadster Not applicable Not applicable 2.1 46 14.5


BMW X5 xDrive40e iPerformance Not applicable Not applicable 3.4–3.3 78–77 15.4–15.3


MINI Cooper S E Countryman ALL4 Not applicable Not applicable 2.3–2.1 52–49 14.0–13.2


Model
Urban 


 ( l/100 km )
Extra-urban 


( l/100 km )
Combined 
( l/100 km )


CO2 emissions 
combined (g/km)


Electricity con-
sumption combined 


(in addition to fuel 
consumption) 
(kWh/100 km)


BMW 320d EfficientDynamics Edition Touring
5.5–5.0  


(5.3–4.8)
3.9–3.6 


 (3.9–3.5)
4.5–4.1  


(4.4–4.0)
118–107  


(116–104) Not applicable


BMW 530i Limousine 7.3–6.9 5.2–4.7 5.9–5.5 136–126 Not applicable


BMW 750d xDrive Sedan 6.9–6.6 5.3–5.1 5.9–5.7 154–149 Not applicable


The data on fuel consumption, CO2 emissions, power consumption and range were calculated according to the current versions of the prescribed measuring methods Regulation (EC) 2007/715 respectively. 
The data refer to a vehicle in its basic version in Germany, the ranges account for differences in the selected wheel and tyre size and optional extras. 


Further information on the official fuel consumption and specific official CO2 emissions of new passenger vehicles can be found in the “Guideline for fuel consumption, CO2 emissions and electric power 
 consumption of new passenger vehicles”, available free of charge from all sales outlets and at •  https://www.dat.de/en-int/offers/publications/guideline-for-fuel-consumption.html.
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If you want to stay up to date on sustainability at the 
BMW Group, you can • register for the Sustainability Newsletter 


right here.


BMW Group 
Petuelring 130 
80788 Munich 
+49 89 382-0 
 • www.bmwgroup.com


More from the BMW Group 
 • www.bmwgroup-classic.com 


 • www.bmw-welt.com


Social Media 
  www.facebook.com/BMWGroup 
  www.twitter.com/BMWGroup 
  www.youtube.com/BMWGroupview


The BMW Group brands on the Internet 
 • www.bmw.com 


 • www.mini.com 


 • www.rolls-roycemotorcars.com 


 • www.bmw-motorrad.com


WE LOOK FORWARD  
TO HEARING FROM YOU


Numerous BMW Group employees participated in creating 
this Sustainable Value Report 2017. We will be happy to 
answer your questions and forward them to the relevant 
department if needed.


Sustainable Value Report 2017 project team


• Kai Zöbelein • Martina Hilmer • Edgar Berger


Contact details for Press Spokesperson Sustainability 
Kai Zöbelein
Sustainability Communications 
Telephone :  +49 89 382-21170 
E-Mail : Kai.Zoebelein@bmwgroup.com
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PREFACE


SUSTAINABLE VALUE REPORT 2014


Norbert Reithofer 
Chairman of the Board of Management of BMW AG


Dr.-Ing. Dr.-Ing. E. h. Norbert Reithofer
Chairman of the Board of Management of BMW AG


At the BMW Group, we believe that sustainability 
means investing in our future.


Our approach is holistic, focused on implementing sustainability throughout the value chain and ensuring that 
sustainability is firmly entrenched within our company structures and practised by our employees. To achieve 
this, we are gradually refining our sustainability strategy and setting long-term objectives in  clearly defined areas 
of activity.


We have steadily reduced fleet CO₂ emissions with our Efficient Dynamics technology strategy over the years. 
Average emissions for our European fleet currently stand at 130 grams of CO₂ per kilometre. With BMW i, 
we have made sustainable mobility a reality. Our customers now have a choice: with the BMW i3 and BMW i8, they 
can enjoy sheer driving pleasure with either an electric or plug-in hybrid vehicle. We will continue to electrify our 
vehicle fleet – and this will help us reach our 2020 goal of reducing European fleet emissions to half the  levels 
recorded in 1995.


Our understanding of sustainability includes efficient use of resources, as well as lower CO₂ emissions. 
We achieved a major breakthrough in power consumption in 2014 and now obtain more than half our electrical 
energy worldwide from renewable sources.


By including sustainability considerations in all our business decisions, we create added value for the company. 
At the same time, we are demonstrating our commitment to international conventions such as the ten  
principles of the UN Global Compact. Beyond that – and this is crucial – we create innovations with tangible 
benefits for society.


Consistent action clearly pays dividends. The BMW Group has been one of the top-rated companies in major 
sustainability rankings for many years: we are the industry leader in both the Dow Jones Sustainability Index 
and the Carbon Disclosure Project.


We believe that sustainable action makes our business model more competitive and secures our company’s 
future growth.
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OUR POINT OF VIEW


SUSTAINABLE VALUE REPORT 2014


“It is our goal to engage in sustainable operations. 
Among other things, this means designing new 
 products to master the global challenges of our times. 
Our innovations should be designed to serve our cus-
tomers and society. As such they contribute towards 
the long-term success of our business model.”  
Dr.-Ing. Dr.-Ing. E. h. Norbert Reithofer 
Chairman of the Board of Management of BMW AG


“Our highly skilled and motivated workforce creates real 
benefit for the company. After all, the only way for a 
sustainability strategy to be successful is if it is lived and 
implemented each and every day – in Germany, China, 
the USA and every other country we do business in.”  
Milagros Caiña Carreiro-Andree 
Member of the Board of Management of BMW AG — Human Resources and 
Labour Relations


“We aim to increase the efficiency and reduce emissions 
of our vehicles, while at the same time making them 
safer and more comfortable. With Efficient Dynamics 
technologies, the innovations of BMW  ConnectedDrive 
and BMW i, we have laid the groundwork for a 
 sustainable future.”  
Klaus Fröhlich 
Member of the Board of Management of BMW AG — Development


“Hand in hand with our partners in the supply chain, 
we are making our supplier network more sustainable. 
Saving resources, raising awareness of sustainability 
and fostering innovative ideas – these are all oppor-
tunities to leverage potential.”  
Dr.-Ing. Klaus Draeger 
Member of the Board of Management of BMW AG — Purchasing and Supplier 
Network


“Before deciding to implement a project, we first analyse 
its potential profitability. Our sustainability activities 
should also be designed to make a positive contribution 
to the business. We want to attract new customers by 
offering low-emissions vehicles. We invest in resource 
efficiency because it reduces our energy and disposal 
costs in the medium term.”  
Dr. Friedrich Eichiner 
Member of the Board of Management of BMW AG — Finance


“For us, Clean Production means consistently investing 
in resource-efficient technologies and our vision of 
long-term emissions-free production at every one of 
our production facilities worldwide. By 2020, we aim 
to almost halve our energy requirements per vehicle 
produced compared to 2006.”  
Harald Krüger 
Member of the Board of Management of BMW AG — Production


“Our customers are at the heart of everything we do. 
Their satisfaction with our products and services is 
a prerequisite for our sustainable future. Under the 
banner of “Future Retail” we are constantly evolving 
the customer retail experience, with the aim to be 
the benchmark in our industry and beyond.”  
Dr. Ian Robertson (HonDSc) 
Member of the Board of Management of BMW AG — Sales and Marketing BMW, 
Sales Channels BMW Group


“We will continue to expand our successful car-sharing 
system, intensifying our focus on adding more electric 
vehicles. Car-sharing provides relief in terms of traffic 
and the environment, especially in dense urban areas. 
We also work with innovative start-up companies to 
develop tomorrow’s sustainable mobility concepts.”  
Peter Schwarzenbauer 
Member of the Board of Management of BMW AG — MINI, BMW Motorrad,  
Rolls-Royce, Aftersales BMW Group


Milagros Caiña Carreiro-Andree


Dr.-Ing. Dr.-Ing. E. h. Norbert Reithofer


Dr. Ian Robertson (HonDSc)
Dr.-Ing. Klaus Draeger


Klaus Fröhlich


Harald Krüger


Dr. Friedrich Eichiner


Peter Schwarzenbauer
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AN OVERVIEW OF THE BMW GROUP


OUR PRODUCTION NETWORK OUR SALES NETWORK OUR SUPPLIERS


30 PRODUCTION AND  
ASSEMBLY PLANTS
IN 14 COUNTRIES


APPROXIMATELY 6,000  
DEALERSHIPS IN MORE  
THAN 140 COUNTRIES


APPROXIMATELY  
13,000 SUPPLIERS


INVESTMENT IN TRAINING AND  
FURTHER EDUCATION 2014
— in € million


EMPLOYEES OF THE BMW GROUP  
2014 
— as of 31.12.2014


AUTOMOBILES DELIVERED IN  
2014 
— units


RESEARCH AND DEVELOPMENT EXPENDITURE  
2014
— in € million


CO² EMISSIONS OF BMW GROUP
AUTOMOBILES 2014
— in g/km*


PROFIT BEFORE TAX  
2014
— in € million


* Fleet consumption of newly registered vehicles in Europe (EU-28)


116,324
of which 4,595


apprentices


130


335
of which 1,811,719 


BMW
302,183 
MINI


4,063 
Rolls-Royce


2,117,965
105,876 
2012


110,351 
2013


1,845,186 
2012


1,963,798 
2013


138 g/km 
2012


133 g/km 
2013


3,952 
2012


4,793 
2013


282 
2012


288 
2013


7,803 
2012


7,893 
2013


4,566 8,707
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VALUE CHAIN


Development of innovative,   
fascinating cars and motorcycles:


–  Vehicle design
–  Series development
–  Production planning


Global cooperation with suppliers  
to create:


–  Modules/systems
– Components
– Parts
– Raw materials


Manufacturing of cars and
motorcycles by a highly expert  
and diverse workforce:


– Engine construction
– Bodywork
– Paintwork
– Assembly
– Quality control


Range of premium products  
and services for individual  
mobility through:


–  Coordination of a worldwide 
 dealership/repair shop network


–  Implementation of a  coordinated 
and target-group-oriented 
 marketing mix


–  Provision of financial services


Recovery and dismantling  
of vehicles for:


– Reuse
–  Recycling and disposal of vehicle 


components and materials


Securing customer-oriented  
transport logistics in the network of:


– Suppliers
– Plants
– Dealerships


worldwide through the seamless  
combination of various modes  
of transport


–  Environmentally friendly  
product design


– Design for recycling
–  Development of even more  


efficient and alternative  
drivetrains such as  electric, 
 hydrogen or hybrid vehicles  
(Efficient  Dynamics strategy)


–  ConnectedDrive,  
digital networking


– Life cycle engineering


–  Implementation of environmental 
and social standards in the  
supply chain


–  Promotion of transparency  
and resource efficiency in the 
supply chain


–  Purchase of raw materials from 
environmentally and socially 
friendly sources


–  Purchase of renewable raw 
 materials and materials with 
 sustainable characteristics,  
e.g. secondary aluminium


–  Reduction in resource consumption 
(energy, water, process waste 
water, waste)


–  Reduction in environmentally  
damaging waste water and 
emissions


– Use of recycling material
–  Promotion of lifelong learning 


and the development of key skills 
among employees


–   Promotion of diversity within  
the company


–  Creation of a working environment 
that fosters long-term health and 
high performance


Promotion of sustainable mobility 
behaviour patterns based on:
–    Information (e.g. vehicle fuel 


consumption data and training 
in fuel-efficient driving)


–  ConnectedDrive
–  Mobility services in the area  


of electromobility, e.g.  
360° ELECTRIC


– Car-sharing products (DriveNow)
– Mobility assistance services
–  Mobility services to promote 


 intermodal mobility


–   Expansion and management of  
a network for vehicle recovery  
and recycling


–  Research on recycling and  
Second Life use of components 
(e.g. carbon-fibre-reinforced 
 plastic, batteries, etc.) 


– Production in the sales markets
–  Increase in the share of modes 


of transport with low emissions
–  Optimisation of capacity utilisation 


of modes of transport


TRANSPORT BY RAIL/AIR/ROADWORLDWIDE RESEARCH AND 
 DEVELOPMENT NETWORK  
IN TWELVE LOCATIONS  
IN FIVE COUNTRIES


GLOBAL SALES NETWORK  
IN OVER 140 COUNTRIES


WORLDWIDE RECYCLING AND  
REUSE OF BMW GROUP VEHICLES


SUPPLY CHAIN PRODUCTION LOGISTICS AND
TRANSPORT


SALES AND
UTILISATION


DISPOSAL AND  
RECYCLING


RESEARCH AND
DEVELOPMENT


AREAS OF ACTION 


MAIN ACTIVITIES 


HIGHLIGHTS 


WORLDWIDE SUPPLIER NETWORK 
WITH APPROXIMATELY 13,000 
SUPPLIERS


CAR AND MOTORCYCLE
PRODUCTION IN 30 PLANTS  
AND ASSEMBLY FACILITIES  
IN 14 COUNTRIES (INCLUDING  
CONTRACT PRODUCTION)
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BUSINESS MODEL


Bayerische Motoren Werke Aktiengesellschaft 
(BMW AG) has its headquarters in Munich 
(Germany). Bayerische Motoren Werke GmbH  
began operations in 1917, having been 
founded in 1916 as Bayerische Flugzeugwerke 
AG (BFW). The firm became Bayerische 
Motoren Werke Aktiengesellschaft (BMW AG) 
in 1918.


The BMW Group is one of the most success-
ful manufacturers of cars and motorcycles in 
the world and its BMW, MINI and Rolls-Royce 
premium brands are three of the strongest 
in the automotive industry today. In addition 
to its car brands, the BMW Group also has 
a strong market position in the motorcycle 
industry and is a successful financial services 
provider. In recent years, the company has 
also become one of the leading providers of 
premium services for individual mobility. 
One example of this is DriveNow, the car- 
sharing programme the company offers in 
collaboration with Sixt SE.


The BMW Group is an international company, 
represented in over 140 countries around 
the globe. At the end of the year it employed 
116,324 people (2013: 110,351). The company 
has a large research and innovation network, 
with 12 locations in five countries around 
the world. Currently, its production network 
comprises 30 locations in 14 countries. The 
worldwide vehicle sales network is made up 


of approximately 3,250 BMW, 1,550 MINI 
and 130 Rolls-Royce car dealerships. The 
company also has approximately 1,000 BMW 
Motorcycle dealerships around the globe.


With these brands, the BMW Group offers 
its customers a wide range of products for 
individual mobility in the premium segment. 
In addition, the BMW i brand is further 
expanding the concept of what “premium” 
actually means. BMW i is even more strongly 
characterised by the idea of sustainability; it 
stands for vehicles that lead the way in terms 
of electric drive, revolutionary lightweight 
construction, exceptional design, and mobility 
services that have been designed from the 
ground up.


BMW Motorcycles also focuses on the pre-
mium segment, offering a wide range of 
products which since the beginning of the 
current financial year have also included the 
C Evolution e-scooter for urban mobility. 
Innovative technologies and a large number  
of driving apparel options contribute towards 
increasing customer safety and comfort.


The financial services segment is a partner 
to the sales organisation, and is represented 
in over 50 countries. The largest business 
area in this segment is loan financing and 
leasing of BMW brand cars and motorcycles 
for private customers. Under the brand 


name Alphabet, the BMW Group has an 
international multi-brand vehicle fleet busi-
ness that offers loans to large customers to 
finance their car fleets. It also provides com-
prehensive management of company vehicle 
fleets in 19 countries. This also includes 
full-service solutions such as the corporate 
car-sharing programme AlphaCity, as well as 
AlphaElectric, a comprehensive e-mobility 
solution.


Long-term thinking and responsible action 
have always been the basis for our business 
success. In addition to business aspects, 
other integral parts of the BMW Group’s 
strategy are environmental and social cri-
teria along the entire value chain, product 
responsibility in all areas as well as a clear 
commitment to resource efficiency.


PLEASE FIND FURTHER INFORMATION ABOUT THE 
BMW GROUP AND ITS BRANDS AT:


  www.bmwgroup.com
  www.mini.com
  www.bmw.com
  www.rolls-roycemotorcars.com



http://www.bmwgroup.com

http://www.mini.com

http://www.bmw.com

http://www.rolls-roycemotorcars.com
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1.1   Our management approach p. 11


1.2   Stakeholder engagement p. 18


Read more at  www.bmwgroup.com



http://www.bmwgroup.com





MUNICH, GERMANY
BMW WORLD


How can a company  
be sustainable if  
it continues to build  
dynamic sports cars?


Sustainability exhibition at the visitors’ centre
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1 — STRATEGY


PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


RECOGNITION FOR SUSTAINABILITY 
 PERFORMANCE


In 2014, the BMW Group was able to retain 
its  position as the most sustainable premium 
 manufacturer in the automotive industry and  
ranked top on renowned rating lists.


RANKING IN SUSTAINABILITY RATINGS


2014


 Industry leader First place Listed


2013


PROMOTE INTEGRATION


We will continue to promote integration  
of sustainability into all areas of the company  
and will focus on implementing our revised  
sustainability strategy.


SUSTAINABILITY AMBITION REVIEWED


In 2013 and 2014, we reviewed our sustainability 
ambition with regard to the main challenges facing  
the automotive industry.


FOUR PRINCIPLES OF OUR  
SUSTAINABILITY AMBITION


– Business innovation


– Social impact


– Alliances


– Scaling


INTEGRATION OF SUSTAINABILITY  
INTO OUR BUSINESS MODEL


In the coming years, we will focus on consistently  
integrating sustainability into our business model. 
The main areas we will address are climate change 
and its consequences, resource availability,  
urban mobility and social impact along the entire 
value chain.


BMW GROUP DIALOGUES  
HELD WORLDWIDE


In 2014, we conducted Stakeholder Dialogues in  
Washington, Toronto, Incheon and Berlin, among 
others. Some of the topics discussed were  
electromobility, mobility services, digitalisation  
and the BMW Group’s sustainability strategy.


STAKEHOLDER DIALOGUES IN:


2014


EXTENDING DIALOGUE


We will foster further dialogue with stakeholders 
and continue to expand it internationally.


Top 3 First place Listed


KR


DE
BE


Incheon,  
South Korea


CA


US
US


Brussels,  
Belgium


Berlin,  
GermanyToronto,  


Canada


Washington,  
USA


San Francisco,  
USA
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Our management  
approach


For us, constant integration of sustainability into our 
business model is an investment in our future. By acting 
sustainably, we leverage new business opportunities, 
minimise risk and seek to overcome social and business 
challenges at an early stage. 


At the same time from our perspective, sustainability is 
capable of making a positive contribution to the long-term 
business success of the company. Taking social and envir-
onmental responsibility for everything we do is an 
 integral part of how we perceive ourselves as a company.


We are convinced that the lasting economic success of 
any enterprise these days is based increasingly on acting 
responsibly and ensuring social acceptance. Efficient and 
resource-friendly production processes and state-of-the-
art solutions for sustainable individual mobility offer a 
clear competitive advantage.


1


CONSISTENT IMPLEMENTATION OF CORPORATE STRATEGY 
NUMBER ONE


Our Corporate Strategy Number ONE was established 
in 2007, and we have been consistently implementing 
it ever since. It has defined targets to 2020 and is clearly 
defined: the BMW Group aims to be the leading supplier 
of  premium products and premium services for individual 
mobility.


To achieve this goal, we focus on four areas of action and 
their key objectives:


–  Growth: Develop products and services that lead the 
way and tap into new markets and customer groups.


–  Shaping the future: Design new concepts for individual 
mobility and develop new business fields along the 
entire value chain.


–  Profitability: Be a leader in innovation in the area of 
individual mobility and leverage potential efficiencies 
along the entire value chain.


–  Access to technologies and customers: Access new 
technologies and enable customers to experience the 
company as well as its products and services.


These core action areas form the four pillars of our corpor-
ate strategy. Sustainability is an integral part of each of 
the four pillars and is one of our core principles. Strategy 
Number ONE thus makes an essential contribution 
towards achieving a competitive advantage  see Figure 01.


1.1   Our management approach


1.2   Stakeholder engagement
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–  Alliances: We enter into alliances with policymakers, 
businesses and decision-makers in society in order to 
have an impact above and beyond our direct sphere of 
influence.


–  Scale effects: Our capacity is limited. That’s why we 
focus our investments and activities on consistently 
shaping core areas of action.


Our sustainability vision is in line with the Action 2020 
programme that we developed in collaboration with other 
companies on the World Business Council of Sustainable 
Development (WBCSD). It provides the basis for our sus-
tainability goals and our efforts to integrate sustainability 
along the entire value chain as well as in all underlying 
processes – thus creating added value for the company, 
the environment and society.


In 2013 and 2014, we reviewed our sustainability vision  
as well as our targets and measures with regard to the 
main challenges facing the automotive industry. In terms 
of sustainability, climate change and its consequences,  
as well as air pollution, availability of resources, urban 
mobility and road safety are of particular relevance. How-
ever, it is just as important to remain aware of effects on 
society along the entire value chain. Our Sustainability 
Leadership goals are characterised by four principles.


–  Entrepreneurial innovation: We see social challenges as 
an opportunity to provide new products and services.


–  Impact on society: Our actions and innovations benefit 
society as well as our customers.


F.01 Corporate Strategy Number ONE


SEEING TECHNOLOGICAL CHANGE AS AN 
OPPORTUNITY


The automotive industry is currently going through a process 
of technological transformation. We want to be pioneers and 
drivers of this transformation process. We base our efforts on 
two complementary approaches: evolution and revolution. The 
further development of technologies such as highly efficient 
combustion engines, lightweight construction and hybrid 
drivetrains – that is what we call evolution. We see revolution, 
on the other hand, as being zero-emissions mobility with new 
drivetrain technologies, combined with new materials and in-
novative mobility services. Both the evolutionary and the revo-
lutionary approaches of the BMW Group are designed to make 
a long-term contribution towards further reducing the CO² 
emissions of our products.


Time 
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gr
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REVOLUTION


– Alternative drivetrains
– Mobility services


EVOLUTION


– Efficient combustion engines
– Innovative technologies


TECHNOLOGICAL CHANGE


– E-mobility
– Hybrids
– Internal combustion engine


In times of technological change 
we have to improve our existing 
technologies and invest heavily 
in new technologies to remain 
future-proof.


Sustainability  
as part of the competitive advantage and core principles


VISION 


Core principles


Growth Shaping  
the future Profitability


Access to new 
technologies  


and customers


Competitive advantage


1.1   Our management approach


1.2   Stakeholder engagement
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F.02 Long-term sustainability targets


Pursuing long-term sustainability goals
Our current strategic long-term goals, which have defined 
targets to 2020, have been set in the areas of Products 
and Services, Production and Value Creation as well as 
Employees and Corporate Citizenship. As a result of the 
2014 Strategy Review, we added two new goals to our 
sustainability goals for 2020: we want to support inter-
cultural understanding in the area of Employees and 


Corporate Citizenship, and in terms of Production  
and Value Creation we want to improve transparency 
and resource efficiency in the supply chain. This goal 
complements our objectives with respect to renewable 
 energies along the entire value chain. In this way, we 
are also emphasising the great importance of the supply 
chain when it comes to risks and opportunities.


For a detailed overview  
 see Objectives.


ELECTROMOBILITY 
Leader in taking a 


holistic approach to premium 
electromobility


RENEWABLE ENERGY 
Leader in using renewable energy 
for production and value creation


RESOURCE CONSUMPTION 
Water, energy, waste, solvents


per vehicle reduced by 45% 
(basis year 2006)


CREATING VALUE: 


THE MOST SUCCESSFUL 
AND SUSTAINABLE 


PREMIUM PROVIDER 
OF INDIVIDUAL MOBILITY 


 
Sustainability targets  


of BMW Group up to 2020


PRODUCTS AND SERVICES
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CO² EMISSIONS 
Reduced by at least 50%


in the European
new vehicle fleet 


 (base year 1995)


MOBILITY PATTERNS 
Permanent change as a result 
of integrated mobility services 
in selected metropolitan areas


DIVERSITY 
Diversity within  


the company increased
and innovative strength


enhanced


LONG-TERM
EMPLOYEE DEVELOPMENT 
Find employees, tap into young  


talent, develop potential and  
secure employability


RESOURCE-EFFICIENT 
SUPPLY CHAIN 


Increase transparency  
and resource efficiency  


in the supply chain


HEALTH AND  
PERFORMANCE 


Foster individual responsibility  
and design the working  


environment


INTERCULTURAL 
UNDERSTANDING 


Leader in intercultural 
understanding


1.1   Our management approach


1.2   Stakeholder engagement
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MANAGING SUSTAINABILITY


Sustainability is a component of our corporate strategy. 
For this reason, our Sustainability and Environmental 
Protection department has been directly incorporated 
into our Corporate Planning and Product Strategy unit 
since 2007, under the mandate of the Chairman of  
the Board. This unit is responsible for the sustainability 
 strategy and sustainability management worldwide. 
Some of the department’s tasks are:


–  To identify and take an internal approach to addressing 
core challenges.


–  To develop and monitor sustainability goals.
–  To further develop, specify and integrate our sustain-


ability initiatives into individual divisions, taking 
account of the entire value chain.


–  To provide a central corporate function for environ-
mental protection (Group Representative) and manage 
the environmental protection network.


–  To manage global centres of competence on a range 
of environmental issues.


The entire Board of Management is represented on the 
Sustainability Board, which makes decisions on the  
long-term alignment of the sustainability-related areas  
of action of Strategy Number ONE. The heads of central 
Corporate Communications and Sustainability and  
Envionmental Protection are also members of the Sustain-
ability Board, which convenes twice a year to assess the 
company’s progress. The topics are prepared for presen-
tation to the Sustainability Board by the  Sustainability 
Circle, which comprises department heads from all 
 divisions  see Figure 03. A dual management system is 
in place – the Board of Management of the company is 
responsible for management tasks, with the Supervisory 
Board providing advice and monitoring  see Chapter 2.1.


Integrating sustainability as a strategic corporate objective
Sustainability has been established at the BMW Group 
since 2009 as a strategic corporate objective based 
on specific targets and key performance indicators. 
 Sustainability is therefore an explicit component of the 
BMW Group’s management system. This means on the 
one hand that every major project must be measurable in 
terms of “Sustainability” as a corporate objective, ensur-
ing that, in addition to economic factors, environmental 
and social aspects are also accounted for in the decision- 
making process. 


It also means that sustainability as a corporate objective 
is broken down to the level of business areas and div-
isions. As a result, the personal targets set for managers 
include sustainability aspects and criteria which have 
an effect on their performance-based remuneration.


SPECIALIST DIVISIONS


–   Implement measures and processes needed for the BMW Group  
to achieve its goals


F.03 Organisation of sustainability in the BMW Group


SUSTAINABILITY BOARD


–  Comprises the entire Board of Management


–  Chairman: Chairman of the Board of Management


–  Responsible for strategic alignment


SUSTAINABILITY CIRCLE


–   Comprises department heads from all divisions


–  Chairman: BMW Group Sustainability and Environmental Representative


–  Responsible for preliminary work to support decision-making


1.1   Our management approach


1.2   Stakeholder engagement
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F.04 Key performance indicators (KPI) five-year review


  10  11  12  13  14  Change to
previous year 


in %


 


 


Ordinary activities


Revenues (in € million)  60,477  68,821  76,848  76,059³  80,401  5.7  


Profit before tax (in € million)  4,853  7,383  7,803  7,893³  8,707  10.3  


Sales volume automobiles (in thousand units)  1,461.2  1,669.0  1,845.2  1,963.8  2,118.0  7.9  


Product responsibility 


CO² emissions of BMW Group vehicles (EU-28) (in g/km)  148.0  145.0  138.0  133.0  130.0  – 2.3  


Research and development expenditure (in € million)  2,773  3,373  3,952  4,793  4,566  – 4.7  


Group-wide environmental protection¹


Energy consumption per vehicle produced (in MWh/vehicle)  2.72  2.43  2.41  2.36  2.25  – 4.7  


Water consumption per vehicle produced (in m³/vehicle)  2.4  2.25  2.22  2.18  2.18  0.0  


Process wastewater per vehicle produced (in m³/vehicle)  0.6  0.57  0.51  0.47  0.47  0.0  


CO² emissions per vehicle produced (in t/vehicle)  0.89  0.75  0.72  0.68  0.66  – 2.9  


Waste for disposal per vehicle produced (in kg/vehicle)  10.49  8.49  6.47  5.73  4.93  – 14.0  


Volatile organic compounds (VOC) per vehicle produced
(in kg/vehicle)  1.66  1.75  1.78  1.59  1.29  – 18.9  


Employees


BMW Group workforce at the end of the year  95,453  100,306  105,876  110,351  116,324  5.4  


Attrition rate at BMW AG (as a percentage of workforce)  2.74  2.16  3.87  3.47  1.41  – 59.4  


Share of women in total workforce of BMW AG (in %)²  15.2  16.1  16.8  17.4  17.8  2.3  


Share of women in management positions at BMW Group (in %)²  –  11.8  12.7  13.8  14.2  2.9  


Average days of further training per BMW Group employee  2.4  3.3  3.7  3.5  3.9  11.4  


Accident frequency at BMW Group (per one million hours worked)  3.6  7.1  5.8  4.8  5.1  6.3  


Corporate Citizenship


Expenditure on donations in 2012 by the BMW Group (in € thousand)  10,242  12,873  9,638  8,485  10,199  20.0  


Expenditure on Corporate Citizenship by the BMW Group in 2012 (in € thousand)  26,591  36,846  31,979  28,944  34,524  19.3  


1 Due to a change in the calculation method, these figures cannot be compared with the 2012 figures. For more details see Key facts and figures section.
2 Figures for 2012 adapted due to data cleansing.
3 The previous year’s figures were adjusted in accordance with IAS 8; see note number [9] in the Notes to the Group Financial Statements in the BMW Group Annual Report 2014.


The key performance indicators (KPIs) form a complete management system at the various levels, thus ensuring that the BMW Group will achieve its sustainability objectives.  
At regular intervals, we measure and evaluate our level of achievement of these objectives and take corrective steps where necessary.


See the  Key facts and figures section for a detailed list of the indicators.


1.1   Our management approach


1.2   Stakeholder engagement



http://www.bmwgroup.com/svr
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The list of topics on the materiality matrix itself is also 
reviewed on a regular basis, the last time in 2013. In 2013, 
the review process involved telephone interviews with 
12 representative stakeholders, including customers, sup-
pliers, investors, authorities, NGOs and scientists from 
different regions of the world. 


We then combined the interview results from 2013 with 
the results of the stakeholder survey and analysis from 
2012. This provides us with an updated rating of the issues 
from an external perspective. To update the internal 
 perspective, we conducted a materiality workshop with 
18 representatives from the relevant company divisions 
(including their strategy offices). Our experts from 
 Corporate Strategy then collated the results.


IDENTIFYING KEY ISSUES


We carry out a materiality process in order to identify 
in good time which topics may bring opportunities and 
risks to our business today or in the future. To do this, 
we regularly analyse the importance of current sustain-
ability topics, both from the perspective of different 
stakeholder groups as well as that of the company. 


The materiality analysis results in the materiality matrix, 
which is used to verify the direction our sustainability 
objectives and indicators are taking. We judge a core area 
to be particularly significant if it is categorised as very 
important by both our stakeholders and the BMW Group 
 see Figure 05.


F.05 Materiality analysis


Importance for BMW Group 


From the materiality matrix it is evident that the topics of CO² emissions and climate change continue to be the most relevant for both stakeholders and the BMW Group. 
The topics of environmental and social standards in the supply chain, product safety as well as alternative drivetrain technologies are also top priorities.
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In addition, we maintain continuous dialogue with our 
stakeholder groups  see Chapter 1.2 and look for solutions 
to the challenges society is facing. Current topics include 
expansion of sustainable mobility concepts and challenges 
resulting from the rapid spread of digitalisation. This 
 concerns new functions and services as well as all areas 
of data security.


Our ranking in sustainability ratings
The BMW Group’s position on the various sustainability 
ratings documents our sustainability performance from 
an external perspective. In 2014, the BMW Group ranked 
high in several sustainability indices and received a 
 number of awards  see Figure 06.


F.06 Sustainability ratings 2014


Ratings Evaluation and result


The BMW Group is industry leader in the Dow Jones Sustainability Index (DJSI). This makes the BMW Group the only company in the automotive industry  
to be listed every year since the Index was established.


On the Global 500 rating of the Carbon Disclosure Project (CDP), the BMW Group again achieved 100 out of a possible 100 points for transparent reporting.  
It also received top marks for climate protection measures, taking first place again in 2014. As a result, the BMW Group is listed on the worldwide Climate 
 Performance Leadership Index (CPLI) of companies with Performance Score A – the only company in the automotive industry to achieve this top ranking for 
five consecutive years.


The BMW Group was again listed on FTSE4Good in 2014, an index of the British index family on sustainability and corporate governance  
provided by FTSE in  London.
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Stakeholder  
engagement


The BMW Group engages in ongoing dialogue with its 
stakeholders at all its locations and in relevant markets. 
We aim to identify trends early on, and integrate them 
into our strategy process. Although not all differences of 
opinion can be resolved in dialogue with our stakeholders, 
each party can gain an understanding of the other side’s 
position. 


As a global corporation with a complex value chain,  
both our manufacturing activities and our products have 
an effect on the environment and society. Knowing the 
 position of our stakeholders and at the same having the 
opportunity to explain the extent of our room for influ-
ence in terms of social and environmental issues enables 
us to increase the level of acceptance of the actions we 
take and the decisions we make. In spite of this, there 
remains a certain amount of potential for conflict. The 
dialogues show that on certain questions of mobility the 
position of individual stakeholders and that of the 
BMW Group remains divided. Stakeholder dialogue also 
allows us to analyse the market situation with regard  
to market- relevant topics such as the introduction of 
 electromobility, and to communicate key  messages to 
information multipliers in advance.


Strategically aligning our engagement with stakeholders
We want to understand the different perspectives of our 
stakeholders and to respond in an adequate manner. At 


2


the same time, we explain clearly and transparently what 
can be expected of us. By fostering dialogue with our 
stakeholders, we want to build trust and consolidate part-
nerships. This is why it is important to have one strategy 
for stakeholder engagement worldwide. Our Stakeholder  
Engagement Policy forms the basis for continuous dia-
logue. It defines the goals of the dialogue, sets the criteria 
for identifying and prioritising our stakeholders and 
 provides a template for a range of suitable formats and 
communication channels  see Figure 07.


EXCHANGING VIEWS WITH STAKEHOLDERS


One of the cornerstones of this dialogue is our ongoing 
and systematic identification and prioritisation of stake-
holders. To this end, we regularly map out stakeholder 
groups that are involved in strategically important topics 
at all relevant locations. We foster our dialogue with 
stakeholders by developing different formats.


Our subsidiaries, our political offices in the different 
markets as well as our plants engage in regular dialogue 
with local stakeholders on relevant topics. A range of 
committees and channels allow our different corporate 
departments to contact relevant stakeholder groups 
directly. 


Our basic goal is to host at least one multi-stakeholder 
dialogue per year in Europe, Asia and North America 
respectively. We set the themes for these stakeholder 
 dialogues according to how currently relevant they are. 
In 2014, for example, we conducted stakeholder dialogues 
on the topics of electromobility, mobility services and 
the BMW Group’s ambitions in the area of sustainability 
leadership.


In addition to these events, we also have direct contact 
with individual stakeholders on specific occasions when 
special topics arise. For example, in 2014, a number of 
non-governmental organisations contacted us to request 
information on social and environmental standards in 
the value chain. Connectivity is another topic we have 
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F.07 Stakeholder groups and forms of dialogue


THE  
BMW GROUP
IN DIALOGUE


Dialogue in industry initiatives, 
joint events, training courses, 


lectures, Supplier Risk 
 Assessment, Learning from 


Suppliers forum


Customer survey,  
social media,  


trade fairs, media


Individual and group 
dialogue, roadshows, 


conferences, informational 
events on new products, 
telephone conferences


Participation of Board 
 members and technical 
experts in a number of 


initiatives, forums and events, 
membership of initiatives


Round tables, visits from 
universities, lectures, 


discussions, “BMW Group 
Dialogue” with students


Dialogue in the form of 
public relations trips and press 
releases, informational events 
on new products, test drives, 


trade fairs
Dialogue with sales organisations 


and the association of German 
BMW dealerships, business 


 conferences, dialogue via the 
central coordinating units of 


importers


One-on-one dialogue, 
plant visits, neighbourhood 


dialogue, press events


Face-to-face meetings/
dialogue, responding  


to enquiries
BUSINESS  
PARTNERS


MEDIA
LOCAL  


STAKEHOLDERS


CIVIL SOCIETY/ 
NGOs


RESEARCH


POLICY- 
MAKERS


EMPLOYEES


CUSTOMERS


CAPITAL  
MARKET


SUPPLIERS


NETWORKS/ 
ASSOCIATIONS


Dialogue with employees 
and managers, employee 


survey, idea management, 
internal media


Workshops on key topics, 
regular “Green Tables”  
with parliamentarians  


in Germany
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FOR DETAILED INFORMATION ON STAKEHOLDER EXPECTATIONS AND  
THE BMW GROUP’S RESPONSE, SEE:


 Stakeholder expectations chart


IN DIALOGUE WITH POLITICAL DECISION-MAKERS


By engaging in regular, active and open dialogue with 
political decision-makers, union representatives and 
associations as well as non-governmental organisations 
(NGOs), we are fulfilling the task of playing a construc-
tive role in shaping the general political framework for 
our business activities. We offer our expertise to help 
promote fair competition for all involved and find 
 sustainable solutions.


The political offices concern themselves with public 
affairs as they affect environmental, financial and socio- 
political topics and deal with relevant economic policy and 
industry-specific issues. In the period under report, the 
main topics in this regard were how to put CO₂ regulation 
into practice, how to deal with trade barriers, fair taxation 
legislation as well as social challenges such as demo-
graphic change.


CO² regulation in Europe 
Legal regulations on emissions are becoming increasingly 
stringent worldwide, continually posing new challenges 
to the automotive industry. As early as in the year 2000, 
the BMW Group set the course for reducing fuel consump-
tion and emissions.


The European Union (EU) has set the target for all new 
vehicles at 130 g of CO₂/km by 2015. The EU defines 
 targets for CO₂ emissions based on vehicle weight. Based 
on this, the BMW Group has set itself the goal of decreas-
ing levels to under 140 g of CO₂/km. Between 1995 and 
2014, we reduced the CO₂ emissions of our newly sold 
vehicles in Europe (EU-28) by 38%. Average CO₂ emissions 
were 130 g/km in 2014. The BMW Group had already 
achieved the EU target by 2012.


taken up in dialogue with our stakeholders, and it has 
been a point of discussion at several events in different 
countries.


All of our stakeholder dialogue formats are based on one 
principle: the views of our stakeholders feed back into 
the company. The participants from the BMW Group 
ensure that the results of the discussions and their per-
sonal impressions flow back into the organisation and our 
decision-making committees. This is how they contribute 
towards making sure that external perspectives on rele-
vant topics continue to be discussed within the company.


On the other hand, the stakeholder organisations that 
take part in the dialogues become familiar with the 
BMW Group’s views and positions on certain topics 
and can take account of this in their day-to-day work.


YOU CAN FIND FURTHER INFORMATION ON SPECIFIC EVENTS OF THE 
BMW GROUP DIALOGUE FORMAT ON THE BMW GROUP WEBSITE UNDER:


  www.bmwgroup.com


DISCUSSING SUSTAINABILITY WITH STUDENTS —  
BMW Group Dialogue for Students 2014 in Berlin
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ment advisory committee on electromobility founded by 
Chancellor Angela Merkel in May 2010. This platform 
aims to push for progress on electromobility, create a 
lead market for e-mobility in Germany and speed up the 
market launch of innovative electric vehicles. Here again, 
the BMW Group provides the government with its 
knowledge and research results and actively helps shape 
political discussion of framework conditions via input 
from established political networks internationally.


Supporting democratic parties
The BMW Group supports the work on social policy 
 carried out by the democratic parties in Germany (CDU, 
CSU, SPD, FDP and Bündnis 90/Die Grünen). The com-
pany places high value on transparency in this regard 
and complies with the relevant legislation. In 2013, the 
BMW Group began to change its procedure for support-
ing political parties. Since 2014, it has supported the work 
on social policy carried out by the democratic parties in 
Germany solely through content-based partnerships. The 
BMW Group has made this change in order to focus its 
engagement on content, for example, by providing finan-
cial support for public discussion forums and dialogue 
formats. All partnerships are subject to the clear sponsor-
ship guidelines of the BMW Group.


All manufacturers will be required to reduce emissions of 
their new vehicle fleet in Europe to an average of 95 g/km 
by 2020. From the outset, the BMW Group made a clear 
commitment to this target. By 2020, we want to cut the 
CO₂ emissions of our vehicle fleet at least in half compared 
to 1995. 


The BMW Group would like to see countries throughout 
the EU take similar measures to those already in place in 
other countries and regions when it comes to promoting 
electromobility. In Japan, China and the USA in particular, 
alternative drivetrains are receiving stronger govern-
mental support.


Promoting the transatlantic free trade agreement
As a global enterprise, the BMW Group supports the  
further opening of worldwide markets as well as the con-
tinuous reduction of tariff and non-tariff trade barriers. 
Thus, the BMW Group is also in favour of consolidating 
transatlantic relations and welcomes the bilateral negoti-
ations on a comprehensive and far-reaching economic and 
trade pact between the EU and the USA (Transatlantic 
Trade and Investment Partnership, TTIP). Reducing trade 
barriers should lead to considerable benefits for corpor-
ations and will therefore also have positive effects for con-
sumers on both sides of the Atlantic. The BMW Group 
is calling for gradual elimination of tariffs in the auto-
motive industry as well as the elimination of non-tariff- 
related trade barriers and closer regulatory cooperation, 
in particular with regard to harmonising technical 
standards.


Shaping our urban future with electromobility
The global social, economic and environmental changes 
we are facing call for new solutions that are specifically 
designed for urban spaces. Electromobility is an import-
ant step in this direction. However, in future we need 
to introduce additional effective measures that support 
the success of this technology.


The BMW Group also plays a active role in the National 
Platform for Electric Mobility (NPE), a German govern-


EXPANDING DIALOGUE — First BMW Group Dialogue in Korea
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FORECAST


The BMW Group aims to further expand its dialogue with stake-
holders internationally. We will continue to hold at least one 
annual Stakeholder Dialogue event in Europe, North America 
and Asia. In addition, we plan to hold international Stakeholder 
 Dialogues on current topics such as digitalisation, data security 
and charging infrastructure for electromobility. We will also 
place even stronger focus on urgent topics as they come up. 
Only in a constructive dialogue can viable solutions be devel-
oped to successfully meet the challenges of the future.


In the past, the BMW Group primarily donated vehicles 
for use. The parties provided the BMW Group with con-
firmation of receipt of a donation by stating the corres-
ponding value or rental rate. In 2013, this procedure 
was temporarily continued for the CSU. This led to a final 
 settlement for vehicle transfer of €5,881  see Figure 08.  
All BMW Group donations above €10,000 for each year 
are published by name in the accounts included in the 
party financing report of the President of the German 
Federal Parliament.


International political donations by the BMW Group are 
only made in clearly defined and exceptional cases which 
are subject to the respective legal framework conditions. 
Expenditure on international political donations in 2014 
amounted to approximately 0.6% (previous year: 0.9%) 
of total expenditure on international donations. These 
donations were made by the BMW plant in Spartanburg 
(USA). The BMW Group participates in the general polit-
ical process in the US Federal State of South Carolina by 
funding activities of the two leading political parties – the 
Democrats and the Republicans. However, no support is 
provided for election campaigns or individual candidates.


F.09 Donations in the field of politics


in €


700,000        


600,000        
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 603,145 430,517 427,442 223,701 31,499  
F.08 Donations made to political parties in Germany in 2014  
(vehicle donations only)


in €


  € rental rate incl. VAT according to  
BMW Rent’s price list for private customers


 


CSU  5,881  


CDU  0  


FDP  0  


SPD  0  


Bündnis 90/Die Grünen  0  


Total  5,881  
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PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


NET VALUE ADDED INCREASED


Net value added increased by 7.3% in 2014. 
The majority of the net value added (47.4%)  
was again applied to employees.


NET VALUE ADDED


2014 


25.3
%


2013


CONTINUE TO GROW PROFITABLY


In 2015, we will continue to pursue our path of  
profitable growth. Our vision is to achieve a  
further increase in sales figures in the Automotive  
and Motorcycles segment. Further plug-in hybrid  
offerings will contribute towards this.


COSTS REDUCED THANKS TO  
RESOURCE EFFICIENCY


Resource efficiency reduces the risk of availability 
bottlenecks and price fluctuations. It also makes  
a direct contribution to earnings as it reduces costs. 
Resource efficiency measures led to cost savings  
of €15.8 million in 2014.


COST SAVINGS DUE TO RESOURCE- 
EFFICIENT PRODUCTION


2014


€ 15.8
million


2013


ACHIEVE ADDED VALUE FOR THE BUSINESS


We are convinced that by taking farsighted  
action now and by integrating environmental  
principles into all business processes we  
can achieve added value both in terms of the  
environment and our business.


ANTI-CORRUPTION TRAINING FOR EMPLOYEES


By the end of 2014, we had trained over 25,000 
managers and employees in compliance and 
 anti-corruption. The BMW Group ensures full  
training coverage for its managers in compliance 
matters.


NUMBER OF EMPLOYEES WHO RECEIVED 
 ANTI-CORRUPTION TRAINING, since 2008


By the end of 2014 


25,400
By the end of 2013


CONTINUE TO DEVELOP TRAINING


We will continue to train our employees  
in compliance and anti-corruption matters  
as well as to further develop our online  
courses on compliance.


24.8%


€6.8 million


20,300
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Our management 
approach


The BMW Group manages its business in accordance 
with responsible corporate governance principles geared 
to long-term value creation. 


Foresighted investments in future-ready products and 
services form the basis for profitable growth. Production 
sites in different markets help to balance this growth 
between the various regions of the world. We strive for 
long-term engagement in these areas, promoting employ-
ment and growth in the local economies  see Chapter 2.2.


The BMW Group regards lawful conduct and respect 
for human rights as fundamental prerequisites for fair 
competition and social prosperity. We also expect this 
conduct from our business partners along the entire 
value chain  see Chapter 2.3 and  see Chapter 2.5.


Corporate culture within the BMW Group is founded on 
transparent reporting and internal communication, a 
 policy of corporate governance aimed at the interests of 
stakeholders, fair and open dealings between the Board 
of Management, the Supervisory Board and employees 
and compliance with the law.


Rewarding sustainable business success
The Board of Management governs the enterprise under 
its own responsibility, acting in the interests of the 
BMW Group with the aim of achieving sustainable 


1


growth in value. It thus determines the strategic orienta-
tion of the enterprise and ensures its implementation. 
The Board of Management is furthermore responsible 
for compliance with all provisions of law and internal 
 regulations as well as for adequate risk management and 
risk controlling  see Chapter 2.4. The Supervisory Board 
advises and supervises the Board of Management in 
 conducting its duties (dual management system).


The Supervisory Board decides on the level of compensa-
tion received by members of the Board of Management, 
orienting its decisions on the sustainable development 
of the BMW Group. Bonuses are also based in part on 
 personal performance, evaluated primarily according to 
qualitative criteria. The contribution made by each Board 
of Management member to sustainable long-term and 
business development and the future viability of the 
enterprise is thus measured, for example, based on eco-
logical innovation (e.g. reduction of carbon emissions), 


F.10 Vehicle production of the BMW Group by plant in 2014


in units


 


a) Dingolfing  369,027 h) Tiexi¹  144,076


b) Spartanburg  349,949 i) Rosslyn  68,771


c) Regensburg 272,015 j) Graz (Magna Steyr)²  113,401


d) Munich  228,126 k) Born (VDL Nedcar bv)²  29,196


e) Leipzig  211,434 l) Goodwood  4,495


f) Oxford  179,318 m) Assembly plants  52,368


g) Dadong¹  143,390


1  BMW Brilliance Automotive Ltd., Shenyang, China (joint venture).
2 Contract production.
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ability to adapt, customer focus, leadership accomplish-
ments and contribution to the company’s attractiveness 
as an employer, progress in implementing the diversity 
concept, and activities that foster corporate social respon-
sibility  Compensation report in the Annual Report 2014.


Upholding and enforcing international conventions and 
principles
The BMW Group stands by its social responsibilities. Our 
corporate culture combines the drive for success with a 
willingness to be open, trustworthy and transparent 


 BMW Group basic principles 2014.


Our models for ensuring compliance with environ-
mental and social standards along the value chain are 
based on various internationally recognised guidelines. 
The BMW Group is committed to adhering to the Organ-
isation for Economic Co-operation and Development 


guidelines for multinational companies and the contents 
of the ICC Business Charter for Sustainable Development, 
as well as the United Nations Environment Programme 
Cleaner Production Declaration.


By signing the United Nations Global Compact in 2001 
and, together with employee representatives, issuing a 


 Joint Declaration on Human Rights and Working Conditions in the 
BMW Group, the Board of Management gave its commit-
ment to abide worldwide by internationally recognised 
human rights and with the fundamental working stan-
dards of the International Labour Organization (ILO) 
 see Chapter 2.5.


DISCUSSING THE BMW GROUP’S SUSTAINABILITY STRATEGY —  
BMW Group Dialogue 2014 in Toronto (Canada)
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http://www.bmwgroup.com/bmwgroup_prod/e/0_0_www_bmwgroup_com/investor_relations/finanzberichte/bmw-group-geschaeftsbericht-2014.shtml

http://www.bmwgroup.com/com/en/careers/working-in-the-bmw-group/corporate-culture/index.html

http://www.bmwgroup.com/d/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMW_Group_Erklaerung_ueber_Menschenrechte.pdf

http://www.bmwgroup.com/d/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMW_Group_Erklaerung_ueber_Menschenrechte.pdf





28


2. 2


SUSTAINABLE VALUE REPORT 2014


SUSTAINABLE 
 CORPORATE  
MANAGEMENT


Corporate autonomy gives us the scope to continue 
working toward realising our vision and to make targeted 
investments in our future in all areas of individual 
mobility. 


PURSUING BOTH SHORT-TERM AND LONG-TERM GOALS


Decisions made in favour of new products or technologies 
lead to cash flows lasting many years. Such decisions 
therefore have a considerable influence on the long-term 
development of the business. The enterprise is, however, 
evaluated based on its annual results. Strategic manage-
ment and financial planning ensure that we achieve our 
annual profitability targets. This in turn forms the basis 
for continuing to invest in the future viability of the 
business.


Aligning investments with sustainability goals
In order to ensure sustainable, profitable growth, the 
BMW Group continually invests in its employees, in new 
products and production structures, in systems and pro-
cesses. Despite the increasing number of models and 
variations, the application of uniform standards world-
wide and the use of modular products and processes 
allow us to efficiently develop and profitably man ufacture 
new products of the highest quality standard, including 
vehicle types that have so far been produced only in 
small numbers, such as electric- battery-driven vehicles 
and plug-in hybrids.


Addressing the challenges faced by the automotive indus-
try in the context of sustainability  see Chapter 1 is a key 
driver for our investment decisions. Important examples 
of our integrated investment approach in the Automotive, 
Mobility Services, Employee, Sales and Production Sites 
segments are:


–  Measures to further improve the efficiency of conven-
tional vehicles and to reduce air pollutants.


–  The expansion of our range of (plug-in) hybrids and 
electric vehicles.


Economic  
impacts


Key objectives of the BMW Group are to achieve sustain-
able, profitable growth, increase the value of the business, 
safeguard jobs and maintain corporate autonomy. 


These objectives can only be achieved if available equity 
and debt capital is employed profitably and if the profit 
generated sustainably exceeds the costs of capital 
employed. The achievement of this central business man-
agement objective is measured in terms of “value added”, 
or the contribution made to business value growth 
during the financial year ¹. In 2014, value added was 
€3,839 million (2013²: €3,639 million).


2


STRATEGIC ALIGNMENT


The BMW Group’s vision for 2020 is to be the world’s most 
successful and sustainable provider of premium products  
and premium services for individual mobility. The responsible 
use of resources and the assumption of social responsibility  
are prerequisites for achieving this vision.


1  Value added corresponds to the amount of earnings over and above the cost of capital.  
For an exact definition  see General Information on the BMW Group in the Annual Report 2014.


2  The previous year’s figures were adjusted in accordance with IAS 8; see note number [9] in the Notes  
to the Group Financial Statements in the BMW Group Annual Report 2014.
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–  The development of new technologies such as high- 
performance battery cells, hydrogen technology and 
materials for lightweight construction, both on our 
own and in collaboration with others.


–  The further development of intermodal solutions 
by combining private vehicles with mobility services 
to promote urban mobility with and without cars.


–  The extension of existing driver assistance systems by 
electronically linking vehicles and traffic infrastructure 
(for example to avoid accidents at intersections),  
which also contributes to the development of highly 
 automated and autonomous driving.


–  Measures in the Future Retail initiative, for example 
training highly specialised customer service staff in 
retail outlets to focus more on the options offered 
by BMW products and technologies (including the 
 explanation of fuel efficiency, safety and networked 
mobility features) rather than just sales.


–  The establishment and expansion of employee exper-
tise in the area of e-mobility as well as education and 
training on the subjects of healthcare and work safety.


–  The expansion of our international production net-
work, including measures for achieving our resource 
efficiency targets in production.


Accordingly, our research and development costs rose 
again slightly in 2014 to approximately €4.6 billion 
(2013: around €4.8 billion) and our investments¹ 
increased to approximately €6.1 billion (2013: around 
€6.7 billion).


Achieving financial success with our Efficient Dynamics strategy
Foresighted corporate planning leads to sustainable suc-
cess. The competitive advantage offered by the Efficient 
Dynamics strategy we adopted in 2000 is one reason 
why the BMW Group had its fifth record year in a row in 
2014, despite continuing high investments, in particular 
in future-oriented products and production structures as 
well as in processes and skills.


With its products and services, the BMW Group was 
able to increase its Group revenues to €80,401 million 
(2013²: €76,059 million). Sales figures were up for all  
three Group brands, BMW, Mini and Rolls-Royce, with  
a total of 2,117,965 vehicles delivered to customers  
(2013: 1,963,798). The same goes for motorcycles, with 
 123,495 delivered in 2014 (2013²: 115,215).


A significant financial indicator at Group level is the 
Group profit before tax. In 2014 it totalled €8,707 million 
(2013: €7,893 million) and was thus 10.3% above the pre-
vious year’s figure. Operating performance is managed at 
segment level (Automotive, Motorcycles, Financial 
 Services) on the basis of the capital rates of return RoCEs 
and RoEs  for details on the BMW Group management system 
see General Information on the BMW Group in the Annual Report 2014.


Due to the central importance of the Automotive segment 
for the Group as a whole, consideration is also given to 
additional key value drivers which have a significant 
impact on RoCE and hence on segment performance. 
This is the EBIT margin ³, which at 9.6% was within the 
target range of 8–10%, despite extensive investments. 
Another indicator is the level of EU fleet emissions, 
which thanks to increasingly efficient drivetrain systems 
and more electric vehicles declined by 2.3% in 2014 to 
130.0 g CO₂/km (2013: 133.0 g CO₂/km).


1  Incl. active development costs.


2  The previous year’s figures were adjusted in accordance with IAS 8; see note number [9] in the Notes  
to the Group Financial Statements in the BMW Group Annual Report 2014.


3  Earnings before interest and taxes divided by revenues in the Automotive segment.
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Maintaining the confidence of the capital market through  
future viability
The confidence of the capital market in the future via-
bility of the BMW Group business model once again led 
to top scores in capital market ratings and hence to low 
 refinancing costs in 2014.


Reducing risks and increasing efficiency potential through 
sustainability in supplier management
Active management of sustainability risks along the 
 supply chain reduces compliance and image risks, among 
others. We have established a comprehensive supplier 
management system for this purpose  see Chapter 5. 


We work with our suppliers to continuously improve 
resource efficiency. Since 2013 we have therefore been 
participating in the supply chain programme of the Car-
bon Disclosure Project (CDP). The transparent reporting 
of strategy and efficiencies achieved in energy and water 
consumption as well as reductions in CO₂ emissions 
reveals potential for working together to further improve 
resource consumption and hence reduce manufacturing 
costs and environmental impact. For example, the suppliers 
surveyed reported savings of over 21 million tonnes in 
CO₂ equivalents in 2014, representing significant savings 
on energy costs across the corresponding manufacturing 
processes.


FUTURE BUSINESS VIABILITY THROUGH SUSTAINABLE 
MANAGEMENT


The future viability of any enterprise is closely tied to its 
success as a business. Global megatrends such as urban-
isation and climate change are leading to modifications 
in the regulatory framework and to changing customer 
demands and business models. For example, premium 
customers from the retail and fleet business increasingly 
expect a carmaker to demonstrate a comprehensive 
understanding of product responsibility and to implement 
the corresponding measures. Mobility services and net-
worked mobility are new business fields to be mastered 
 see Chapter 3.


With its Efficient Dynamics strategy  see Chapter 3 and 
overall performance in the area of sustainability, the 
BMW Group has developed a true competitive advan-
tage. Please see the following for a few examples of 
how sustainability contributes to the financial success 
of the BMW Group.


Boosting sales through innovative models and mobility services
Investments in innovative mobility concepts contributed 
to the success of the BMW Group in 2014. Examples: 
in financial year 2014, 16,052 BMW i3 and 1,741 BMW i8 
models were sold. By the end of 2014, over 390,000 
 customers had registered for our DriveNow car-sharing 
scheme, thus almost doubling user numbers compared 
to the  previous year. In addition, the company has been 
 running the scheme at an operational profit since early 
2014. At corporate level, full-service solutions such as the 
corporate car-sharing scheme AlphaCity as well as the 
e-mobility solution AlphaElectric are ensuring the success 
of our fleet service provider Alphabet. With its products 
and solutions, the BMW Group helps also fleet customers 
achieve their CO₂ targets.


F.11 Current business ratings


  Moody’s  Standard & Poor’s  


 


Long-term liabilities  A2  A+  


Short-term liabilities  P-1  A-1  


Outlook  stable  stable  


The ratings reflect the solid financial profile and the very high level of creditworthiness of the BMW Group.
This gives the company good access to the international capital markets as well as opportunities to take 
 advantage of attractive refinancing conditions that are of particular benefit to the Financial Services business.
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Reducing costs through resource efficiency
Resource efficiency reduces the risk of availability bottle-
necks and price fluctuations, thus contributing directly 
to higher earnings by reducing costs. Between 2006 and 
2014, energy and water consumption and waste and 
VOC emissions per vehicle produced in the worldwide 
BMW Group production network were reduced signifi-
cantly. This allowed us to achieve €15.8 million in cost 
savings in 2014. Increasing resource efficiency and mini-
mising waste as well as the continuous optimisation of 
our environmental management processes, which are 
ISO 14001-certified at all BMW Group production plants, 
lead to lower investment needs on environmental 
protection.


Staying competitive through sustainable  
human resources policies
The BMW Group ranked as one of the most attractive 
employers worldwide in 2014. Our leading role in the area 
of sustainability means that our employees tend to iden-
tify with the company and its products. This is one of the 
reasons for our low employee turnover rate, which in 
turn reduces hiring costs. In order to live up to our claim 
of technology and innovation leadership, we try to attract 
the best talent and promote each individual’s  special skills. 
The diversity of our customers should also be reflected 
in the workforce of the BMW Group.


A variety of health education offerings promote the health 
of our workforce. Healthcare measures also help to coun-
teract employees’ age-related physical limitations. Work 
safety measures reduce accident risks. These initiatives 
promote better performance on the job and the avoidance 
of illness- and injury-related absenteeism. They thus also 
contribute to the achievement of competitive human 
resources expenditure.


IDEA MANAGEMENT


Idea management at the BMW Group is a worldwide tool to 
 involve and empower employees, giving them the opportunity 
to contribute their ideas and have an impact on change within 
the company. This is done through a process that is transparent 
for all those involved, from idea submission through the for-
warding of the idea to the relevant departments for evaluation 
all the way to a bonus paid to the employee if the idea receives 
a positive assessment.


Idea management improves the company’s competitiveness 
and promotes employees’ loyalty to the company as well as 
their motivation and entrepreneurial thinking and action. 
The ideas submitted lead to improvements in products and 
processes as well as to significant savings. In 2014, a total of 
approximately 7,700 ideas were put into practice, resulting in 
savings of €31.0  million ¹.


In order to further strengthen idea management, the upgraded 
IT system used since 2012 by BMW AG will be introduced 
incrementally at the international company locations. In 2014, 
the company sites in the UK and our plant in Steyr (Austria) 
were integrated into the idea management system. The inter- 
national rollout will continue in 2015 with the plants in 
 Spartanburg (USA) and Rosslyn (South Africa).


This system is accompanied by ongoing internal measures to 
further encourage employee participation. One example is the 
Idea Management Award launched in 2014.


1  In general, strong fluctuation is possible as certain ideas may make a larger contribution to the 
savings achieved in some years more than others.
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SUSTAINABLE, PROFITABLE GROWTH


The sustainable, profitable growth of the BMW Group 
creates value. Direct positive economic benefits are risk- 
commensurate returns for capital providers, attractive 
salaries for employees as well as a social contribution 
through income tax payments. These are quantified in 
the allocation statement for net value added. 


The net value added results from the value of work per-
formed less the value of work bought in during the finan-
cial year including depreciation. At €20,620 million 
(2013¹: €19,217 million) it has remained at a constant 
high level. The bulk of the net value added, 47.4%, is 
applied to employees (2013¹: 46.9%).


In addition to an attractive salary, company benefits and 
pensions are also important components of employee 
remuneration. These mainly consist of defined-benefit 
pension plans, which include old-age pensions, invalidity 
and survivor’s benefits, and medical care (only in the 
USA and South Africa) after reaching retirement age. 


The majority of employees hired after 1 January 2014 
receive defined-benefit pension commitments with a 
minimum interest rate.


The benefits granted are covered for the most part by 
funded benefit plans as well by pension provisions ².


In 2014, pension fund assets rose to €15,861 million 
(2013: €13,461 million). Pension provisions increased to 
€4,604 million (2013: €2,303 million). The main reason 
for this increase is the drop in the discount rate used for 
actuarial calculations in Germany from 3.50% to 2.10%. 
The assets of pension plans in the BMW Group are 
administered by trusts and are thus legally separate from 
the company’s assets. The company’s need to draw on 
the operational business to fund pension payments will 
be substantially reduced in future as these payments 
will come primary from the assets of the pension funds 
or trusts.


F.13 BMW Group value added 2014


in % 


 


a) Net value added  25.3


b) Cost of materials  54.1


c) Depreciation and amortisation  9.5


d) Other expenses  11.1


Employees  47.4


Providers of finance  8.4
Governm./public sector  16.0


Shareholders  9.2
Group  18.9


Minority interest  0.1


F.12 Savings for BMW Group resulting from suggestions for improvement


in € million 


80        


70        


60        


50        


40        


30        


       


   10   11   12   13   14  


 


 67.4 77.9 36.9 38.8 31.0  


2  In financial accounting for pension provisions, the defined-benefit obligations are offset against the plan 
 assets measured at their fair value  for details see note number [36] in the Notes to the Group Financial 
Statements in the BMW Group Annual Report 2014.


1  The previous year’s figures were adjusted in accordance with IAS 8; see note number [9] in the Notes  
to the Group Financial Statements in the BMW Group Annual Report 2014.
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–  BMW i Ventures, based in New York City, is investing 
in start-ups in the field of mobility services and aspires 
to enter into long-term strategic partnerships in the 
areas of e-mobility, flexible use, parking and 
intermodality.


–  Many new business fields are emerging in the area of 
electromobility, such as the operation or expansion of 
the charging infrastructure and decentralised energy 
production systems (for example the partnership 
between the BMW Group and Solarwatt for solar car- 
ports).


FORECAST


In 2015, we will continue to consistently pursue our path of 
profitable growth. 


In terms of business management, we will strive to further 
boost sales in the Automotive and Motorcycle segments and 
to further increase our profit before tax.


A wider range of plug-in hybrids in future models will contribute 
towards this.  Building on the success of the BMW i8, we will 
introduce the BMW X5 PHEV in 2015.


In order to help shape the technological transformation that 
is currently taking place in the automotive industry, in 2015 
we will continue to invest in the development of innovative 
vehicle concepts and mobility services.


Driving economic development
As a global enterprise, the BMW Group contributes to 
positive economic developments and prosperity world-
wide. It currently employs 116,324 people in attractive 
jobs. The purchase of intermediate products secures jobs 
in our supply chains. Attractive products and services are 
the basis for an economically viable dealership network.


The BMW Group strives to achieve balanced growth in 
all markets and on all continents by following the prin-
ciple of “Production follows the market”. In 2014, we 
expanded our production network to encompass 30 pro-
duction sites. Joining the network are the Araquari plant 
in the Brazilian state of Santa Catarina as well as the 
 contract manufacturing of MINI models at VDL Nedcar 
in the town of Born in the Netherlands.


The BMW plants in the international markets make a 
contribution to market development there. Shifting part 
of the value chain to the respective sales markets leads 
to a reduction in currency risks through natural hedging. 
At the same time, a locally based automotive industry is 
also a driver for growth and employment at each plant 
location, for example through employee salaries, taxes 
paid to cities and municipalities, as well as through the 
suppliers who open businesses around the plant sites.


By implementing innovations and opening up new 
 business fields, the BMW Group fosters the creation of 
new value chains and jobs. Examples: 


–  In 2014, the BMW Group continued to build on its 
capabilities in the field of e-mobility and alternative 
drivetrains.


–  In the joint venture SGL Automotive Carbon Fibers 
with the SGL Group, we are currently expanding 
 production capacity for carbon fibres in Moses Lake 
(USA), creating 120 additional jobs.
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Compliance and  
anti-corruption


Current legislation provides the binding framework for 
the BMW Group’s wide range of activities around the 
world. It is therefore essential that the Board of Manage-
ment and all employees are aware of their relevant legal 
obligations and comply with them with complete convic-
tion. This shapes the public image of the BMW Group 
and creates confidence in our products and brands. Earn-
ing this confidence is in turn the basis for our business 
success. 


INTEGRATING COMPLIANCE IN THE ORGANISATION


In order to protect the company systematically against 
compliance-related and reputational risks, the Board  
of Management created a Compliance Committee  
several years ago, mandated to establish a Compliance 
 Management System throughout the BMW Group.


3


STRATEGIC DIRECTION


The BMW Group is unconditionally committed to lawful and 
responsible conduct.


The BMW Group Compliance Committee comprises 
the heads of the following departments: Legal Affairs, 
 Corporate and Governmental Affairs, Corporate Audit, 
Organisational Development and Corporate Human 
Resources. It manages and monitors activities necessary 
to avoid non-compliance with the law (legal compliance) 
and reports regularly to the Board of Management and 
the Supervisory Board on all compliance-related issues.


The BMW Group Compliance Management System 
includes training and communication measures, indi-
vidual counselling, consistent follow-up on cases of 
non-compliance as well as the management of compli-
ance-relevant processes and controls.


The extent and intensity of compliance activities are 
based on an annually updated Group-wide compliance 
risk assessment covering all 331 BMW Group business 
units and functions worldwide.


COACHING AND COMMUNICATING COMPLIANCE


The  BMW Group Legal Compliance Code, which was updated 
in 2014, is the cornerstone of the Group’s Compliance 
Management System, spelling out the Board of Manage-
ment’s acknowledgement of the fact that compliance is a 
joint responsibility (Tone from the Top). This document, 
which explains the significance of legal compliance and 
provides an overview of the various areas relevant for the 
BMW Group, is available on the intranet in German and 
English as well as 11 other languages for the convenience 
of all employees.


Since 2014, new employees receive a welcome e-mail about 
compliance when they join the company to demonstrate 
the special commitment of the BMW Group to compliance 
matters.


Managers in particular bear a high degree of responsi-
bility and must set a good example in the process of 
 preventing infringements. Managers throughout the 
BMW Group accept this principle by signing a written 
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performed for national sales companies and in the Finan-
cial Services segment in China, UK and Canada.


RESPONDING TO COMPLIANCE-RELATED QUERIES 


In order to avoid legal risks, all members of staff are 
expected to discuss compliance matters with their man-
agers and with the relevant departments within the 
BMW Group, in particular Legal Affairs, Corporate Audit 
and Corporate Security. The BMW Group Compliance 
Contact serves as a further point of contact for both 
employees and non-employees for any questions regard-
ing compliance.


Employees also have the opportunity to submit information 
– anonymously and confidentially – via the BMW Group 
SpeakUP Line about possible breaches of the law within 
the company. The BMW Group SpeakUP Line is available 
in a total of 34 languages and can be reached via local 
toll-free numbers in all countries in which BMW Group 
employees carry out activities.


Compliance-related queries and concerns are docu-
mented and followed up by the BMW Group Compliance 
Committee Office using an electronic Case Management 
System. If necessary, Corporate Audit, Corporate Security, 
the Works Council and Legal Affairs may be called upon 
to assist in the investigation process.


MONITORING AND AUDITING COMPLIANCE


Compliance with and the implementation of the Legal 
Compliance Code are audited regularly by Corporate 
Audit and subjected to control checks by Corporate 
 Security and the BMW Group Compliance Committee 
Office. As part of its regular activities, Corporate Audit 
carries out on-site audits. The BMW Group Compliance 
 Committee also engages Corporate Audit to perform 
compliance-specific checks. In addition, random checks 
(BMW Group Compliance Spot Checks) specifically 


declaration in which they also undertake to inform staff 
working for them of the content and significance of the 
Legal Compliance Code and to make them aware of legal 
risks.


More than 25,400 managers and staff (2013: 20,300) 
worldwide have received training in compliance and 
anti-corruption basics since the introduction of the 
BMW Group Compliance Management System. Success-
ful participation in the training programme is mandatory 
for all BMW Group managers and is ensured through 
corresponding personnel processes. In this way, the 
BMW Group achieves full training coverage for its man-
agers in compliance matters. In addition to this basic 
training, in-depth training is also provided to certain 
groups of staff on specific compliance issues. Advanced 
training on competition and antitrust law was introduced 
in 2013 and already completed the same year by 3,900 
employees.


Additional Compliance Market Coachings have been 
implemented in local markets since 2012. These seminars 
strengthen the understanding of compliance in selected 
units and enhance cooperation between the central 
BMW Group Compliance Committee Office and decen-
tralised compliance offices. In 2014, market coaching was 


F.14 Total number of employees trained in anti-corruption


Number


30,000       


25,000       


20,000       


15,000       


10,000       


5,000       


      


   11   12   13   14  


 


 12,800 16,500 20,300 25,400  
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risks. These procedures are particularly relevant for 
 relations with sales partners and service providers such 
as agencies and consultants.


Depending on the results of the evaluation, appropriate 
measures – such as communication measures, training 
and possible monitoring – are implemented to manage 
compliance risks. The Business Relations Compliance pro-
gramme has already been launched in 32 units (from a 
total of 70) since 2012 and will be rolled out successively 
over the coming years throughout the BMW Group’s 
worldwide sales organisation. We will also continue in 
2014 to include compliance clauses in dealer and 
importer contracts to protect contractual relationships.


FORECAST


In addition to rolling out the Business Relations Compliance 
programme in further units, the BMW Group plans to conduct 
three Compliance Spot Checks in the coming year as well as 
continuing to develop its online compliance training.


designed to identify potential corruption risks are carried 
out. In 2014, one Compliance Spot Check was performed.


To ensure compliance in the BMW Group, it is essential 
that employees are aware of and comply with applicable 
regulations. The BMW Group does not tolerate violations 
of law by its employees. Culpable violations of the law 
result in employment contract sanctions and may involve 
personal liability consequences for the employee involved.


The BMW Group reports on legal infringements in its 
Annual Report if the events in question could be of inter-
est for shareholders, analysts and other stakeholders 
due to economic consequences. We are not aware of any 
such infringements having occurred in 2014.


ENSURING COMPLIANCE BY BUSINESS PARTNERS


In the same way that the BMW Group is committed to 
lawful and responsible conduct, it also expects no less 
from its business partners. In 2012, the BMW Group 
developed a new Business Relations Compliance pro-
gramme aimed at ensuring the reliability of its business 
relations. Relevant business partners are checked and 
evaluated with a view to identifying potential compliance 


INFORMATION FOR THE ENTIRE WORKFORCE —  
The BMW Group’s Compliance publication
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tions of the Treadway Commission). Corporate Risk 
Management also works in close cooperation with the 
Compliance Committee, the internal control system and 
the Corporate Audit department. Integral components 
of the risk management process are identifying risks early 
on, comprehensive analysis and risk assessment, the 
coordinated deployment of appropriate control tools, and 
the monitoring and evaluation of measures taken. 


Opportunities and risks in the area of sustainability are 
discussed by the Sustainability Circle. The strategic 
options and measures that result for the BMW Group are 
presented to the Sustainability Board. Risk aspects dis-
cussed are integrated into the Group-wide risk network. 
The close ties between the Risk Management and Sus-
tainability Circles ensure that risk and sustainability 
management are closely coordinated.


DEALING WITH POLITICAL, SOCIAL AND GLOBAL 
ECONOMIC RISKS


As one of the world’s leading providers of premium prod-
ucts and premium services, the BMW Group faces some 
major challenges. In many countries, individual mobility 
is subject to political regulations and national industrial 
policy. Changing values in society and fast-growing 
urbanisation call for new mobility solutions. At the same 
time, the ongoing sovereign debt crisis in the euro area 
and volatile economic conditions continue to unsettle 
markets and consumers. The slowdown of economic 
momentum in China, one of the BMW Group’s main 
markets, poses further risks.


The escalation of political conflicts and terrorist activities 
as well as natural disasters or possible pandemics could 
all have a negative impact on the global economy and 
international capital markets. The BMW Group counters 
these risks primarily by internationalising its sales and 
production structures in order to reduce the potential 
impact of risk exposures in individual countries.


Risk management 


The BMW Group operates in a dynamic environment 
where it is constantly confronted with new opportunities 
and risks. Professional risk management is a fundamental 
prerequisite for being able to deal successfully with 
changes in prevailing political, legal, technical, social or 
economic conditions. In order to achieve growth, profit-
ability, efficiency and sustainable levels of business in 
the future, the BMW Group deliberately exposes itself to 
 certain risks. 


Risk management at the BMW Group is based on a 
 company-wide decentralised network, which is super-
vised by central risk management. The risk management 
process is geared towards meeting the criteria of effec-
tiveness, usefulness and comprehensiveness. The design 
of the BMW Group risk management network is regularly 
checked against the internationally recognised COSO 
framework (COSO: Committee of Sponsoring Organiza-


4


STRATEGIC DIRECTION


The BMW Group has a company-wide decentralised risk 
management system in place in order to identify, analyse and 
actively manage any risks within or outside the company that 
could endanger the achievement of our business objectives.
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with Sixt SE for mobility services as well as a cooperation 
with Toyota in the field of hydrogen. 


The market introduction of alternative drivetrain technol-
ogies means new challenges and additional investments 
are in store for the automotive industry. At the same 
time, the BMW Group views this development as a 
chance to put its engineering expertise and innovative 
strength to use. Issues such as greater fuel economy and 
the reduction of emissions are fundamental parameters 
that we automatically include when designing new prod-
ucts. The BMW Group generates carbon footprints for 
selected vehicles so that it can capture data on CO₂ emis-
sions throughout the entire life cycle from the develop-
ment stage.


AVOIDING ENVIRONMENTAL AND NATURAL RISKS 


The BMW Group minimises its exposure to natural and 
environmental risks by implementing a number of techni-
cal and organisational measures. Particularly relevant in 
this respect are climatic changes as well as the increased 
incidence of environmental events such as flooding or 
hurricanes. Production interruptions and breakdowns 
pose risks that the BMW Group tries to  circumvent by 
taking corresponding precautionary  measures. Such 
measures are incorporated into the production and logis-
tics structures at the initial planning stage to make provi-
sion for such eventualities, both in terms of likelihood 
of occurrence and loss impact. In addition to technical 
fire prevention, these measures include preventive main-
tenance, protecting company sites from potential risks 
such as flooding, spare parts management coordinated 
between plants as well as the planning of alternative 
transport routes.


To avoid negative ground impact and groundwater pollu-
tion, we develop appropriate preventive strategies and 
initiatives at our company sites. When choosing a new 
site for a facility, we analyse and take into account the 
effects of climate change in the region and the risk factors 
associated with it.


TURNING STRATEGIC AND INDUSTRY-SPECIFIC RISKS  
INTO OPPORTUNITIES


The automotive industry worldwide is faced with increas-
ingly strict requirements for reducing fuel consumption 
and emissions. 


Government intervention into activities that have an 
impact on climate change is intensifying, the aim being 
to reduce air pollution in densely populated areas. Result-
ing regulatory changes (e.g. city tolls or CO₂-based taxes), 
trends in fuel prices as well as environmental influences 
and a higher degree of environmental awareness among 
the public all have an impact on customer behaviour. The 
BMW Group is facing these changes with our Efficient 
Dynamics strategy, which includes improving the effi-
ciency of conventional drivetrains, future electrification of 
the drivetrain and e-mobility as well as mobility services. 
We are also working on solutions for sustainable mobility 
in densely populated areas. Our Efficient Dynamics 
 strategy gives us an edge on the competition. These 
improvements result in tangible benefits for the  customer, 
increasing the attractiveness of our products and strength-
ening the brand image of the BMW Group.


Continuing on our present growth course depends above 
all on our ability to develop innovative products and ser-
vices and to bring them to market. With the introduction 
of the BMW i brand, new target groups are being 
addressed and the company is consolidating its reputation 
as a sustainable and future-oriented enterprise. The exist-
ing product portfolio in the area of mobility services was 
expanded through the rollout of DriveNow, ChargeNow 
and ParkNow  see Chapter 3.5. The BMW Group is keep-
ing close watch over the long-term trend towards greater 
sustainability, which opens up sales opportunities for 
sustainable products with possibly stronger pricing. With 
the introduction of new business models and the use of 
its growing partner network, the BMW Group is taking 
full advantage of these opportunities. This includes for 
example the implementation of the 360° ELECTRIC 
portfolio in the field of electromobility, a partnership 
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We also use this information as a decision-making cri-
terion when choosing suppliers. In order to identify and 
counteract any risks to our supply of parts and materials 
early on, we assess the extent to which supplier sites 
are exposed to natural hazards such as floods or 
earthquakes.


FOR MORE ON THE BMW GROUP’S RISK MANAGEMENT SYSTEM AS WELL AS 
OTHER RISK CATEGORIES, INCLUDING RISKS ARISING FROM OPERATIONAL 
AREAS (PRODUCTION, PURCHASING, SALES), LEGAL AND FINANCIAL RISKS, 
AND INFORMATION, DATA PROTECTION AND IT RISKS, SEE THE RISK REPORT 
IN THE 2014 COMBINED MANAGEMENT REPORT:


 www.bmwgroup.com


FORECAST


In order to achieve growth, profitability, efficiency and sustain-
able levels of business in the future, the BMW Group deliberately 
exposes itself to risks. In the future, both the world economy 
and our business processes are going to become even more 
complex. We must therefore further optimise the interplay 
between risk management, strategy and dialogue with external 
partners. Central offices of the BMW Group keep close watch 
over changes in the legal framework. We evaluate the resulting 
opportunities and risks to derive possible concrete measures 
or alternative implementation scenarios. We then present our 
proposals to the Board of  Management for its decision.


ENSURING COMPREHENSIVE DATA PROTECTION


The BMW Group meets all data protection requirements when 
handling personal data from its customers, prospects, employ-
ees and business partners. The protection of information and 
data is an integral component of our business processes and 
is based on the International Security Standard. In the field of 
vehicle communication as well (Connected Drive), data security 
and prevention of misuse are a key concern.


We view data protection not only as the fulfilment of statutory 
requirements, but also as a way of promoting customer and 
employee trust in the BMW Group. 


In 2014, the BMW Group successfully complete the validation 
process for the  Binding Corporate Rules (BCR) scheme. The 
BCR guarantee a data protection standard that is to be upheld 
and maintained by BMW AG and all its subsidiaries. This en-
sures that in the BMW Group personal data is always handled 
at a uniformly high security level, regardless of whether the 
data are processed for example in Europe, Asia or America.


With the introduction of the BCR, the BMW Group established 
a Group-wide committee for ensuring a uniform level of data 
privacy worldwide. Personal data is only collected, processed 
or used if this is legally permissible, or with the consent of the 
interested party. 


The board or management team in each BMW Group company 
is responsible for data protection at that company. Each group 
company has its own local Data Privacy Protection Officers.
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Assuming social responsibility is an integral part of the 
BMW Group’s perception of itself as a business enter-
prise. In 2001 it was therefore one of the first German 
companies to sign the UN Global Compact. With the 


 Joint Declaration on Human Rights and Working Conditions at the 
BMW Group, the Board of Management together with 
employee representatives reconfirmed this commitment 
to respecting human rights.


ENSURING DUE DILIGENCE


Our due diligence process for human rights is modelled 
on the UN Guiding Principles on Business and Human 
Rights. We use these principles to critically reflect on our 
processes and to ensure the observance of human rights 
within the company and along the value chain through-
out our sphere of action and influence. In particular, 
we require our employees to respect human rights and 
protect them in their daily actions. We also oblige our 
business partners to comply with human rights. One focus 
here is the integration of human rights aspects into the 
risk management process for suppliers.


We constantly monitor current developments in the 
international human rights debate and we analyse poten-
tial need for action to be taken by the BMW Group. 
In 2012, we performed a  systematic analysis of the rights 
cited in the Universal Declaration of Human Rights with 
regard to their relevance and implications for different 
business units. Based on the results, we reviewed our 
strategic alignment and used what we learned to continu-
ously develop our due diligence process for the company 
and in relation to our business partners. We regularly 
report on our progress to the Sustainability Circle and 
the Sustainability Board.


TRAINING EMPLOYEES


We educate our employees on the position taken by the 
BMW Group and on the specific requirements with 
regard to human rights in business operations. The topic 
is a fixed part of our sustainability training, which is 


Human rights 


The BMW Group’s philosophy and core principles include 
a commitment to respecting human rights within the 
company’s sphere of influence and action. We consider 
it an integral part of sustainable management to fulfil 
this responsibility both within the company as well as 
along the value chain. As an international enterprise 
with highly complex supply chains, the BMW Group is 
exposed to increased risk of being confronted directly 
or indirectly with human rights violations. We therefore 
treat the protection of human rights as a top priority and 
require our business partners to do the same. 


5


STRATEGIC DIRECTION


The BMW Group is committed to respecting and observing 
human rights within its sphere of corporate influence and 
action. It models its conduct on the UN Guiding Principles on 
Business and Human Rights.
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http://www.bmwgroup.com/d/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMW_Group_Erklaerung_ueber_Menschenrechte.pdf
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MAKING SURE PARTNERS HAVE HUMAN RIGHTS CLAUSES


The Board of Management of BMW AG is committed to 
consistently respecting human rights. We expect the 
same from our business partners and take this issue into 
consideration when making investment decisions.


Obliging business partners and suppliers to observe  
human rights 
We expect our business partners to consistently observe 
human rights and see this as an important criterion for 
long-term business relations. The commitment to human 
rights is included in the General Terms and Conditions 
of Business and the international purchasing conditions 
of BMW AG. In practice it is ensured, among other things, 
with the help of our risk management process for sup-
pliers  see Chapter 5.


Starting in 2015, all dealership contracts in Europe as well 
as all contracts with importers worldwide will contain a 
binding human rights clause, including a requirement to 
comply with the core labour standards of the International 
Labour Organization (ILO). Our goal is to integrate this 
clause into all dealership contracts worldwide by 2016.


aimed in particular at new employees and trainees, as 
well as our Web-based training on sustainability for all 
employees. Information and course materials are available 
online at all times for our managers and employees. The 
goal of the training is to raise employee awareness of 
human rights and the approach taken by the BMW Group 
and to inform them on what they have to be alert to in 
their daily actions and whom they can turn to for 
questions.


For purchasers and commodity managers, we offer a dia-
logue event on sustainability in the supply chain that also 
deals with the issue of human rights. In 2013, we achieved 
our Balanced Scorecard goal of training over 80% of our 
purchasers in sustainability. To maintain this level, we 
conducted further training courses in 2014 for new pur-
chasers and those who had not yet received training, and 
will continue to do so in 2015. You can read more in the 
chapter on Supplier Management  see Chapter 5.


RAISING AWARENESS OF IMPORTANT TOPICS —  
Employee training at the BMW Group


CARRYING HUMAN RIGHTS A STEP FURTHER —  
Getting business partners and suppliers on board
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FORECAST


Together with internal process partners and in dialogue with 
external stakeholders, we will continue to develop our due 
 diligence process further in 2015. We also plan to integrate a 
human rights clause into all dealership contracts not only 
in Europe but all over the world by 2016.


By joining the UN Global Compact at the beginning of 
2014, our joint venture BMW Brilliance Automotive Ltd. 
in China also explicitly committed to observing human 
rights.


Taking human rights criteria into account in  
investment decisions
Human rights requirements are part of our risk manage-
ment process and are also taken into account in invest-
ment decisions and the choice of company sites. When 
subcontracting to local business partners for investment 
projects, we make sure they are committed to observing 
human rights. 


In 2014, approximately 100% of the order volume for all 
our material investments in property, plant and equipment 
(including production equipment and buildings) were 
covered by human rights clauses.


ADDRESSING HUMAN RIGHTS VIOLATIONS


If employees have any questions regarding human rights, 
they can ask their line managers or the BMW Group 
Human Rights Contact helpline. Employees also have the 
opportunity to submit information about possible human 
rights violations within the company via the BMW Group 
SpeakUP Line – anonymously and confidentially. The 
BMW Group SpeakUP Line is available in a total of 
34 languages and can be reached via the Internet in 
47 countries. The Human Rights Response Team, which 
includes one representative from the Works Council, 
handles the reports by employees and initiates measures 
as required to remedy possible violations. In 2014, no 
violations of human rights within the company were 
reported via internal channels. Two relevant reports were, 
however, received on possible violations in the supplier 
network. These were checked and could not be confirmed.
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PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


REDUCTION IN CO² EMISSIONS


With our efficiency technologies and electric  
vehicles, we were able to reduce CO² emissions  
of our newly sold vehicles in Europe (EU-28)  
by 38% between 1995 and 2014. 


CO² EMISSIONS OF BMW GROUP
AUTOMOBILES (EU-28)


2014


130
g/km


2013


PROMOTING SUSTAINABLE MOBILITY


In the coming years, we will continue to apply 
efficiency measures to conventional drivetrains, 
with a focus on reducing CO² emissions, and 
we will further develop drivetrain  electrification. 
 Another area of focus is the expansion of 
 innovative mobility services.


FURTHER REDUCTION IN AVERAGE  
FUEL CONSUMPTION


Thanks to the introduction of efficient vehicles,  
we were able to reduce the average fuel 
 consumption of our vehicle fleet once again.


AVERAGE FUEL CONSUMPTION (EU-28)


2014 


6.0
l/100 km


4.9
l/100 km


2013


DEVELOP NEW TECHNOLOGIES WITH  
EFFICIENT DYNAMICS


We aim to continue to reduce fuel consumption  
of our vehicles. With our EfficientDynamics 
Strategy, we will be exploring a diverse range of 
technological options to ensure that we can offer 
customised solutions for future requirements 
worldwide.


EXPANSION OF CAR-SHARING


In 2014, we further expanded the number of  
users of DriveNow. And now the new roaming  
function allows German customers to use the  
service in other countries.


NUMBER OF DRIVENOW USERS


December 2014


390,000
January 2014


ELECTRIFY CAR-SHARING


In the coming years, we intend to further 
expand our car-sharing service both nationally 
and internationally, increasingly integrating 
electric cars.


133 g/km


6.2 l/100 km 4.8 l/100 km


approx. 220,000


Petrol Diesel
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Our management 
approach


As a leading provider of premium products and services 
for individual mobility, the BMW Group takes a compre-
hensive approach to product responsibility and its imple-
mentation throughout the product life cycle. For us, 
sustainability starts with the development of fuel-efficient 
vehicles that are safe for drivers and other road users. 
Product responsibility also covers resource-efficient 
development and production processes as well as inte-
grated and high-quality customer care. Recycling concepts 
ensure that our vehicles provide valuable raw materials 
after they reach the end of their life cycle. We are also 
developing intelligent services to shape the mobility of 
the future. 


We strive every day to meet our customers’ requirements, 
to comply with legislation and to retain our competitive 
edge. To achieve this we combine product innovation with 
the highest quality possible. Our management approach 
in this regard takes a broad, life-cycle-oriented perspective 
on product responsibility.


1


REDUCING EMISSIONS –  
PROMOTING MORE SUSTAINABLE MOBILITY


Governments are increasingly taking measures to combat 
climate change and reduce urban air pollution caused 
by hazardous substances. Worldwide, requirements are 
becoming more stringent to increase fuel efficiency of car 
fleets and to reduce vehicle emissions (e.g. particles, CO, 
HC, NOx). 94% of the vehicles we sell are subject to 
 corresponding regulations and legislation. For example, 
certain countries have introduced CO₂ taxes or limited 
vehicle registrations by placing restrictions on the number 
of plates issued. We are also aware that air quality in the 
cities presents a challenge for urban mobility in terms of 
NOx and particles.


Customer behaviour is also affected by increasing regula-
tion, fuel price trends, environmental impact and rising 
awareness of climate change. Low-emissions vehicles, 
alternative drivetrain systems as well as mobility services 
are becoming more and more important to our customers.


We are facing these changes with our Efficient Dynamics 
development strategy. First, this strategy aims to make 
vehicles with conventional petrol and diesel engines more 
efficient through engine optimisation, lightweight design, 
aerodynamics and energy management. The next step 
is then to tap into the new potential that electric vehicles 
generate in terms of sustainable mobility. BMW’s philoso-
phy includes implementing Efficient Dynamics not only 
in niche models, but also as a standard component in our 
high-volume vehicles. In this way, we can have a greater 
effect in terms of environmental protection  see Chapter 3.2.


Our visionary BMW i electric vehicles are spearheading 
our long-term efforts to produce entirely emissions-free 
vehicles. BMW i also offers innovative services for indi-
vidual mobility  see Chapter 3.5 and represents a new 
understanding of the “premium” concept, defined chiefly 
in terms of sustainability.


3.1    Our management approach


3.2   Efficient mobility


3.3   Product safety


3.4    Resource efficiency and 
recycling management


3.5   Future mobility


3.6   Customer satisfaction







47


3. 1


SUSTAINABLE VALUE REPORT 2014


PRODUCT 
RESPONSIBILITY


We use Life Cycle Engineering to increasingly integrate 
environmental aspects into the design and development 
of our products. With regard to existing vehicles, we aim 
to achieve a significant improvement in environmental 
impact from one vehicle generation to the next. The 
checks and balances for this process are oriented towards 
ambitious targets, and we apply the Life Cycle Assessment 
in accordance with ISO 14040/44 to evaluate the progress 
made in the development process.


Life Cycle Engineering was used in the development of the 
BMW i8 as well as in the BMW i3 before it. The result of the 
Life Cycle Assessment in accordance with ISO 14040/44 
for the BMW i8 series vehicle as well as for the BMW i3 was 
certified externally by the German automobile certifica-
tion body TÜV SÜD. Life Cycle Engineering is also carried 
out on BMW Group vehicles with combustion engines.


TAKING A BROADER VIEW OF PRODUCT RESPONSIBILITY


Our product responsibility is, however, not limited to 
producing eco-friendly vehicles. As a provider of pre-
mium products and premium services for individual 
mobility, safety is fundamental to our sense of product 
responsibility. This goes for our customers’ safety as well 
as the safety of other road users. Through active safety 
features we try to prevent accidents, and we use passive 
safety systems to mitigate their effects  see Chapter 3.3.


Other elements in our approach to product responsibility 
are increasing resource efficiency in the supply chain 
 see Chapter 5, resource-efficient production  see Chapter 4 


and high recycling and reuse standards that make the 
materials cycle as complete as possible  see Chapter 3.4.


Finally, we aim for a high degree of customer satisfaction. 
We conduct studies and customer interviews and con-
stantly analyse customer feedback to find out how we can 
improve even further from our customers’ perspective 
 see Chapter 3.6.


ENSURING SUSTAINABILITY THROUGHOUT  
THE VEHICLE LIFE CYCLE


A large part of the environmental and social impact 
caused by a vehicle throughout its life cycle is determined 
during the initial development stage. Some of the main 
influencing factors are material selection, production 
technologies, supplier selection, engine type, as well as 
the recyclability of the vehicle’s components.


For us, high sustainability levels have the same signifi-
cance as, for example, cost or weight criteria in the devel-
opment process of the vehicle. This is based on an 
integrated accounting method that assesses the environ-
mental, economic and social impact of our products 
throughout their life cycle. The method includes, for 
example, data from the purchasers’ sustainability risk 
 filter  see Chapter 5 as well as a business assessment 
 see Chapter 2.
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In the coming years, we will continue to apply efficiency meas-
ures to conventional drivetrains, with a focus on reducing 
CO² emissions, and we will further develop drivetrain electrifi-
cation in hybrid (HEV), plug-in hybrid (PHEV) and fully electric 
(BEV) vehicles. Another focus of our work will be on expanding 
innovative mobility services.


We have set ourselves ambitious targets in this area. By 2020, 
we plan to have reduced CO² emissions in the European new 
vehicle fleet (EU-28) by at least 50% compared to the base 
year 1995.


After the successful introduction of the battery-powered 
BMW i3 and the plug-in hybrid BMW i8, the BMW X5 plug-in 
hybrid with eDrive technology will follow in 2015.


MANAGING PRODUCT RESPONSIBILITY  
WITHIN THE COMPANY


The above-mentioned aspects of product responsibility 
are an integral part of the target systems and organisa-
tional processes of our vehicle development  see Figure 15.


One important example is the management process we 
use to achieve global CO₂ vehicle fleet targets. This process 
entails the BMW Group defining specific CO₂ targets for 
each product line and each new vehicle project. A depart-
ment within the Strategy unit is responsible for monitor-
ing and further developing these targets. The Complete 
Vehicle Architecture unit coordinates the development 
and implementation of fuel-saving technologies in the 
individual vehicle projects. This ensures that the market- 
specific fleet requirements are taken into consideration 
in the very early stages of vehicle project development 
and are subject to Efficient Dynamics measures during 
the development process.


F.15 Product responsibility in BMW Group vehicle projects


MeasuresReporting


RequirementsTargets


MANAGEMENT 
BOARD


VEHICLE  
PROJECTS


EXECUTIVE UNITS  
PRODUCT RESPONSIBILITY  


e.g. Efficient Dynamics Strategy


COORDINATING UNITS  
COMPLETE VEHICLE  


e.g. Efficient Dynamics unit


SPECIALIST  
DEPARTMENTS


– Drivetrain


– Chassis


– Body


–  Electrics/ 
electronics/ 
cockpit
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Efficient mobility 


The BMW Group is getting closer and closer to its vision 
of sustainable mobility. We use innovative efficiency 
technologies in all vehicle models. In addition, we are 
adding electrically powered cars to our model range. 
In view of climate change and scarce resources, we want 
to further reduce the CO₂ emissions of our vehicles. 


The automotive industry is also facing new challenges 
worldwide due to intensified emissions  legislation for 
vehicles. 94% of the vehicles we sell are subject to corres-
ponding legislation. As early as 2000, even before regula-
tions were passed, the BMW Group was already setting 
the course for reducing fuel con sumption and emissions. 
By 2020, we will reduce the CO₂ emissions of our vehicle 
fleet by 50% compared to the base year 1995.


2


REDUCING CO² EMISSIONS –  
OUR EFFICIENT DYNAMICS STRATEGY 


Based on our Efficient Dynamics development strategy, 
the BMW Group reduces the energy requirements of 
every vehicle through intelligent lightweight construction, 
innovations in energy management and consistently 
 optimised aerodynamics. Furthermore, the efficiency 
technologies are constantly being expanded and further 
developed.


At the same time, we are successively offering more elec-
trified drivetrains based on the BMW i drive technologies, 
including for models of the core BMW brand. After the 
successful introduction of the battery-driven electric 
model (BEV) BMW i3 and the plug-in hybrid (PHEV) 
BMW i8, the BMW X5 plug-in hybrid with eDrive technology 
will be launched in 2015.


Between 1995 and 2014, we were able to reduce CO₂ 
emissions of our newly sold vehicles in Europe (EU-28) by 
over 38%  see Figure 16. Average fuel consumption in 2014 
was 6.0 litres of petrol per 100 kilometres or 4.9 litres 
of diesel per 100 kilometres. In Europe (EU-28), average 
CO₂ emissions were 130 g of CO₂/km.


At the end of 2014, 53 of our models had  maximum CO₂ 
emissions of 120 g/km. This means that we have similar 
fuel consumption and CO₂ emissions to a number of 
other large carmakers in Europe.


The average fleet CO₂ emissions per kilometre worldwide 
decreased in 2014 by 4.4% to 152 g of CO₂/km (2013: 
159 g of CO₂/km). Average CO₂ emissions in the USA 
were 168 g of CO₂/km and 176 g of CO₂/km in China. 
The regional differences in fleet consumption result from 
differences in customer purchasing patterns.


STRATEGIC DIRECTION


The BMW Group will have reduced CO² emissions of the 
 European new vehicle fleet (EU-28) by at least 50% by 2020 
(base year 1995).


By 2020, the BMW Group will be the leader in taking a  
holistic approach to premium electromobility.
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driving situation. In addition, vehicles with automatic 
transmission can cruise at between 50 and 160 km/h: 
as soon as the driver releases the gas pedal, the drive-
train is decoupled and the vehicle is controlled by rolling 
and wind resistance exclusively, thus running at minimum 
consumption. The Proactive Driving Assistant uses data 
from the navigation system to tell the driver about speed 
limits, tight bends and roundabouts or turns ahead, 
and gives tips on the most efficient way to drive.


SAVING FUEL IN SERIES MODELS THROUGH  
EFFICENCY TECHNOLOGIES


Our range of efficiency technologies represent the first 
and currently most effective components in emissions 
reduction. These include efficient engines, optimised 
aerodynamics, intelligent energy management, light-
weight design, forward-looking drive control, the Auto 
Start Stop function, brake energy regeneration, tyres with 
reduced rolling resistance or air flap control. These are 
not optional extras for niche or special models but have 
been standard in every new vehicle since March 2007.


For example, driving in ECO PRO mode will reduce fuel 
consumption by up to 15% depending on the individual’s 
driving behaviour. As soon as ECO PRO mode is activated, 
it optimises the drivetrain systems management as well 
as the heating and air-conditioning functions to ensure 
maximum efficiency. ECO PRO mode also gives the driver 
specific hints on how to drive more efficiently, for example 
by displaying the most efficient gear to drive in for each 


F.16 Development of CO² emissions of BMW Group cars in Europe


(Index: 1995 = 100; Basis: Fleet consumption of newly registered cars in Europe [EU-15] measured on the basis of the New European Driving Cycle in accordance with the ACEA self-commitment)
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1  Measured only on EU-27 basis from 2009 onwards and on EU-28 basis from 2014 onwards.
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LEVERAGING FURTHER POTENTIAL WITH  
HYBRID DRIVETRAINS


The electrification of the drivetrain by way of various 
hybrid solutions is another vital component of our 
 Efficient Dynamics strategy. This enables us to realise 
further fuel-saving potential.


Since autumn 2012, the BMW Group has been market-
ing the models BMW ActiveHybrid 3, BMW ActiveHybrid 5 and 
BMW  ActiveHybrid 7. In 2014, we introduced the plug-in 
hybrid BMW i8, with an electric range of approximately 
37 kilometres and CO₂ levels of 49 g/km in the EU cycle.


In 2015 and 2016, further plug-in hybrids will be added 
to our portfolio. Plug-in hybrid models use up to 50% less 
fuel than their combustion-powered equivalents.


To complement our efficiency technologies, BMW Con-
nectedDrive uses the BMW navigation systems to map 
out the traffic situation on main roads almost in real 
time. This enables the driver to avoid congested areas 
and save on fuel.


BMW ConnectedDrive is a package of intelligent technol-
ogies that interconnect the driver, vehicle occupants, the 
vehicle itself and the environment. The system is based 
on the two pillars of driver assistance systems (comfort 
and safety functions) and services (infotainment and 
mobility products). 


As well as reducing the carbon emissions of our cars, we 
are constantly working to bring down other emissions. 
We are playing a pioneering role in meeting the Euro 6 
standards, which call for a significant reduction in nitro-
gen oxide (NOx) levels, in particular for diesel vehicles. 
Thanks to BMW BluePerformance technology, since 2008 
customers in some markets can choose from a large range 
of models with particularly clean diesel engines that 
 comply with Euro 6 standards or other strict regulations 
that apply outside the EU.


PLUG-IN HYBRIDS — BMW X5 xDrive40eNAVIGATION SYSTEM IN PRACTICE — BMW ConnectedDrive
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one or add an electric engine (conversion approach). 
What we did from the very beginning was to plan new and 
independent vehicle concepts (purpose-built approach) 
in order to exploit the full potential of the new drivetrain 
technology and make it practicable for customers. This 
includes intelligent lightweight design – using carbon- 
fibre-reinforced plastic (CFRP) and a host of new, more 
environmentally friendly materials and highly resource- 
efficient production. The result is visionary vehicles that 
represent an ideal balance between vehicle weight, range 
and driving enjoyment. BMW i is thus creating the basis 
for a substantial reduction in CO₂ emissions  see Figure 17.


ZERO-EMISSIONS LOCAL DRIVING WITH  
ELECTRIC DRIVETRAINS


An important component of our Efficient Dynamics 
Strategy are our electromobility activities. On the basis 
of these activities we introduced the BMW i brand in 
2013 and are successively implementing electromobility 
in our core brand models.


Since 2007, our project i has been developing completely 
new concepts for individual mobility as well as vehicle 
architecture and production that integrate sustainable 
solutions in an even more innovative fashion along the 
entire value chain.


The resulting models of the BMW i sub-brand do not 
 simply replace the combustion engine with an electric 


F.17 Fuel consumption and CO² emissions of the most efficient and best-selling models in 2014¹
 


  l/100 km  l/100 km  g CO²/km  g CO²/km  kWh/100 km  
Manual


transmission 
(combined)


Automatic
transmission 


(combined)


Manual
transmission


Automatic
transmission


 


Most efficient models worldwide


MINI One D  3.4 – 3.5  –  89 – 92  –  –  


MINI Cooper D  3.5 – 3.6  3.7 – 3.8  92 – 95  98 – 99  –  


BMW i8  –  2.1  –  49  11.9²  


BMW i3 (with range extender)  –  0 (0.6)  –  0 (13)  12.9 (13.5)³  


Best-selling models in Germany


BMW 116i  5.4 – 5.6  5.6 – 5.8  125 – 131  129 – 134  –  


BMW 320d Touring  4.7 – 4.8  4.7  124 – 125  123 – 124  –  


Best-selling models in EU-28


BMW X3 xDrive20d  5.2 – 5.6  5.0 – 5.4  136 – 146  131 – 141  –  


BMW X1 sDrive18d  4.9  5.0  128  132  –  


As at December 2014. Further, regularly updated information on the vehicles referred to in this publication can be found at www.bmw.com, www.mini.com and www.rolls-roycemotorcars.com.
1 Fuel consumption is determined in accordance with the ECE driving cycle.
2 Combined electricity consumption (in addition fuel consumption).
3 Average total energy consumption.
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Charging electric vehicles with renewable energy
An electric car can only reach its full potential when it 
runs on electricity that is as carbon-neutral as possible. 
We estimate that around three-quarters of all electric 
vehicle owners in Germany recharge their vehicles at 
home from renewable energy sources.


BMW i customers can benefit in this regard from the 
BMW Group’s strategic partnership with Naturstrom AG. 
This gives BMW i customers the option of purchasing 
a suitable renewable  electricity package for charging 
their electric vehicles. We also have a partnership with 
 Solarwatt, a company that manufactures solar modules 
for surfaces like carports and house roofs. This allows 
customers themselves to produce green power to 
recharge their BMW i3 or BMW i8  in their own homes. 
In other international markets, for example in France, 
the UK, the Netherlands and the USA, we offer our 
BMW i customers similar solutions with local partners. 
Further markets will follow in 2015.


Getting around town on electric scooters
In 2014, we launched our electric scooter. The fully 
 electrically powered scooter has 47.5 hp and a range of 
100 km. It has been designed as a commuting vehicle 


expressly for travel between the outskirts and the city 
centre. The main focus here is on two requirements: 
firstly, that performance is comparable to that of a 
 combustion-powered maxi-scooter, and secondly that it 
has a high range in practice.


Increasing range with hydrogen and fuel cells 
As an alternative to developing purely electric drivetrains, 
we are also doing research into hydrogen and fuel cell 
technology as further solutions for local emissions- free 
driving with a greater range. Hydrogen is used here as 
an energy source that is converted by the fuel cell into 
 electricity and water. 


The BMW Group is collaborating with the Toyota Motor 
Corporation (TMC) in this field. Together, we aim to 
develop series-ready components by 2020. The partner-
ship is working on tank technologies, fuel cells, an elec-
tric engine and a battery, among other things. Both 
companies are also cooperating on the development of 
technologies for producing lightweight bodies.


FORECAST


We will continue to offer innovative solutions for the diverse 
mobility needs of our customers. We are deliberately focusing 
our efforts on building a broad technology base so that in the 
coming years we can offer tailored solutions worldwide for 
wide-ranging individual mobility needs. We will also expand 
our range of vehicles that meet the Euro 6 standard.


CHARGING ELECTRIC VEHICLES — Solar carport concept from DesignworksUSA
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AWARD-WINNING SOLUTIONS FOR SUSTAINABLE MOBILITY


We have received several awards for our technological solutions for sustainable mobility, some of which are listed below:


–  2014 WORLD CAR AWARDS:  
First place for the BMW i3 in the category  
“World Green Car” and “World Car Design of the Year”. 


–  AUTOMOTIVE INTERIORS EXPO 2014 AWARDS,  
AUTOMOTIVE INTERIORS EXPO:  
First place for the BMW i3 in the category  
“Production Interior Vehicle Design of the Year”.


–  AUTO TROPHY 2014,  
AUTO ZEITUNG: First place for the BMW i8 in the categories  
“Beste Neuerscheinung” (best new launch) and  
“Bestes Elektro-/Hybridauto” (best electric/hybrid vehicle).


–  BEST CARS 2014, 
AUTO, MOTOR UND SPORT: First place for the BMW i3  
in the category “Kleinwagen” (compact car).


–  DAS GOLDENE KLASSIK-LENKRAD 2014,  
AUTO BILD KLASSIK: First place for the BMW i8 in the category 
“Sportwagen und Coupés” (sports cars and coupés).


–  DESIGN TROPHY 2014, 
AUTO ZEITUNG: First place for the BMW i3 in the category  
“Kleinwagen/City Cars” (compact cars/city cars),  
first place for the BMW i8 in the category “Sportwagen” (sports cars).


–  GERMAN DESIGN AWARD 2014,  
GERMAN DESIGN COUNCIL: First place for the BMW i3  
in the category “Transportation and Public Space”.


–  GREEN CAR OF THE YEAR AWARD 2015,  
GREEN CAR JOURNAL: First place for the BMW i3.


–  GREEN MOBILITY TROPHY 2014,  
AUTO ZEITUNG: First place for the BMW i3 in the categories 
“Bestes Elektroauto” (best electric car) and  
“Bestes Leichtbauauto” (best lightweight car),  
first place for the BMW i8 in the category  
“Bestes Hybridauto” (best hybrid car).


–  IF PRODUCT DESIGN AWARD, 2014,  
IF INDUSTRIE FORUM DESIGN E.V.:  
“iF gold product design award” for the BMW i3.


–  INTERNET AUTO AWARD 2014,  
AUTOSCOUT24 MAGAZIN: First place for the BMW i8  
in the category “Elektrofahrzeuge” (electric vehicles).


–  INTERNATIONAL PAUL PIETSCH AWARD 2014,  
AUTO, MOTOR UND SPORT: First place for the BMW i3.


–  RED DOT DESIGN AWARD 2014,  
DESIGN ZENTRUM  NORDRHEIN WESTFALEN:  
BMW i3 in the “Best of Best” category.


–  SCHWEIZER AUTO DES JAHRES 2015,  
SCHWEIZER ILLUSTRIERTE:  
First place for the BMW i8 in the category  
“Das Lieblingsauto der Schweizer” (Switzerland’s favourite car).


–  TOP GEAR MAGAZINE’S CAR OF THE YEAR, 2014,  
TOP GEAR UK: First place for the BMW i8.


–  TROPHÉES DE L’ARGUS 2014,  
L’ARGUS FRANCE: First place for the BMW i3 in the category  
“Voiture Écologique” (green car).
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Product safety  


As a provider of premium products and premium services 
for individual mobility, safety is fundamental to our sense 
of product responsibility. This goes for our customers’ 
safety as well as that of other road users. We take an 
 integrated approach to mastering this challenge, which 
encompasses not only passive and active safety systems, 
but also aspects such as product information, safety 
 training, the avoidance of potentially critical materials 
as well as minimising emissions in the vehicle interior. 


In addition to new legislation on the reduction of fuel 
consumption and emissions, carmakers are also facing 
increasingly stringent safety regulations. These include 
criteria for testing active and passive vehicle safety. 
This changes the requirements placed on vehicles, and 
new safety technologies have to be developed as a result.


3


STRATEGIC DIRECTION


The BMW Group protects its customers and other road users 
from injury by creating networks of active and passive safety 
systems.


For more than 30 years, we have been carrying out sys-
tematic research into the causes of accidents and devel-
oping technologies and strategies to improve the safety 
of all road users. We take an integrated approach to this 
task, which means we analyse the entire process chain, 
from accident prevention to post-crash applications. Based 
on these analyses, we integrate active safety features into 
all vehicles to try to prevent accidents from happening 
in the first place, and apply passive safety features to 
 mitigate their consequences. 


In addition, the BMW Group is working with partners 
from the industry and research in order to develop a 
method of evaluating primarily active safety in a real-life 
environment.


Preventing accidents through active and passive safety systems
Active safety includes perfect chassis coordination, 
 optimal traction and effective brakes. Electronic chassis 
control systems also contribute towards preventing 
accidents.


One of the main ways we increase safety is through 
driver assistance systems, which are now being increas-
ingly integrated into our model ranges. They play an 
important role in making driving safer by providing a 
second set of eyes to observe what is happening on the 
road in order to warn and support the driver.


One example of this is the warning system with city 
braking – a driver assistance system that uses camera 
images to analyse the urban traffic situation and warn 
the driver of potential collisions with pedestrians. The 
system received the Euro NCAP Advanced Award in 
2014. As well as for other models, it can also be ordered 
for the BMW i3, MINI Cooper and BMW 2 series Active 
Tourer and should be available for all of our vehicles in 
the future.


The traffic jam assistant is another support function: 
in long and monotonous driving situations, for example 
in traffic congestion, the vehicle helps to keep the car 
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feature from 2017. In addition, our range of safety tech-
nology products is undergoing rapid expansion, for 
example through innovations in chassis control systems 
and lighting technology.


Guaranteeing product and service information for customers
Information on the safety of our vehicles and on protect-
ing the health and safety of our customers can be found 
in the in-vehicle operating manuals, in printed form or 
as an app, and they are also available on the Internet. 
This is complemented by vehicle labelling and additional 
background information on service, accessories, compo-
nents and BMW ConnectedRide. 


The BMW Group is obliged by the applicable legislation 
to inform customers about the proper use of its products 
and services as well as any potential risks and hazards. 
In the European Union, for example, we report on the 
fuel economy of our vehicles based on the NEDC (New 
European Driving Cycle). We also publish information 
on fuel consumption and CO₂ emissions for each vehicle 
model on the websites of the individual brands.


Training courses in safe driving
Since 1977, the BMW Group has also been offering train-
ing courses in driving safety in order to help protect road 
users. Today, we offer some 50 different training courses 
in 30 countries worldwide for BMW and MINI cars and 
BMW motorcycles. BMW is the first manufacturer of 
 premium automobiles to offer a training course with an 
electric vehicle – the BMW i3 eDrive Experience. Drivers 
learn about the special product features and receive 
 comprehensive safety training. In the year 2014, more 
than 25,000 participants in driving safety courses learned 
how to identify critical driving situations and respond 
properly, and how to avoid such situations in the first 
place if possible. Over the next few years, these profes-
sional Driving Experience courses will be made available 
in further markets as part of our international isation 
strategy, so that an even greater number of  participants 
can benefit from them. 


longitudinally and laterally positioned in the lane, easing 
the strain on the driver. 


A number of other passive safety systems in our vehicles 
also protect the health and safety of road users and save 
lives on a daily basis. These include energy-absorbing 
crumple zones, safe passenger cells, restraint systems 
and air bags.


Setting safety standards with BMW motorcycles
BMW Motorcycles has firmly established safety as part 
of its corporate strategy and has developed the integrated 
Sicherheit 360° (Safety 360°) concept. The concept is 
based on three complementary modules: innovative safety 
technologies in the motorcycle, high-quality, functional 
driver apparel, and training courses for every driving 
level and every terrain. 


Since 2013, all BMW Motorcycle models are equipped 
with ABS as a standard component. The company is 
 acting early to implement ABS in motorcycles. This will 
become mandatory in the euro area from 2016 onwards. 
According to EU law, all newly registered motorcycles 
above 125 ccm must be equipped with ABS from 2016 
and all newly homologated motorcycles must have this 


INNOVATIVE SAFETY TECHNOLOGIES IN MOTORCYCLES —  
The new BMW R 1200 R with standard ABS and automatic stability control
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OUTSTANDING VEHICLE SAFETY


We have received numerous awards for the safety of  
our  vehicles, including:


–  BMW 2 Series Active Tourer – Euro NCAP 5 Stars


–  BMW 2 Series – Top Safety Pick+,  
July 2014 (AEB Advanced)


–   BMW X5 – IIHS Test AEB Superior, March 2014


–  BMW 3 Series – IIHS Test AEB Advanced, March 2014


–  BMW 5 Series – IIHS Test AEB Superior, April 2014


–  BMW X3 – IIHS AEB Basic award


–  MINI – US NCAP 4 Stars June 2014,  
China NCAP 5 Stars November 2014


–   BMW China Services Ltd. received the United Nations 2014 
China Auto Safety Achievements Contribution Award as part 
of the United Nations Decade of Action for Road Safety and 
the UK’s Global New Car Assessment Programme (NCAP)


Using safe materials
In the early development phase, we evaluate the potential 
materials to be used in a product or process to determine 
their risk potential and eliminate any problematic mate r-
ials from the outset. This ensures that all legislation with 
regard to product safety, health and the environment is 
complied with worldwide for every phase of the vehicle 
life cycle (from development to utilisation, and right 
through to the recycling stage).


We apply our high BMW Group standards to all current 
and future supply materials. Material mixes are analysed, 
evaluated and after approval stored in a dedicated BMW 
database. As well as all series parts, all auxiliary produc-
tion substances and process materials such as paint and 
adhesives also undergo rigorous qualification processes 
that eliminate undesirable materials and specify measures 
to be taken in the area of occupational health and safety 
and environmental protection. 


Avoiding emissions inside the vehicle
Due to our internal commitment to Responsible Care, 
the BMW Group has been collaborating with independent 
toxicologists since the 1990s in order to ensure that the 
targets set by the experts are met in all new vehicles. 


By consistently avoiding the integration of substances 
that people may be sensitive or allergic to into vehicle 
components, the risk of an allergic reaction within the 
vehicle interior is reduced to a minimum. The use of 
 special interior air filters also significantly reduces the 
introduction of allergenic substances such as pollen 
from the air outside into the vehicle.


FORECAST


In the coming years, we want to further strengthen both active 
and passive safety features. We will focus here on the consist-
ent introduction of warning and emergency brake systems for 
all vehicle categories.


We are also expanding our competencies in the areas of 
 technologies and methodology. This is in line with our vision of 
creating highly automated driving experiences. It will enable 
us to offer a range of modern driver assistance systems and to 
come another step closer to the ideal of accident-free mobility.
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Resource efficiency and 
recycling management


Intelligent design and the use of secondary and renewable 
raw materials enable us to minimise our consumption 
of valuable resources. When optimising our recycling 
 structures, we are now preparing for increasing  volumes 
of electric vehicles in the future. 


Resource efficiency and life cycle management are the 
main pillars of our sustainability agenda. There are two 
good reasons for this. Firstly, we see global scarcity of 
resources (e.g. food, water, land, energy and raw mate r-
ials) as a risk to economic and political stability. 


And secondly, efficient use of resources also gives us a 
direct competitive advantage. For example, it helps 
reduce dependencies on external suppliers and thus miti-
gate the negative effects of price fluctuations and supply 
bottlenecks. This means we have a vital business-based 
interest in resource efficiency above and beyond simply 


4


STRATEGIC DIRECTION


The BMW Group integrates sustainability throughout the  
entire life cycle of its vehicles. It completes materials cycles  
in order to grow the business in spite of scarce resources.


complying with legislation such as the end-of-life vehicles 
directive.


USING RAW MATERIALS AND RESOURCES INTELLIGENTLY
For us, intelligent use of raw materials and resources 
begins long before the time comes to dispose of them. 
In the initial development and architecture phase, we 
already design our vehicles and processes with a view to 
minimising the use of valuable resources. 


Making recycling part of the process from the outset
In the early stages of vehicle development, the decisions 
our designers and engineers make, including the mater-
ials and components they select, will determine the reus-
ability of our vehicles decades into the future. In line 
with our Design for Recycling principle, we create our 
vehicles in such a way that their components can largely 
be reused or recycled efficiently once the vehicle reaches 
the end of its life cycle.


Reducing use of rare earths
How we use rare earths can contribute towards reducing 
fuel consumption, for example by increasing the efficiency 
of electrical systems.


When employing these valuable raw materials, a careful 
balance is drawn between weight, function and costs. 
The further development of magnetic materials by BMW’s 
materials developers led to a considerable reduction in 
the use of rare earths, without any negative functional 
impact. For other components, too, it has been possible 
to find alternatives to rare earth elements which may 
become scarce.


End-of-life vehicle recovery and recycling
Established recovery systems for end-of-life vehicles, 
components and materials ensure that they are reinte-
grated into the raw materials cycle. So we do not consider 
end-of-life vehicles as waste to be disposed of, but rather 
as a secondary source of raw materials. We recycle 95% 
of materials in our current vehicle models.
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Our global system for returning used components is 
helping us to protect resources and make more efficient 
use of raw materials. 


In 2015, the legally required recycling rate for end-of-life 
vehicles, components and materials will be raised to 85% 
reuse and recycling of materials and 95% overall recovery. 
We laid the groundwork for this early on: all vehicles 
brought to market since 2008 already meet the require-
ments set for 2015.


New drivetrain concepts, new challenges
The incremental introduction of new drivetrains and the 
modified vehicle concepts that result are presenting new 
challenges in terms of how we use resources. One ex-
ample is the increased use of components made of innova-
tive, lightweight carbon-fibre-reinforced plastic (CFRP). 
This is the material used in the passenger compartments 
of the BMW i3 and BMW i8. BMW also plans to use CFRP 
in other models. 


CFRP could potentially also be used in mats, rear  window 
shelves, pillar trims, etc.


At our recycling and dismantling centre, we continuously 
test recycling concepts for new vehicle components that 
are used in hybrid models and electric vehicles. Batteries 
from hybrid and electric vehicles can either be integrated 
into existing recycling networks or used in 2nd Life 
applications.


Using secondary and renewable raw materials
Secondary raw materials are finding more and more 
applications in our vehicles. Up to 20% of the thermo-
plastic materials in our automobiles are already made 
from recyclates. One example is the substrate used for 
the centre console and the door armrest. By increasing 
the use of recyclates in our vehicles, we need less crude 
oil for the manufacture of polymer materials. This saves 
energy and resources.


In the early 1990s – long before the legislation came into 
effect – the BMW Group began to build an extensive net-
work within the European Union for the recovery and 
recycling of end-of-life vehicles (ELV). Each BMW Group 
ELV that is returned complete within this network is 
recycled at no charge to the last owner. In cooperation 
with its national sales companies, the BMW Group has 
installed recovery systems for end-of-life vehicles in 30 
countries so far, offering vehicle owners environmentally 
friendly recycling and disposal at dedicated recovery cen-
tres. Our European dealerships are contractually obligated 
to meet the BMW Old Parts Recycling Retail Standard. 


F.18 Average distribution of materials in BMW Group vehicles¹


in %


 


a) Steel and iron 56 f) Textile 1


b) Non-ferrous metals 18 g) M.O.N.³ 1


c) Thermoplastic resins 12 h) Other 5


d) Elastomers² 4 i) Operating fluids 1


e) Duromers 2


1  Calculation of representative vehicles includes: BMW 1 Series, BMW 3 Series, BMW 5 Series, BMW 7 Series, 
BMW X1, BMW X5, MINI Hatchback, MINI Countryman, RR, i3, i8.


2  Such as tyres and seals.
3  Modified organic natural materials.


Steel and iron still make up the largest proportion by weight of materials 
used in BMW Group vehicles. The percentage share of each material is not 
 comparable with the figures for 2013 due to a refinement of the calculation 
method. Weighting of the representative vehicles by number of units began 
this year. We also increased the number of representative vehicles, e.g. by 
 adding MINI and BMW i models. The influence of materials used in Project i 
is not yet  measurable due to the small number of units produced so far.
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gfe
d


b
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FORECAST


In the coming years, we want to further improve our resource 
efficiency and increasingly complete our material cycles.


We are also looking into innovative solutions for the reuse 
of old batteries from electric cars. The aim is to extend as far 
as possible the life cycle of lithium-ion batteries developed 
 specifically for use in the BMW i3. To achieve this, we are 
developing a number of concepts for reusing batteries after 
they have been removed from the vehicle. Used batteries can 
be employed, for example, as stationary energy storage units. 
This allows them to help optimise use of renewable energy or 
reliable energy supply to buildings.


A recycling and dismantling centre modelled on the centre  
in Munich (Germany) will be opened in Shenyang (China) in 
early 2016.


Wherever it makes technical, business and environmental 
sense and is socially acceptable, we replace artificial 
 primary materials with natural, renewable materials. The 
focus here is on naturally cured leather for the vehicle 
interior and biopolymers in technical areas. Alternative 
natural fibre materials are also used as a substitute for 
the plastics used in the past. Examples of this are the 
wool used in seat upholstery, flax, kenaf and sisal fibres 
in substrate materials for door panels and rear window 
shelves as well as wood fibre in seat recliner coverings.


Example: renewable materials and recyclates in the BMW i3
The interior of the BMW i3 offers door and instrument 
panels based on a natural fibre structure, naturally cured 
leather and open-pored eucalyptus wood from 100% 
FSC®-certified forestry. Up to 25% of the thermoplastic 
material in the BMW i3 has been substituted by renewable 
materials and recyclates. High-quality PET recyclate is 
used for the polyester materials of the seat covers.


F.19 Share of plastic recyclates in vehicles¹


in %


25      
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1  Recyclate share in thermoplastic materials. The vehicle with the highest share of recyclates is shown.


3.1    Our management approach


3.2   Efficient mobility


3.3   Product safety


3.4    Resource efficiency and 
recycling management


3.5   Future mobility


3.6   Customer satisfaction







61


3. 5


SUSTAINABLE VALUE REPORT 2014


PRODUCT 
RESPONSIBILITY


Future mobility 


We want to shape tomorrow’s mobility. With this in 
mind, the BMW Group has introduced the BMW i brand, 
offering visionary vehicles and providing innovative 
 services for individual mobility. BMW i represents a new 
understanding of the “premium” concept, defined chiefly 
in terms of sustainability. 


The BMW Group today faces the challenge of recognising 
changing global mobility trends early on and meeting 
them successfully. Several questions need to be addressed 
in this regard: What is the future of individual mobility in 
cities with increasingly dense populations? What concepts 
are needed in order to make mobility climate-friendly 
and easy on resources?


5


STRATEGIC DIRECTION


The BMW Group will have permanently changed mobility pat-
terns in selected metropolitan areas by 2020 by introducing 
integrated mobility services.


The company will be the leading supplier of premium products 
and premium services for individual mobility.


The BMW Group aims to make the entire value chain of 
future mobility as sustainable as possible. Environmental 
sustainability is a focus here, along with social impact 
and economic viability. The challenges of urban mobility 
in particular demand change – not only in terms of the 
vehicles offered on the market but also with regard to 
brand-new mobility services.


DEVELOPING AND IMPLEMENTING SUSTAINABLE  
MOBILITY SERVICES


BMW i offers innovative services that enhance urban 
mobility – both with and without a car. In our efforts to 
help shape the cities of the future, we provide intelligent 
and integrated services for existing and new customers. 


For example, we focus on mobility services in the areas 
of car-sharing (e.g. DriveNow), finding parking (e.g. 
 ParkNow), recharging (e.g. ChargeNow) and mobility for 
business customers (e.g. AlphaCity). We also carry out 
continuous research into mobility concepts for the future.


SHAPING THE MOBILITY OF THE FUTURE — Focus on digitalisation
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By 31 December 2014, DriveNow had more than 360,000 
customers in Germany and over 390,000 worldwide.


FURTHER INFORMATION:


 www.drive-now.com


BMW i offers the following mobility services:


Premium car-sharing with DriveNow
In 2011, the BMW Group and Sixt SE launched their 
joint venture car-sharing service DriveNow. It is the first 
car-sharing concept to build exclusively on efficient 
 premium automobiles and comprehensive service. Cars 
can be rented immediately and spontaneously anywhere 
within the defined urban area. When they are finished 
with the DriveNow vehicle, customers can simply leave 
them at any public parking space. We are also integrating 
electric vehicles into the DriveNow concept in order to 
give customers easy access to emissions-free mobility. 


So far, DriveNow is available in Munich, Berlin, Düsseldorf, 
Cologne, Hamburg, Vienna, London and San Francisco. 
In October 2014, we introduced a roaming function which 
allows DriveNow customers who are already registered 
in Germany to use our car-sharing service abroad, too.


F.20 Innovative mobility services


CAR-SHARING AT VIENNA AIRPORT — DriveNow


CAR-RELATEDCAR-ENABLED


  BMW AND MINI DRIVERS


CAR-INDEPENDENT


360° ELECTRIC


  AUTOMOBILE USERS


  MOBILE (SMARTPHONE) USERS


* selected services


* **
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DriveNow. 360° ELECTRIC thus provides easy and 
 convenient electromobility in virtually any situation.


ChargeNow: Cross-border and multi-provider access to 
a network of partner charging points
ChargeNow is an important component that is paving 
the way to sustainable electromobility. It makes recharg-
ing at public charging points as simple and transparent 
as possible. With ChargeNow, BMW i drivers can quickly 
find one of 24,000 public charging points in a large and 
constantly growing partnership network. Drivers can 
locate ChargeNow charging points via the BMW i 
 ConnectedDrive services in the navigation unit, using a 
smartphone, or on the website. Locating and using public 
charging points couldn’t be easier. Since November 2014, 
for example, BMW i customers from Germany, Austria 
and Belgium have been able to use their ChargeNow card 
to gain cross-border roaming access to the entire charging 
infrastructure of all three countries.


Car-sharing for business customers with AlphaCity 
With the innovative car-sharing product AlphaCity, com-
panies can offer their employees an additional alternative 
to other modes of transport, for either business or private 
use. While DriveNow is specifically aimed at private cus-
tomers, AlphaCity is a sustainable solution for businesses 
and their employees. As the vehicles can be used by a 
number of employees, the company benefits from the 
opportunity to reduce the size of its vehicle fleet and thus 
to save on costs. For employees, AlphaCity is an attrac-
tive additional perk as they can use the vehicles outside 
office hours and at the weekend at very reasonable 
conditions.


AlphaCity is currently available in nine countries: 
 Germany, Austria, France, the Netherlands, England, 
Denmark, Belgium, Spain and Italy.


Creating sustainable parking patterns with ParkNow
ParkNow is an app and Web-based service that is funda-
mentally changing parking patterns. First, it makes the 
urban parking situation more transparent. And it also 
allows users to book their parking space in advance and 
then be guided directly to their selected space. So  ParkNow 
users are also protecting the environment as the traffic 
caused by drivers searching for parking spaces, which 
accounts for a significant share of traffic volume in some 
cities, is no longer an issue.


Convenient electromobility with BMW i 360° ELECTRIC
One example of our holistic approach to electromobility 
is our 360° ELECTRIC product and service package. 
It includes recharging both at home with the BMW i wall-
box and on the go at public charging points that accept 
ChargeNow – a recharge card that enables access and 
payment at a large number of charging points installed by 
various providers. 360° ELECTRIC also includes Assist-
ance Services with ConnectedDrive services designed 
specifically for electromobility as well as further service 
and repair offers. In addition, BMW Add-on Mobility 
gives customers access to conventional BMW vehicles for 
long-distance travel as well as the car-sharing service 


ALWAYS IN CONTACT WITH YOUR VEHICLE —  
BMW i 360° ELECTRIC assistance services
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Find the perfect parking space with JustPark
JustPark is an online market place for parking spaces 
that connects owners of unoccupied spaces with those 
searching for one. The service was launched in London 
and is now available throughout the UK. This reduces 
traffic volume caused by drivers searching for parking 
spaces, leading to lower CO₂ emissions and less time 
wasted, as the driver can navigate directly to the reserved 
parking space.


Connecting family members with Life360
Life360 is an innovative smartphone app that connects 
families and other groups within urban spaces. With the 
help of location-based technology and a check-in feature, 
users can see on a map where various family members 
happen to be at a certain time. This social networking 
method enables people to meet up easily. There is also 
a chat function for direct contact. A navigation system 
guides you to the desired location and an emergency 
 button brings help fast in an emergency.


MyCityWay
MyCityWay is a mobile city guide that provides up-to-date 
information on local events, services and tickets. The app 
is available for over 70 cities worldwide and has been 
downloaded over 5 million times so far.


RESEARCHING FUTURE MOBILITY


Analysing scenarios
Our traffic researchers and engineers are hard at work  
on finding solutions for the mobility of tomorrow. For 
example, since 1998, the  Institute for Mobility Research (ifmo), 
a research organisation that is part of the BMW Group, 
has been studying the mobility challenges that various 
means of transport will be facing in the future. The insti-
tute’s research findings are incorporated into the strategy 
 process of the BMW Group.


In 2001, ifmo started drafting future scenarios of various 
means of transporting people and goods in Germany. 
These research-based forecasts have since been extended 


PROMOTING INNOVATIVE MOBILITY CONCEPTS


In order to promote and utilise the innovative potential 
of start-up companies, the BMW Group founded BMW i 
Ventures, headquartered in New York City. BMW i 
 Ventures invests in start-up companies with high potential 
in the area of mobility services and looks for long-term 
strategic partnerships in the areas of e-mobility, flexible 
use, parking and intermodality (mobility with several 
modes of transport).


Expanding the charging infrastructure with ChargePoint and 
Chargemaster
BMW i Ventures has made strategic investments in 
 Coulomb Technologies and Chargemaster, among others. 
Coulomb Technologies is a US company with a large 
 network of charging stations for electric vehicles (over 
18,700 charging points). Chargemaster is a leading infra-
structure provider for electric vehicle recharging in the 
UK. The company’s charging stations are also available 
and undergoing expansion in other countries in Europe. 
Both providers are partners in the BMW i ChargeNow 
network.


STAY CONNECTED WITH YOUR FAMILY — Life360
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to the USA and China. The Germany scenarios, which 
are currently being updated for the year 2035, will be 
completed in 2015. The present study attempts to project 
key developments in the areas of demographics, economy, 
transport policy, technology and energy into the future 
and assess their impact on tomorrow’s mobility. 


In many cases, the BMW Group collaborates nationally 
and internationally with a number of different local, 
regional and pan-regional partners in order to test, for 
example, electromobility in day-to-day life and to improve 
its application in practice.


Research focus on mobility in the world’s megacities
The research project Mobility Trends in Cutting Edge Cities 
analyses mobility trends in Paris, Vienna, Singapore, 
Santiago de Chile and Tokyo. The majority of the people 
in these cities still own a car, but also use other modes 
of transport, deciding on a day-to-day basis which one 
they will choose. 


Another research project, new utilisation concepts for 
individual mobility, looks at the market potential of 
mobility services in the sharing economy. Who is willing 
in principle to share a car, and what sustainable mobility 
strategies can be developed for the future based on this?


A further project examines the effect of information and 
communications technologies (ICT) on physical mobility. 
It has become clear as a result of this research that ICT 
cannot replace physical mobility. People do not travel less 
due to new virtual technology, but they travel differently.


Sustainable Mobility Project – shaping urbanity together
The BMW Group is participating in the three-year Sustain-
able Mobility Project II initiated by the World Business 
Council for Sustainable Development (WBCSD). The 
project brings together a global, cross-industry group of 
mobility-related companies that are interested in working 
together with selected city administrations to promote 
sustainable urban mobility. The goal is to collaborate with 
the cities on road maps for expanding access to safe, 


 reliable, convenient and intermodal mobility – without 
losing sight of issues such as affordability, traffic safety 
and minimal environmental impact. In 2014, the 
BMW Group was involved chiefly in urban projects in 
Hamburg (Germany), Chengdu (China) and Indore 
(India).


FORECAST


The BMW Group sees itself as a driving force in terms of mobility 
research and would like to continue to take a leading role in 
shaping sustainable urban mobility. For this reason, we have 
set up the Center of Competence Urban Mobility. Together with 
cities and other stakeholders, the Center will work towards 
solving urban traffic issues with the help of our products and 
mobility services. With this in mind we continually strive to 
identify new trends at an early stage and to translate the most 
promising research findings into practical applications. 


In the coming years, we intend to further expand our car-sharing 
service both in Germany and internationally, increasingly 
 integrating electric cars. 


Online applications and networking opportunities will change 
the face of future urban mobility. We will continue to work 
on intelligent networking of mobility services (DriveNow, 
 ChargeNow, ParkNow) in order to make urban mobility more 
flexible, convenient and sustainable.
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Customer satisfaction  


Our corporate Strategy Number ONE puts customers at 
the centre of all we do. Their satisfaction with the products 
and services of the BMW Group is key to our current 
and future business success. 


High levels of customer satisfaction offer the BMW Group 
a number of opportunities. Satisfied customers are more 
loyal, upgrade their vehicle purchases over time and are 
more likely to recommend the dealership, the model or 
the service they have used (upselling potential). They also 
tend to avail of other BMW Group services (cross-selling 
potential). Consolidating and increasing customer satis-
faction is therefore very important for our long-term 
 business success.


6


STRATEGIC DIRECTION


Compared with our competition, the BMW Group is top in 
terms of customer satisfaction in the respective market 
 segments when it comes to vehicle concepts and reliability 
as well as the sales and support experience we offer.


We provide our customers with all the information necessary 
to make a careful and deliberated decision when purchasing 
a vehicle.


And we are aware of the fact that customer satisfaction is 
not only created while customers are using our vehicles 
and services, but that the services that come before and 
after purchase also play a decisive role. So the general 
brand image of the BMW Group is also very important 
when it comes to customer satisfaction. In many markets, 
in addition to the classical factors such as product and 
service quality, the overall image of companies is becom-
ing increasingly dependent on their image as a sustainable 
company. 


Achieving a high degree of customer satisfaction is the 
responsibility both of our corporate headquarters and 
of our international subsidiaries. The sales organisations  
in our largest markets (such as the USA, China and 
 Germany) report regularly to a specially established com-
mittee which deals exclusively with customer satisfaction. 
Since 2011, the CustomerFirst initiative has been focus-
sing on increasing customer focus in all areas of the com-
pany. The initiative’s activities aim to align all processes 
and decisions towards customer benefit. 


We are aware of the fact that the product recalls by a 
number of carmakers last year led to a considerable 
amount of public attention. As in previous years, the 
BMW Group took voluntary, immediate and consistent 


FOCUS ON THE CUSTOMER — Consultation at the BMW Welt
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ETHICALLY CORRECT ADVERTISING


The BMW Group develops central advertising campaigns 
for its brands. The campaigns are then adapted by those 
responsible for the respective country markets, ensuring 
that local and national circumstances and requirements 
are complied with. We are careful to ensure that our adver-
tising complies with all relevant legislation and that no 
social groups are discriminated against. The BMW Group 
has its own standards and behaviour guidelines with 
regard to advertising, which are subject to continuous 
review. Internal committees help us to ensure that our 
advertising complies with these principles and other 
 ethical criteria.


The BMW Group does not offer any products whose sale 
is prohibited in specific markets. We provide our custom-
ers with all the information necessary to make a careful 
and deliberated decision. No essential information is 
 concealed or presented in a misleading manner. 


Our principles also include incorporating sustainability 
as a theme in advertising. This is done both by means 
of stand-alone campaigns as well as through continuous 
vehicle-integrated communication. Some examples of 
stand-alone campaigns are advertising for the Efficient 
Dynamics models and the online CO₂ Finder.


Our local marketing specialists are responsible for imple-
menting our advertising campaigns in each country. 
The BMW Group is not aware of having violated any regu-
lations pertaining to advertising during the reporting 
period.


IMPROVING EVEN FURTHER THROUGH CUSTOMER SURVEYS


In 2014, we surveyed approximately 2.3 million customers 
in 90 markets to find out about their needs and experi-
ences. This feedback is then incorporated into the devel-
opment and optimisation of our products and services.


action in such cases in 2014. Whenever necessary or 
advisable from a customer perspective, we called back all 
affected vehicles to the workshops as a precautionary 
measure and repaired any existing defects.


INCREASING CUSTOMER SATISFACTION WITH 
DEALERSHIPS


Since 2010, we have been gathering transparent feedback 
from our BMW and MINI customers on the performance 
of our dealerships in several important markets. This is 
based on an ongoing customer satisfaction survey which 
we carry out by telephone, in writing and online. We 
publish the results of this survey by way of a 5-star rating 
system and short customer statements on the website 
of the respective dealership. This level of transparency 
reflects the BMW Group’s customer focus strategy.


Experiencing sustainability in sales and services
The BMW Group wants its customers to experience what 
sustainability means to us. Selected sales facilities have 
therefore been constructed as Green Buildings with low 
energy consumption, high levels of energy efficiency as 
well as natural light and air conditioning. We have also 
ensured that Green Building requirements are being met 
for new builds by integrating them into the Europe-wide 
Retail Standards for our retail partners. 


Sustainability is also an integral part of our sales training. 
Our goal is for the sales staff at our dealerships to be so 
well informed that they are able to answer any questions 
customers may have on the BMW Group’s sustainability 
activities.
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Our surveys show that our customers’ needs vary con-
siderably from country to country. We must take these 
national and cultural differences into account. To do this, 
we constantly carry out customer surveys. In 2012, we 
implemented stricter standardisation requirements for 
the customer satisfaction surveys carried out in our 
 subsidiaries in order to ensure the completeness and 
comparability of the results.


ESTABLISHING FUTURE RETAIL


We have launched the Future Retail programme in over 
40 markets in order to fulfil the wishes expressed by our 
customers. Dealerships were remodelled and our  “Product 
Genius” was introduced. In the year under review, there 
were approximately 1,700 of these product experts in 
over 1,000 dealerships worldwide. The Product Genius’ 
task is not to sell vehicles but to offer the customer 
 comprehensive advice – with no pressure to purchase. 
The first new Brand and Retail Stores have now been 
established on shopping strips in cities like Rome and 
 Brussels. And Future Retail also provides professional 
HR management to help dealerships find and train the 
right employees.


FORECAST


The BMW Group wants to further enhance the satisfaction 
of its customers in the coming years and to expand our direct 
contact to them. In order to achieve this, we will gradually 
extend our customer surveys and our Future Retail programme 
to more countries.


FROM CAPE TOWN TO MUNICH


The BMW 318i – affectionately nicknamed “Percy” – has been 
going for more than 20 years, clocking up over 400,000 kilo-
metres. And it still managed the journey from Cape Town to 
Munich without major incident.


This was especially important to its owner Mike Lomberg, 
a test driver from South Africa. After all, Percy was the reason 
why Lomberg regained a sense of mobility and independence 
again when he was confined to a wheelchair after suffering a 
car accident 25 years ago. Out of sheer gratitude, Lomberg 
decided to return the old BMW 318i to its manufacturer to 
have it recycled. His friends Rowan Jelley, Ian Scrimgeour and  
Max Cromarty instantly agreed to help him. It took the three  
South Africans at least three months to complete the 17,000- 
kilometre trip, during the course of which they met all sorts of 
wonderful people from their continent. “Percy’s an engineer-
ing masterpiece. The car didn’t just have a positive impact on 
Mike Lomberg’s life, it made a dream come true for us in many 
ways,” said Scrimgeour when the group arrived in Munich on 
13 July 2014.


The three have documented their trip  in a blog with photos 
and stories.
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LANDSHUT, GERMANY
BMW GROUP PLANT LANDSHUT


How does the BMW Group 
save resources at its plants?


Plant tour for visitors, September 2014
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PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


FURTHER INCREASE IN ENERGY EFFICIENCY


In 2014, we further reduced energy consumption 
per vehicle produced by 4.7%. One of the meas-
ures that contributed towards this improvement 
in efficiency is the use of intelligent energy data 
management.


ENERGY CONSUMPTION PER VEHICLE
PRODUCED


2014


2.25
MWh


2013


EXPAND SHARE OF RENEWABLE  
ENERGY SOURCES


By 2020, we plan to reduce energy consumption 
per vehicle produced by 45% compared with 2006.


IMPROVEMENT IN PROCESSES


A number of process improvements enabled us to 
further improve the efficiency of the materials used 
on our production lines. This led to a decrease in 
waste for disposal of 14% per vehicle produced.


WASTE FOR DISPOSAL PER VEHICLE
PRODUCED


2014


4.93
kg


2013


FURTHER REDUCE WASTE FOR DISPOSAL


We will continue to minimise the share of waste 
for disposal in 2015, and will integrate as many 
residual materials as possible into a complete life 
cycle management system.


INCREASE IN USE OF RENEWABLE  
ENERGY SOURCES


We increased the share of renewable energy  
as a percentage of total power consumed by  
the BMW Group to 51% in 2014 (2013: 48%).


SHARE OF RENEWABLE ENERGY AS  
A PERCENTAGE OF TOTAL CONSUMPTION


2014


51
%


2013


INCREASE USE OF RENEWABLE ENERGY


In addition to the intelligent use of energy, we will 
be placing particular focus on renewable  energy 
 expansion. Our vision is to draw 100% of our 
 energy requirements from renewable sources.


2.36 MWh


5.73 kg


48%
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We have been able to achieve reductions in the past eight 
years in the following areas:


In 2014, utilisation of resources and emissions per vehicle 
produced were reduced by an average of 6.7% compared 
with the previous year, yielding savings of €15.8 million.


Our management 
approach


The BMW Group aims to be not only the leading, but 
also the most sustainable, premium provider of individual 
mobility. We therefore pursue a policy of comprehensive, 
Group-wide environmental management. The company 
integrates environmental considerations into all its major 
investment decisions at an early stage, setting itself ambi-
tious targets and using key environmental indicators to 
constantly track and monitor how it is performing. We 
also transfer best-practice solutions from within the com-
pany to the entire production network and are convinced 
that by taking farsighted action now and by integrating 
environmental principles into all business processes we 
can achieve added value both in terms of the environment 
and our business. 


CONTINUOUSLY INCREASING RESOURCE EFFICIENCY


The BMW Group continuously increases its resource 
 efficiency by integrating environmental management into 
all production processes. Since 2006, we have reduced 
our use of resources and emissions per vehicle produced 
by an average of more than 45%. 


1


 


 


Energy consumption  – 34.2%  


Water consumption  – 33.1%  


Process wastewater  – 42.7%  


Waste for disposal  – 74.0%  


Solvent emissions  – 48.6%  


CO² emissions  – 37.1%  


F.21 Resource consumption and emissions per vehicle produced  
compared with previous year


  2013  2014  Compared  
p.a.


 


Energy consumption
in MWh  2.36  2.25  – 4.7%  


Water consumption
in m³  2.18  2.18  – 0.0%  


Process wastewater
in m³  0.47  0.47  – 0.0%  


Waste for disposal
in kg  5.73  4.93  – 14.0%  


Solvent
emissions in kg  1.59  1.29  – 18.9%  


CO² emissions
in t  0.68  0.66  – 2.9%  
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Establishing environmental management systems
The BMW Group has established environmental manage-
ment systems at all of its production plants and plans to 
install them at all future facilities. These encompass both 
the corporate planning departments (e.g. Production and 
Development) as well as the network of international 
locations. With the exception of the motorcycle plant in 
Manaus, Brazil (which is certified according to the 
 Brazilian national standard), these systems are certified in 
accordance with ISO 14001. The systems at the German 
and Austrian sites have undergone additional external 
audits and meet European Eco-Management and Audit 
Scheme (EMAS) standards. The BMW Group thus has 
environmental management systems in place at 100% of 
its production plants. We have also installed environmental 
management systems at our dealerships in Germany, 
Austria and Switzerland. All German dealerships, as well 
as six others in Europe (in Vienna, Zurich, Rome, Milan, 
Madrid and Barcelona) are already certified in accordance 
with ISO 14001 and OHSAS 18001.


Requiring environmental protection from partners and suppliers
As well as ensuring that environmental standards are 
complied with and improved at its own production plants, 
the BMW Group expects its partners and suppliers to 
do the same. We require proof from our main suppliers 
that they have an environmental management system 
in place  see Chapter 5.


We also work closely with our joint venture partners 
SGL Group and Brilliance Automotive Ltd. to implement 
continuous improvement in the area of environmental 
protection. For example, our joint venture with SGL 
Automotive Carbon Fibers in Moses Lake (USA) uses 
renewable hydropower to produce its carbon fibres.


CONSOLIDATING ENVIRONMENTAL PROTECTION  
WITHIN THE ORGANISATION


Environmental protection is part of our sustainability 
management system. The steering committee of our 
international environmental protection network controls 
environmental management under the direction of the 
Group Representative for Environmental Protection. 
Every machine, every building and every area at each 
production site is assigned to an operator. That operator 
is responsible for the products, processes, machines and 
technical systems in his or her allocated area as well as 
their environmental impact.


Sharing best practices
In line with our Clean Production philosophy, we design 
our manufacturing processes for minimum environmental 
impact and resource consumption. We underscored this 
commitment in 2001 when we signed the International 
Declaration on Cleaner Production of the United Nations 
Environment Programme.


Environmental improvements that have been effective 
at one location are implemented at other locations wher-
ever possible. Our six competence centres (for water, 
waste, energy, emissions, training and the environmental 
management system) are staffed by environmental 
experts from the different plants and by specialists from 
Corporate Environmental Protection. They discuss legal 
requirements and best-practice solutions with technology 
experts from the production plants and develop reference 
systems on which to base future planning and process 
improvements.


Considering environmental issues when making investments
One main method of enhancing resource efficiency is to 
take account of environmental aspects when planning 
any new investments. This allows potential improvements 
in efficiency to be identified and implemented at an 
early stage. If they are found to be insufficient, we seek 
out more environmentally friendly alternatives.
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With an average of 1.29 kg of VOC emissions per vehicle 
produced, we are also below the strict maximum levels 
stipulated in Germany which we apply to all plants world-
wide. There is only one exception, a plant at which the 
national maximum levels are of course complied with and 
for which we are already preparing further VOC reduc-
tions. Emissions per vehicle produced dropped by 18.9% 
in 2014. This is mainly due to the fact that the retrofitting 
of the paint shop at the Dadong plant in China with an 
exhaust air purification system had a full-year effect for the 
first time. These are some of the ways we made a signifi-
cant contribution towards lower environmental impact.


FORECAST


The BMW Group will continue to pursue its Clean Production 
philosophy and is transferring best practices of particularly 
successful plants across the Group. In the coming years, we 
also plan to transfer our successful efficiency measures to 
the entire value chain, the intention being to leverage potential 
for more resource efficiency in the supply chain. We will also 
intensify our efforts to achieve CO²-free energy supply 
 see Chapter 4.2.


Minimising environmental damage from  
volatile organic compounds (VOC)
In our Group-wide environmental efforts, we also aim 
to minimise the impact on the environment of our VOC 
emissions. By the year 2020, we aim to reduce VOC 
 emissions by 45% compared to the reference year 2006.


At the end of 2014, we had reduced VOC emissions by 
48.6% compared to 2006. This means that we have 
already more than achieved the target we set ourselves. 
However, we will continue to reduce emissions through 
to 2020. 


RECOGNISING AND PROTECTING BIODIVERSITY


The BMW Group takes ownership of the environmental impact 
of its activities. Part of this responsibility involves researching 
the impact of our production processes on the animal and plant 
world. At certain locations, for example at our testing centre 
in Aschheim close to Munich, we have gathered evidence of 
this impact. As a result we gained knowledge about the  existing 
animal and plant species and were able to preserve or even 
improve the biodiversity at that location. In Aschheim, we iden-
tified, for example, the butterfly species Polyommatus  bellargus 
and Colias hyale/alfacariensis as well as the grasshopper 
 Oedipoda caerulescens – all of which are on Germany’s red list 
of endangered species – and we are taking measures to protect 
the stocks of these species. 


We use a biodiversity indicator to regularly identify the environ-
mental status of selected facilities. We use this to gain an 
under standing of the flora and fauna there.


In the coming year, this kind of biodiversity research will also 
be introduced at selected international production plants. 
The research will be based on a set of BMW Group biodiversity 
guidelines.


F.22 Solvent emissions per vehicle produced


in kg/vehicle


2.25        


2.00        


1.75        


1.50        


1.25        


1.00        


       


 10   11   12   13   14  


 


 1.66¹ 1.75¹ 1.78¹ 1.59¹ 1.29¹  


1  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator =  
VOC emissions divided by the total number of vehicles produced, not including the vehicles from the  
Magna Steyr and Nedcar contract production plants.
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Energy 


The BMW Group is continually reducing its energy con-
sumption and is intensifying its efforts to produce more 
power in-house and to use energy from local renewable 
sources. The company also actively supports the expansion 
of renewable energy. This enables us to increase our 
autonomy and profitability and ensure that our production 
is not impacted by energy bottlenecks. At the same time 
we are reducing our environmental impact and making 
sure that we work as efficiently as possible with scarce 
raw materials. 


The BMW Group uses the most environmentally friendly 
and sustainably profitable energy source at each produc-
tion plant. Security of supply also plays a role here.


2


STRATEGIC DIRECTION


Our vision is to achieve a completely carbon-neutral energy 
supply for the BMW Group. One of the main levers we use  
to do this is energy efficiency. By 2020, we plan to reduce  
energy consumption per vehicle produced by 45% compared  
with 2006.


IMPLEMENTING STRATEGIC AREAS OF ACTION 


In order to further enhance our energy efficiency and to 
move forward with the use of renewable energy, we have 
defined the following strategic areas of action:


–  Improve energy efficiency:
Further development of an integrated energy 
 management system;
Continuous improvement of ongoing operations;
Planning and implementation of energy-efficient 
real estate, plants and technologies.


–  Use renewable energy sources.


–  Raise employee and manager awareness of how to 
deal with energy.


IMPROVING EFFICIENCY OF PROCESSES AND BUILDINGS


We monitor and optimise our energy consumption on an 
ongoing basis. For this purpose, we use an energy man-
agement system based on the environmental management 
systems ISO 14001 and EMAS. In addition, we are also 
continually improving the environmental management 
systems on the basis of internal and external audits.


We set ourselves ambitious goals that we aim to achieve 
with the aid of the latest technologies and continuous 
optimisation of vehicle production processes.


These are some examples of our process improvements:


–  Waste heat utilisation at the Landshut plant 
At our Landshut (Germany) facility, heat exchangers 
enable us to reuse the waste heat from the foundry for 
heating and cooling. The waste heat provides hot water 
for the plant and is also fed into special machines that 
cool the production process. This saves us over €1 mil-
lion annually and also helps us to achieve a positive 
effect for the environment. In future, 10,000 tonnes of 
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F.23 Energy consumption in detail


in MWh


  10  11  12  13  14  


 


Total energy consumption (upper heating value in case of fossil fuels)


Total energy consumption  4,072,217  4,278,582  4,549,788  4,721,174  4,867,094  


Total energy consumption in detail (upper heating value in case of fossil fuels)


Electricity (external source)  1,654,956  1,702,157  1,790,534  1,910,065  2,141,222  


Community heating  319,270  200,808  249,123  316,532  281,216  


from renewable energy sources in %¹  18  28  36  48  51  


Fossil fuels


Fuel oil  43,828  12,176  12,622  14,023  7,459  


Natural gas  1,756,760  2,034,529  2,169,059  2,165,362  2,198,202  


 of which CHP losses  110,511  211,680  210,514  191,840  210,740  


Non-fossil fuels


Biogas (landfill gas)  288,402  328,912  328,450  315,192  238,654  


 of which CHP losses  86,100  91,600  103,422  94,486  73,638  


Regenerative fuels


Solar energy (photovoltaics)  3  0²  114³  142  341  


1  Conservative calculation from the country-specific shares. Method adapted for Germany and Austria by using the transparency data in supplier invoices since 2012.
2  No contribution to energy supply due to maintenance work.
3  Commissioning of a new system in 2012. Further systems planned.


The resulting reduction in energy costs in the face of 
 rising medium-term energy prices makes a significant 
contribution towards the BMW Group becoming more 
profitable and more competitive.


We now use combined heat and power systems (CHP) at 
a total of eight locations and are continuing to expand the  
CHP system at the Landshut plant. These systems allow 
us to utilise both the electricity generated as well as the 
 resulting waste heat.


CO₂ will be saved per year and energy consumption 
will sink by 15,000 MWh.


–  Sustainable production through intelligent energy 
data management 
The introduction of the intelligent energy data manage-
ment (iEDMS) system, which is part of the BMW Group 
production concept “Industrie 4.0”, has enabled us to 
optimise energy consumption of building and supply 
structures at selected facilities. This system captures and 
evaluates all relevant data. Worldwide, the BMW Group 
aims to reduce its energy consumption by up to 7% by 
applying iEDMS at our production plants.
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TAKING ADVANTAGE OF RENEWABLE ENERGY


In addition to the intelligent use of energy, we are also 
focusing on renewable energy expansion. Our vision is to 
draw 100% of our energy requirements from renewable 
sources. Instead of relying on energy from one specific 
source, we will take a look at local conditions and decide 
which concept makes most sense at each location. 
In 2010, we implemented a development plan to assess 
the potential of each production facility and we are now 
 putting it into practice step by step.


DESIGNING SUSTAINABLE BUILDINGS


The reference system for sustainable construction is the 
basis for new-building projects and building conversions 
at the BMW Group. It sets down principles and concepts 
for buildings throughout the BMW Group and enables us 
to monitor the measures taken during the individual 
project phases. The aim is to minimise consumption of 
energy and resources during all phases of a buildings life 
cycle – from planning, construction, use and renovation 
right up to renaturation. This is not only a cost-saving 
measure – we also aim to have as little impact on the 
environment as possible. Based on this reference system, 
we were able, for example, to receive LEED (Leadership 
in Energy and Environmental Design) certification for all 
buildings erected for the production of the BMW i3 at our 
Leipzig plant.


AQUIFER PROJECT IN DINGOLFING


In 2013, in collaboration with the Technical University of 
 Munich, the BMW Group launched a research project on innova-
tive temporary storage of thermal energy in a high-temperature 
“aquifer” store. The basic idea of aquifer storage is to tempor-
arily store superfluous thermal energy that is not immediately 
needed (for example in summer months when thermal energy 
is generated in combined heat and power systems) 500 to 700 
metres below the earth’s surface and to draw it back for use 
in winter. This is a unique project worldwide and is making an 
important contribution towards fundamental research in the 
area of thermal storage. If it is successful, new opportunities for 
decentralised energy production and storage will be opened up, 
and this could lead to significant CO² savings. The Bavarian 
Ministry of Economics, Infrastructure, Transport and Technology 
is providing approximately €4.5 million in funding for the project,  
as it could make an important contribution towards the trans-
formation of the energy industry in Bavaria.


CLEAN ENERGY FOR BMW i PRODUCTION —  
The wind farm at the BMW plant in Leipzig (Germany)
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Here are some specific examples of how we use 
 renewable energy:


–  Photovoltaic system at the BMW Group plant 
in Oxford 
At our MINI plant in Oxford (UK) over 11,500 solar 
modules spread across an area of 20,000 square meters 
supply the facility with renewable energy. It is one of 
the largest solar energy systems installed on a roof in the 
UK and can generate over 3 MWh – enough to supply 
850 households a year with electricity.


–  Computer centre in Iceland 
A huge amount of computer capacity is needed for 
vehicle development at the BMW Group. Currently, 
we require 6,300 MWh of electricity per year. We have 
moved a number of computing applications from 
 Germany to Iceland in order to exploit the potential 
of the colder climate there. The computer centre in 


 Iceland is powered entirely by two autonomous renew-
able energy sources: geothermal and hydro. As a result, 
operation of the computer centre is completely 
environ mentally neutral.


–  Biogas for twin-unit power station 
In Rosslyn (South Africa), installation of a biogas- 
powered twin-unit power station, to be operated by the 
new independent provider Bio2Watt, began in 2014. 
The biogas used will come from recycled waste from 
cattle ranches and chicken farms as well as food waste.


We increased the share of renewable energy as a percent-
age of total power consumed by the BMW Group to 51% 
in 2014 (2013: 48%). It is one of our primary targets to 
further increase this share in the future.


RENEWABLE ENERGY FOR PRODUCTION OF THE MINI — Solar panel system at the plant in Oxford (UK)
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of reducing energy consumption per vehicle by 45%  
compared with 2006.


FORECAST 


The BMW Group will continue to successfully pursue its energy 
targets in the coming years. We will continue to expand the 
use of renewable energy and, from 2015 onwards, we will par-
ticipate in the energy market with tried and tested combined 
heat and power systems. This will be our contribution towards 
securing a stable energy supply. In addition, we are collabo r-
ating with a number of universities to develop new approaches 
and methods. Two current activities that we will continue to 
pursue in the coming years are the Aquifer project in Dingolfing 
(Germany) that explores the possibility of underground thermal 
storage and a research project into how to find ways to use 
spent batteries from BMW i vehicles as Second Life batteries 
for flexible stationary storage of renewable energy.


RAISING EMPLOYEE AND MANAGER AWARENESS OF 
HOW TO DEAL WITH ENERGY


Teaching trainees how to deal with energy efficiently is 
an integral part of vocational training at the BMW Group. 
In addition, we offer courses on value-creating production 
systems, a systematic approach to improving efficiency 
in technical and administrative processes that addresses 
the entire workforce. Using a training demonstrator, 
employees can actively learn how to use energy efficiently. 


In summer 2014, we also published an interactive online 
training module for all employees in Germany and Austria 
on the subject of energy efficiency in the BMW Group. 
We now have an English version for our international 
locations.


FURTHER REDUCING ENERGY CONSUMPTION PER VEHICLE


Our efforts to continually improve energy efficiency  
pay off. For example, in 2014 we were able to further 
reduce our energy consumption per vehicle to 2.25 MWh  
(–4.7% compared to the previous year  see Figure 25).  
This represents an improvement of 34.2% over the base 


F.24 Share of renewable power in total power purchased  
by the BMW Group


in %


60       


50       


40       


30       


20       


10       


      


   11   12   13   14  


 


 28 36 48 51  


F.25 Energy consumption per vehicle produced


in MWh/vehicle
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 2.72¹ 2.43¹ 2.41¹ 2.36¹ 2.25¹  


1  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator = energy 
consumption minus CHP losses divided by the total number of vehicles produced, not including the vehicles 
from the Magna Steyr contract production plant.
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–  Minimising CO₂ emissions at company locations 
We are pursuing our vision of CO₂-free energy supply 
at our own locations. This includes emissions that are 
generated directly from burning fossil fuels (Scope 1) 
and indirectly through the company’s electricity and 
heat consumption (Scope 2). Our production locations 
generate approximately 90% of these emissions. This is 
why the strategic area of action we focus on is to reduce 
CO₂ emissions on the production line.


–  Reducing CO₂ emissions upstream and downstream 
from the value chain 
In this area we continually reduce emissions caused by 
the use and disposal of our products, in our supply 
chain, in transport logistics and by employees commut-
ing to and from work (Scope 3). 70% of these Scope 3 
emissions are generated during the utilisation phase 
(not including upstream fuel). With our Efficient 
Dynamics strategy  see Chapter 3.2  we are continually 
reducing the average fleet emissions of CO₂ per kilo-
metre worldwide – in 2014 by 4.4% to 152 g of CO₂/km 
(2013: 159 g of CO₂/km). The average CO₂ emissions of 
the three main regions were 130 g of CO₂/km (EU-28), 
168 g of CO₂/km (USA) and 176 g of CO₂/km (China). 
 
Another 20% of the Scope 3 emissions were generated 
in the upstream supply chain. We constantly work with 
our suppliers to look for further possibilities to use 
resources more efficiently  see Chapter 5.3. With Design 
for Recycling, we ensure that as many of the compo-
nents as possible flow back into the materials cycle 
once the vehicle has reached the end of its life cycle. 
This leads to lower CO₂ emissions in the value chain 
 see Chapter 3.4. And finally, we increase the CO₂ effi-


ciency of our transport logistics on an ongoing basis.


CO₂ emissions 


The consequences of climate change are highly relevant 
for the BMW Group. Global climate change affects the 
behavioural patterns of our customers. At the same time, 
in order to counteract climate change, many governments 
are creating new framework conditions through fleet 
emissions targets, new fuel taxes, efficiency labels and 
other measures such as emissions trading systems. And 
climate change can lead to extreme weather conditions, 
resulting in bottlenecks in the supply chain and on the 
production line. 


Reducing CO₂ emissions along the entire value chain 
makes sense for the BMW Group, both from an environ-
mental and from a business perspective (due to lower 
energy consumption, avoidance of CO₂ charges as well 
as attractive offers that fulfil the requirements of many  
of our fleet customers’ green car policies). With this in 
mind, we are taking action along our entire value chain:


3


STRATEGIC DIRECTION


The BMW Group aims to be the leader in using renewable 
 energy for production and value creation. Our vision is to 
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REDUCING CO² EMISSIONS AT OUR PRODUCTION PLANTS


For many years now, the BMW Group has been working 
to use resources more efficiently and reduce CO₂ emis-
sions at its production facilities. And we will continue 
along this road.


In order to realise our vision of CO₂-free energy supply, 
we follow a road map that includes medium to long-term 
targets as well as specific action that has to be taken in 
the short term  see Chapter 4.2. At the same time, invest-


ment in medium and long-term measures has to make 
economic sense. For this reason, we monitor and analyse 
regulatory requirements worldwide as well as future 
trends in the energy sector, and we take this into consid-
eration when making decisions.


Some of the main points on our road map are the con-
tinuous improvement of energy efficiency, use and 
expansion of energy and CO₂-efficient combined heat 
and power systems, focused expansion of renewable 


F.26 BMW Group CO² footprint


in t CO²
  10  11  12  13  14  


 


Total emissions¹  1,961,348  2,715,364  61,603,503  64,019,874  66,913,264  


Scope 1: Direct greenhouse gas emissions


Total emissions  409,911  450,828  484,612  492,798  494,931  


 Emissions of company-owned production sites  340,131  370,241  395,012  399,473²  403,810²  


 Company vehicles  65,974  76,120  84,633  88,695  85,695  


 Company-owned planes  3,806  4,468  4,966  4,630  5,426  


Scope 2: Indirect greenhouse gas emissions


Total emissions  933,097  858,785  862,214  922,843²  966,067²  


 Electricity/heat purchased by company-
owned production sites  933,097  858,785  862,214  922,843²  966,067²  


Scope 3: Indirect greenhouse gas emissions


Total emissions  618,340  1,405,751  60,256,678  62,604,233  65,452,266  


 Logistics³  466,027  1,195,887  1,247,100  1,383,774  1,518,304  


 Business trips³  48,450  108,492  111,971  113,388  137,601  


 Employees’ commuter traffic4  103,863  101,372 113,505  122,584  121,428  


 Upstream chain5  –  –  12,592,090  13,274,865  14,331,118  


 Utilisation phase6  –  –  45,251,958  46,696,786  48,239,470  


 Disposal5  –  –  940,054  1,012,836  1,104,345  


1  Addition of emissions from employee’s commuter traffic as well as from 2012 onwards emissions from supply chain, utilisation phase and disposal.
2  Currently applicable VDA emissions factors applied.
3 Emissions figures from 2011 onwards are not directly comparable to previous years due to refinement of the calculation method.
4  Extrapolation from the table “Means of transport used by BMW employees and indirect CO² emissions from employees’ commuter traffic”.
5  Emissions from supply chain and disposal processes are calculated based on the carbon footprints of representative vehicles from the product lines.
6  The fleet emissions are extrapolated from the average fleet emissions of the main sales markets of the BMW Group. The calculation was based on an average mileage of 150,000 km.
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CHOOSING LOW EMISSIONS OPTIONS IN LOGISTICS


The global transport volume required to supply our 
 production plants with materials, to deliver our vehicles 
and to supply spare parts to the markets has grown 
 considerably in the past few years. This is primarily due 
to an increase in global production and sales volume, 
combined with regional shifts in these volumes. Above- 
average growth in North America and Asia means that 
long transport distances must be covered.


The increase in transport volume in recent years has also 
led to more CO₂ emissions caused by transport logistics. 
To keep these emissions as low as possible, we are opti-
mising our logistics based on the following principles:


–  Production follows the market. 


–  We are continually increasing the percentage of 
low-carbon modes of transport. 


–  We enable sustainable mobility for our employees. 


An overview of our transport capacity
In 2014, the BMW Group had a total transport volume 
of approximately 37.2 billion tonne-kilometres, emitting 
around 1.52 million tonnes of CO₂ in the process.


Compared to 2013, transport volume increased by 10.2%. 
This is due on the one hand to an increase of approximately 
7.9% in the number of BMW and MINI vehicles produced 
and shipped. On the other hand, system limits for the 
collection of data to encompass additional transport vol-
ume were extended. Total CO₂ emissions rose by 9.7% 
compared to the previous year; excluding new volumes 
the increase was 5.6%. Shifts in the ratios of modes of 
transport used can likewise be attributed mainly to the 
extension of the system limits for data acquisition 
 see Figure 28.


energy supply capacity and the purchase of certificates 
of origin for parts of our energy supply.


In 2014, total emissions in our production network 
amounted to 1,369,877 tonnes of CO₂ (2013: 1,322,316 
tonnes). This is only a slight increase of 3.6%, in spite of 
a significant increase of 7.6% in production volume. The 
ongoing reduction in CO₂ emissions per vehicle  produced 
demonstrates that we have already made considerable 
progress along this road. Emissions per vehicle produced 
decreased by 2.9% to 0.66 tonnes of CO₂ (2013: 0.68 
tonnes of CO₂ per vehicle produced). We were also able 
to increase the share of green energy to 48% of energy 
purchased in 2013 and to 51% in 2014.


F.27 CO² emissions per vehicle produced


in t/vehicle
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 0.89¹ 0.75¹ 0.72¹ 0.68¹ 0.66¹  


1  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator =  
CO² emissions minus combined heat and power (CHP) losses divided by the total number of vehicles 
 produced, not including the vehicles from the Magna Steyr and Nedcar contract production plants.


Improved energy efficiency, the use of highly efficient and environmentally 
sustainable combined heat and power systems (CHP) as well as renewable 
energy led to a reduction in CO₂ emissions per vehicle produced in the 
 reporting period of 2.9% to 0.66 tonnes (2013: 0.68).
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F.28 Logistics: Carriers and CO² emissions¹


  10  11  12  13  14  


 


Inbound (material provision of the plants and spare parts delivery)


Transport capacity in million tkm  3,810  9,072  10,703  11,560  12,682  


CO² emissions in t  320,526  518,157  547,049  580,616  630,215  


Outbound (distribution vehicles and spare parts)


Transport capacity in million tkm  15,088  18,854  20,195  22,226  24,537  


CO² emissions in t  145,501  677,730  700,051  803,158  888,089  


Total (inbound and outbound)


Transport capacity in million tkm  18,898  27,926  30,898  33,786  37,219  


CO² emissions in t  466,027  1,195,887  1,247,100  1,383,774  1,518,304  


Percentage share of carriers in total (inbound and outbound) in terms of transport volume and CO² emissions


  tkm  g CO²  tkm  g CO²  tkm  g CO²  tkm  g CO²  tkm  g CO²  


 


Sea  79.9  14.1  78.9  51.3  79.2  53.1  78.9  51.6  77.8  50.1  


Road  13.3  61.2  11.9  24.2  10.7  20.2  12.4  23.1  13.5  24.3  


Rail  6.3  7.3  8.2  5.5  8.9  4.6  7.5  3.8  7.3  2.7  


Air  0.5  17.4  1.0  19.0  1.2  22.1  1.2  21.5  1.4  22.9  


1  Figures refer to BMW and MINI, excluding Rolls-Royce automobiles. CO² emissions calculated in accordance with DIN EN 16258. Since the 2011 financial year, the scope has expanded significantly and currently comprises: inbound volumes 
 (material supplies to plants and spare parts delivery) for BMW and MINI vehicles in Germany, the UK, the USA, South Africa, China, Thailand, India and CKD/SKD locations as well as for delivery of spare parts to the parts supply centre ZTA in 
 Dingolfing (Germany). Outbound volumes (distribution of vehicles and spare parts) are included up to arrival at the distribution centres in the markets worldwide as well as for some markets up to arrival at the dealerships.


Expanding the use of low-carbon modes of transport
We are continually increasing the share of low-carbon 
modes of transport. We give rail transport preference 
over road transport wherever possible.


For example, we have for years been using a daily train 
from the greater urban areas of Hanover, Wuppertal and 
Frankfurt to supply each of our Bavarian plants. This 
strategy enables us to avoid some 30,000 truck trips per 
year, saving more than 13,000 tonnes of carbon emissions 
in the process. We also make a significant contribution 
to relieving the congestion on traffic routes. Since 2014, 


all three of these railway connections have been running 
entirely on electricity from renewable sources.


Applying a rail strategy in order to secure capacities
We developed a rail strategy to secure sufficient rail 
capacity for our vehicle distribution. By applying this 
strategy we were able to secure for the long term approx-
imately 75% of the relevant covered-wagon rail freight 
capacity available in Central Europe. For this purpose, two 
of our transportation service providers are investing in 
 additional covered railcars. By 2015, we will have at our 
disposal over 300 new, state-of-the-art covered wagons –  
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all new wagons will be equipped with “whisper brakes” 
that significantly reduce noise emissions from the trains.


We increased the average volume of rail transport of 
BMW Group vehicles from the plants to 63.3% in 2014. 
This was up from 60.7% the previous year  see Figure 29.


In cases where rail transport is not possible, we require 
that our carriers use environmentally friendly vehicles 
(at a minimum, compliance with the Euro 5 standard and 
for newly acquired vehicles compliance with the latest 
statutory Euro standard is required).


Promoting sustainable mobility for our employees
Staff commuting is a major item on the BMW Group’s 
logistics balance sheet. Here, too, we try to keep our 
impact on the environment as low as possible. Among 
the measures that are in place are our plant buses which 
reduce the number of individual drives to work.


In Germany, 42% of all employees travelled to work by 
plant bus or public transport in 2014, and another 7% by 
bicycle or on foot. The carbon footprint for employees 
at our German locations was 4.5 kg of CO₂ per employee 
and day in 2014 (2013: 4.6 kg).


FORECAST


At our production plants, we will continue in the coming year to 
work on our vision of a CO²-free energy supply for our locations. 
One example of how we are reducing CO² emissions in 2015 is 
the commissioning of a biogas-fired combined heat and power 
system to supply energy to our plant in South Africa. We will 
also further reduce CO² emissions upstream and downstream 
from the value chain. With our Efficient Dynamics Strategy 
 see Chapter 3.2 we are continually reducing the average 


fleet emissions of CO² per kilometre worldwide. In the area of 
logistics, we will further increase the share of low-carbon 
modes of transport. We also work with our suppliers to look for 
further possibilities to use resources such as energy more 
 efficiently  see Chapter 5.3.


F.29 Share of vehicles shipped by rail from BMW Group plants¹
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 49.5 53.1 56.9 60.7 63.3  


1  Excluding Rolls-Royce automobiles.
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1.  Prevention: Where possible, we avoid creating waste 
in the first place. This is the best solution, both in 
 economic and environmental terms.


2.  Reuse: We reuse any viable waste material immediately. 
Otherwise we prepare it for reuse in its original area 
of application.


3.  Recycle: If reuse is not an option, we recycle the ma-
terial in such a way that we can reintroduce it to the 
 cycle. It can then replace primary raw materials.


4.  Recovery: We incinerate most non-recyclable waste 
materials. We also use other recovery options such as 
filling caverns in salt mines.


5.  Disposal: Only the small volume of non-recyclable 
waste that is then left over is earmarked as waste for 
disposal.


Waste management 


With raw materials becoming increasingly scarce world-
wide, the BMW Group engages in recycling manage-
ment throughout material life cycles. Part of this entails 
 continuously optimising our processes and reducing 
waste volume. Because what we think of as waste is often 
a valuable resource, which we try to use intelligently. 


AVOIDING AND RECYCLING WASTE


When we recycle materials or residual materials, we 
 comply with the five-step hierarchical model set down 
by the European Union.


4


STRATEGIC DIRECTION


By 2020, the BMW Group aims to reduce waste per vehicle 
produced by 45% compared to 2006.


We want to reduce all waste for disposal to a minimum, to the 
extent that this is technically and legally possible. We will 
achieve this by improving our waste separation processes and 
working hard to find further recycling and reuse options for 
the individual waste types.


GLOBAL CHALLENGE — waste avoidance at the BMW Group plant  
in Spartanburg (USA)
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Non-recyclable production waste was further reduced in 
2014, to 4.93 kg per vehicle produced (–14% compared 
to 2013).


RECYCLING OF NEW MATERIALS


Our innovations in the area of electromobility and light-
weight construction go hand in hand with new recycling 
processes for materials from vehicle production or 
recycling.


For waste from carbon-fibre-reinforced plastics (CFRP), 
we use new recycling processes such as the manufacture 
of granulate as a filler material for thermoplastic applica-
tions (e.g. plastic components in vehicles).


In order to comply with this target hierarchy we focus 
on the following areas of action:


–  Complete utilisation cycles at our plants 
We try to either immediately reuse any viable residual 
materials on the same machine (closed loop) or to 
first prepare them and then reuse them (post-industry 
loop). For example, we send sheet metal scraps from 
our press line back to the same steelworks the coils for 
vehicle production came from. Old plastic containers 
go through a recycling process that produces new 
containers.


–  Actively managing waste 
We manage and gather data on all waste and materials 
at BMW Group production plants worldwide. To do 
this, we use our central waste information system 
“Abfallinformationssystem” (ABIS), which is installed 
at all BMW Group production plants.


APPLYING BEST PRACTICES TO AVOID WASTE


Materials use and waste management are two areas in 
which we apply best-practice solutions that we have 
 gradually rolled out across our production network. 
These are some examples of our activities in 2014:


–  We changed the processing method for washing water 
on the vehicle production line for brake discs at our 
Berlin plant. This led to a reduction in waste for disposal 
of approximately 14% compared to the previous year.


–  Waste for disposal in our plant Landshut has been 
reduced by more than 100 tonnes in 2014 compared  
to 2013. Main activities for this improvement has been 
an adjustment of the waste water treatment plant  in 
the paint shop of the bumpers as well as the recycling 
of the demolition rubble of the lining of the smelting 
 furnaces as raw material for road construction.


F.30 Waste for disposal per vehicle produced


in kg/vehicle
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 10.49¹ 8.49¹ 6.47¹ 5.73¹ 4.93¹  


1  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator =  
waste for disposal divided by the total number of vehicles produced, not including the vehicles from the  
Magna Steyr contract production plant.
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We already achieved our aim of reducing waste volume by 
45% by 2020 compared to the base year 2006. In spite of this, 
we will continue to minimise the share of waste for disposal in 
2015, and will integrate as many residual materials as possible 
into a complete life cycle management system. 


Due to local legislation in Shenyang (China), the BMW Group 
operates a wastewater treatment system for all wastewater 
generated by its Tiexi plant. In the past, the filter cake from 
this wastewater treatment system has been disposed of in a 
landfill. In future, we will try to find other recycling possibil-
ities in the Chinese province of Liaoning, where the plant is 
located.


MANAGING WASTE VOLUMES 


The BMW Group’s own waste information system (ABIS) 
is used to decide which disposal procedure is most suit-
able for each type of residual material. The method speci-
fied is then implemented at all plants, provided that there 
is a suitable disposal provider in the respective country. 
ABIS was introduced at our new plant in Araquari 
 (Brazil) in 2014. 


ABIS is also used to document the individual waste flows 
and categorises waste as hazardous or safe in accordance 
with country-specific regulations. There were no inci-
dences of the import or export of treated or untreated 
hazardous waste in the reporting period.


F.31 Waste


in t


  10  11  12  13  14  


 


Total waste  564,117  594,791  664,752  680,299  727,079  


 Hazardous waste for recovery  14,987  18,413  19,979  21,884  28,503  


 Hazardous waste for disposal  9,772  8,720  8,127  7,668  7,439  


 Non-hazardous waste for recovery  534,188  562,482  633,394  647,725  688,237  


 Non-hazardous waste for disposal  5,171  5,176  3,252  3,022  2,900  


Materials for recycling  549,175  580,895  653,373  669,609  716,740  


 Metals for recycling (scrap)  428,175  449,900  494,894  500,589  525,812  


Waste for disposal  14,943  13,896  11,379  10,690  10,339  
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sary for reasons of hygiene. We aim to gradually increase 
use of process water (industrial water) and hence reduce 
our consumption of drinking water. We want our waste-
water to contain only as many substances as can be 
 broken down naturally.


86% of the water used by the BMW Group comes from 
the public drinking water system. 14% is groundwater. 
We are planning in general to reduce use of drinking 
water at our production plants. There was no consump-
tion of water from sensitive sources (i.e. water from 
 conservation areas) during the reporting period.


Due to legal requirements the limits are regularly con-
trolled. BMW Group water guidelines provide worldwide 
standards on how to handle substances that could be 
hazardous to the water supply. These standards usually 
exceed the local requirements.


Water 


Water is becoming an ever scarcer resource: over one-
third of the global population live in countries with 
 inadequate water supply. At the same time, access to 
clean drinking water is a basic human need. As a result, 
careful use of this resource is becoming more and more 
important. We are working hard to reduce our water con-
sumption and are developing wastewater-free processes 
for our production lines. 


Currently, there is no risk to water supply at the 
BMW Group’s production plants, even though we are 
active in countries with high water risk, such as South 
Africa, the USA and China. However, in these countries 
in particular, we are continuing to reduce our water 
 consumption in order to help preserve a resource that is 
very scarce in these regions. In the USA, for example, we 
reduced water consumption by 60% between 2006 and 
2014. We try to use drinking water only when it is neces-


5


STRATEGIC DIRECTION


By 2020, the BMW Group will have reduced water consump-
tion and process wastewater by 45% per vehicle produced 
compared to 2006. Our vision is to achieve wastewater-free 
production processes.


REDUCING USE OF DRINKING WATER AT PRODUCTION PLANTS —  
BMW Brilliance Automotive plant in Tiexi (China)
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One specific example is the recycling system we retro-
fitted to improve wastewater processing from the paint 
shop at our plant in Dingolfing (Germany). Up to 
18,000 m³ of fresh water per year is now saved at the 
plant.


Water consumption per vehicle was 2.18 m³ in 2014. 
This represents a reduction of 33.1% compared to the 
base year 2006  see Figure 32.


Finding individual solutions to conflicts in meeting targets
In the reporting period, although we faced a number of 
challenges such as large construction projects and 
unscheduled maintenance work with washing and clean-
ing losses, we were able to maintain the previous year’s 
level of consumption. However, we did run into some 
conflicts when it came to meeting our targets, so individ-
ual solutions had to be found. For example, although 
changing the paint process from wet to dry (dry separ-
ation) does reduce water consumption, it also creates 
stone powder, which must be disposed of. Our Leipzig 
plant developed a solution to this conflict by making 
the stone powder available for use by a cement plant.


REDUCING WATER CONSUMPTION


We use the environmental management system ISO 14001 
to manage our water consumption. The three largest water 
consumers at the BMW Group are the sanitary facilities 
for our workforce (45%), evaporation mainly at cooling 
towers (around 33%) and the production processes, in 
particular at the paint shops (21%). We are continuously 
improving our resource efficiency in all three areas by:


–  Replacing sanitary fittings with water-efficient versions.


–  Gradually replacing open cooling towers with closed 
ones and using groundwater for cooling. This allows 
used water to be reintroduced into the system.


–  Completing water cycles at the paint shops and intro-
ducing waterless processes (for example dry separation 
at the paint plants).


F.32 Water consumption per vehicle produced¹


in m³/vehicle


2.5        


2.4        


2.3        


2.2        


2.1        


       


   10   11   12   13   14  


 


 2.40² 2.25² 2.22² 2.18² 2.18²  


1  These figures refer to the production sites of the BMW Group. 
2  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator = 


 water  consumption divided by the total number of vehicles produced, not including the vehicles from the 
 Magna Steyr contract production plant.


SAVING RESOURCES THROUGH STATE-OF-THE-ART TECHNOLOGY —  
Paint shop at BMW Brilliance Automotive plant in Tiexi (China)
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FORECAST


We plan to further reduce our water consumption in the coming 
years. To achieve this, we will continue to close the water 
cycles in the paint shops and in engine production as well as 
replace old sanitary facilities and open cooling towers when 
they have reached the end of their life cycles. 


In specific terms, we are planning a project to save drinking 
water at the paint shop of our plant in Spartanburg (USA). 
Technical processing in a recycling system will in future feed 
the process wastewater back into the cooling towers.


REUSING PROCESS WASTEWATER


Recycling systems process this kind of wastewater so that 
it can be reused in the same or other process steps:


Two specific examples:


–  At the Dingolfing plant in Germany, an old ion 
exchanger was replaced by a more efficient one. The 
number of regenerations that consume water and 
chemicals was significantly reduced as a result. In addi-
tion, the wastewater produced during regeneration is 
reused in another process.


–  At the Regensburg plant in Germany, the new proce-
dure to reduce wastewater in cathodic dip painting 
had a full year effect for the first time. Using membrane 
technology, the anolyte wastewater is purified and 
returned to the production cycle.


In 2014, the water consumption per vehicle produced 
was 0.47 m³  see Figure 33. This was the same volume as 
in the previous year and represents a drop of 43% com-
pared to 2006. We have therefore already almost reached 
our goal of reducing consumption by 45% by 2020.


F.33 Process wastewater per vehicle produced¹


in m³/vehicle
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 0.60² 0.57² 0.51² 0.47² 0.47²  


1  The indicators refer to production wastewater.
2  This row of numbers is not directly comparable with those published in 2012. Efficiency indicator =  


process wastewater divided by the total number of vehicles produced, not including the vehicles from the 
 Magna Steyr contract production plant.
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5 — SUPPLIER MANAGEMENT


PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


EXPANSION OF LOCAL SOURCING


In 2014, we moved our value creation even further 
along the supply chain towards the respective sales 
markets. This enables us to reduce both transport 
volumes and CO² emissions.


REGIONAL DISTRIBUTION OF  
PURCHASING VOLUME


2014


SUSTAINABILITY ALONG THE ENTIRE  
VALUE CHAIN


We will work even more closely with our suppliers in 
order to achieve greater transparency in the supply 
chain for critical components and raw materials.


FURTHER DEVELOPMENT OF RISK MANAGEMENT


In 2014 we improved our management  system in 
order to ensure that suppliers who are nominated 
to receive contracts from the BMW Group comply 
with our sustainability expectations. We also intro-
duced new modular online supplier assessments.


IMPROVE RISK IDENTIFICATION


We want to be even more proactive in our risk 
management activities. In addition, the OEM 
questionnaire (an industry-wide sustainability 
questionnaire) will enable us to establish sustain-
ability requirements even more firmly in the 
request for proposal process.


IMPROVEMENT IN RESOURCE EFFICIENCY


Since 2014, we have been participating in the 
Supply Chain Programme of the Carbon  Disclosure 
Project. Savings of over 21 million tonnes of CO² 
equivalents have been reported to us from the 
 supplier network for 2014.


PURCHASING VOLUME IN THE CDP SUPPLY CHAIN


2014


45
EXPAND SUPPLIER PROGRAMME


We will further expand our resource efficiency  
programme. To do this, we will derive specific 
measures from the knowledge already gained  
from our participation in the CDP Supply Chain 
Programme.


in %, basis: production material


 


a) Germany 47.2  


b) Eastern Europe 17.2  


c) Rest of Western Europe 15.9  


d) NAFTA 14.5  


e) Asia/Australia 3.7  


f) Africa 1.5  
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Our procurement volume is distributed worldwide as 
follows:


In order to ensure sustainability and continuous 
 improvement throughout the entire supplier network, 
we concentrate mainly on two areas:


–  Managing and minimising risk  see Chapter 5.2 
Comprehensive risk management enables us to ensure 
that all BMW AG suppliers, both of direct and indirect 
goods and services, comply with sustainability stand-
ards. In addition, we analyse specific, particularly 
 relevant or critical raw and other materials along the 
supply chain.


  We have developed our own method of carrying out 
this comprehensive risk analysis of relevant supply 
chains: we model the supply chains, gather the data of 
the relevant suppliers and evaluate the sustainability of 
the suppliers right back to the raw material extraction 
stage. If we identify any issues, we define the appropri-
ate countermeasures in collaboration with the supplier 
concerned. The results of the supply chain analyses are 


Our management 
approach


Our global supply chain network makes a major contri-
bution to value creation and innovative strength, and 
hence to the success of the BMW Group. Our suppliers 
therefore play a significant role in helping us to achieve 
our sustainability goals and in the contribution the 
BMW Group makes towards the sustainable development 
of society as a whole. 


Our collaboration with our suppliers is based on common 
visions and convictions. This entails a mutual under-
standing of product and production quality, innovative 
strength, security of supply and competitive prices as 
well as the continuous integration of our sustainability 
goals into all production and business processes. In times 
of complex global supply chains, involving a large number 
of suppliers and sub-suppliers, these goals present a 
 considerable challenge but also a great opportunity.


As part of our global growth, the BMW Group is shifting its 
value creation along the supply chain even more strongly 
towards respective sales markets. Besides reducing currency 
risks, local sourcing offers numerous additional benefits. 
It both helps us support communities and regions and also 
improves our logistics, resulting in lower CO₂ emissions. 
For example, we locally source approximately 60% of the 
goods and services needed to manufacture vehicles at our 
largest production plant in Germany. At other production 
plants as well, we make sure that we create value locally.


1


F.34 Regional mix of BMW Group purchase volumes in 2014


in %, basis: production material


 


a) Germany 47.2 d) NAFTA 14.5


b) Eastern Europe 17.2 e) Asia/Australia 3.7


c) Rest of Western Europe 15.9 f) Africa 1.5
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labour and social standards. The BMW Group Sustain-
ability Standard is an integral part of the request for 
 proposal documentation for new suppliers and is thus a 
key tool in the integration of sustainability aspects into 
the procurement process. 


Each potential new supplier must take into consideration 
the BMW Group sustainability requirements when sub-
mitting a proposal. When the decision for a particular 
supplier is being made, a standard template provides the 
committees responsible with all relevant information. 
Sustainability is one of the decision-making criteria, 
alongside product and production quality, security of 
supply, innovative strength and competitive pricing.


ENGAGING WITH STAKEHOLDERS


Engaging with our stakeholders is an additional 
 important tool in our continuous efforts to improve our 
measures and activities and to identify and discuss 
 external trends. 


It has become evident from our dialogue that stakeholders 
expect companies like the BMW Group to assume more 
responsibility along the supply chain. Key recommenda-
tions that resulted from a Stakeholder Dialogue 2013 
included applying solutions from other industries to the 
automotive industry, and systematically focusing and 
 prioritising the company’s own activities (for example 
with respect to certain raw materials or supply chains). 
In addition, the stakeholders advised industry-wide and 
cross-industry cooperation to develop joint approaches.


integrated into future product development; we also 
use them internally to fine-tune our sustainability, 
 procurement and material strategies.


–  Exploiting opportunities and leveraging potential 
 see Chapter 5.3: Together with our suppliers, we are 


working towards ever-increasing efficiency in the way 
we use resources. We also focus on fostering innovation 
in the area of sustainable technologies and processes 
and provide training in sustainable operations both to 
our own employees as well as those of our suppliers.


  For example, the BMW Group has set itself the goal  
of significantly increasing transparency and resource 
efficiency in the supply chain by 2020. We measure  
our progress along concrete parameters such as our 
suppliers’ CO₂ emissions, water and energy consump-
tion. In order to ensure transparency of resource 
 consumption in the supplier network, BMW AG was 
the first German carmaker to join the CDP Supply 
Chain Programme.


INTEGRATION WITHIN THE ORGANISATION AND  
INTERNAL COOPERATION


Within the company, three specialist divisions work 
closely together: Sustainability in the Purchasing and 
Supplier Network, Sustainability and Environmental 
 Protection, and Raw Materials Management. They 
assume joint responsibility for ensuring sustainability 
in our supply chains.


DEFINING PRINCIPLES AND STANDARDS FOR SUPPLIERS


For the BMW Group, it is essential that our business 
partners meet the same environmental and social stand-
ards we set for ourselves. The BMW Group Supplier 
 Sustainability Standards are the foundation on which 
this process is based. The standards establish basic prin-
ciples that are to be adhered to by all BMW Group sup-
pliers. This includes compliance with all internationally 
recognised human rights as well as environmental, 
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ability in supply chains and to establish standard mini-
mum requirements for suppliers. One result this group 
has produced is the first industry-wide Self-Assessment 
Questionnaire on CSR/Sustainability for Automotive 
 Sector Suppliers, which was published in April 2014. 
In autumn 2014, the BMW Group started applying this 
questionnaire.


Furthermore, as a member of econsense, the Forum 
for Sustainable Development of German Business, we 
 promote cross-industry auditing systems to evaluate 
 sustainability at supplier companies.


COLLABORATING IN INDUSTRY INITIATIVES AND NETWORKS


Engagement in initiatives, networks and associations 
and the resulting dialogue beyond the boundaries of our 
company are essential for us to continuously improve 
our sustainability strategy  see Figure 35.


At the European level, for example, we have been col-
laborating since 2012 with ten other carmakers in the 
 European Automotive Working Group on Supply Chain 
Sustainability, which is coordinated by CSR Europe. 
Within this workgroup, we jointly develop measures to 
minimise risk and work on projects to increase sustain-


F.35 Industry-wide initiatives and networks with BMW Group participation


Collaborative Product/ Across products,
initiative with BMW Across Industry- Inter- Country- material- materials and
engagement industries wide national specific specific services Objectives


Implement sustainability standards along  
the value chain


Harmonisation of the methodology for social 
 assessment of products 


Develop a global standard for aluminium 
 sustainability


Work together on common projects in order 
to improve sustainability in supply chains 


Adopt LCA (Life Cycle Assessment) data 
 collection format


Exchange best practice cases and experiences, 
identify sustainability trends, participate in 
specific working groups and initiatives


Exchange best practice cases and experiences, 
identify sustainability trends, participate in 
specific working groups and initiatives


CDP recommendations and results are used in 
Supplier Performance Review (SPR) meetings 
to set location-specific environmental targets 
for top 100 suppliers
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responsibly produced aluminium along the entire value 
chain – from responsible corporate governance to 
 compliance with environmental and social standards. 
The standard was developed in a multi-stakeholder pro-
cess involving companies and NGOs. The ASI Perfor-
mance Standard was finalised on schedule at the end of 
2014 and represents a key milestone in the initiative’s ef-
forts to establish ASI-certified products. It is one of the 
first comprehensive sustainability standards for the entire 
value chain of metal as a raw material.


FORECAST


Ensuring sustainability along the entire supply chain requires 
joint effort and long-term action. The BMW Group will therefore 
continue to expand its collaboration with other carmakers to 
promote sustainability in supply chains. We will also work even 
more closely with our suppliers in order to achieve greater 
transparency in the supply chain for critical components and 
raw materials. In addition to aluminium, we will be focusing 
on conflict minerals as well as selected renewable materials 
in 2015.


SUSTAINABLE EXTRACTION AND PROCUREMENT  
OF RAW MATERIALS


Raw materials are the basis for every industrial produc-
tion process. However, with today’s multi-layered and 
dynamic global supply chains, actually tracing the route 
of a raw material from the mine to the end product is an 
extremely complex undertaking. This is mainly due to 
the intermediate trade and processing stages and com-
modities trading on the stock exchange. It is therefore 
quite a challenge to implement sustainability standards 
as early as the raw materials extraction stage.


In view of this, the BMW Group focuses on selected 
 relevant or critical raw materials and supply chains. 
We analyse and evaluate the supply chains as well as 
the action required and then derive measures that we 
 implement in conjunction with our suppliers. 


For this purpose, we also participate in cross-industry 
 initiatives for sustainable use of raw materials. For ex-
ample, we joined the Aluminium Stewardship Initiative 
(ASI) in December 2012. Aluminium plays a major role in 
lightweight construction, because it weighs  significantly 
less than steel. The ASI aims to establish a standard for 


EFFICIENT USE OF RAW MATERIALS — Carbon, lightweight construction material
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Minimising risk 


As a global enterprise, the BMW Group faces the chal-
lenge of using sustainability management to find the 
right solutions under very diverse local conditions. 
Increasing internationalisation of procurement in regions 
such as Eastern Europe, Asia and Latin America has led to 
new and bigger sustainability risks. We therefore continu-
ously improve our sustainability risk management system 
in order to become familiar with the respective country, 
industry and product risks and to ensure compliance with 
our sustainability standards. 


All agreements made by BMW AG with its suppliers 
 contain clauses based on the principles of the UN Global 
Compact and the International Labour Organization 
(ILO). These principles also specify that a contractual 
commitment must be made to comply with human rights, 
labour and social standards as well as to implement 
 environmental management systems. When they sign the 


2


contract, our suppliers also commit to ensuring that their 
suppliers in turn comply with these agreements.


The main instrument we use to ensure implementation 
of our sustainability standards is our sustainability risk 
management process. It is made up of the following 
three steps  see Figure 36:


–  Identify risks: Application of a BMW Group-specific 
sustainability risk filter.


–  Self-assessment questionnaire: Use of a self-assessment 
questionnaire developed for the automotive industry 
(since autumn 2014; previously the BMW Group 
applied its own self-assessment questionnaire).


–  Conduct audits: Sustainability audits by external 
auditors.


As part of the continuous improvement of our risk 
 management process, we introduced two new aspects in 
2014. One was the “nomination process”, an upstream 
step before the procurement process to ensure that nomi-
nated potential suppliers comply with our sustainability 
requirements. We also carried out modular online assess-
ments of suppliers in addition to our sustainability audits.


STRATEGIC DIRECTION


We are convinced that sustainability in the supply chain can 
only be achieved if we work hand in hand with our suppliers.  
We therefore aim to collaborate with our partners in order to 
make the entire supplier network sustainable.
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STEP 2: SELF-ASSESSMENT QUESTIONNAIRE


Ensuring sustainability standards via self-assessment 
questionnaires
The risk filter forms the basis for the next step, i.e. sup-
plier self-assessment via questionnaire. Since 2009, we 
have been asking suppliers to complete this question-
naire to provide a self-evaluation of their sustainability 
management and related activities. Until 2014, we used a 
self-assessment questionnaire developed by BMW, based 
on our sustainability standards. Since autumn 2014, we 
have been using an industry-wide questionnaire based 
on Guiding Principles that apply to all OEMs (original 
equipment manufacturer). This questionnaire ensures 
that minimum standards are complied with throughout 
the industry. We introduced modular online assessments 
in order to ensure compliance with BMW-specific and 
other additional requirements. 


When new suppliers offer us their services, they must 
make a clear commitment in their self-assessment to 
social standards such as compliance with human rights. 
Sustainable use of materials such as secondary aluminium 
is also verified at the request for proposal stage. The 
OEM questionnaire also asks for information on whether 


STEP 1: IDENTIFY RISKS


Using special filters to identify risks
In the first step of our risk management process, our 
 proprietary sustainability risk filter evaluates the envir-
onmental, social and governance risk potential of all 
existing and new suppliers. The filter takes into account 
both location-specific and product-specific risks. This 
includes, for instance, an assessment of social risks in 
 certain countries, such as child labour or forced labour. 
We also consider environmental risks such as damage to 
nature, emissions and process materials containing sub-
stances that can be hazardous to health. The respective 
production facility of the supplier, rather than its head 
office, is assessed in each case. If sub-suppliers are thought 
to be repeatedly in breach of sustainability standards, 
the supply chain is also evaluated using the sustainability 
risk filter. We continuously improve the system used for 
the risk filter. 


Using the media to identify potentially risky suppliers
We also use media screening to identify potentially critical 
suppliers. Through systematic observation and analysis 
of supplier-specific media coverage and social media posts, 
we can identify potential risks at an early stage.


F.36 Risk management process of the BMW Group
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1. IDENTIFY RISKS 2. RETRIEVE SELF-ASSESSMENT 3. CONDUCT AUDITS
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STEP 3: CONDUCT AUDITS


Sustainability standards verified by external auditors
Supplier production facilities that are at high risk of 
breaching sustainability requirements and facilities 
 suspected of such a breach are subject to independent 
audits. The first step is a detailed examination of sustain-
ability performance at the supplier’s production facility 
using a specially designed catalogue of criteria. Based on 
this, verifications and certifications are carried out by 
external auditors. If we conclude at some point that 
 further validation of the supplier is necessary, we then 
initiate a complete on-site sustainability audit. This audit 
includes, for example, plant inspections and interviews 
with management and employees, as well as a review of 
the management system.


Corrective action plan based on audit result
If the results of an audit show non-compliance or poten-
tial for improvement, we work with the supplier to 
develop a specific plan of action and provide assistance 
with implementing this plan. If the supplier is uncooper-
ative or in breach of a fundamental BMW Group sustain-
ability clause, termination of business relations may 
follow. Our goal, however, is to determine the majority of 
risks during the first two steps, to manage these risks 
and to help suppliers raise their sustainability standards. 
Audits represent the final stage of our risk management 
process and are carried out only in exceptional cases.


When we become aware of individual cases of non- 
compliance with our sustainability principles, our Supply 
Chain Response Team handles them, applying a defined 
three-step process:


1.  The management of the supplier company is asked 
to respond to the specific issue or case. 


2.  If the management responds and if the supplier is 
cooperative, we visit their company in order to ensure 
that the non-compliance will not be repeated.


the environmental management system in accordance 
with ISO 14001 is in place, integration of recycling 
aspects in product development as well as on recycling 
concepts. After the proposal has been submitted, these 
details are included as key decision-making indicators  
in the procurement process. In 2014, approximately 
3,000 suppliers submitted the information we requested. 


Correcting sustainability deficits
If a low sustainability level is identified on the supplier’s 
self-assessment questionnaire, we communicate the 
industry-wide standard recommendations to them. Addi-
tional BMW Group-specific measures are agreed between 
the supplier and our Sustainability in the Purchasing and 
Supplier Network division. For suppliers with known 
sustainability deficits, we supplement the supply contracts 
with corrective action plans and clauses. We can thus 
ensure that all sustainability requirements will be met by 
start of production or provision of services.


This approach reflects our conviction that sustainability 
in supply chains can only be achieved if we work hand  
in hand with our suppliers. Our goal is for compliance 
with these standards to be viewed as a matter of course. 
This applies not only to our suppliers, but also to their 
sub-suppliers. We only have indirect influence on sub- 
suppliers. However, we oblige our direct suppliers to 
ensure that our sustainability requirements are also met 
by their sub-suppliers. We also develop individual action 
plans for specific supply chains.


5.1    Our management approach


5.2    Minimising risk


5.3    Seizing opportunities







101


5. 2


SUSTAINABLE VALUE REPORT 2014


SUPPLIER  
MANAGEMENT


3.  If non-compliance is confirmed and the supplier is not 
cooperative or shows no improvement, termination of 
the current business relations with the supplier may 
result as a final step. 


The Supply Chain Response Team is made up of one 
respective representative from Operational and Strategic 
 Purchasing, Corporate Strategy (a sustainability expert), 
 Corporate Communications and the Works Council. The 
team had to take action in three cases in 2014. In one 
case, the accusation was a breach of environmental stan-
dards, another was a Health and Safety issue and the 
third related to a number of breaches of basic labour 
standards. In the Health and Safety case, a careful audit 
showed that no BMW location was affected. In the case 
of breach of basic labour standards, the supplier was 
asked to respond and the location was inspected. No 
 evidence that would lend merit to the accusations was 
found. In the environmental standards case, measures 
were developed to ensure that no limits would be 
exceeded in future. Some of these measures have already 
been implemented and audited. Others are still in the 
implementation phase.


FORECAST


Based on what we have learned, we want to be even more 
 proactive in our risk management activities. In addition, the 
OEM questionnaire will enable us to establish sustainability 
requirements even more firmly within the request for proposal 
process. And finally, BMW employees will additionally imple-
ment social audits in order to secure the social sustainability 
performance of our suppliers.
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2.  We train purchasers and suppliers. We enable them 
to identify potential for sustainable operations and we 
use case studies to convince them to take the initiative 
and implement it in practice.


3.  We foster innovation on all levels within the 
BMW Group and with our suppliers.


CREATING TRANSPARENCY, IMPROVING EFFICIENT  
USE OF RESOURCES


For many years now, the BMW Group has been working 
to use innovative technologies and processes to reduce 
resource consumption and to increase energy efficiency 
on the production line. Because much of the value-added 
is created by our suppliers, it is not enough for us to 
only set sustainability standards for our own production. 
The BMW Group’s Sustainability Standards are valid 
 worldwide and their integration is mandatory along the 
entire supply chain.


For this reason, we joined the Supply Chain Programme 
of the Carbon Disclosure Project (CDP) in 2014. CDP is 
a non-governmental organisation that aims to reduce 
energy and resource consumption and thus counteract 
climate change. By participating in this programme, sup-
pliers can record their resource consumption on a gener-
ally accepted platform and derive cost-saving potential as 
a result. Within the CDP Supply Chain Programme we 
annually monitor and analyse resource consumption and 
CO₂ emissions and identify improvement potential for 
suppliers, who we select according to turnover volume, 
emissions and consumption aspects. Based on this, we 
currently achieve coverage of over 45% of production- 
relevant procurement volume for BMW AG. The resulting 
transparency is further disseminated in terms of quality 
and quantity through the agreements made in supplier 
development interviews as well as the contracts granted 
each year.


Seizing  
opportunities


We can achieve a lot if we work together with our sup-
pliers. We promote innovative ideas, increase awareness 
of sustainability along supply chains and protect valuable 
resources by increasing efficiency. 


We cooperate with our suppliers to turn the challenges 
presented by sustainability into an opportunity and to 
leverage potential.


The action we take here focuses on three areas: 


1.  We improve efficient use of resources by creating 
transparency and agreeing on corresponding goals 
and action to be taken. 


3


STRATEGIC DIRECTION


The BMW Group sees collaboration with its suppliers as an 
 opportunity to integrate sustainability into the entire value 
chain. A long-term, close cooperation with our  partners allows 
us to tap into new potential for sustainable  operations in the 
supplier network.
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–  A basic training course for new purchasing employees, 
with a module on sustainability. 156 employees 
 participated in this training in 2014.


–  A basic training course designed specifically for new 
purchasers of non-production-related material such as 
services.


–  A dialogue event on sustainability in the supply chain 
for purchasers and commodity managers. In 2013, 
we aimed to provide sustainability training to at least 
80% of our more than 800 purchasers. To achieve this 
aim, we  carried out mandatory training courses in 2013 
and reported the number of participants as a target 
value on the balanced scorecard to the top manage-
ment level. In order to continue to ensure we have a 
high number of trained purchasers, training courses 
were offered again in 2014.


–  A two-day course to become a certified sustainability 
officer for the purchasing and supplier network. In 
cooperation with the University of Ulm, we offer this 
course to employees and suppliers. In 2014, a total of 
38 people participated in the certification training.


–  A Web-based sustainability training course at the 
BMW Group that includes case studies on sustainabil-
ity in the supplier network. This training is available to 
both employees of the BMW Group and its suppliers.


–  Presentations at external events as well as participation 
in round tables and panel discussions. These include, 
for example, conferences and meetings for medium- 
sized German businesses, as well as colloquiums on 
research studies.


These measures help us to assess suppliers’ efficiency 
and to work together to uncover ways of saving energy 
and resources and to develop over time. 81% of the 
BMW suppliers taking part in the CDP have integrated 
climate change into their corporate strategy, 77% took 
the initiative to reduce emissions in 2014 and 69% set 
themselves specific targets to achieve this. Savings of 
over 21 million tonnes of CO₂ equivalent were reported 
to us from our supplier network for the year 2014. These 
savings mainly resulted from an increase in energy effi-
ciency in production processes and from optimisation of 
transport processes. As a rule, investment by suppliers 
for these measures pays off within three years.


TRAINING FOR EMPLOYEES AND SUPPLIERS


We offer a wide range of training courses for purchasers, 
internal process partners and suppliers. This makes them 
more aware of the topic and they learn about cause and 
effect. We also clearly communicate our expectations to 
them. In this way, we enable participants to make deci-
sions that contribute towards greater sustainability in the 
supply chain. These are the training courses we offer:


COLLABORATING WITH SUPPLIERS WORLDWIDE — Suppliers in China
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At the awards ceremony in October 2014, the winner 
of the Supplier Innovation Award in the Sustainability 
category was ASK Chemicals GmbH. The company’s 
innovative anorganic core binder has enabled the 
BMW Group to set up an emissions-free foundry and 
further improve employee working conditions. At the 
same time productivity and component quality 
improved.


FORECAST


In 2015, we will expand our resource efficiency programme by 
taking concrete action based on the knowledge gained from our 
participation in the CDP Supply Chain Programme. In addition, 
we will continue to develop our sustainability training formats 
for suppliers and employees. In addition we continue to pro-
mote and reward innovations initiated by our suppliers.


PROMOTING INNOVATION 


We incentivise our suppliers to develop innovative 
 solutions to the challenges presented by sustainability. 


The Learning from Suppliers forum 
In 2012, the Learning from Suppliers forum was estab-
lished to give our suppliers the opportunity to showcase 
best-practice case studies on innovative and sustainable 
solutions for products, materials and production pro-
cesses. At this monthly series of events, suppliers can 
present sustainable product and process innovations at 
the BMW Group Research and Innovation Centre in 
Munich. The aim of the event is to encourage an exchange 
of information on the topics of innovation and sustain-
ability, while closely interlinking these two issues in 
strategy, product and process development from the very 
beginning.


Supplier Innovation Award 
The BMW Supplier Innovation Award was presented for 
the third time in 2014. It went to a total of eight supplier 
companies for outstanding innovation and development 
performance, among other things in the area of 
sustainability.


RECOGNISING INNOVATION — BMW Supplier Innovation Award 2014
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pay above average wages  
to its employees abroad?


BMW Group Multi-Stakeholder Dialogue, 
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PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


INCREASE IN HEADCOUNT


Our workforce grew again in 2014. This was 
mainly due to the expansion of our international 
production network as well as our increasing 
focus on innovation and future technologies. 
Additional engineers and experts were recruited 
for this purpose.


EMPLOYEES AT THE BMW GROUP


2014


116,324
2013


SECURE FUTURE COMPETENCY REQUIREMENTS


Strategic HR planning will ensure that next year 
again we can identify the competencies we need 
to pursue our corporate strategy and recruit 
personnel accordingly.


INVESTMENT IN EMPLOYEE TRAINING


Expenditure on training and further education 
increased in the reporting period (€335 million/ 
+16.3% year on year). Key areas of further training 
were electromobility and modern production 
technologies.


EXPENDITURE ON TRAINING AND  
FURTHER EDUCATION


2014


€  335
million


2013


PROMOTE COMPREHENSIVE TRAINING  
AND FURTHER EDUCATION


To keep up with the development of new technol-
ogies in the automotive industry, we will continue 
to invest in the training and further education of 
our workforce.


MORE PROMOTION OF FEMALE MANAGERS


The share of women participating in our Global 
Leadership Development Programme was over 
50% in 2014. This enables us to lay the ground-
work for a new generation of female managers  
who are more technically competent, networked  
and highly aware of cultural and societal issues.


SHARE OF WOMEN IN MANAGEMENT POSITIONS 
AT THE BMW GROUP


2014


14.2
%


2013


FURTHER EXPAND DIVERSITY


By engaging in focused diversity management, 
we will continue to promote diversity in the 
workforce. After all, diversity makes an important 
contribution towards our competitiveness.


110,351


€288 million


13.8%
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Our management  
approach


The success of the BMW Group is based on the dedication 
and technical expertise of our employees. We make every 
effort to attract and keep the best people. To achieve this, 
we offer them attractive and secure jobs, comprehensive 
development and training opportunities, and good long-
term prospects. We also offer above-average pay and give 
our employees a number of options to help them balance 
work and private life. 


The increasing average age of the world population as well 
as changing job profiles and a shortage of skilled workers 
in Germany call for flexibility and foresight in human 
resources planning. We therefore aim to position ourselves 
even more consistently as an attractive employer on all 
relevant labour markets, for all target and age groups 
 see Chapter 6.2.


International and intercultural alignment of our human 
resources strategy
Based on our Strategy Number ONE, the BMW Group 
Human Resources Strategy was passed in 2008 and has 
been continuously developed since then, keeping close 
watch over regional trends.


1


The main strategic cornerstones of our HR policy are:


–  Leadership qualification and development: Advanced 
training and personal development for managers to 
equip them to lead effectively and thus competently 
support employees in achieving personal and company 
objectives  see Chapter 6.4.


–  Future Talent programme: Early recruitment and devel-
opment of university graduates and future managers 
to build up a long-term and diverse global talent pool 
 see Chapter 6.4.


–  Diversity & Inclusion: Continuous development of 
our existing Diversity Concept into a Diversity & 
 Inclusion Strategy suitable for global application. 
 Definition of objectives and performance indicators 
at global, national and regional level to derive and 
implement suitable measures  see Chapter 6.5.


–  Health and work environment: Safeguarding our 
employees’ health and best possible performance 
through demand-oriented measures in the area of 
health and working environment  see Chapter 6.3.


ATTRACTIVE EMPLOYER — A dedicated and skilled workforce enhances  
our competitiveness


6.1    Our management approach
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All targets are anchored in the internal target system, 
with regular performance monitoring. 


One of the key parameters applied in our  HR policy is 
the number of employees working for the BMW Group. 
This number increased worldwide by 5.4% to a total of 
116,324 employees by the end of 2014 as a result of high 
demand for our vehicles  see Figure 38.


INTERNAL RESPONSIBILITY AND INCENTIVES


BMW AG Human Resources is responsible for the various 
aspects of employment. Key decisions that affect employ-
ment are taken by the entire Board of Management. 
Progress on the implementation of the Human Resources 
Strategy is regularly reported to the Board of Manage-
ment. Human Resources and the specialist divisions bear 
equal responsibility for successful implementation.


OBJECTIVES OF OUR HUMAN RESOURCES STRATEGY


Our specific objectives for our workforce are summarised by these strategic pillars:


F.37 Targets in the area of employees


Diversity in the workforce Long-term employee development Health and performance


A diverse workforce enhances our competitiveness  
and innovative strength.


-  Maintaining the 15–17% share of women in our general 
 workforce and also achieving this ratio in management 
 positions by 2020, both in Germany and worldwide


By finding the right people, ensuring their employability, 
making the most of their skills and fostering their develop-
ment, our HR strategy makes a significant contribution  
to the success of the company.


-  Maintaining employer attractiveness at a permanent  
high level


-  Average number of training days per employee/year  
(target: at least 2.5 days)


-  Needs-oriented qualification of managers  
(target: at least 70% of managers by 2016)


To preserve the health and the performance of our employees 
in the long term, we promote personal responsibility and an 
appropriately designed work environment.


-  Number of employees taking part up to the year 2020  
in the Health Management 2020 programme (target: 25%)


-  Accident frequency rate (target: –40% by the year 2020;  
base year: 2010)


-  Incorporating the targets for ergonomic workstation design  
in all new vehicle projects as of 2015


F.38 BMW Group employees at end of year¹


Number


120,000        


100,000        


80,000        


60,000        


40,000        


20,000        


       


   10   11   12   13   14  


 


Total 95,453 100,306 105,876 ² 110,351³ 116,324 4  


 Employees in Germany  Employees international


1  Figures exclude suspended contracts of employment, employees in the non-work phases of pre-retirement 
arrangements and low income earners.


2  Of whom 35.2% are tariff-bound production employees of the BMW Group.
3  Of whom 35.1% are tariff-bound production employees of the BMW Group.
4  Of whom 36.1% are tariff-bound production employees of the BMW Group.
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F.39 Share of employees represented by a trade union or falling under collective agreements¹


in %


  10  11  12  13  14  


 


Germany³  100  100  100  100  100  


UK²  75  94  86  86  86  


China (plant)  100  100  100  100  100  


Austria³  100  100  100  100  100  


South Africa  46  51  61  61  60  


USA (no collective agreements exist)  0  0  0  0  0  


1  Figures from the UK, China and South Africa only available from 2010 onwards.
2  In 2012, all employees from central functions as well as the Goodwood plant were included in the calculation. The figure for the UK is therefore not directly comparable with those of previous years. 


If the same method were applied, the share would also be 86% in 2011.
3  Excluding executives.


At the BMW Group, institutionalised operational co-determination is implemented Group-wide according to the applicable national regulations.  
At all BMW AG plants and branches as well as in Austria and the UK, elected works councils observe co-determination for the employees.  
In China and South Africa, employees are represented by local workers’ representatives, while at the company locations in the USA no collective agreements exist.


For the European locations of the BMW Group, there is  
a European Works Council composed of employee 
 representatives from European production sites of the 
BMW Group.


Employee representation at the other international loca-
tions of the BMW Group follows the respective national 
regulations, with employee representation most recently 
established in India (Chennai plant) and in the sales 
and financial service companies in China. 


Freedom of association is one of the principles set down 
in the  Joint Declaration on Human Rights and Working Conditions 
at the BMW Group. The BMW Group complies with con-
ventions 87 and 98 of the ILO (International Labour 
 Organization), which guarantee workers freedom of 
 association and the right to collective bargaining. This 
also includes, for example, the right to establish and to 
join independent trade unions and other advocacy 
 organisations as well as protection against discrimination 
on grounds of membership in a trade union or employee 
representative body.


COMPREHENSIVE EMPLOYEE REPRESENTATION


The timely and comprehensive involvement of employee 
representatives, in particular when major operational 
changes are planned, is an integral part of our corporate 
culture. The BMW Group therefore undertakes the 
 following to make sure this happens.


In accordance with the German law on co-determination, 
BMW AG has a Supervisory Board with equal representa-
tion of all parties, including external representatives of 
the competent trade union as well as company represen-
tatives from the works councils formed at the BMW AG 
company locations.


At the German BMW AG locations and the subsidiaries 
within Germany, works councils are formed according to 
the German Works Constitution Act. The local works 
councils also delegate representatives to the Group Works 
Council of BMW AG.
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http://www.bmwgroup.com/d/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMW_Group_Erklaerung_ueber_Menschenrechte.pdf
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Safeguarding employment in the long term
Long-term job security is one of the priorities of our 
human resource policy. Our company agreements on 
BMW working time accounts and strategic flexibility, 
which enable us to deal with fluctuations in demand, 
help us to achieve this goal.


–  BMW working time account: The BMW working time 
account makes the relation between working time and 
remuneration more flexible. This enables us to adapt 
working time to the respective project and order situ-
ation without changing employees’ pay.


–  Strategic flexibility: We use a range of instruments to 
ensure flexibility, enabling us to adapt working hours 
to fluctuations in demand. These include standard shift 
models and modular capacity systems, such as defined 
extensions and reductions in shift hours, working 
through breaks and collective breaks. We also ensure 
flexibility by utilising temporary work contracts and 
by using the services of temping agencies.


FORECAST


To meet human resources challenges and take advantage 
of opportunities, we have defined various fields of action for 
2015. We will, for example, continue to pursue and further 
expand concepts and measures in the area of diversity man-
agement. We also plan to step up international cooperation 
on strategic HR matters with and in the regions where we do 
 business. Our training and health offerings will be adjusted, 
expanded and internationalised as required.


EMPLOYEE REPRESENTATIVES — Chennai plant (India)
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Attractive  
employer


As of one of the world’s most attractive employers, the 
BMW Group has a decisive advantage in the competition 
for skilled workers. We intend to build further on this 
advantage by offering employees attractive additional 
benefits and helping them to develop their personal 
strengths. 


But at the same time, we face many challenges. For ex-
ample, as the BMW Group becomes more international, 
there is an increasing need to work across different time 
zones, which is not always easy to reconcile with employ-
ees’ personal lives. Needs and requirements can also 
 differ quite significantly from country to country as 
 society becomes more individualised and the range of 
different lifestyles increases.


2


STRATEGIC DIRECTION


The BMW Group is regarded as an attractive employer and 
has a common management understanding of the importance 
of employee focus. 


The BMW Group promotes flexible working hours and gives 
employees a range of options to help them find the right 
 work-life balance.


Securing skills for the future
We therefore try to set the course at an early stage. As 
part of strategic human resources planning, we determine 
annually the skill sets we need based on our corporate 
and departmental strategies and we align our young 
 talent and further training programmes as well as our 
hiring plans accordingly. 


Demographic effects on the structure of the workforce 
and thus on future staffing requirements are highly rele-
vant for human resources planning. In 2013, BMW AG 
therefore introduced an IT-based strategic human 
resources planning system, and in 2014 extended its 
scope to cover our large international plants as well.


ABOVE-AVERAGE REMUNERATION AND SOCIAL BENEFITS 


The BMW Group policies for remuneration and additional 
benefits apply for all of our companies. We pursue a total 
remuneration approach in which salaries as well as our 
extensive range of benefits are considered part of a total 
package. The main guiding principle is fair pay. For every 
location worldwide, the total remuneration package must 
be above the average for the respective labour market.


BUILDING SKILLS FOR THE FUTURE — Further training at the BMW Group
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Offering additional social benefits
Apart from the fixed and variable salary components, 
the BMW Group also offers its employees a wide range 
of social benefits, such as a company pension.


The employees at our international sites are similarly 
offered numerous social benefits geared toward supple-
menting the social services available in their country. 
In the USA, for example, we offer above-average health 
insurance coverage for employees and their families.


Employee pension plans
The BMW Group supports its employees in Germany 
and internationally with attractive pension programmes 
to safeguard their standard of living when they reach 
retirement. 


The pension benefits focus on three fields:


–  Financial provisions for retirement;
–  Survivors’ benefits in case of death of the employee 


(spouse and children who are still in education);
–  Insurance against a reduction in earning capacity 


due to occupational disability.


In Germany, the BMW Group offers members of man-
agement (approx. 2% of the workforce) and all those 
who joined the company after 1 January 2014 a defined- 
contribution pension plan. The money is invested in the 
capital market and generates an attractive return through-
out its entire period. All other employees in Germany 
are paid a fixed pension depending on their years of 
 service and their level. 


At the international locations of the BMW Group, there 
are many different types of pension arrangements. In 
Mexico, as soon as we open a new plant we set up a com-
pany pension scheme for our employees and also offer 
them further options for accumulating assets through 
social benefits. An attractive pension plan was also intro-
duced at the production location we opened in Brazil 


In addition to a fixed salary, our employees receive a vari-
able share in the company’s profits. Due to the positive 
business development in 2013, employees took home a 
record-breaking profit share in 2014.


Our remuneration system is gender-neutral. To make sure 
that this is the case all over the world, all our companies 
are interviewed regularly. In 2014, a multidimensional 
monitoring process was established within BMW Group 
in Germany to annually check the gender-neutrality of 
remuneration. Data from more than 60,000 employees 
were analysed. Analysis results confirm that our gender- 
neutral compensation system has been successfully estab-
lished. Carrying out this analysis annually will enable 
us to detect any counter- trends at an early stage.


Based on a voluntary commitment, the compensation 
received by temporary workers employed by BMW AG is 
oriented on the collective agreements applicable to our 
core employees in the automotive industry and not the 
collective agreements in the temporary work sector.


F.40 Profit-sharing scheme at BMW AG by year of payment¹


in % of monthly salary/in % of personal base value (from 2011)


200        


175        


150        


125        


100        


75        


       


   10   11   12   13   14  


 


 none 98.0² 153.0 152.6 162.8  


Due to the significant decline in profits, in 2009 and 2010 BMW AG employees did not receive
any bonuses for 2008 and 2009.
1  New employees receive full bonuses after four years of employment.
2  New bonus system from 2011 based on personal base value.6.1    Our management approach
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Retaining satisfied employees
In 2014, the employee attrition rate fell to 1.41% 
 see Figure 42. This was mainly due to fewer people retir-


ing during the year. If retirement figures are excluded, 
the attrition rate remains very low, demonstrating the 
effectiveness of the proven programmes and measures of 
the BMW Group geared toward positioning the company 
as an attractive employer.


in 2014. Overall, 90% of our workforce has access to a 
pension plan.


IMPROVEMENTS THROUGH FEEDBACK 


Employee surveys (e.g. on satisfaction, health or customer 
focus) and other feedback systems are key management 
tools at the BMW Group.


A Group-wide employee survey is conducted every two 
years, most recently in 2013. 89% of those surveyed were 
 satisfied on the whole with the BMW Group. Very posi-
tive ratings were also given to attractiveness as an 
employer (91%), social benefits (85%) and job security 
(87%)  see Figure 41.


We complement the employee survey with IT-supported 
feedback systems for managers: Feedback for Managers 
(outside Germany) and 360+ Feedback in Germany, the 
USA, the UK and Austria (Steyr plant). This feedback 
 system will be successively introduced in other countries 
as well. With the aid of these tools, managers can compare 
the feedback provided by their staff, colleagues and 
superiors with their self-assessment.


The thoroughness of our feedback systems becomes 
apparent in the fact that we also regularly survey the 
 participants in our young talent programmes as well as 
students on internships with the BMW Group. These 
 surveys enable us to obtain a realistic picture from young 
people of how they perceive the BMW Group, enabling 
us to derive any necessary measures for improvement.


In addition to the many positive results, the surveys also 
show us where we need to take action, especially with 
regard to processes and structures as well as customer 
focus. For instance, we can improve how we define 
responsibilities. The aim is to place even more focus on 
the requirements and desires of our customers in our 
day-to-day activities. We will measure the effect of these 
follow-up measures derived from the 2013 employee 
 survey with the next survey in 2015.


F.41 Group-wide BMW Group employee survey in 2013


in %


Overall satisfaction   89  


0  100  


Attractiveness as employer   91  


0  100  


Additional social benefits   85  


0  100  


Job security   87  


0  100  
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ENCOURAGING LIFE BALANCE


In today’s world, work and private lives are becoming 
increasingly intertwined and should ideally complement 
each other. To make this ideal a reality, the BMW Group 
tries to help its employees achieve a harmonious work-life 
balance. The main way we do so is by making their work-


ing hours and work locations more flexible. In 2014, 
more employees made use of options such as “Vollzeit 
Select” (Fulltime Select), mobile working and parental 
leave than ever before. In addition, each BMW Group 
location develops individual measures with a view to 
country-specific conditions.


Offering flexible working hours
Our “Vollzeit Select” (Fulltime Select) working time tool 
allows employees in Germany and Austria to take 20 
additional days of leave each year with corresponding 
adjustments to their salaries, without any complicated red 
tape. Meanwhile, BMW Group employees in Germany, 
Austria, the USA and the UK can also take sabbaticals of 
up to six months (in the UK this initiative is open to our 
managers only). In the UK, up to 40 weeks parental leave 
can be taken on full pay, well in excess of the statutory 
allowance.


We facilitate individually tailored working times and 
 promote work-life balance by not obliging employees to 
be present during certain core periods.


F.42 Employee attrition rate BMW AG¹


as a % of the workforce
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 2.74 2.16 3.87 3.47 1.41  


1 Number of employees on unlimited employment contracts leaving the company.


F.43 Alternative work forms at BMW AG¹


Number of employees


  10  11  12  13  14  


 


Part-time employees  3,709  3,825  3,948  3,966  3,739  


 in % of total number of employees  5.3  6.0  5.8  5.7  5.1  


Teleworking positions³  9,209  11,717  15,235  18,094  22,297 ²  


 in % of total number of employees  13.2  16.4  22.5  25.9  49.9  


Sabbaticals  498  450  514  511  516  


 in % of total number of employees  0.7  0.6  0.8  0.7  0.7  


Parental leave  1,600  1,513  1,674  1,968  2,271  


 in % of total number of employees  2.3  2.1  2.5  2.8  3.1  


1  Figures refer to employees with permanent and part-time contracts.
2 Reporting logic was adapted when teleworking was introduced in 2014. In the past, reporting was based on the technical possibility of teleworking; since 2014, the number of employees is reported who actually engaged in teleworking.
3  Administrative positions.
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The campaign motto “Flexibel arbeiten, bewusst 
abschalten” (Work flexibly but know how to switch off) 
illustrates that optimal performance at work depends on 
genuine regeneration in an employee’s free time. Outside 
of agreed work time, employees have the right to switch 
off and not be available. BMW is a pioneer in this respect 
and its concept of mobile working was duly recognised 
this year by the German Association of Human Resources 
Managers with its BPM Award for outstanding achieve-
ments in human resources management. Dialogue between 
employees and their superiors promotes target-focused, 
flexible working as well as the long-term health and 
employability of our staff. Less than a year after the intro-
duction of mobile working, the response has been 
extremely positive, with some 20,000 employees taking 
advantage of this option.


Enabling mobile working 
The option of working without being tied to a specific 
location also helps to ensure a positive work-life balance. 
On the basis of a successful two-year pilot project for 
mobile working, a new company agreement was signed, 
which came into force on 1 January 2014. The new 
mobile working instrument gives both employees and the 
company greater flexibility. Mobile working does not 
mean a bigger volume of work, but rather a more flexible 
organisation of existing working time to gain more 
 personal freedom and flexibility. Childcare and caring 
for dependents can then be better integrated into the 
 everyday work routine and thus gain greater acceptance 
as an important part of life.


FLEXIBLE WORKING HOURS — Teleworking at the BMW Group
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ATTRACTIVE EMPLOYER AWARDS IN 2014


–  TRENDENCE GRADUATE BAROMETER GERMANY 2014: 
number 1 in business, number 2 in engineering, number 3 in IT.


–  UNIVERSUM GRADUATE SURVEY GERMANY 2014:  
number 2 in business and engineering, number 7 in IT.


–  GLOBAL REPUTATION INSTITUTE 2014  
(GLOBAL REPTRACK 100):  
number 3 (thus the top automotive company and top   
German company).


–  TRENDENCE EUROPE’S TOP 500 EMPLOYERS 2014:  
number 5 in business, number 4 in engineering.


–  UNIVERSUM WORLD’S MOST ADMIRED  
EMPLOYERS 2014:  
number 14 in business, number 3 in engineering  
(thus the top automotive company and top German company).


–  TRENDENCE PUPIL BAROMETER GERMANY 2014:  
number 3 (thus the top automotive company).


–  TRENDENCE YOUNG PROFESSIONAL BAROMETER 
GERMANY 2014:  
1st place in the categories business, engineering and IT.


–  UNIVERSUM PROFESSIONAL SURVEY  
GERMANY 2014:  
number 2 in business and engineering, number 3 in IT.


–  HUMAN RESOURCES MANAGEMENT AWARD 2014 
FROM THE GERMAN ASSOCIATION OF HUMAN 
 RESOURCES MANAGERS: 
1st place in the large enterprise category for the concept 
“Flexibel arbeiten, bewusst abschalten: Mobilarbeit bei 
BMW” (Work flexibly but know how to switch off: mobile 
working at BMW).


Supporting parents with childcare
We have established childcare services at many of our 
German and international locations. With the support of 
parents’ initiatives, we were able to accommodate over 
300 children aged zero to six years at our German sites as 
of the end of 2014.


At BMW Group facilities around the world, childcare 
 services meet local and regional requirements. We also 
offer a special working time model (Home and Elder 
Care) for employees who care for sick or elderly family 
members.


FORECAST


The long-term establishment of mobile working is an innovative 
step towards self-determined working hours, more focus on 
results and greater flexibility in tailoring working environments 
to individual requirements. It is supported and communicated 
as a joint effort by top management and the works council. The 
BMW Group is taking a pioneering role in fostering the neces-
sary dialogue between employees and managers, in particular 
on the topic of availability.


The employee survey in 2015 will measure the success of the 
action taken since the last survey and highlight any new areas 
that may need to be addressed.
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Occupational health 
and safety


The BMW Group attaches great importance to the health 
and performance capability of its employees. This is even 
more the case in these times of demographic change, 
when especially in Germany an ageing workforce must 
meet increasing demands at work. Our main measures in 
the area of occupational health and safety are integrated 
health management, working initiatives to suit an ageing 
workforce and a high degree of safety at work. We also 
offer extensive prevention, rehabilitation and exercise 
programmes. 


Our employees are our most important success factor. 
To make sure they can perform at the highest level, we 
try to raise awareness among our workforce that it is 
worthwhile to cultivate a healthy lifestyle. Our managers 
know that their leadership behaviour can have an impact 
on the health of their staff and they therefore do their 
best to create a healthy work environment. Dealing with 


3


new technologies presents the company with additional 
challenges in the area of occupational health and safety.


INTEGRATED HEALTH AND SAFETY MANAGEMENT


In Germany, special committees on occupational health 
and safety are in place at every plant. These committees 
convene once every quarter to consult on occupational 
health and safety issues as well as accident prevention. 
Each committee consists of employer representatives, 
experts in occupational health and safety, company physi-
cians, safety officers and additional experts. Occupational 
health and safety committees are also in place at all inter-
national locations. Up to 90% of BMW Group employees 
are represented by committees on occupational health 
and safety and environmental protection.


At present, occupational health and safety management 
systems certified according to the OHRIS (Occupational 
Health and Risk Management System) and OHSAS 
(Occupation Health and Safety Assessment Series) are in 
place at 19 of our 30 production plants; the other facilities 
work with systems that meet national standards. The 
new production site in Brazil will be certified according 
to the international standard in the spring of 2016. 


The accident frequency rate at the BMW Group, includ-
ing subsidiaries, was 5.1 accidents per million working 
hours in 2014. There have been no fatal accidents at the 
BMW Group for the last nine years.


STRATEGIC DIRECTION


To preserve the health and the performance of our employees 
in the long term, we promote personal responsibility and an 
appropriately designed work environment.
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In addition to motivating our employees to get more 
 exercise through a variety of offerings, the cafeterias at 
the BMW locations conduct numerous campaigns and 
measures to promote healthy nutrition. The traffic-light 
system of food labelling in all company restaurants is 
one example of how guidance is provided for a healthy 
and balanced diet. 


To promote ergonomic workplace design for employees 
who are primarily office-based, the BMW Group devel-
oped the seminar “Gesundes Arbeiten im Büro” (Health 
at the Office) and implemented it successfully in 2014.


TAKING PREVENTIVE MEASURES


The BMW Group takes an integrated approach to health 
management in accordance with its Health Initiative, 
which is applied internationally.


Prevention is a core element in our health management 
system. The BMW Group complies with international 
standards in prevention, adapting them to national 
 circumstances. We implement prevention campaigns 
internationally, setting common goals and standards.


For example, every employee at our German locations 
is entitled to use our company-owned gyms and take 
 special courses there. And our ProBike initiative allows 
employees at our Munich locations to cycle from one 
meeting to the next for free.


ERGONOMICS IN PRODUCTION


The foundation for ergonomic working conditions on the pro-
duction line is already laid during the product development 
 process. To further improve the ergonomic quality of work-
stations and render it measurable, a continuous process has 
been established to exploit every potential for optimisation 
right up to the start of production. 


This process already begins in the early stages of product de-
velopment. We then continuously monitor workstations during 
series production to further optimise ergonomics with a view 
to ensuring ageing-appropriate conditions on the BMW pro-
duction lines. Job rotation, workplace physiotherapy and the 
involvement of production staff in the ergonomic improvement 
process are integral elements in our production system. A 
seminar developed in 2014, called introduction to ergonomics 
and the use of the ABAtech method (requirement and capacity 
analysis) in ergonomic assessment, will serve as a basis for 
 further improvements in working conditions.


F.44 Accident frequency rate at BMW Group¹


per one million hours worked
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 9.1 7.1 5.8 4.8 5.1  


1  Number of occupational accidents per one million hours worked with at least one day of absence from work.


Within the new system limits (around 88% of BMW Group employees captured 
in data), the accident frequency rate is 5.1; based on the system limits of the 
2013 financial year, the figure is 4.4 (improvement of 8.3%).
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As our workforce ages, we aim to create working condi-
tions worldwide in which young employees can remain 
healthy as they grow older and older employees can  
contribute their particular strengths. The BMW Group 
therefore speaks not of age-appropriate but of ageing- 
appropriate working conditions that preserve employee 
health and performance. Nearly 50,000 employees will 
benefit worldwide by the end of 2014 from the Today 
for Tomorrow programme and the resulting measures.


INTEGRATING PEOPLE WITH DISABILITIES AND 
SUPPORTING REHABILITATION


At our plants, we make every effort to safeguard the jobs 
of employees with debilitating health issues in the long 
term. All social partners work together to ensure that 
employees who are no longer able to carry out the work 
they once did as well as severely disabled employees are 
provided with adequate working conditions and fully 
integrated into working life.


Providing health check-ups
The BMW Group offers its employees annual check-ups, 
which are tailored to the local needs at our international 
locations. Comparable with the check-ups covered by 
statutory health insurance in Germany, these examin-
ations include the recording of vital signs. 


Employees on deployment to other countries and their 
families receive country-specific health advice, check-ups 
and all other necessary preventive care.


SUPPORTING AN AGEING WORKFORCE


The BMW Group sees demographic change in Germany 
as a challenge we are actively addressing. In a society 
in which the average age is increasing, we can only be 
 successful in the long run if we strengthen the health 
and performance of our employees and consistently take 
advantage of their wealth of experience. In our Today  
for Tomorrow programme, we have been developing a  
variety of constructive responses to demographic change 
for several years now.


F.45 Sickness rate at BMW AG


in %
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 4.6 4.5 4.4 4.3 4.2  


The sickness rate at BMW AG (4.2%) is again lower than the previous year’s 
level (4.3%). The sickness rate was thus reduced for the fourth consecutive time.


AGEING-APPROPRIATE WORK — Ageing-appropriate working environment –  
designing an ergonomic workstation in Dingolfing (Germany)
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The BMW Group supports employees in Germany who 
want to go to rehab after a long period of illness, both 
through its reintegration management programme and 
its Netzwerk Reha rehabilitation programme.


FORECAST


The Health Management 2020 programme will continue in 
2015 as planned and will also be expanded internationally. 
BMW’s own office workplace analysis, conducted successfully 
for 15 years, will be overhauled this year. The rollout of the new 
programme will take place in the spring of 2015 in Germany, 
Austria and the USA. Accident frequency rate calculations, 
which due to system restrictions currently include only 88%  
of the BMW Group workforce, will be expanded further.  
The programme Today for Tomorrow will be reviewed in 2015 
to verify its adequacy for future requirements. 


F.46 Share of employees with severe disabilities at BMW AG


in % 


6        


5        


4        


3        


2        


1        


       


   10   11   12   13   14  


 


 6.0 5.1 6.0 5.9 6.2  


The figure for severely disabled employees is based on the statutory require-
ments in accordance with the German Social Insurance Code (SGB IX). In
addition, the BMW Group awarded contracts amounting to around €30 mil-
lion to workshops for the severely disabled in 2014. Around €7 million of
this figure can be written off in accordance with the compensatory levy act.  
The order volume increased by around 1 million compared to the previous year.
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ATTRACTING AND FOSTERING TALENT


We invest in attracting and promoting talent on an on- 
going basis. This enables us to fill our staffing requirements 
in the long term in a dynamic, fast-changing environment. 
The BMW Group’s global package of measures ranges 
from vocational training to young talent programmes for 
student target groups to high-potential programmes for 
future managers. 


BMW Group expenditure on training and further educa-
tion programmes increased in 2014 to €335 million 
(+16.3% year on year). On average, our employees partici-
pated in 3.9 days of further training in 2014  see Figure 47.


Training and further 
education


The education and further training of our employees is 
of growing importance. It is essential to keeping pace 
with technological advances in the automotive industry. 
Through advanced training courses, the BMW Group 
promotes the individual strengths of our trainees, skilled 
workers and managers. 


In the coming years, there will be a significant increase in 
the demand for well-trained skilled workers. This is par-
ticularly true in the case of innovations such as drivetrain 
electrification and the use of hydrogen technology and 
fuel cells. To meet our demand for qualified employees, 
we try to detect talent at an early stage and develop it in 
full through the right education and training. We also 
offer our employees a large number of development and 
certification programmes. The BMW Group thus consist-
ently fosters the concept of life-long learning.


4


STRATEGIC DIRECTION


Finding the right employees, making the most of their skills and 
ensuring their employability makes a significant contribution to 
the success of the company.


F.47 Average days of further training per BMW Group employee¹
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 2.6 3.6 3.7 3.5 3.9  


1  Data retrieved by direct capture of the number of participants as well as a small share by qualified 
extrapolation.
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Expanding international student programmes
In keeping with the BMW Group’s global corporate philos-
ophy, participants in our young talent programmes are 
provided with both financial support and focused training 
in their areas of expertise as well as other additional skills.


In 2014, approximately 250 young talents took part in 
the ongoing, practice-oriented bachelor’s and master’s 
programmes funded by the company in Germany. Around 
230 doctoral candidates are currently studying for their 
PhDs with the BMW Group. Their research and innovative 
spirit benefits departments in all areas of the company. 
Some 50 young people from all over the world are taking 
part in the international bachelor’s, master’s and doctoral 
programmes introduced in 2014.


Through strategic partnerships with selected universities, 
we promote and support activities in the target fields of 
young talent retention, management training as well as 
research and innovation worldwide.


Implementing young talent programmes worldwide
In 2014, we had approximately 1,500 apprentices world-
wide. There are currently around 4,500 young people 
taking part in vocational and young talent programmes 
in the BMW Group, over 3,800 of them in Germany. 
Expanding our vocational training internationally will 
be a key focus in the coming years.


Establishing dual vocational training worldwide
We believe in the dual vocational training system. For 
this reason, we are extending the proven German system 
to our international locations as well. Our production 
locations in China, the USA, South Africa and the UK are 
already working with the dual system and are setting 
national standards in their countries. For 2015 and 2016, 
we plan to launch training courses according to the dual 
system in Brazil, Mexico, Thailand and India.


F.48 BMW Group apprentices as at 31 December


Number
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Total 3,798 3,899 4,266 4,445 4,595  


Around 1,500 young people began their vocational training at the BMW Group 
in 2014, 1,200 of whom were located in Germany. The company has thus 
expanded its training activities worldwide (2013: 1,363 vocational trainees 
worldwide).
On the reporting date, the company employed a total of 4,595 young people 
in vocational training and young talent programmes worldwide.


THE BMW GROUP’S STRATEGIC PARTNERSHIPS WITH UNIVERSITIES
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Targeted health training
We continued to expand our health training courses in 
2014, trying to gear them more closely to our employees’ 
current needs. A special coaching programme helps 
employees to identify personal health concerns and to 
find appropriate ways of dealing with them.


FORECAST


A further expansion in our Corporate Leadership Programme 
and international young talent programmes for student target 
groups is planned for 2015. The selection of in-house further 
training courses will also be expanded, including at our inter-
national locations. To this end, we plan to set up international 
education and training networks on specific topics. This will 
create transparency and help us to identify where further 
action is required. Standard or newly conceived education 
and training products can then be offered worldwide.


TRAINING MANAGERS AND EMPLOYEES


We base the further education and training of our 
employees and managers on a leadership principle that 
focuses on people’s strengths. Team workshops also 
give managers the opportunity to work on developing 
strength-focused collaboration.


Optimising the effectiveness of leadership
The BMW Group inaugurated a worldwide Corporate 
Leadership Programme in 2010 that imparts clear mes-
sages on leadership derived from the company’s corporate 
and human resources strategy. In 2014, we further 
expanded this programme internationally to ensure that 
it is also applied to the lower hierarchy levels throughout 
the BMW Group. To foster international young talent, the 
BMW Group developed the Global Leader  Development 
Programme. Integral components of the programme are 
various practical phases in Germany and abroad, targeted 
training measures, and diverse net working and exchange 
opportunities. Special emphasis is placed on developing 
intercultural competence.


Topic-specific training
BMW Group employees can gain state-of-the-art expertise 
by taking part in funded study courses outside working 
hours. We continuously adapt the topics to the company’s 
requirements, for example by offering courses in electro-
mobility, lightweight construction, composite materials 
and hydrogen/fuel cells.


Web-based sustainability training
Since 2013, an interactive Web-based training course has 
been available to all employees worldwide that was 
 specially developed to familiarise them with the principles 
of sustainable management and its relevance to day-to-
day practice.


F.49 Average training hours at the BMW AG Academy,  
by employee category¹


Number of employees


  12  13  14  


 


Non-tariff
employees  27.1  31.2  30.5  


“Meister”
(master craftsmen)  32.5  40.7  35.0  


Tariff²  16.2  17.0  17.5  


Days of further training for managers in the BMW Group


Number  16,123  18,843  18,920  


1  Until 2008: BMW AG Performance Centres.
2  (w/o “Meister”) + vocational trainees + other.


6.1    Our management approach


6.2   Attractive employer


6.3    Occupational health 
and safety


6.4    Training and further 
education


6.5   Diversity & Inclusion







125


6. 5


SUSTAINABLE VALUE REPORT 2014


EMPLOYEES


– Gender;
– Cultural background;
–  Age and experience.


Special attention is paid to these three diversity dimen-
sions throughout the BMW Group. At all of our locations, 
we seek to prevent discrimination on the grounds of gen-
der, sexual orientation, religion, disability, age or origin. 
The BMW Group SpeakUP Line offers all employees 
worldwide the possibility to anonymously and confiden-
tially report breaches of this principle. Employees can 
also address their queries to their own managers, the 
 relevant offices of the BMW Group, the HR department, 
the works council or the Diversity & Inclusion Office.


Diversity & Inclusion 


Modern society is characterised by a variety of different 
lifestyles. The diversity of the population as a whole 
has increased in the wake of globalisation, demographic 
developments and changing values in society. As an 
 international company, the BMW Group regards an inter-
cultural workforce, an appropriate gender balance and 
a good age mix as beneficial to our business. We are con-
vinced that a diverse workforce enhances our innovative 
strength and further increases our competitiveness. 


In all their diversity, each and every one of our employees 
is accorded equal levels of appreciation, respect and 
opportunity. To further promote diversity among our 
workforce, the Board of Management passed a targeted 
Diversity Concept in 2010, with a definition of three 
areas where diversity is to be strengthened throughout 
the company, taking due consideration for local 
conditions:


5


STRATEGIC DIRECTION


We want to maintain the 15–17% share of women in our 
 general workforce and also achieve this ratio in management 
positions by 2020, both in Germany and worldwide.


ENHANCING INNOVATIVE SPIRIT THROUGH DIVERSITY —  
The BMW Group’s Diversity Concept
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general workforce and also achieve this ratio in manage-
ment positions by 2020, both in Germany and worldwide.


The ratio of female managers in the BMW Group world-
wide was 14.2% as of 31 December 2014 (share of women 
in the entire workforce: 17.8%). In Germany, the propor-
tion of women in the total workforce reached 14.8%, 
and in the Board of Management 12.5%.


RAISING MANAGERS’ AWARENESS OF DIVERSITY  
AND INCLUSION ISSUES


Diversity and inclusion are central themes in the compul-
sory further training programmes for managers. Partici-
pants in these programmes reflect on these issues by 
trying to see things from different perspectives. In the pro-
cess, they learn to take advantage of the specific potential 
of teams that are particularly diverse in terms of gender, 
age and the cultural backgrounds of their members. Over 
2,000 managers were trained on this theme in 2014.


PROMOTING FEMALE EMPLOYEES AND MANAGERS 


The BMW Group’s Diversity Concept aims to bring the 
share of women in management positions into line with 
the overall employee structure. This also means that we 
are complying with the recommendations of the German 
Corporate Governance Code. In 2011, together with the 
other DAX-30 companies, we made a commitment to 
increase the share of females in management positions. 
We want to maintain the 15–17% share of women in our 


F.51 Share of female employees in total workforce  
of BMW AG/BMW Group


in %
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 BMW AG 13.2 13.5 14.2 14.5 14.8  
 BMW Group 15.2 16.1 16.8¹ 17.4 17.8  


1 Figures for 2012 adjusted due to data cleansing.


F.50 Share of female employees in management positions at
BMW AG/BMW Group


in %


  12  13  14  


 


Supervisory
Board  20.0  20.0  25.0  


Board of
Management  12.5  12.5  12.5  


Non-tariff employees


BMW AG  10.0  10.9  11.4  


BMW Group  12.7¹  13.8  14.2  


1 Figures for 2012 adjusted due to data cleansing.


PROMOTING DIVERSITY AND INCLUSION —  
Training courses for BMW Group managers
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Getting women interested in technical occupations
We place a special emphasis on women in both our 
 academic young talent programmes and our vocational 
training programmes in an effort to recruit more female 
employees in the long term. The proportion of women 
in the Global Leader Development Programme was over 
50% at the end of December 2014. This creates the basis 
for a new generation of leadership that is more feminine, 
technically competent, well-networked, and sensitive 
to cultural and social issues.


ENHANCING INNOVATIVE STRENGTH THROUGH  
CULTURAL DIVERSITY


As a company that is currently active in over 150 coun-
tries, we see diversity among our workforce as a major 
opportunity. In Germany, we currently have employees 
from 108 different countries working together very success-
fully. The diversity of our employees helps us to under-
stand the specific needs of our customers worldwide.


We foster cultural diversity by focusing on recruiting new 
employees locally at our facilities in the growth markets 
and by recruiting employees from other countries to 


work in Germany. To enhance cooperation, we also 
 promote employee exchanges between companies of 
the BMW Group worldwide.


To further promote an international perspective and 
intercultural understanding among our new employees, 
we designed our BMW vocational training as well as 
the Global Leader Development Programme with the 
needs of international participants in mind.


As an international company with an intercultural work-
force, we focus on recruiting managers with international 
experience and are also working to increase the share of 
international top managers. The international character 
of the Board of Management and the Supervisory Board 
of BMW AG also reflects the global scope of the company’s 
business.


F.52 Share of employees at BMW AG from Europe (not including Germany)
and from non-EU countries


in %


 


a) From Germany 91.1


b) Europe (not including Germany) 4.0


c) Non-EU countries 4.9


As at 31 December 2014, employees from 108 different countries worked  
for BMW AG.


a


b
c


GETTING YOUNG WOMEN INTERESTED IN TECHNICAL PROFESSIONS —  
Fostering young talent at the BMW Group
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Innovative Employer Award for Best Practice in Age 
 Management (AARP). In addition, the wide range of 
 support offered by our Health Initiative helps employees 
stay healthy in the long term. To complement this, we 
raise awareness among managers of the challenges posed 
by mixed-age teams.


FORECAST


The BMW Group will continue to promote a diverse workforce 
through targeted Diversity Management. In 2015, we plan 
to pursue and further expand existing measures in this area. 
For example, with our ProGesundheit 2015 (Pro-health 2015) 
campaign we will hold trade fair events at BMW locations to 
raise awareness among staff for the topic of age/experience. 
When setting up our plant in Mexico, we will engage in specific 
human resources marketing that addresses and recruits candi-
dates from target groups of different ages. Additional targets 
will be set in the coming years to further develop our Diversity 
Strategy, not only for gender but also for the dimensions of 
 cultural diversity and age/experience.


TAKING ACCOUNT OF AGE DIVERSITY


When setting up new locations or divisions we recruit 
people from a range of age groups. For example, at our 
new BMW locations in Brazil and Mexico we are recruit-
ing a mixed-age workforce from the start. This will allow 
us to avoid age structure issues and to focus on tapping 
into the specific strengths of different age groups. 


The number of years each employee works for the 
BMW Group is increasing. This is a result of earlier entry 
into the company and later exit, due for example to rising 
retirement ages. In order to benefit from the special 
strengths and experience of employees of different ages, 
we have introduced extensive programmes for flexible and 
mobile working  see Chapter 6.2. To maintain employees’ 
performance as the workforce ages, we introduced the 
Today for Tomorrow programme, for which we have 
received a number of awards, including the International 


F.53 BMW AG employees according to age group divided into  
functions and gender¹


in %


  < 30 years old  30 – 50 years old  > 50 years old  


 


2012 total  10.9  65.3  23.8  


2013 total  12.5  64.1  23.5  


2014 total  12.5  62.0  25.5  


 direct²  15.1  58.8  26.1  


 indirect³  10.8  64.2  25.1  


 male  11.3  62.1  26.6  


 female  20.4  61.6  18.0  


1  Figures refer to employees with permanent contracts.
2  Clock-controlled production employees.
3  All employees without clock control.


Demographic change in an aging workforce is also reflected in the age 
 structure at BMW AG. While the share of employees under 30 remained 
constant year on year and the share of employees between 30 and 50 
slightly decreased, the share of over 50-year-old employees increased.
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PROGRESS IN 2014 INDICATORS 2015+ FORECAST AND OBJECTIVES


FOCUS ON SOCIAL IMPACT


In 2014, we continued to implement our Corporate 
Citizenship strategy, focusing on projects that have 
a measurable impact on society.


EXPENDITURE ON CORPORATE CITIZENSHIP


2014 


€  34.5
million


2013


IMPLEMENT STRATEGY WORLDWIDE


In 2015, we will continue to implement our 
Corporate Citizenship strategy at our facilities 
worldwide, with a focus on our markets in the 
USA, Brazil and India.


EXTENSION OF INTERCULTURAL  
INNOVATION AWARD


We increased the scope of the Intercultural 
Innovation Award. In addition to providing finan-
cial support, we now also offer award winners 
the opportunity to benefit from any BMW Group 
competencies that may serve their purpose.


NUMBER OF PEOPLE BENEFITING FROM THE 
INTERCULTURAL INNOVATION AWARD, since 2011


End of 2014 


420,000
End of 2013


REACH ONE MILLION PEOPLE


In the area of intercultural innovation and social 
inclusion, we aim to meet in 2018 our target  
of having one million people benefit by 2020. 
In 2015, we will focus on the UK and China.


EFFECTIVE CONTRIBUTION MADE BY  
OUR FOUNDATIONS


With their programmes and projects, our foun-
dations again made a significant contribution in 
2014 towards shaping a society characterised 
by cohesion and  innovation.


EXPENDITURE OF FOUNDATIONS ON
NON-PROFIT PROJECTS


2014


5.4
million


2013


FIND SOLUTIONS TO SOCIETAL ISSUES


The two BMW foundations will continue to bring 
people from different contexts and cultures 
 together to drive social innovations, promote global 
dialogue and encourage decision-makers to act 
responsibly.


€29 million


175,000


approx. €5.2 million


approx. €
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Our management 
approach


Corporate Citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. 
With this in mind, we address current challenges in 
 society and focus on those areas in which we can apply 
our core expertise to achieve specific and measureable 
improvements. We believe that our corporate citizenship 
activities contribute towards mastering challenges in 
 society, while at the same time bringing economic benefit 
to the company. Thus we can utilise the experience and 
expertise we gain to the benefit of our core business. 


1


Intercultural innovation and social inclusion as well as 
responsible use of resources are some of the main focal 
areas of our strategy. Knowledge transfer is a particular 
area of focus. We offer educational projects to promote 
understanding for these topics. In addition, road safety 
measures and social projects play an important role at 
a local level.


All of our activities as a corporate citizen are based on 
one main goal – to provide long-term benefit to each 
 society we are engaged with. In exceptional cases, such 
as (natural) catastrophes, we also provide support spon-
taneously and independently of our main focus areas.


TAKING RESPONSIBILITY AS A CORPORATE CITIZEN 
AT A LOCAL LEVEL


For us it is important to scale up our corporate citizen-
ship activities on an international level and to help 
 people to help themselves in the long term. In addition 
to our global focus areas of intercultural innovation and 
social inclusion as well as responsible use of resources, 
we also support neighbourhoods in the vicinity of our 
plants and thus contribute to local development.


F.54 Corporate Citizenship at the BMW Group


 NARROWER SENSE BROADER SENSE


BMW GROUP  
CORPORATE CITIZENSHIP


Corporate   
Citizenship


Donations


Neighbourhood support/community relations


Corporate 
 Volunteering


FOUNDATIONS


BMW Foundation  
Herbert Quandt


Eberhard  
von Kuenheim  


Foundation


UNIVERSITIES


Partnerships


CULTURAL 
ENGAGEMENT


Projects
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It is both our objective and duty to be a dependable part-
ner to society. We mainly focus on topics that are relevant 
for us, and on regions in which we have manufacturing 
activities. Our aim is to integrate the company into society 
and to create mutual acceptance and a positive image at 
and around our locations. In the UK and South Africa, 
for example, we carry out a local analysis in the proximity 
of our production plants, and implement a variety of 
projects as a result. In Oxford (UK), for instance, we place 
a special focus on inter cultural communication, and in 
Rosslyn (South Africa) we are committed to the fight 
against HIV/AIDS.


REWARDING VOLUNTARY WORK BY EMPLOYEES 


To complement our Corporate Citizenship measures, 
we bestow awards on those employees worldwide who 
deserve recognition for what they have given back to soci-
ety. This is the company’s way of thanking those employ-
ees who do voluntary work in their free time. In 2014, 
employees from ten countries applied, and four projects 
were presented with the award. Each project focused 
on different aspects of social responsibility. The winning 
projects range from training programmes for mentally 
and physically disabled sportspeople in the USA, to 
 providing support for mentally disabled children and 
their mothers in Bangladesh, to development projects in 
 southern India and support for farmers in isolated regions 
of China in the planting and sale of their products.


COMMITMENT TO COMBATING HIV/AIDS — BMW Group plant in Rosslyn (South Africa)
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SHAPING THE FUTURE THROUGH FOUNDATIONS


We believe it is possible to successfully shape a society 
that is based on social cohesion and innovation if the 
competencies and skills of each individual are harnessed 
for the general good and used to implement social change. 
Our foundations contribute towards making this happen.


The BMW Foundation Herbert Quandt and the Eberhard 
von Kuenheim Foundation plan and manage their pro-
grammes themselves. Both foundations are independent, 
both legally and with respect to their content. In some 
areas, the foundations collaborate with the BMW Group 
in order to make their commitment effective on a larger 
scale. In 2014, they invested a total of €5.4 million (2013: 
€5.22 million) in non-profit programmes and projects.


ESTABLISHING PARTNERSHIPS WITH UNIVERSITIES 
WORLDWIDE


Since 2011, we have been realigning our partnerships 
with universities worldwide. Eight strategic university 
partnerships and collaborations have now been set up or 
expanded in Europe, the USA and Asia. Each strategic 


EBERHARD VON KUENHEIM FOUNDATION


BMW’s  Eberhard von Kuenheim Foundation sees itself as 
a creator of forums within which social responsibility can be 
fostered in Germany. Its mandate is to promote entrepreneurial 
thinking and action above and beyond the economic context. 
Under the motto freude am neu:wagen (try something new), 
it develops and tests new solution models for today’s social 
issues. Projects with selected partners create forums for 
 social innovation and responsibility. When the projects reach 
 completion they become independent entities that have their 
effect in day-to-day life.


Some examples of Eberhard von Kuenheim Foundation projects 
are  Lehr:werkstatt (teaching workshop),  Junge Vor!Denker 
(youth thinking ahead) and  Sinnvestition (sensible invest-
ment). The teaching workshop, a further education project for 
teachers and teaching diploma students, posted its highest 
ever number of participants for the school year 2014/15, with 
550 applicants and 183 tandems. In addition, the JOBLINGE 
project, initiated by the Boston Consulting Group in collabor-
ation with the foundation, was named Integration  Project of 
the Year 2014, receiving the Goldene Victoria award from the 
Deutschlandstiftung (Germany Foundation) under the aegis 
of German Chancellor Angela Merkel. Since 2007, over 2,000 
young people have found vocational training or work positions 
via JOBLINGE – 70% of whom come from an immigrant family 
background.


BMW FOUNDATION HERBERT QUANDT


The  BMW Foundation Herbert Quandt brings people from 
different cultures, nations and sectors together to drive social 
innovations, promote global dialogue and encourage decision- 
makers to act responsibly. We take this approach in order to 
break down barriers between policymakers, industry and civil 
society, so that the community can benefit from the creative 
diversity that results from cross-border collaboration. 


The political format  BMW Foundation  Global Table, intro-
duced in 2014, has enabled the BMW Foundation Herbert 
Quandt to create unconventional, strategic dialogue between 
decision-makers from Europe and from the developing econ-
omies in Asia, Africa and Latin America. The topics for the first 
two-year event cycle are resources and security.


Another example is the further development and global distri-
bution of the concept of  Social Intrapreneurship. With this 
concept, we aim to support those employees in corporations 
and administrations who drive innovations that equally benefit 
the organisation and society.
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university partnership focuses on the areas of research 
and promotion of young talent.


EXPANDING CULTURAL ENGAGEMENT INTERNATIONALLY


The BMW Group has been promoting art and culture  
for over 40 years. Our focus in this area is on classical 
music and jazz, contemporary and modern art, as well  
as architecture and design.


Our cultural activities enable us to increasingly be seen 
as a corporate citizen, to stand out from the competition 
and to enhance our reputation. In addition, they transfer 
an image that contributes towards a positive perception 
of the BMW Group among the general public. The unre-
stricted creative freedom of our cultural partners is guar-
anteed at all times. The aim is to support international 
projects in markets that are of particular relevance to the 
BMW Group, such as China and the USA. 


In 2014, we successfully expanded our cultural activities 
at international level. For example, we published a book 
on the BMW Art Cars in three languages, established 
the Open for All format in China and initiated the BMW 
Art Journey as well as a global cultural partnership with 
Soho House. The feedback we receive, for example from 
 creative artists, customer surveys and in the form of 
 positive media reports, demonstrates the high level of 
public acceptance of our cultural activities.


MANAGING AND COORDINATING CORPORATE CITIZENSHIP


Within the company, the Sustainability Board is respon-
sible for corporate citizenship. The Corporate Commu-
nications Department, in close collaboration with the 
department for sustainability strategy and environmental 
protection, is responsible for managing our corporate cit i-
zenship activities. In cooperation with Group Corporate 
Communications at headquarters, local initiatives are 
taken care of by local production and sales organisations.


MEASURING THE EFFECTS OF OUR ACTIVITIES


Corporate citizenship should have a measurable effect. 
For this reason measurability is high on our list of prior-
ities. Since 2010, we have been measuring the effects of 
our corporate citizenship activities using the iooi (Input 
Output Outcome Impact) method, which was developed 
in cooperation with other DAX-listed corporations in a 
working group established by the Bertelsmann Foundation. 
This method provides guidance for the systematic track-
ing of expenditure on and impact of corporate citizenship 
activities.


F.55 Amount of expenditure on corporate citizenship, by type of activity


in € thousand


40,000        


35,000        


30,000        


25,000        


20,000        


15,000        


10,000        


5,000        


       


   10   11   12   13   14  


 


Total 26,591 36,846 31,979 28,944 34,524  


 Donations/contributions in kind  Community investment   Commercial activities (sponsoring, 
cause-related marketing)


The activities of the BMW Group in the area of corporate citizenship are 
divided into three main areas. Firstly: monetary donations and donations 
in kind. Secondly: community investment. Community investment refers to 
investment in project initiatives conceived in-house, cooperative endeavours 
and partnerships as well as corporate volunteering by BMW Group employees.  
And thirdly: commercial activities, i.e. sponsorship and cause-related marketing.
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FORECAST


The BMW Group plans to further raise the profile of its core 
competencies in the area of corporate citizenship. Therefore, 
we will continue to expand on the content and structure in the 
focal areas of intercultural innovation and social inclusion as 
well as efficient use of resources, with a particular focus on 
the topic of knowledge transfer. Our aim in 2015 is to further 
implement this strategy at our locations worldwide and thus to 
better leverage synergies. We will be placing particular focus 
on our markets in the USA, Brazil, India and South Africa.


Before we start a corporate citizenship project, we examine 
the social challenges faced at local level. The key question 
we ask ourselves is whether and how the expertise we 
provide can actually improve local conditions.


In 2014, we spent a total of €34,523,920 (2013: 
€28,944,466), of which €10,199,438 took the form of 
donations (2013: €8,485,289). To see how these funds 
were allocated to our various areas  see  Figure 55 and 
 see Figure 56. Total expenditure on corporate citizenship 


activities of the BMW Group increased compared to the 
2013 financial year. The main reasons for this were indi-
vidual lighthouse projects that were expanded in the 2014 
financial year, for example the Intercultural Innovation 
Award and Junior Campus. In addition, due to new legis-
lation, expenditure on CSR activities in certain markets 
were increased in order to comply with regulations.


F.56 BMW Group donations worldwide in 2014


in %, total amount €10,199,438¹


 


a) Science/education 43.1 d) Politics 0.3


b) Society/community 41.3 e) Environment/sustainability 0.3


c) Culture 6.9 f) Sport 8.1


1  The sum indicated here does not include either cause-related marketing or sponsorship and does not contain 
the projects and activities carried out in the context of the company’s social and cultural commitment.


The BMW Group focuses its activities in the area of donations on society  
and the community as well as science and education, providing targeted 
support of projects connected with the company’s core competencies and 
activities. Donations made by the BMW Group in 2014 were approximately 
20% higher than in 2013.


a


d


b


c
e f
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Corporate  
Citizenship


Through our activities as a corporate citizen, we contribute 
towards mastering social challenges together and pro-
moting understanding between different cultures. We 
also benefit as a company from our corporate citizenship 
activities. For example, we become more familiar with 
local social structures, reach new target groups and learn 
to see things from an alternative perspective. Our corpo-
rate citizenship activities also enhance the reputation of 
the company and lead to closer dialogue with our stake-
holders. 


In 2014, our focal areas were intercultural communication 
and social inclusion as well as knowledge transfer on 
 sustainable use of resources. In addition, road safety 
measures and social projects play an important role at a 
local level.


2


PROMOTING INTERCULTURAL COMMUNICATION AND 
SOCIAL INCLUSION


As a global corporation with a multinational workforce, 
the BMW Group has been working for many years now 
to promote understanding between different nations, 
religions and ethnic groups. One of our core areas of 
expertise is professional diversity management.


Between 1997 and 2010, the BMW Group Award for 
Intercultural Learning went to a large number of innova-
tive projects and individuals worldwide. In 2011, we fur-
ther developed this award to establish the Intercultural 
Innovation Award in collaboration with the United 
Nations Alliance of Civilizations (UNAOC). The award 
recognises innovative concepts that are designed to solve 
intercultural tensions and conflict. In addition to providing 
financial support, we also offer the award winners the 
opportunity to benefit from any BMW Group competen-
cies that may serve their purpose.


For a period of one year, a pool of experts offers project- 
related support and provides advice on organisational 
development. We also carry out workshops with the 
award winners and BMW employees, where participants 
receive training in how, for example, to deal with in- 
vestors, develop a business plan and manage human 
resources, as well as gaining expertise in communications, 
marketing and the use of social media.


Since its establishment in 2011, more than 420,000 people 
worldwide benefited from the award.


YOU WILL FIND MORE INFORMATION ON THE AWARD AT:


 www.interculturalinnovation.org


STRATEGIC DIRECTION


Due to its core areas of expertise, the BMW Group is a leader 
in intercultural communication. In the areas of intercultural 
 innovation and social inclusion, we plan to reach out to a total 
of one million people by 2020.
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RAISING AWARENESS FOR RESPONSIBLE USE OF 
RESOURCES


Responsible use of resources is a major challenge in 
 society today. We want to raise awareness of the need to 
protect the environment and resources. Particular focus 
is placed here on children and disadvantaged groups 
in society. The SEED project in South Africa, our waste 
 separation project in Thailand and the Green Future 
Camp in South Korea are just some of the examples of 
our range of activities.


EXPERIENCING MOBILITY AND SUSTAINABILITY


Promoting understanding and enthusiasm for technology 
and sustainable mobility among children and adolescents 
is another aspect of our corporate citizenship activities. 
One example is the BMW Group’s Junior Campus. 
Together with renowned educators and scientists, the 
company developed a concept that enables people to use 
all their senses to discover mobility and sustainability. 
The first Junior Campus was opened in autumn 2007 at 
the BMW Welt in Munich.


Here, children can carry out interactive research as well 
as tests and experiments that allow them to experience 
the life cycle of a car from a mobility perspective.  
In 2014, 13,149 children and adolescents took part in 
the workshops.


Junior Campuses have now also been established in 
 Berlin (Germany), Incheon (South Korea) and Moscow 
(Russia). The concept has been adapted to local condi-
tions in each country.


SEED – ENVIRONMENTAL EDUCATION IN SCHOOLS IN 
SOUTH AFRICA


The Schools Environmental Education Development Project 
(SEED) aims to raise young people’s awareness of environmental 
issues and encourage social responsibility. The SEED pro-
gramme was launched in 1996 at 15 schools in the vicinity of the 
BMW plant in Rosslyn and has since expanded to 60 schools.


RAISING ENVIRONMENTAL AWARENESS — BMW SEED in South Africa GETTING CHILDREN INTERESTED IN SUSTAINABLE MOBILITY —  
Junior Campus in South Korea7.1    Our management approach
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BMW WARM HEART FUND


The BMW Warm Heart Fund was established in 2008 by BMW 
China and BMW Brilliance Automotive in collaboration with 
the China Charity Federation (CCF). Since the foundation was 
 established, donations totalling over CNY 90 million (approxi-
mately €12 million) have been made, around half of which bene-
fited the local population. In the past six years, over 65,000 
customers and employees have contributed to the BMW Warm 
Heart Fund, and over 85,000 people across the country 
 received support.


The fund financed, for example, the BMW Joy Home Children 
Care programme, which provides both material and psycho-
logical support to children in underdeveloped regions in China. 
By the end of 2014, 53 BMW Joy Home Centers had reached 
out to over 40,000 children in 28 provinces.


The BMW Joy Future programme offers financial and educa-
tional support to outstanding students from less privileged 
families. By the end of 2014, just under 6,200 students had 
received financial support totalling approximately CNY 1.5 
 million (around €200,000).


BMW KOREA FUTURE FUND


The BMW Korea Future Fund was established by the BMW Group 
Korea in 2011, and has since been making a valuable contribu-
tion to Korean society under the motto Responsible Leadership 
for Future. This fund supports various projects to promote 
child development.


The BMW Driving Center in Incheon (South Korea) opened in 
2014. The Center also offers a Junior Campus. Here primary 
school children can discover a diverse educational programme 
on the topics of mobility and road safety. A mobile Junior 
 Campus had already been opened in 2012.


In the Young Engineer Dream Project mentoring programme, 
technically minded young people receive special support from 
BMW and MINI experts. The first year was brought to successful 
completion in September 2014 with a visit to the BMW plant 
in Shenyang (China).


In addition, the BMW Korea Future Fund supports the Hope 
Sharing School programme, which offers meals and schooling 
to disadvantaged children during the school holidays. Over 
20,000 children have participated in the programme since 
2012. The fund’s activities are rounded off by its support of the 
business plan competition From Idea to Startup, which is tar-
geted at students and graduates. Almost 3,500 students have 
participated in this competition since 2012.


SUPPORTING THE DEVELOPMENT OF LOCAL COMMUNITIES


The BMW Group has 30 manufacturing and assembly 
plants in 14 countries. Its sales network has 42 subsid-
iaries. Wherever we are represented in the world, we are 
committed to social responsibility. 


Helping to improve society
Two good examples of our activities in this area are the 
BMW Warm Heart Fund and the BMW Korea Future 
Fund. Both funds offer a platform that enables the 
BMW Group, its workforce, dealerships and customers 
to make a contribution towards improving society in 
the respective countries.


FORECAST


The BMW Group will continue to expand its corporate citizen-
ship activities in line with its core areas of expertise, i.e. inter-
cultural innovation, social inclusion and resource efficiency. 
In the area of intercultural innovation and social inclusion, 
we now aim to achieve in 2018 our original goal of providing 
benefits to a total of one million people by 2020. We will 
 continue to expand Junior Campus internationally. Our focus 
markets for 2015 are the UK and China.
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Stakeholder expectations (from our worldwide dialogue events in 2014)


E-mobility   


Improve infrastructure for electromobility We can only achieve this by entering into partnerships with other companies. With 
ChargeNow, BMW i drivers can quickly find one of 24,000 public charging points in 
a large and constantly growing partnership network worldwide.


Reduce cost of electric vehicles As with any technical innovation, the initial series models are quite expensive.  
Once batteries go into mass production, prices will fall. So we are dependent here  
on our suppliers as well as market developments. 


Secure green energy sources In Germany, BMW i customers can purchase an accompanying Naturstrom AG 
green energy package directly from us. In the international markets, we will offer 
our  customers similar solutions with local partners.


Improve battery recycling We are developing a variety of Second Life concepts for batteries. Used batteries 
can be employed for example as stationary energy storage units. This allows them 
to  optimise use of renewable energy supply in buildings.


Increase number of electric vehicles
in our fleet


In the year under review, 16,052 BMW i3s and 1,741 BMW i8s were sold. Devel-
opment of this market going forward is strongly dependent on external conditions 
such as battery, crude oil and electricity prices. In the coming years, we will also 
be  adding plug-in hybrid vehicles to our range.


Mobility services   


Further develop services to promote
e-mobility


One example of our holistic approach to electromobility is our 360° ELECTRIC 
 service package. It covers everything from recharging at home and at public charging 
points to range of different assistance systems. BMW Add-on Mobility gives 
 customers access to conventional BMW vehicles for long-distance travel as well as 
the car-sharing service DriveNow.


Improve access to mobility services For example, DriveNow is now available in Munich, Berlin, Düsseldorf, Cologne, 
Hamburg, Vienna, London and San Francisco. In October 2014, we introduced 
a roaming function which allows over 360,000 DriveNow customers who are  
already  registered in Germany to use our car-sharing service abroad, too.


Promoting intermodality In the near future, BMW i ConnectedDrive Services will use the Intermodal Routing 
service to include public transport, current schedules and to guide drivers to a free 
parking space close to the respective station or stop.


Facilitate the search for parking spaces Our ParkNow app will permanently change the way people find parking spaces. It 
makes the urban parking situation transparent and spaces can be booked in advance.


Comply with data protection regulations
in all areas


In Germany, our Group-wide data protection guideline Binding Corporate Rules 
(BCR) was official recognised by the state office for data protection in 2014. 
The BMW Group successfully complete the application procedure for this kind  
of recognition.


Sustainability Leadership   


Implement sustainability along
the entire value chain


Our sustainability ambition is in line with the Action 2020 programme that we 
 developed in collaboration with other companies on the World Business Council 
of Sustainable Development (WBCSD). It provides the basis for our goals and 
 activities: The BMW Group integrates sustainability along the entire value chain 
and in all underlying processes – thus creating added value for the company, 
the  environment and society.


Set ambitious CO² targets for our fleets The BMW Group is getting closer and closer to its vision of sustainable mobility. 
We use innovative efficiency technologies in all vehicle models. In addition, we are 
 adding electrically powered cars to our model range. Due to climate change issues 
and scarce resources, we want to further reduce the CO² emissions of our vehicles.  
We have set ourselves an ambitious new target: by 2020, we will reduce the CO² 
emissions of our vehicle fleet (EU-28) by 50% compared to the base year 1995.


Transparent lobby work We participate in the political debate in a constructive and transparent manner. 
Some of our key positions can be found in this report, e.g. with regard to the practi-
cability of the CO² regulations in Europe or how to deal with trade barriers. There are 
extremely strict transparency requirements regarding support for political parties. 
All partnerships are subject to the clear sponsorship guidelines of the BMW Group.


Improve prevailing conditions that
promote sustainability


We deliberately enter into alliances with policymakers, businesspeople and 
 decision-makers in society in order to have an impact along our entire value chain 
above and beyond our direct sphere of influence. For example, the BMW Group 
participates in a number of multi-stakeholder platforms, e.g. the World  Business 
 Council for Sustainable Development (WBCSD) as part of the Sustainable  Mobility 
project, the National Platform on Electromobility (NPE) in Germany and the 
 Aluminium Stewardship Initiative, which defines sustainability standards in the 
 international value chain.


Integrate sustainability into 
the marketing strategy


Sustainability is an integral part of our sales training. We aim to ensure that sales 
personnel can provide information to the customer on all BMW Group sustainability 
activities and the sustainability performance of the various products. Sustainability 
aspects are also the focus of both brand communication of the BMW i as well as our 
What’s next campaign.


Stakehol-
dererwar-
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Sustainability targets in the area of strategy


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Strategy and governance The BMW Group bases its actions on the principles of respon-
sible corporate governance, oriented towards sustainable value 
creation.


The BMW Group is the most successful and sustainable  
premium provider of individual mobility worldwide.


-  Consistently integrating sustainability into our business model


-  Take account of sustainability when making business decisions, 
 integrate in agreed targets and reward them based on performance


  see Chapter 1.1


Stakeholder engagement The BMW Group engages in ongoing dialogue with its 
 stakeholders at all its locations and in relevant markets.


-  Continuous and systematic dialogue with relevant stakeholders


-  Feed results of dialogue back into company and derive concrete 
measures


-  Integrate knowledge gained from dialogue into our strategy 
 development processes


  see Chapter 1.2


Sustainability targets in the area of sustainable corporate management


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Economic effects Our vision is that the BMW Group as the leading provider of 
 premium products and premium services for individual mobility 
will also set standards for sustainability management.


-  Investment in sustainable and profitable growth


-  Achieve business success through sustainable management  
(sustainability business cases)


-  Create value for our stakeholders by engaging in sustainable 
 management (external effects of our business activities)


Profit before tax   see Chapter 2.1


  see Chapter 2.2


Anti-corruption/compliance,  
integrity


The BMW Group commits fully to lawful and responsible action. -  Teach and monitor compliance, penalise breaches


-  Respond to compliance enquiries and reports


-  Ensure compliance at business partner and supplier companies


Total number of employees trained   see Chapter 2.3


Human rights The BMW Group has committed to respecting and maintaining 
human rights in its business activities and actions within its 
area of influence and complies with the UN Guiding Principles 
on  Business and Human Rights.


-  Integrate human rights clauses into contracts with production 
 partners as well as with dealerships and importers


-  Train employees


-  BMW Group SpeakUP Line


  see Chapter 2.5
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Sustainability targets in the area of product responsibility


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Future mobility The BMW Group will have permanently changed mobility  
patterns in selected metropolitan areas by 2020 by introducing 
integrated mobility services.


-  Integrated mobility services, e.g. car-sharing, BMW i Ventures,  
ParkNow, ELECTRIC 360°, etc.


-  Research on the future of mobility


Research and development expenditure 
(in € million)


Number of DriveNow users


  see Chapter 3.5


CO² emissions (product)  
and climate change


The BMW Group will have reduced CO² emissions of the  
European new vehicle fleet by at least 50% by 2020  
(base year: 1995).


-  Development of even more efficient and alternative drivetrains such 
as  electric, hydrogen or hybrid vehicles (Efficient  Dynamics strategy)


CO² emissions of BMW Group vehicles 
(in g/km) 


Average fuel consumption (EU-28)


Number of BMW i vehicles sold 


  see Chapter 3.2


By 2020, the BMW Group will be the leader in taking a holistic 
approach to premium electromobility.


Sustainability targets in the area of Group-wide environmental protection


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Energy By 2020, the BMW Group will have reduced energy consumption 
per vehicle produced by 45% compared to 2006.


By 2020, the BMW Group will be the leader in the use of 
 renewable energy in production and value creation.


-  Improve energy efficiency in processes and buildings


- Increasingly use and raise share of renewable energy


-  Raise awareness among employees and managers about how  
to manage energy


Energy consumption per vehicle 
 produced


Power from renewable sources as  
a share of total power supplied to  
the BMW Group


  see Chapter 4.2


Emissions (production) By 2020, the BMW Group will have reduced VOC  emissions  
per vehicle produced by 45% compared to 2006.


-  Reduction in energy consumption and increasing use of  
renewable energy


-  Process improvements in selected plants to reduce VOC emissions


CO² emissions per vehicle produced  
(in tonnes/vehicle)


VOC emissions per vehicle produced


  see Chapter 4.3


The BMW Group will optimise transport volumes and increase 
the share of low-emissions modes of transport and capacity 
 utilisation in new vehicle transport.


-  Production follows the market


-  Continuous increase in share of modes of transport with low  
CO² emissions


-  Sustainable mobility for BMW Group employees


 Share of rail transport
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Sustainability targets in the area of Group-wide environmental protection


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Waste By 2020, the BMW Group will have reduced waste volumes  
per vehicle produced by 45% compared to 2006.


-  Reduction in waste for disposal


-  Establish a complete life cycle management system at our locations 
by incrementally applying best practices


Waste for disposal per vehicle produced   see Chapter 4.4


Water By 2020, the BMW Group will have reduced water consumption 
(including process wastewater) by 45% per vehicle produced 
compared to 2006.


-  Complete water life, e.g. at the paint shops and in engine construction


-  Replace old sanitary facilities and open cooling towers


Water consumption per vehicle  produced   see Chapter 4.5


Sustainability targets in the area of supplier management


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Environmental and social standards 
in the supply chain


The BMW Group is convinced that sustainability in the supply 
chain can only be achieved if we work hand in hand with our 
 suppliers. We therefore aim to collaborate with our partners 
in order to make the entire supplier network sustainable.


-  Three-step process to minimise risk


-  Leverage opportunities and potential


-  Foster industry partnerships for sustainability in the supply chain


Regional purchasing distribution   see Chapter 5.2


  see Chapter 5.3


Resource efficiency  
in the supply chain


The BMW Group will increase transparency and resource 
 efficiency in the supply chain by 2020.


-  Participation in the CDP Supply Chain Programme Degree of coverage of volumes pur-
chased from suppliers who  participate 
in the CDP Supply Chain


  see Chapter 5.2


  see Chapter 5.3
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Sustainability targets in the area of employees


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Occupational health and safety To maintain the long-term health and performance of our 
 employees, we foster individual responsibility and improve 
the working environment.


The BMW Group will reduce the long-term accident frequency 
rate with days absent from work at BMW Group worldwide to 
under 5.0 accidents per one million hours worked by 2020.


-  Group-wide coverage of occupational health and safety management 
systems in accordance with OHRIS and OHSAS


-  Preventive measures (fitness courses, ergonomic workplace  
design, etc.)


-  Securing and maintaining performance and employability:  
focus on demographic change/ageing-appropriate working


Accident frequency at BMW Group  
per one million hours worked


  see Chapter 6.3


Long-term employee development By finding the right employees, deploying them as effectively as 
possible, fostering their skills and securing their employability, 
we make an essential contribution to our business success.


-  Attracting and fostering talent: attractive young talent programmes 
(dual vocational trainees, students)


-  Manager training Corporate Leadership Programme


-  Topic-specific training courses and international exchange


Average days of further education and 
training per BMW Group employee


Vocational trainees at BMW Group


BMW Group investment in education 
and further training


  see Chapter 6.4


Diversity and equal opportunities With its diverse workforce, the BMW Group is internationally 
successful and is increasing its innovative strength.


Our vision is for women to make up 15–17% of our workforce 
by 2020, both in the general workforce and in management 
 positions within the BMW Group, in Germany and worldwide.


-  Promoting female employees and managers


-  Taking account of age diversity


-  Increasing cultural diversity


Share of female employees in total 
 workforce of BMW Group


Share of women in management 
 positions at BMW Group


  see Chapter 6.5


Sustainability targets in the area of corporate citizenship


Sustainability area Strategic direction/vision 2020 General direction/areas of action Indicators Further information 


Corporate citizenship Based on its core competencies, the BMW Group is a leader  
in intercultural understanding.


In the areas of intercultural innovation and social inclusion,  
the BMW Group plans to reach a total of one million people  
by 2020.


-  Expansion of the two focal areas of intercultural innovation and  
social inclusion as well as resource efficiency


-  Implementation of Corporate Citizenship strategy at our locations


-  Commitment in the form of the Intercultural Innovation Award (IIA)


Total expenditure on corporate 
 citizenship


Number of people benefiting from 
 Intercultural Innovation Award (IAA)


  see Chapter 7.1


  see Chapter 7.2
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APPENDIX


About this report 


The BMW Group Sustainable Value Report (SVR) 2014 
has been published to provide stakeholders with compre-
hensive information about the company’s sustainability 
strategy and the progress made in integrating sustainabil-
ity into its corporate processes. This year, the Sustainable 
Value Report is being published on the same date as the 
BMW Group Annual Report for the first time. 


Topics have been selected and weighted in accordance 
with the findings of a systematic materiality process 
 see Chapter 1. Where appropriate, references are also 


 provided to supplementary information in the Annual 
Report or on other BMW Group websites.


Each chapter starts with a one-page overview of the 
main facts. In 2014, these included progress made as well 
as a forecast of future objectives. In addition, the report 
 contains the key performance indicators that control and 
monitor the BMW Group’s sustainability performance.


The “Key facts and figures” section  see separate PDF 
 document provides a transparent list of all of the key 
 sustainability indicators, together with explanatory texts.


The report is published in German and English.


The underlying idea for the graphical design of this 
report is the worldwide dialogue with our stakeholders. 
Accordingly, the images presented on the front page as 
well as at the beginning of each chapter portray dialogue 
situations with our stakeholders. We would like to thank 
our stakeholders for their willingness to engage in 
 dialogue with us.


REPORTING PERIOD


The reporting period is the 2014 calendar year. The 
 effective date for all facts and figures is 31 December 
2014. The “Key facts and figures” section generally maps 
the figures for 2009 – 2014 (with the exception of newly 
added key figures). They refer to the entire BMW Group 
with its three brands BMW, MINI and Rolls-Royce. There 
are, however, some exceptions concerning site-specific 
topics and local sustainability programmes. Wherever 
this is the case, the entity the figures apply to is specified 
accordingly, e.g. BMW AG. Where necessary and possible, 
calculation methods are explained in footnotes to the 
respective graphical figures. 


The Sustainable Value Report (SVR) is published annually. 
The last SVR was released in May 2014 as an interactive 
PDF covering financial year 2013. The SVR is available 
on  www.bmwgroup.com/sustainability. The next Sustainable 
Value Report (SVR) will be published in early 2016.


  Stakeholder expectations


  Objectives


   About this report


   Independent Assurance Report


   GRI Index


  Imprint/Contact



http://www.bmwgroup.com/svr

http://www.bmwgroup.com/svr

http://www.bmwgroup.com/sustainability
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GRI A+


The BMW Group’s Sustainable Value Report 2014 has 
been compiled in accordance with the Global Reporting 
Initiative (GRI G3.1) guidelines. To what extent GRI 
 indicators are met is shown in the GRI Index. At GRI 
level A+ (GRI checked), this SVR 2014 meets the 
 maximum requirements detailed in the GRI guidelines. 
Sector-specific aspects have also been considered on 
the basis of the GRI Automotive Sector Supplement 
(Pilot Version 1.0).


THE COMPREHENSIVE GRI INDEX IS AVAILABLE FOR DOWNLOADING  
FROM THE INTERNET AT:


 www.bmwgroup.com/svr 


UN GLOBAL COMPACT – COMMUNICATION ON PROGRESS


The BMW Group committed to implement the principles 
of the United Nations Global Compact in 2001, and in 
this report once again reports on progress achieved 
in complying with these principles. References to the 
Global Compact principles have been integrated into  
the  GRI Index.


THIRD-PARTY VERIFICATION


The entire report (the texts of all chapters as well as Key 
facts and figures) were audited by PricewaterhouseCoopers 
 see Assurance Report. In addition, indicators from the 


areas of environmental protection and occupational health 
and safety were audited by external auditors and experts 
in accordance with ISO 14001, EMAS and OHSAS. 


FORWARD-LOOKING STATEMENTS


The BMW Group SVR contains various forward-looking state-
ments about future developments which are based on the 
 current status of the BMW Group’s assumptions and forecasts. 
They are thus subject to a variety of predictable and unpredict-
able risks, uncertainties and other factors, so that the actual 
outcome, including the company’s financial and assets position, 
its development or performance could differ considerably. 
The BMW Group makes no commitment to update such 
forward- looking statements or to adapt them to future events 
or developments.


  Stakeholder expectations


  Objectives


   About this report


   Independent Assurance Report


   GRI Index


  Imprint/Contact



http://www.bmwgroup.com/svr
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Independent Assurance Report 
TO BMW AG, MUNICH


We have been engaged to perform a limited assurance engagement on the information in the Sustainable Value Report  
of BMW AG, Munich (hereinafter: the Company), for the business year from 1 January to 31 December 2014  
(hereinafter: the Report).¹


MANAGEMENT’S RESPONSIBILITY


The Company’s Board of Managing Directors is responsible for the proper preparation of the Report in accordance with 
the criteria stated in the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of the Global Reporting Initiative (GRI):


– Materiality,
– Stakeholder Inclusiveness,
– Sustainability Context,
– Completeness,
– Balance,
– Clarity,
– Accuracy,
– Timeliness,
– Comparability and
– Reliability.


This responsibility includes the selection and application of appropriate methods to prepare the Report and the use 
of assumptions and estimates for individual sustainability disclosures which are reasonable in the circumstances. 
 Furthermore, the responsibility includes designing, implementing and maintaining systems and processes relevant 
for the preparation of the Report.


PAGE 1 OF 3


1 Our engagement applied to the German version of the Sustainable Value Report. This text is a translation of the Independent Assurance Report issued in the German language – the German text is authoritative.


  Stakeholder expectations


  Objectives


   About this report


   Independent Assurance Report


   GRI Index


  Imprint/Contact
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OUR INDEPENDENCE AND QUALITY CONTROL


We have complied with the independence and other ethical requirements of the Code of Ethics for Professional 
 Accountants issued by the International Ethics Standards Board for Accountants, which is founded on fundamental 
principles of integrity, objectivity, professional competence and due care, confidentiality and professional behaviour.


The company applies International Standard on Quality Control 1 and accordingly maintains a comprehensive system 
of quality control including documented policies and procedures regarding compliance with ethical requirements, 
 professional standards and applicable legal and regulatory requirements.


PRACTITIONER’S RESPONSIBILITY


Our responsibility is to express a conclusion based on our work performed as to whether anything has come to our 
 attention that causes us to believe that the information in the Report of the Company for the business year 2014 has not 
been prepared, in all material respects, in accordance with the above-mentioned criteria of the Sustainability Reporting 
 Guidelines Vol. 3.1 (pp. 7 to 17) of the GRI. We also have been engaged to make recommendations for the further devel-
opment of sustainability management and sustainability reporting based on the results of our assurance engagement.


We conducted our work in accordance with the International Standard on Assurance Engagements (ISAE) 3000. 
This Standard requires that we comply with ethical requirements and plan and perform the assurance engagement, 
under consideration of materiality, to provide our conclusion with limited assurance.


In a limited assurance engagement the evidence-gathering procedures are more limited than for a reasonable assurance 
engagement and therefore less assurance is obtained than in a reasonable assurance engagement. The procedures 
selected depend on the practitioner’s judgement.


Within the scope of our work we performed amongst others the following procedures:
–  Inquiries of personnel responsible for the preparation of the Report regarding the process to prepare the reporting 


of sustainability information and the underlying internal control system;
–  Inspection of documents regarding the sustainability strategy as well as understanding the sustainability management 


structure, the stakeholder dialogue and the development process of the Company’s sustainability programme;
– Inquiries of personnel in the corporate functions that are responsible for the individual chapters of the Report;
–  Recording of the systems and processes for collection, analysis, validation and aggregation of sustainability data  


and its documentation on a sample basis;


PAGE 2 OF 3
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– Performance of site visits as part of the inspection of processes for collecting, analysing and aggregating selected data:
 – in the corporate headquarters in Munich (Germany),
 – in the production plant in Oxford (UK),
 – in the production plant in Regensburg (Germany),
 – in the production plant in Rosslyn (South Africa),
 – in the production plant in Steyr (Austria);
– Analytical procedures on sustainability data of the report;
–  Gaining further evidence for selected data of the report due to inspection of internal documents, contracts and 


invoices/reports from external service providers.


CONCLUSION


Based on our limited assurance engagement, nothing has come to our attention that causes us to believe that the  
information in the Report of the Company for the business year 2014 has not been prepared, in all material respects,  
in accordance with the above-mentioned criteria of the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17)  
of the GRI.


EMPHASIS OF MATTER – RECOMMENDATIONS


Without qualifying our conclusion above, we make the following recommendations for the further development  
of the Company’s sustainability management and sustainability reporting:
–  Further formalisation of the internal control system for sustainability information especially regarding earlier 


reporting;
– Further harmonisation of worldwide reporting systems to facilitate sustainability information collection;
–  Stronger focus of the Report content based on the results of the materiality analysis, especially with regard to  


the new G4 Guidelines of the GRI.


Munich, 17 March 2015


PricewaterhouseCoopers
Aktiengesellschaft
Wirtschaftsprüfungsgesellschaft


Andreas Fell  Hendrik Fink
Wirtschaftsprüfer  Wirtschaftsprüfer 
(German Public Auditor) (German Public Auditor)


PAGE 3 OF 3
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UNGC Profile Reported Reference
Principles


1. Strategy and analysis


1–10 1.1 Statement from the Board of Management -- 3, 4


1.2 Impacts of operational activity, key risks and opportunities -- 11–12, 26–27, 37–39, 46–48, 72–74, 94–97, 108–111, 132–136


2. Organisational profile


2.1 Name of the organisation -- 1


2.2 Primary brands, products and services -- 7


2.3 Operational structure of the organisation -- 7, AR2013 198–199


2.4 Location of the organisation’s headquarters -- 157


2.5 Countries where the organisation operates -- 5, 7, AR2013 198–199


2.6 Ownership structure and legal form -- 7


2.7 Markets served -- 7, AR2013 198–199


2.8 Company profile/scale of the organisation -- 5, 7, KF 3, 6


2.9 Significant changes regarding size, structure or ownership -- C


2.10 Awards -- 17, 54, 55, 57, 116, 117, 128, 137


3. Report parameters


3.1 Reporting period -- 146


3.2 Date of most recent previous report -- 146


3.3 Reporting cycle -- 146, C


3.4 Contact persons for questions regarding the report -- 157


3.5 Process for defining report content -- 16, 146


3.6 Boundary of the report -- 146, KF 2


3.7 Limitations on the scope or boundary of the report -- 146, C


3.8 Basis for reporting on joint ventures -- AR2013 198–199


3.9 Data measurement techniques and bases of calculations -- C


3.10 Restatements of information -- C


3.11 Changes from previous reporting periods in the scope, boundary or measurement methods -- 146


3.12 GRI Content Index -- 151–155


3.13 External assurance for the report -- 148–150


GRI Index
 
The following GRI Index is an abbreviated version. Please go to  bmwgroup.com/svr to access the complete GRI Index including 
comments in the version that was referred to by GRI for auditing purposes.


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr
AR2013  BMW Annual Report 2013
KF Facts and figures of BMW Group SVR14 Key facts and figures section, where you can find key performance indicators and explanatory texts at www.bmwgroup.com/svr
All core indicators are printed in bold.


GRI Index



http://bmwgroup.com/svr

http://www.geschaeftsbericht2013.bmwgroup.com

http://www.bmwgroup.com/svr
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UNGC Profile Reported Reference
Principles


4. Governance, commitments and engagement


1–10 4.1 Governance structure of the organisation -- 126, AR2013 168–179


4.2 Independence of the Chairman of the Supervisory Board -- AR2013 168–171


4.3 Number of independent members in the highest governance body -- AR2013 168–171


4.4 Co-determination right of employees and shareholders -- 110, 35, 110, 113, AR2013 86


4.5 Linkage between executive compensation and achievement of sustainability goals -- 14, 26–27, AR2013 185–194


4.6 Process in place to avoid conflicts of interest -- 34, AR2013 166 ff., 172–175


1–10 4.7 Qualifications and expertise of the highest governance body regarding economic, environmental and social topics -- AR2013 155–157, AR2013 164–165 


1–10 4.8 Values, mission statements, principles and codes of conduct of the organisation relevant to sustainability -- 11–17, 34, 95, 73, 12, AR2013 179, C


4.9 Oversight of the sustainability performance and relevant risks by the Board of Management -- 14


4.10 Assessment of the performance of the Board of Management regarding sustainability -- 14, 26–27


7 4.11 Precautionary approach -- 11–14, 34–39, 46–48, 72–74, 94–97, 118–121, 137


1–10 4.12 Support for external economic, environmental and social activities -- 27


4.13 Memberships in associations and advocacy organisations -- 23


1–10 4.14 Stakeholder groups engaged by the organisation -- 19


4.15 Basis for identification and selection of stakeholders -- 18–20


4.16 Approaches to stakeholder engagement -- 19


1–10 4.17 Key stakeholder topics -- 16, 141, KF 7, C


UNGC Indicator Reported Reference
Principles


Economic


1, 6, 7 Management approach -- 4, 7, 11–12, 26–39, 94


EC1 Direct economic value generated and distributed -- 32, 136, KF 3, C


7 EC2 Financial implications due to climate change -- 38, 49–53, C


1, 6 EC3 Organisation’s defined benefit plan obligations -- 113–114, KF 5


EC4 Significant financial assistance received from government -- KF 5–6, C


1 EC5 Range of ratios of standard entry level compared to local minimum wage -- 112–114, C


EC6 Policy, practices and proportion of locally based suppliers -- 94, KF 23


6 EC7 Procedures for local hiring and local senior management -- 109, KF 27, C


EC8 Development/impact of infrastructure investments and services -- 132–136


EC9 Indirect economic impacts -- 33, 94, 137


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR2013  BMW Annual Report 2013
KF Facts and figures of BMW Group SVR14 Key facts and figures section, where you can find key performance indicators and explanatory texts at www.bmwgroup.com/svr
All core indicators are printed in bold.



http://www.geschaeftsbericht2013.bmwgroup.com

http://www.bmwgroup.com/svr
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UNGC Indicator Reported Reference
Principles


Environmental protection


7, 8, 9 Management approach -- 13, 34–39, 46–53, 58–61, 72–90, 102–103, KF 12–22


8, 9 EN1 Materials used by weight or volume -- 59, KF 11–12


8, 9 EN2 Percentage of used materials that are recycled materials -- 60, KF 11, C


8 EN3 Direct energy consumption -- 76, KF 15


8 EN4 Indirect energy consumption -- 77, KF 14, C


7, 9 EN5 Energy savings -- 75–77, KF 14, C


8, 9 EN6 Energy-efficient products and services -- 49–53, KF 9–10


8, 9 EN7 Reduction of indirect energy consumption -- 50–52, 75–79, 83–84, 84, 102–103


8 EN8 Total water withdrawal -- 89, KF 15


8 EN9 Water sources affected by withdrawal of water -- 88


8, 9 EN10 Percentage of water recycled and reused -- 90


8 EN11 Production plants in protected areas -- 74, C


8 EN12 Significant impacts upon biodiversity in protected areas -- 74, C


8 EN13 Habitats protected and restored -- 74, C


8 EN14 Strategies for managing impacts on biodiversity -- 74, C


8 EN15 Endangered species in areas affected by operations of the organisation / C


8, 9 EN16 Direct and indirect greenhouse gas emissions -- 81, KF 16–18, C


8 EN17 Other relevant greenhouse gas emissions -- 81, 103, KF 8, 10, 17


7, 8, 9 EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved -- 50–52, 75–79, 83–84, 84, 102–103, KF 20–22


8 EN19 Emissions of ozone-depleting substances -- C


8 EN20 NOX, SOX and other significant emissions -- KF 17


8 EN21 Total water discharge -- 90, KF 19, C


8 EN22 Total weight of waste by type and disposal method -- 86–87, KF 19, C


8 EN23 Significant spills - C


8 EN24 Cross-border transport or treatment of hazardous waste -- 87, KF 19


8 EN25 Areas impacted by the organisation’s discharges of water and run-off -- C


7, 8, 9 EN26 Initiatives to mitigate harmful environmental impacts of products -- 47, 49, 58, C


8, 9 EN27 Percentage of products sold and their packaging materials that are reclaimed by category -- 59, C


8 EN28 Significant fines and sanctions for non-compliance with environmental laws -- C


8 EN29 Significant environmental impacts of transporting products, goods, materials and members of the workforce -- 82–84


7–9 EN30 Environmental protection expenditures and investments -- KF 22


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR2013  BMW Annual Report 2013
KF Facts and figures of BMW Group SVR14 Key facts and figures section, where you can find key performance indicators and explanatory texts at www.bmwgroup.com/svr
All core indicators are printed in bold.



http://www.geschaeftsbericht2013.bmwgroup.com

http://www.bmwgroup.com/svr





154


UNGC Indicator Reported Reference
Principles


Employees


1, 3, 6 Management approach -- 13, 27, 108–128


LA1 Breakdown of workforce by employment type, contract and region and gender - 109, 121, KF 24–27, C


6 LA2 Number and rate of employee turnover - 114–115, KF 28–29, C


LA3 Benefits provided only to full-time employees -- 112–114


1, 6 LA15 Parental leave - 115, KF 30, C


1, 3 LA4 Percentage of employees covered by collective bargaining agreements -- 110, KF 29


1, 3 LA5 Minimum notice period(s) regarding significant operational changes -- C


1 LA6 Percentage of total workforce represented in occupational health and safety committees -- 118, C


1 LA7 Injuries, occupational diseases, working days lost, absentee rate and work-related fatalities - 119–120, KF 35–38, C


1 LA8 Preventive healthcare, counselling and training regarding serious diseases -- 119–121


1 LA9 Health and safety topics covered in agreements with trade unions -- 118, C


LA10 Education and further training measures - 122, KF 31, C


LA11 Skills management and lifelong learning that support the continued employability of employees -- 122–124


LA12 Employee performance and career development reviews -- C


1, 6 LA13 Diversity in senior management and employee structure -- 126, KF 26


1, 6 LA14 Ratio of basic salary of male and female employees -- 112–113, C


Human rights


1–6 Management approach -- 26–27, 37–42, 95, 99, 110–111, 125–128, C


1–6 HR1 Investment agreements that include human rights clauses -- 42, C


1–6 HR2 Percentage of suppliers that have undergone screening on human rights -- 98


1–6 HR3 Employee training on human rights - 41, 103, C


1, 2, 6 HR4 Incidents of discrimination and actions taken -- 125, C


1–5 HR5 Operations with significant risk concerning the freedom of association and collective bargaining - 41–42, 98–101, 110, C


1–5 HR6 Operations with significant risk for incidents of child labour -- 98–101, C


1–5 HR7 Operations with significant risk for incidents of forced and compulsory labour -- 41–42, 98–101, C


1, 2 HR8 Percentage of security personnel trained on aspects of human rights that are relevant to operations - C


1, 2 HR9 Incidents of violations involving rights of indigenous people -- C


1, 2 HR10 Impact assessments/reviews on human rights -- 40


1, 2 HR11 Grievances related to human rights -- 42


- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR2013  BMW Annual Report 2013
KF Facts and figures of BMW Group SVR14 Key facts and figures section, where you can find key performance indicators and explanatory texts at www.bmwgroup.com/svr
All core indicators are printed in bold.
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UNGC Indicator Reported Reference
Principles


Society 


10 Management approach -- 5, 20–22, 34–39, 131–139


SO1 Impacts of operations on local communities and regions -- 18–19, 73, 118–119, 137–139, C


10 SO2 Number of business units analysed for corruption-related risks -- 34


10 SO3 Employee training regarding anti-corruption - 35


10 SO4 Anti-corruption measures - 34, C


10 SO5 Public policy positions and participation in public policy development and lobbying -- 20–22, C


10 SO6 Financial and in-kind contributions to political parties and politicians -- 22, KF 38, C


SO7 Number of legal actions for anti-competitive behaviour -- 36, C


SO8 Number of fines for non-compliance with laws -- C


SO9 Operational activities with negative impact on local community -- 26–27, 37–39, 46–48, 72–74, 94–97, 108–111, 132–136


SO10 Avoidance and mechanisms to reduce negative impact on local community -- 18–19, 34–36, 35, 42, 125


Product responsibility


1, 8 Management approach -- 37–39, 45–68


1, 8 PR1 Life cycle stages in which health and safety impacts of products and services are assessed -- 48, 55–57


1 PR2 Incidents of non-compliance with regulations concerning health and of safety of products -- 55–57, C


8 PR3 Principles and measures related to product and service information and labelling -- 56, C


8 PR4 Incidents of non-compliance with regulations and voluntary codes concerning product information and labelling -- C


PR5 Customer satisfaction -- 66–68


10 PR6 Programmes for compliance with laws, standards and voluntary codes related to marketing communications -- 67


PR7 Incidents of non-compliance with regulations and voluntary codes related to marketing communications -- 67


1 PR8 Number of substantiated customer data protection complaints -- 39, C


PR9 Significant fines for non-compliance with laws and regulations concerning the provision and use of products - 76, C


Sector supplement1


A1 Stipulated work hours per week and average hours worked overtime in production -- KF 30


A2 Percentage of employees not managed with overtime compensation schemes -- C


A3 Percentage of major first tier supplier facilities with independent trade union organisations -- C


A4 Numbers of vehicles sold, broken down by type, fuels, power train technologies and region -- 52, KF 10


A5 Compliance of vehicles sold with the respective existing and next defined emissions standards -- 52


A6 Average fuel economy by type of vehicle -- 52, 156, KF 10


A7 Average carbon dioxide emissions by type of vehicle -- 156, KF 10


A8 Compliance of vehicles sold with the respective existing and next defined noise standard -- KF 10, C


A9 EN29 – relevant indicator for automotive sector -- 81–83


A10 Weight of vehicle and percentage breakdown of generic, recyclate and renewable material of a best-selling vehicle -- 59, KF 10, 12


1 GRI Sector Supplement Automotive Sector, Pilot Version 1.0, 2004
- - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported. 
C Comments on this indicator; these may be found in the GRI Index online at www.bmwgroup.com/svr 
AR2013  BMW Annual Report 2013
KF Facts and figures of BMW Group SVR14 Key facts and figures section, where you can find key performance indicators and explanatory texts at www.bmwgroup.com/svr
All core indicators are printed in bold.
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Fuel consumption and CO₂ emissions ratings  
for the vehicles referred to in this report


SUSTAINABLE VALUE REPORT 2014


Model  Urban (l/100 km)  Extra-urban (l/100 km)  Combined (l/100 km)  CO² emissions combined   
(g/km)


 


BMW ActiveHybrid 3  – [5.5]  – [6.2]  – [5.9]  – [139]   


BMW ActiveHybrid 5  – [6.1 – 6.7]  – [6.6 – 7.2]  – [6.4 – 7.0]  – [149 – 163]   


BMW ActiveHybrid 7  – [6.0]  – [7.2]  – [6.8]  – [158]   


BMW 116i  7.0 – 7.3 [7.2 – 7.4]  4.5 – 4.7 [4.6 – 4.8]  5.4 – 5.6 [5.6 – 5.8]  125 – 131 [129 – 134]   


BMW 320d Touring  5.9 – 6.0 [5.7]  4.0 [4.1]  4.7 – 4.8 [4.7]  124 – 125 [123 – 124]   


BMW X1 sDrive18d  5.7 [5.6]  4.4 [4.7]  4.9 [5.0]  128 [132]   


BMW X3 xDrive20d  5.9 – 6.3 [5.4 – 5.8]  4.7 – 5.1 [4.8 – 5.1]  5.2 – 5.6 [5.0 – 5.4]  136 – 146 [131 – 141]   


MINI Cooper D  4.3 – 4.4 [4.2 – 4.3]  3.1 – 3.2 [3.5]  3.5 – 3.6 [3.7 – 3.8]  92 – 95 [98 – 99]   


MINI One D  3.9 – 4.0  3.1 – 3.2  3.4 – 3.5  89 – 92   


Model  Urban (l/100 km)  Extra-urban (l/100 km)  Combined (l/100 km)  CO² emissions combined  Average total energy consumption  
(g/km) (kWh/100 km)


 


BMW i3 (Range Extender)  omitted  omitted  – [0.6]  – [13]  – [13.5]  


BMW i3  omitted  omitted  – [0]  – [0]  – [12.9]  


Model  Urban (l/100 km)  Extra-urban (l/100 km)  Combined (l/100 km)  CO² emissions combined  Electricity consumption combined  
(g/km)  (in addition to fuel consumption)


 (kWh/100 km)


 


BMW i8  omitted  omitted  [2.1]  – [49]  – [11.9]  


BMW X5 xDrive40e¹  omitted  omitted  – [3.3 – 3.4]  – [77 – 78]  – [15.3 – 15.4]  


1 Provisional data.


Figures in brackets apply to automatic transmission. Fuel consumption and CO² emissions are dependent on wheel and tyre size. Fuel consumption is determined in accordance with the ECE driving cycle. Valid for vehicles with a European country specification. All engines comply with at least Euro 5 emissions standards.  
Further information on the official fuel consumption, specific official CO² emissions and power consumption of new passenger vehicles can be found in the “Guideline for fuel consumption, CO² emissions and electric power consumption of new passenger vehicles”, available free of charge from all sales outlets,  
the Deutsche Automobil Treuhand GmbH (DAT), Hellmuth-Hirth-Straße 1, 73760 Ostfildern – Scharnhauser Park, Germany and at http://www.dat.de/angebote/verlagsprodukte/leitfaden-kraftstoffverbrauch.html.


As at December 2014.
Further, regularly updated information on the vehicles referred to in this publication can be found at www.bmw.com, www.mini.com and www.rolls-roycemotorcars.com.



http://www.dat.de/angebote/verlagsprodukte/leitfaden-kraftstoffverbrauch.html

http://www.bmw.com

http://www.mini.com

http://www.rolls-roycemotorcars.com
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WE LOOK FORWARD TO HEARING FROM YOU


SUSTAINABLE VALUE REPORT 2014


BMW GROUP 
Petuelring 130 
80788 Munich 
Telephone +49 89 382-0
www.bmwgroup.com


MORE FROM THE BMW GROUP 
www.bmwgroup-classic.com
www.bmw-welt.com


SOCIAL MEDIA 
Facebook: www.facebook.com/BMWGroup 
Twitter: twitter.com/BMWGroup 
YouTube:  www.youtube.com/BMWGroupview 
Google+:  www.google.com/+BMWGroup


THE BMW GROUP BRANDS ON THE INTERNET 
www.bmw.com 
www.mini.com 
www.rolls-roycemotorcars.com
www.bmw-motorrad.com


FURTHER INFORMATION AND PUBLICATIONS ARE AVAILABLE AT:  www.bmwgroup.com/responsibility


KAI ZÖBELEIN
Sustainability
Communications


Telephone:
+49 89 382-2 11 70 


E-mail: 
Kai.Zoebelein@bmwgroup.com


MILENA PIGHI
Corporate Citizenship  
Communications


Telephone:
+49 89 382-6 65 63 


E-mail:
Milena.PA.Pighi@bmwgroup.com



http://www.bmwgroup.com

http://www.bmwgroup-classic.com

http://www.bmw-welt.com

http://www.facebook.com/BMWGroup

http://twitter.com/BMWGroup

http://www.youtube.com/BMWGroupview

http://www.google.com/+BMWGroup

http://www.bmw.com

http://www.mini.com

http://www.rolls-roycemotorcars.com

http://www.bmw-motorrad.com

http://www.bmwgroup.com/responsibility
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a true visionary, american engineer Richard Buckminster fuller used
innovative technologies to develop his pioneering concepts for a sustainable 
world (© eric gaba – Wikimedia commons user: Sting). today, we are 
working to create mobility for tomorrow’s world. With trend-setting products 
and sustainable processes. responsible and committed – to our employees 
and to society.


sustaINaBLE vaLuE REPoRt 2012 of thE BmW gRouP
This ninth edition of the BMW Group Sustainable Value 
Report has been published to provide stakeholders with 
comprehensive information about further refinements to 
the company’s sustainability strategy and the progress made 
in integrating sustainability into its corporate processes. 
Focusing on present and future challenges in the areas of 
Sustainability Management, Product Responsibility, Group-
wide Environmental Protection, Supply Chain Management, 
Employees and Corporate Citizenship, the Sustainable Value 
Report 2012 describes our management approach, the objec-
tives, key figures and specific programmes making up the 
company’s sustainability performance.
 
Topics have been selected and weighted in accordance with 
the findings of a systematic dialogue with stakeholders, a 
comprehensive stakeholder analysis and the results of an 
in-house workshop  see chapter 1.2. The topics of current focus 
for the BMW Group are mapped out in the materiality matrix 
 see chapter 1.1.


Each chapter in this printed report starts with a one-page fact-
sheet of the main points, including the achievements made in 
2012, an outlook for future objectives and measures, and the 
key performance indicators (KPIs) used internally to control 
and monitor the BMW Group’s sustainability performance.


The chapter entitled “Objectives, key facts and figures”, which 
is available only online, describes our new goal structure and 
presents it alongside the most relevant associated measures. 
It also provides a transparent list of all of the sustainability 
figures used in monitoring, together with explanatory texts. 


For reasons of clarity and to avoid double references, generic 
references to the masculine in this document should be 
understood as referring to both sexes. This Sustainable Value 
Report is published in German and English.


suPPLEmENtaRy INfoRmatIoN
This is the first time that the BMW Group has published a 
comprehensive Online Sustainable Value Report that con-
tains more in-depth information to complement the printed 
version of the report. The Online Sustainable Value Report 
can be found online at www.bmwgroup.com/svr. Where 
appropriate, references are also provided to supplementary 
information in the Annual Report or on other BMW Group 
websites.


REPoRtINg PERIoD
The reporting period for the Sustainable Value Report is 
the calendar year 2012. The effective date for all facts and 
figures is 31 December 2012. For the sake of completeness 
and to ensure information is up-to-date, some of the data 
we have captured up to March 2013 have been included. 
The “Objectives, key facts and figures” section (available 
online) generally maps the figures for 2008–2012 (with the 


BasIC REPoRtINg PRINCIPLEs


exception of newly added key figures). The facts and figures 
published in this report refer to the entire BMW Group with 
its three brands BMW, MINI and Rolls-Royce. There are, 
however, some exceptions concerning site-specific topics 
and local sustainability programmes. Wherever this is the 
case, the entity the figures apply to is specified accordingly, 
e.g. BMW AG.


The last Sustainable Value Report was published in print 
in September 2011 and covered financial year 2010. For 
financial year 2011, “Objectives, key facts and figures” was 
published online only (“Update 2011”). Any targets that were 
met in 2011 are not mentioned again in the 2012 Sustainable 
Value Report.


CoNfoRms to gRI staNDaRDs
The BMW Group’s Sustainable Value Report 2012 has been 
compiled in accordance with the Global Reporting Initia-
tive (GRI G3.1) guidelines. Sector-specific aspects have also 
been considered on the basis of the GRI Automotive Sector 
Supplement (Pilot Version 1.0). To what extent GRI indica-
tors are met is shown in the GRI Index. At GRI level A+ 
(GRI checked), this Sustainable Value Report 2012 meets 
the maximum requirements detailed in the GRI guidelines. 
The comprehensive GRI Index is available for downloading 
from the Internet at www.bmwgroup.com/svr800.


uN gLoBaL ComPaCt – CommuNICatIoN oN PRogREss REPoRt
The BMW Group committed to implement the principles 
of the UN Global Compact in 2001, and in this report once 
again reports on progress achieved in complying with these 
principles. An overview of the ten principles with examples 
of their implementation is provided on pages 91–92.


thIRD-PaRty vERIfICatIoN
The key figures and objectives in the “Objectives, key facts 
and figures” section (available online) were audited by Price-
waterhouseCoopers. In addition, indicators from the areas of 
environmental protection and occupational health and safety 
were audited by external auditors and experts in accordance 
with ISO 14001, EMAS and OHSAS (see lists of locations 
with certified health and safety management systems and of 
those with certified environmental management systems in 
the chapter “Objectives, key facts and figures”).


foRWaRD-LooKINg statEmENts
The BMW Group Sustainable Value Report contains various 
forward-looking statements about future developments which 
are based on the current status of the BMW Group’s assump-
tions and forecasts. They are thus subject to a variety of pre-
dictable and unpredictable risks, uncertainties and other 
factors, so that the actual outcome, including the company’s 
financial and assets position, its development or performance 
could differ considerably. The BMW Group makes no com-
mitment to update such forward-looking statements or to 
adapt them to future events or developments.
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a true visionary, american engineer Richard Buckminster fuller used
innovative technologies to develop his pioneering concepts for a sustainable 
world (© eric gaba – Wikimedia commons user: Sting). today, we are 
working to create mobility for tomorrow’s world. With trend-setting products 
and sustainable processes. responsible and committed – to our employees 
and to society.


sustaINaBLE vaLuE REPoRt 2012 of thE BmW gRouP
This ninth edition of the BMW Group Sustainable Value 
Report has been published to provide stakeholders with 
comprehensive information about further refinements to 
the company’s sustainability strategy and the progress made 
in integrating sustainability into its corporate processes. 
Focusing on present and future challenges in the areas of 
Sustainability Management, Product Responsibility, Group-
wide Environmental Protection, Supply Chain Management, 
Employees and Corporate Citizenship, the Sustainable Value 
Report 2012 describes our management approach, the objec-
tives, key figures and specific programmes making up the 
company’s sustainability performance.
 
Topics have been selected and weighted in accordance with 
the findings of a systematic dialogue with stakeholders, a 
comprehensive stakeholder analysis and the results of an 
in-house workshop  see chapter 1.2. The topics of current focus 
for the BMW Group are mapped out in the materiality matrix 
 see chapter 1.1.


Each chapter in this printed report starts with a one-page fact-
sheet of the main points, including the achievements made in 
2012, an outlook for future objectives and measures, and the 
key performance indicators (KPIs) used internally to control 
and monitor the BMW Group’s sustainability performance.


The chapter entitled “Objectives, key facts and figures”, which 
is available only online, describes our new goal structure and 
presents it alongside the most relevant associated measures. 
It also provides a transparent list of all of the sustainability 
figures used in monitoring, together with explanatory texts. 


For reasons of clarity and to avoid double references, generic 
references to the masculine in this document should be 
understood as referring to both sexes. This Sustainable Value 
Report is published in German and English.


suPPLEmENtaRy INfoRmatIoN
This is the first time that the BMW Group has published a 
comprehensive Online Sustainable Value Report that con-
tains more in-depth information to complement the printed 
version of the report. The Online Sustainable Value Report 
can be found online at www.bmwgroup.com/svr. Where 
appropriate, references are also provided to supplementary 
information in the Annual Report or on other BMW Group 
websites.


REPoRtINg PERIoD
The reporting period for the Sustainable Value Report is 
the calendar year 2012. The effective date for all facts and 
figures is 31 December 2012. For the sake of completeness 
and to ensure information is up-to-date, some of the data 
we have captured up to March 2013 have been included. 
The “Objectives, key facts and figures” section (available 
online) generally maps the figures for 2008–2012 (with the 


BasIC REPoRtINg PRINCIPLEs


exception of newly added key figures). The facts and figures 
published in this report refer to the entire BMW Group with 
its three brands BMW, MINI and Rolls-Royce. There are, 
however, some exceptions concerning site-specific topics 
and local sustainability programmes. Wherever this is the 
case, the entity the figures apply to is specified accordingly, 
e.g. BMW AG.


The last Sustainable Value Report was published in print 
in September 2011 and covered financial year 2010. For 
financial year 2011, “Objectives, key facts and figures” was 
published online only (“Update 2011”). Any targets that were 
met in 2011 are not mentioned again in the 2012 Sustainable 
Value Report.


CoNfoRms to gRI staNDaRDs
The BMW Group’s Sustainable Value Report 2012 has been 
compiled in accordance with the Global Reporting Initia-
tive (GRI G3.1) guidelines. Sector-specific aspects have also 
been considered on the basis of the GRI Automotive Sector 
Supplement (Pilot Version 1.0). To what extent GRI indica-
tors are met is shown in the GRI Index. At GRI level A+ 
(GRI checked), this Sustainable Value Report 2012 meets 
the maximum requirements detailed in the GRI guidelines. 
The comprehensive GRI Index is available for downloading 
from the Internet at www.bmwgroup.com/svr800.


uN gLoBaL ComPaCt – CommuNICatIoN oN PRogREss REPoRt
The BMW Group committed to implement the principles 
of the UN Global Compact in 2001, and in this report once 
again reports on progress achieved in complying with these 
principles. An overview of the ten principles with examples 
of their implementation is provided on pages 91–92.


thIRD-PaRty vERIfICatIoN
The key figures and objectives in the “Objectives, key facts 
and figures” section (available online) were audited by Price-
waterhouseCoopers. In addition, indicators from the areas of 
environmental protection and occupational health and safety 
were audited by external auditors and experts in accordance 
with ISO 14001, EMAS and OHSAS (see lists of locations 
with certified health and safety management systems and of 
those with certified environmental management systems in 
the chapter “Objectives, key facts and figures”).


foRWaRD-LooKINg statEmENts
The BMW Group Sustainable Value Report contains various 
forward-looking statements about future developments which 
are based on the current status of the BMW Group’s assump-
tions and forecasts. They are thus subject to a variety of pre-
dictable and unpredictable risks, uncertainties and other 
factors, so that the actual outcome, including the company’s 
financial and assets position, its development or performance 
could differ considerably. The BMW Group makes no com-
mitment to update such forward-looking statements or to 
adapt them to future events or developments.
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2008 2009 2010 2011 2012


ordinary activities of the BmW group


revenues (in € million) 53,197 50,681 60,477 68,821 76,848


profit before tax (in € million) 351 413 4,853 7,383 7,819


return on capital employed (in %) 2.3 3.3 19.1 25.6 23.1


Sales Volume automobiles (in thousand units) 1,435.9 1,286.3 1,461.2 1,669.0 1,845.2


Product responsibility


co2 emissions of BmW group vehicles (eU-27) (in g/km) 156.0 150.0 148.0 145.0 138.0


research and development expenditure (in € million) 2,864 2,448 2,773 3,373 3,952


group-wide environmental protection


energy consumption per vehicle produced (in mWh/vehicle) 2.80 2.89 2.75 2.46 2.44


Water consumption per vehicle produced (in m3/vehicle) 2.56 2.56 2.31 2.12 2.1


process wastewater per vehicle produced (in m3/vehicle) 0.64 0.62 0.58 0.54 0.48


co2 emissions per vehicle produced (in t/vehicle) 0.82 0.91 0.86 0.71 0.68


Waste for disposal per vehicle produced (in kg/vehicle) 14.84 10.63 10.09 7.99 6.11


Volatile organic compounds (Voc) per vehicle produced (in kg/vehicle) 1.96 1.77 1.60 1.65 1.68


Employees


BmW group workforce at the end of the year 100,041 96,230 95,453 100,306 105,876


attrition rate at BmW ag (as a percentage of workforce) 5.85 4.59 2.74 2.16 3.87


Share of women in total workforce of BmW ag (in %) 13.2 13.1 13.2 13.5 14.2


Share of women in management positions at BmW ag (in %) 8.4 8.4 8.8 9.1 10.0


average days of further training per BmW group employee 1.6 1.6 2.6 3.6 3.7


accident frequency at BmW group (per one million hours worked) 2.7 3.1 3.6 7.1 5.8


Corporate Citizenship


expenditure on donations in 2012 by the BmW group (in € thousand) 5,707 7,619 10,242 12,873 9,6381


expenditure on corporate citizenship by the BmW group in 2012 (in € thousand) 5,707 7,619 26,591 36,846 31,979


1 a primary reason for the decrease is that some projects reached completion and no longer needed funding. 


 fIguRE 01 KEy PERfoRmaNCE INDICatoRs fIvE-yEaR REvIEW
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Preface by chairman of the board of management


preface


Dear Reader,


The BMW Group is a company that looks to the future and gears its actions towards the long term. 
That is the focus of our Strategy Number ONE. Sustainability is an important aspect of our corporate 
strategy – and we regard it as an investment in our future.


As the automotive industry’s top-selling premium car company, we strive to take a leading role 
in advancing individual mobility. We believe in sustainable mobility and paved the way for it 
early. In late 2013, we will take the next logical step with our entry into the field of emission-free 
electromobility.


We have been reducing the CO2 emissions of our vehicles for years through our Efficient Dynamics 
technology package; while our Clean Production concept, for example, reduces energy and water 
consumption at our plants. In 2012, we made significant progress in integrating sustainability aspects 
into our supply chain management. This illustrates our holistic approach – from the application of 
innovative materials and technologies to brand-new vehicle concepts, the use of renewable energy in 
our production, right up to new working environments for our employees and our global corporate 
social responsibility activities. This is how we implement sustainability along the entire value chain.


We want to understand how people imagine the mobility of the future. We are therefore striving  
for a high level of transparency with this report and are in ongoing dialogue with our stakeholders, 
including politicians, academics and NGOs. The stakeholder dialogue events held in Leipzig and 
New York in 2011 and in Berlin and San Francisco in 2012 are good examples of this. They provide 
us with important insights that we can integrate into our decision-making and actions.


The BMW Group has been one of the top-rated companies in all major sustainability ratings and 
rankings for some years: we are considered the world’s most sustainable car company. At the same 
time, we recognise the challenges for the future of our society. We intend to play our part in finding 
solutions and, at the same time, enhance our future viability. For this reason, my colleagues and 
I on the Board of Management have defined sustainability targets up to 2020. 


Our company signed the United Nations Global Compact many years ago and has since implemented 
its Ten Principles at all our locations worldwide – because premium comes with responsibility, today 
and in the future.


Dr.-Ing. Dr.-Ing. E.h. Norbert Reithofer
ChaIRmaN of thE BoaRD of maNagEmENt of BmW ag
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StatementS by the board of management


A company is only as good  
as its associates. Their expertise 
and ability to perform are our 
most valuable resource. 
milagros Caiña Carreiro-andree
mEmBER of thE BoaRD of maNagEmENt of BmW ag, 
humaN REsouRCEs aND LaBouR RELatIoNs


Less is more – that is the  
motto of Clean Production. 
Our vision is to achieve  
zero-emissions production.
harald Krüger
mEmBER of thE BoaRD of maNagEmENt of BmW ag, 
PRoDuCtIoN 


Amidst all of the differences 
in our global customers’ desires, 
there is one constant: a focus 
on sustainability. 
Dr. Ian Robertson (honDsc)
mEmBER of thE BoaRD of maNagEmENt of BmW ag,  
saLEs aND maRKEtINg BmW, saLEs ChaNNELs  
BmW gRouP


Sustainability takes top-level 
priority at the BMW Group. 
Dr.-Ing. Dr.-Ing. E.h. Norbert Reithofer
ChaIRmaN of thE BoaRD of maNagEmENt of BmW ag


 WWW  : bmwgroup.com /svr001


ouR PoINt of vIEW
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StatementS by the board of management


Increasing output by making ever 
more efficient use of resources is 
part of our business success. 
Dr. friedrich Eichiner
mEmBER of thE BoaRD of maNagEmENt of BmW ag, 
fINaNCE 


We believe in electromobility – 
and with BMW i, we are  
delivering the right answers.
Dr.-Ing. herbert Diess
mEmBER of thE BoaRD of maNagEmENt of BmW ag, 
DEvELoPmENt 


For us, sustainable operations 
means keeping track of the entire 
value chain. 
Dr.-Ing. Klaus Draeger
mEmBER of thE BoaRD of maNagEmENt of BmW ag, 
PuRChasINg aND suPPLIER NEtWoRK


The mobility of the future will 
be both sustainable and strongly 
interconnected.
Peter schwarzenbauer
mEmBER of thE BoaRD of maNagEmENt of BmW ag, mINI, 
BmW motoRRaD, RoLLs-RoyCE, BmW gRouP aftERsaLEs 
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An overview of the BMw Group


–   29 PRoDuCtIoN aND assEmBLy PLaNts  
IN 14 CouNtRIEs


–  Global sales network with offices  
in over 140 countries


–  motoRCyCLEs


–  automoBILEs


– Three strong business areas


–  fINaNCIaL sERvICEs


–  RoLLs-RoyCE 


–  BmW


– Three strong global brands


–  mINI


— — — Our VisiOn


The BMW Group is one of the most successful manufacturers of automobiles and 
motorcycles worldwide and ranks among Germany’s largest industrial companies. 
Vehicles built by the BMW Group set standards in terms of aesthetic appeal, dynamic 
performance, technology and quality, and underline the company’s leading position  
in innovation and technology. 


Premium


— — — our company


Bayerische Motoren Werke GmbH came into being in 1917, having been founded in 
1916 as Bayerische Flugzeugwerke AG (BFW). It became Bayerische Motoren Werke 
Aktiengesellschaft (BMW AG) in 1918.


History


REaD moRE oNLINE — You will find more information online about the BMW Group.


www.bmwgroup.com


– Since 1916


 WWW  : bmwgroup.com /svr002


aN ovERvIEW of thE BmW gRouP


— Technology— Aesthetics — Dynamics
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An overview of the BMw Group


–  motoRCyCLEs


–  RoLLs-RoyCE 
–  mINI


–  REvENuEs of aRouND €76.85 BILLIoN


–   PRofIt BEfoRE tax IN fINaNCIaL yEaR 2012  
amouNtED to aRouND €7.82 BILLIoN


– 105,876 employees


–  aRouND 1.85 mILLIoN vEhICLEs soLD


–  BmW i


–  EffICIENt DyNamICs


– Clean Production


— — — Our Aim 


Thinking for the long term and responsible action have always been the basis for our 
business success. Environmental and social sustainability along the entire value chain, 
product responsibility in all areas as well as a clear commitment to resource efficiency 
are an integral part of the company’s strategy. As a result, the BMW Group has been 
ranked as the most sustainable company in the automotive industry for many years.


Sustainability


— — — our success


With the introduction of Strategy Number ONE in 2007, we set the course for  
a successful future. The strategy keeps the company aligned to profitability and  
long-term added value at all times. Strategic objectives have been set up until  
2020 and are clearly defined: The BMW Group is the leading provider of premium  
products and premium services for individual mobility worldwide.


Strategy


–  toDay foR tomoRRoW


–  DIvERsIty aND INtERCuLtuRaL CommuNICatIoN


– Over 4,200 apprentices


– ovER €280 mILLIoN foR EmPLoyEE tRaININg 
aND fuRthER EDuCatIoN IN 2012


— Future— Quality — Innovation
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Business Performance


BusINEss PERfoRmaNCE
 WWW  : bmwgroup.com /svr003


— — —    foRECast 


Expectations  
for 2013


High public-sector debt levels and the prospect of consolida-
tion in spending, particularly in Europe, remain a source of 
uncertainty in 2013. Other concerns for the global economy 
have been kindled by slower growth in China and political 
instability in a number of regions. The situation is exacer-
bated by the fact that greater volatility in forecasting param-
eters currently makes it more difficult for the BMW Group 
to predict future performance with any degree of accuracy.


Our answer to uncertainties in a volatile environment is 
to follow our Strategy Number ONE, which we have been 
actively implementing for several years now. The strategic 
aim we are pursuing is clearly reflected in the excellent 
figures reported for the past year and enables us to look 
forward with confidence to 2013. We intend to continue the 
success story with our strong brands, all of which enjoy a 
global presence. We will be aided in this endeavour by our 
attractive range of models and services, comprehensively 
designed to meet the needs of individual mobility. With 
our focus on premium, as the world’s leading provider we 
benefit to an exceptional extent from the high demand for 
premium-segment vehicles.


We forecast that vehicle sales will again rise to new record  
levels in 2013, enabling the BMW Group to remain the 
world’s foremost premium car manufacturer.


— — —    REvIEW 


The BMW Group  
in 2012
The BMW Group remained firmly on the road to success in 
2012 with record figures. Despite an increasingly volatile mar-
ket environment, sales of BMW, MINI and Rolls-Royce brand 
cars increased by 10.6% to 1,845,186 units (2011: 1,668,982), 
ensuring that the BMW Group retained pole position in the 
premium segment.


Although the majority of motorcycle markets contracted 
considerably during the reporting period, our Motorcycles 
segment also broke its previous sales volume record. We 
handed over 117,109 BMW and Husqvarna motorcycles to 
customers in various markets worldwide, 3.1% more than in 
the previous year (2011: 113,572 units).


The Financial Services segment can also look back on a 
successful year. The number of new contracts signed with 
retail customers worldwide rose by 12.1% to 1,341,296 for 
the twelve-month period (2011: 1,196,610 contracts). The 
number of leasing and financing contracts in place with retail 
customers and dealerships totalled 3,846,364 units at the end 
of the reporting period (2011: 3,592,093 contracts; +7.1%).


The dynamic rise in new car sales in 2012 enabled the 
BMW Group to attain new heights in terms of both rev-
enues and earnings. Group revenues grew dynamically,  
rising by 11.7% to reach € 76,848 million for the year (2011: 
€ 68,821 million). Despite greater investment in technologies 
of the future, increased intensity of competition and higher 
personnel costs, earnings also climbed to new heights in 2012. 
EBIT rose to € 8,300 million (2011: € 8,018 million; + 3.5%) 
and earnings before tax improved by 5.9% to € 7,819 million 
(2011: € 7,383 million). At € 5,122 million, Group net profit 
marked a new record, surpassing the high level reached the 
previous year by 4.4% (2011: € 4,907 million).


REaD moRE oNLINE — You can find more information about the business performance of the BMW Group online.


http://annual-report2012.bmwgroup.com
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sustaINaBILIty maNagEmENt
1.1  stRatEgy aND maNagEmENt, page 13 
1.2  staKEhoLDER DIaLoguE, page 20
1.3  RIsK maNagEmENt, page 24
1.4  ComPLIaNCE aND CoRPoRatE govERNaNCE, page 28
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For us, sustainability means: making decisions weighing up the environmental, economic and social aspects of our  
actions. But we also examine all decisions on sustainable activities with regard to their profitability. This pays off.  
On our balance sheet and in terms of sustainability. With a profit before tax of over €7.8 billion, 2012 was the most  
successful financial year in the company’s history. In addition, we were named most sustainable carmaker in the  
Dow Jones Sustainability Index for the eighth consecutive year.


— CoRPoRatE hEaDquaRtERs


— BmW gRouP


— muNICh, germany


 WWW  : bmwgroup.com /svr100


a hoLIstIC aPPRoaCh  
to sustaINaBILIty


sustainable value report 2012
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SuStainability ManageMent


— — —    Most sustainable carMaker


since 2005
  industry leader in the  
dow Jones sustainability index


— — —    SUCCESS


2012
  waS thE moSt SUCCESSfUl yEar  
in thE Company’S hiStory


— — —    sales 


over 1.84 million
 vehicles sold in 2012


   the results


<<  muNICh, germany


——   Sustainability pays off


sustainable value report 2012
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sustaINaBILIty maNagEmENt


 ChaPtER 01


foRECast aND oBjECtIvEs 


  stay on successful path: In 2013, we expect another increase in sales to a new record level.  
We will thus remain the world’s leading premium car company.


  Roll out web-based training: new training courses on sustainability will be rolled out in 2013:  
an interactive Web-based course on sustainability for employees, dealers and suppliers.


  Expand commitment to sustainability networks: In 2013, the BmW group will play an active role 
in the Sustainable mobility project of the World Business council for Sustainable Development.


  sustainability targets for 2020 developed: To further consolidate our leading position and focus 
on those areas of sustainability in which we can have the greatest impact, we developed a Target 
map for 2020 for products and Services, production and Value creation as well as employees and 
corporate citizenship.


  human rights risk analysis implemented: To ensure that the due diligence requirements set down 
in the Un guiding principles are implemented, we carried out a comprehensive internal risk analysis 
with regard to human rights along the entire value chain. 


   Stakeholder dialogue intensified: In the reporting period, we further intensified our dialogue with 
stakeholders in germany and abroad. for example, we held roundtables in Leipzig and new york (2011) 
as well as Berlin and Silicon Valley (2012). For the first time, we also held a special Roundtable with 
students. and we were involved in various aspects of the rio+20 conference.


PRogREss 


sustaINaBILIty maNagEmENt
 WWW  : bmwgroup.com /svr100


2013+


2012


INDICatoRs


€76,848 million
— REvENuEs of BmW gRouP In 2012


€68,821 million 
2011 1,845,186


— NumBER of vEhICLEs soLD In 2012


1,668,982 
2011 


€7,819 million
— PRofIt BEfoRE tax In 2012


€7,383 million 
2011 


LIstINgs IN sustaINaBILIty INDICEs


 Industry leader in Dow Jones Sustainability Index
  Industry leader in global 500 ranking of  


carbon Disclosure project
 Listing in fTSe4good


SUSTaInaBLe VaLUe reporT 2012
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SuStainability ManageMent


 WWW  : bmwgroup.com /svr110


Sustainability management is an investment in our future 
success. We leverage new business opportunities, minimise 
risk and seek to overcome social and business challenges such 
as scarcity of resources, climate change and demographics at 
an early stage.


By the year 2020, the BMW Group will be the world’s lead-
ing provider of premium products and premium services for 
individual mobility. That is the goal we set ourselves in 2007, 
when we established our Strategy Number ONE, which has 
undergone continued development ever since. As we strive 
to achieve our vision, we will focus consistently on growth, 
profitability, working actively to shape the future, and on 
access to new technologies and customers. These core areas 
of action form the four pillars of Strategy Number ONE. 
Sustainability is one of the BMW Group’s core principles and 
an integral part of each of the four strategy pillars.


For us, however, premium also means setting standards in the 
development of sustainable solutions for individual mobility 
needs. We are convinced that the manufacturer with the most 
efficient and resource-friendly production processes will be the 
future industry leader – offering its customers state-of-the-art 
solutions for environmentally compatible individual mobility.


Strategy and 
management


1.1


ouR sustaINaBILIty stRatEgy


The sustainability strategy passed in 2009 is derived directly 
from Strategy Number ONE and is applicable worldwide 
as the overarching strategy for all corporate divisions. The 
main aim is to establish sustainability along the entire value 
chain and in all basic processes – thus creating added value 
for the company, the environment and society. We derive 
specific requirements and targets for each individual divi-
sion from the sustainability strategy, which allow us to 
systematically establish sustainability criteria in all areas 
of the company. 


 fIguRE 02 CoRPoRatE stRatEgy NumBER oNE


vIsIoN


CoRE PRINCIPLEs


growth Shaping the future Profitability access to new  
technologies and customers


ComPEtItIvE aDvaNtagE


EvoLutIoN aND REvoLutIoN 


our industry is currently going through a  process of techno-
logical transformation. We want to be pioneers and drivers  
of this transformation process. To do this, we are taking two 
parallel approaches: evolution and revolution. The further  
development of highly efficient combustion engines, lightweight 
construction, hybrid drivetrains and resource-efficient produc-
tion – that is what we call evolution. carbon-free mobility with 
new types of drivetrain, combined with ambitious targets based 
on resource-efficient production, new materials and innovative 
mobility services – that is what we call revolution. 


With the new BmW i family, we are also positioning ourselves as 
an innovation leader in the area of electromobility, bringing the 
integration of sustainability along the value chain to a new level. 
We are the only premium manufacturer that will be offer ing 
vehicles specially designed for electric drivetrains from the end 
of 2013. For the first time, the body will be made of carbon. 
The electricity required to assemble the BmW i3 and BmW i8 
at the Leipzig plant will come from renewable sources. BmW i 
and its first models BMW i3 and BMW i8 will launch a new era 
in urban mobility from 2013 onwards.
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SuStainability ManageMent


 fIguRE 03 matERIaLIty aNaLysIs 2012


Our core principles form the foundation for consistently 
sustainable operations at the BMW Group. They stipulate 
that taking social responsibility is inextricably linked to the 
Group’s perception of itself as a business enterprise. At the 
same time, sustainability is seen as making a positive con-
tribution to the business success of the company  see section 


“Business case for sustainability”.


Sustainability has also been established as a strategic corpor-
ate objective in the BMW Group Balanced Scorecard since 
2009. This means that every project must be measurable in 
terms of “Sustainability” as a corporate objective, ensuring 
that, in addition to economic factors, environmental and 
social aspects are also accounted for in the decision-making 
process – because we know that today, the value of a company 
is not measured solely by direct financial indicators but also 
by so-called non-financial performance indicators. By setting 
the right course in the early stages of a project, the company 
saves resources and any necessary corrective measures down 
the line, which often entail much higher costs. In addition, 
sustainability as a corporate objective cascades down to per-
sonal target agreements for managers and is thus part of their 
performance-based remuneration.


A set of key performance indicators (KPIs) and the 
BMW Group’s performance in various ratings and rankings 
are the factors that influence our sustainability management. 
An overview of the relevant KPIs is provided on the fact 
sheet at the beginning of each chapter and specific details 
are provided in the respective chapters.


matERIaLIty aNaLysIs


To identify issues that may present opportunities or risks 
to our business in the future, we analyse these indicators 
regularly to find out exactly what they mean for our company, 
both from the point of view of different stakeholder groups 
as well as from an internal BMW Group perspective.


  1. First, we use specific criteria to internally identify the 
20 most relevant issues for society and the company.


 
  2. Then our stakeholders (primarily sustainability experts) 


evaluate these 20 topics in an online survey. To enhance 
quality, we also carry out a stakeholder analysis. The stake-
holder survey and analysis result in a prioritisation of the 
topics by our stakeholders.


  Finally, experts from the company’s strategy offices carry 
out a materiality workshop to evaluate the significance 
of the topics for the BMW Group. This makes the results 
more robust.


The results of the materiality analysis are mapped out below. 
The y-axis maps the relevance of the topics to our stakehold-
ers, the x-axis shows the relevance of the topics from the 
company’s internal perspective. We judge a core area to be 
particularly significant if it is categorised as very important 
by both our stakeholders and the company. The materiality 
matrix is the point of departure for regular verification of the 
direction our sustainability strategy is taking.
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ouR sustaINaBILIty taRgEts 
 WWW  : bmwgroup.com/svr112


PRODUCTS AND SERVICES


EM
PLOYEES AND CORPORATE CITIZENSHIP


PRODUCTIO
N AND VALUE C


REA
TI


O
N


PreParing for the future
Establishing the necessary skill set 
to face the challenges of the future. 


Workforce health improved and 
number of occupational accidents 


reduced


Leadership
Overarching leadership concept 


established. Continuous improve-
ment in employee motivation and 


capacity to perform


Diversity
Diversity within the company 


(culture, gender, age) increased 
and innovative strength enhanced


Co2 emissions
Reduced by at least 50%


in the European 
new vehicle fleet  


(base year: 1995)


ElEctromobility
Leader in taking a 


holistic approach to premium 
electromobility


Mobility patterns
Permanent change as a result 
of integrated mobility services 
in selected metropolitan areas


Renewable eneRgy
Leader in using renewable energy 
for production and value creation


ResouRce consumption
Water, energy, waste, solvents 


per vehicle reduced by 45%
(base year: 2006)


Creating value: 


the Most suCCesful
and sustainable


preMiuM provider
of individual Mobility


Sustainability Targets
of BMW Group until 2020*


As an active member of the World Business Council for Sustainable Development and the UN Global Compact,  
we recognise that it is a global challenge to further increase our efforts on sustainable development. It is essential 
that we take a long-term approach. We intend to further expand our leading position and focus on the topics through 
which we can have the most impact. With this in mind, we developed a target vision for 2020 in the year under report. 
This includes efforts in the areas Products and Services, Production and Value Creation as well as Employees and 
Corporate Citizenship.


*  a quantitative performance and target indicator is the 
basis of each of our long-term objectives. However, for 
competitive reasons we do not communicate all of these 
indicators outside the company. and when it comes to 
implementation, we apply established environmental 
(ISo 14001 and emaS), quality assurance (ISo 9001) 
and occupational health and safety (oHSaS/oHrIS) 
management systems.


REaD moRE oNLINE — You can find a detailed overview of the 2012 measures and results in the separate report “Objectives, facts and figures”.


www.bmwgroup.com/svr700 


— — —    ouR sustaINaBILIty taRgEts 


Our vision for 2020


SUSTaInaBLe VaLUe reporT 2012
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oRgaNIsatIoN aND maNagEmENt


One important goal of our sustainability strategy is to estab-
lish sustainability as a core strategy within our organisation. 
For this reason, our Sustainability and Environmental Pro-
tection department has been directly incorporated into our 
Corporate Strategy unit since 2007, under the mandate of 
the Chairman of the Board. Its responsibilities include the 
continued enhancement of our sustainability strategy and 
the management of sustainable operations in all its forms. 
Some of its tasks include:


  Derivation, specification and establishment of a sustain-
ability strategy in individual divisions, taking account of 
the entire value chain 


  Development and monitoring of ambitious targets 
  Identification of and internal approach to addressing core 


challenges
  Central corporate function for environmental protection 


(Group Representative) and management of environmen-
tal protection network 


  Management of global centres of competence for a range 
of environmental issues


The long-term direction of the core areas of the sustainabil-
ity strategy is set down by the Sustainability Board, which 
includes all members of the Group’s Board of Management. 
The Sustainability Board convenes twice a year to assess the 
company’s progress. The topics are prepared for presentation 
to the Sustainability Board by the so-called Sustainability 
Circle, which comprises department heads from all divisions.


The main focus of work in 2012 was as follows:


  Development of long-term sustainability targets
 (Target Map 2020) 
  Development of an energy strategy


  Integration of sustainability into purchasing
 and supplier management 
  Revision of Corporate Citizenship strategy
  Further entrenchment of the topic of human rights
  Strengthening of international cooperation on the 


exchange of best practices in the environmental network


We made considerable progress on all of these focal areas 
in the period under report. Our comprehensive Target Map 
offers a detailed overview of which measures we carried 
out in the different divisions as well as the challenges we 
still face. 


REaD moRE oNLINE — You will find more information online about our 2012 measures 
and results in the separate report “Objectives, facts and figures”.


www.bmwgroup.com/svr700


BusINEss CasE foR sustaINaBILIty


Sustainable operations is an investment in our future success 
and one of the main drivers of our business. We are already 
demonstrating how sustainability measures have led to cost 
savings or generated revenue – thus validating the business 
case for sustainability. 


  Between 2006 and 2012, we invested in environmentally 
friendly plants and technologies as part of our Clean Pro-
duction Strategy throughout the BMW Group’s produc-
tion network. The resulting reduction in energy, water, 
waste and VOC emissions of around 36% per vehicle 
produced led to cost savings of around €100 million.


  Due to global megatrends (e. g. urbanisation, climate 
change and regulation) customer mobility requirements 
are also shifting. A range of studies has already shown 
that environmental awareness on the part of customers is 


 fIguRE 04 oRgaNIsatIoN of sustaINaBILIty IN thE BmW gRouP


sustaINaBILIty BoaRD


 comprises department heads from all divisions
 chairman: BmW group Sustainability and environmental representative
 responsible for preliminary work to support decision-making


  Implement measures and processes needed for the BmW group  
to achieve its goals


 comprises the entire Board of management
 chairman: chairman of the Board of management
 responsible for strategic alignment


sustaINaBILIty CIRCLE


sPECIaLIst DIvIsIoNs
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coming more and more to the fore, while at the same time 
their focus remains on design, dynamism and comfort – 
this creates new business potential for the BMW Group. 
With our new sub-brand BMW i, we will be able to fulfil 
these customer requirements to an even greater extent 
than before. This will give us both a clear competitive edge 
as well as make a significant contribution to the company’s 
future success.


  Direct feedback from our fleet customers indicates that 
environmental issues are gaining in significance. Many 
DAX-listed companies are increasingly focusing their car 
policies on sustainability. Employees are also motivated to 
use environmentally friendly vehicles via a bonus malus 
system. Thanks to our efficient vehicles as well as the 
sustainability advice provided by our subsidiary Alpha-
bet, we can fulfil the changing expectations of our fleet 
customers. The experience gained by the Alphabet sales 
team shows that BMW vehicles have a significant edge on 
the competition – a clear sign that sustainability measures 
such as our Efficient Dynamics Programme really pay off.


  We are seeing accelerated global growth and already sell 
around 85% of our vehicles outside Germany. To remain 
successful worldwide, we need intercultural diversity in 
our company – people from different countries, differ-
ent backgrounds – and a good balance between male 
and female employees. With our intercultural workforce 
structure, we increase revenues by improving our focus on 
the customer and finding the perfect fit in global markets 
with different customer requirements. This increases the 
appeal of our products at local level and steps up our global 
growth, resulting in additional earnings potential. 


  Our premium standards are at the heart of everything 
we do. In order to develop and offer top-quality products 
and services, we need the best employees available. Being 
amongst the most popular employers in many markets 
is therefore a crucial competitive advantage. We want 
to continue to expand this edge. To do this, we rely not 
only on above-average remuneration and extra social ben-
efits – our leading role in sustainability also increases our 
attractiveness as an employer. 


  As part of the Age/Experience Diversity Dimension, for 
example, our Today for Tomorrow project reduces follow-
up costs and risks. Behavioural measures (e.g. health edu-
cation) and preventive measures at the workplace (e. g. 
ergonomically optimised workstations) offset our work-
force’s age-related physical performance limitations. This 
can compensate for absenteeism due to illness and reduce 
the number of employees who can no longer carry out 
their tasks due to constraints on their performance, allow-
ing us to continue to fulfil our responsibility towards our 
employees and avoid costs, in spite of the rising average 
age structure. 


  Effective leadership is essential to successful implementa-
tion of Strategy Number ONE. Manager training contrib-
utes towards establishing the key importance of leadership 
at all management levels. Managers are given the tools 
they need to improve their leadership skills in the long 
run and thus to play their part in achieving the strategic 
objectives. At the same time, effective leadership increases 
the employability of the individual, employee satisfaction 
as well as the attractiveness of the BMW Group as an 
employer. It makes an important contribution towards 
the success of the company and ultimately secures jobs.


humaN RIghts at thE BmW gRouP 


Respect for human rights is integrated in the strategy and 
culture of the BMW Group. Our management process is 
aligned with the requirements of the UN Guiding Principles 
on Business and Human Rights, which were passed by the 
United Nations in 2011. We use these principles as our main 
guide to critical reflection and continuous improvement of 
how we entrench human rights requirements within the 
company. To ensure that the due diligence processes set down 
in the UN Guiding Principles are implemented, a compre-
hensive internal risk analysis along the entire value chain of 
the BMW Group was carried out in the 2012 financial year.


Our cross-divisional human rights team mainly comprises 
representatives from the Sustainability and Environment 
division, Legal Compliance, HR Strategy and Corporate Com-


CommItmENt to INtERNatIoNaL CoNvENtIoNs  
aND PRINCIPLEs 


In 2001, the BmW group committed to complying with the 
Ten principles of the Un global compact and the International 
Declaration on cleaner production of the United nations 
environment programme (Unep). as a member of the Un 
global compact, the company commits to complying with 
internationally recognised human rights, in particular the core 
labour standards of the International Labour organization 
(freedom of association, the right to collective bargaining, 
elimination of forced and compulsory labour, abolition of child 
labour and elimination of discrimination in the workplace). The 
BmW group reiterated this position with its Joint Declaration 
on Human rights and Working conditions at the BmW group, 
which the Board of management of BmW ag passed in agree-
ment with employee representatives in 2005 and reconfirmed 
in 2010. The company also abides by the oecD’s principles 
for multinational corporations and by the Business charter for 
Sustainable Development issued by the International chamber 
of commerce (Icc) as well as the Un guiding principles on 
Business and Human rights. 
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munications. The team monitors current developments in 
the international human rights debate, analyses potential 
risks for the BMW Group and – where there are any open 
issues – promotes further entrenchment of human rights 
requirements in the BMW Group. It reports to the Sustain-
ability Circle and the Sustainability Board. The respective 
specialist departments are responsible for the individual 
operational topics.


We have training courses in place for employees and man-
agement to raise their awareness of human rights issues  
 see chapter 5. In our supplier management process, we inform 


suppliers of human rights issues and ensure their commit-
ment to the topic  see chapter 4. We also address our other busi-
ness partners, e.g. in the retail organisation, offering them 
training on our standards and requirements and successively 
integrating them into our contractual agreements.


To avoid human rights violations, all employees can con-
sult their line managers or the BMW Group Human Rights 
Contact helpline if they have any questions. Employees also 
have the opportunity to submit information – anonymously 
and confidentially – via the BMW Group SpeakUP Line 
about possible human rights violations within the company. 
The BMW Group SpeakUP Line is available in a total of 34 
languages and can be reached via local free-of-charge tele-
phone numbers in all of the countries in which BMW Group 
employees carry out activities. Between December 2011 and 
December 2012, a specific procedure was applied to follow 
up five queries which were submitted to the Human Rights 
Contact helpline. Three of these were in connection with 
discrimination, the other two referred to employee/manager 
relations. In none of the five cases was any violation of human 
rights determined. 


Human rights requirements are also integrated into our risk 
management process as well as investment and location 
decisions.


To protect the physical safety of its employees and visitors, the 
BMW Group takes the appropriate security measures. These 
are based on location-specific risk analyses. Our courses 
train all BMW Group employees on how to implement 
human rights requirements in the company  see section 


“raising workforce awareness”. 


Security service providers to the BMW Group are obliged 
to comply with human rights. This is set down successively 


in the respective purchasing conditions. If necessary, they 
receive advice and training on implementation. For example, 
in South Africa, the security personnel receive instruction on 
human rights before they take up their tasks for the first time. 


RaIsINg WoRKfoRCE aWaRENEss


We can only achieve our aim of becoming the most sustainable 
company in the automotive industry if we work together with 
our employees  see chapter 5. In total, more than 2,500 members 
of our staff attended courses on sustainability during the 
reporting period – including the courses that form part of 
our yearly quality, environmental and occupational safety 
training programme. 


Our training courses are tailored to the different levels of 
knowledge and needs of participants. Since 2009 1,400 train-
ees have attended a course called Sustainability from the 
beginning and around 3,600 managers completed the Man-
aging Business training programme, which includes several 
hours of training on sustainability. All training courses are 
regularly evaluated – and have met with high levels of accep-
tance. One example: 86% of the 2,500 participants in our 
introductory seminar Sustainability at the BMW Group said 
that they gained knowledge from the course.


RatINgs aND RaNKINgs


In the reporting period, the BMW Group received a number 
of listings and awards (Figure 05).


  Dow Jones Sustainability Index (DJSI): The BMW Group 
is the only company in its industry that has been listed 
on the Dow Jones Sustainability Index World every year 
since it was founded in 1999. Index provider Dow Jones 
commissions rating agency RobecoSAM to evaluate the 
company’s sustainability performance. In September 
2012, the BMW Group was named industry leader for 
the eighth time in succession and as a result was listed in 
the Dow Jones Sustainability Index World and Europe. 
The BMW Group was praised as being a leader in terms 
of innovation management and having demonstrated a 
clear commitment to reducing negative environmental 
impact along the entire value chain.


  Carbon Disclosure Project (CDP): The BMW Group 
achieved a record result in the Global 500 Ranking CDP 
which was published in September 2012. With 99 of a 
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Listings Evaluation and result


 Dow Jones Sustainability Index (DJSI) Industry leader for the eighth consecutive year in 2012


 cDp Industry leader in global 500 ranking, 3rd place in carbon Disclosure 
Leadership Index across industries


 fTSe4good Listed


 oekom research Industry focus automobil 2013: 2nd place (Status prime B)


 Sustainalytics 1st place among DaX 30 companies


 iöw/future Berichtsranking 1st place


awards Listing and results


 Sam Sustainability award awarded Sam gold class 2012


 Dumont-DWS-preis 2011


possible 100 points, the company is an industry leader and 
listed on the Carbon Disclosure Leadership Index (CDLI). 
In addition, the BMW Group is listed on the Carbon  
Performance Leadership Index (CPLI). The BMW Group 
is also among the top 3 of all participating companies 
worldwide in the CDP Global 500 Ranking.


  FTSE4Good: The BMW Group was again listed on FTS-
E4Good in 2012, an index of the British index family on 
sustainability and corporate governance provided by FTSE 
in London.


  Sustainalytics: This agency rated the BMW Group number 
one in sustainability among all DAX-30 companies.


  iöw/future report ranking: The BMW Group achieved 
first place for its Sustainable Value Report 2011 among 
150 analysed reports.


aWaRDs


  SAM Sustainability Award: In June 2012, the SAM Group 
launched the SAM Sustainability Awards in Germany. 
As one of three German carmakers, the BMW Group’s 
commitment to sustainability was awarded the SAM Gold 
Class Status and the company was also named industry 
leader. 


  DuMont-DWS-Preis: In November 2011, the BMW Group 
received a further important sustainability award for its 
performance and activities in this area – the DuMont-DWS-
Preis for Verantwortungsbewusstes Wirtschaften (award for 
responsible operations), which the DuMont-Gruppe and 
DWS Investments awarded for the first time in 2011.


 fIguRE 05 sustaINaBILIty RatINgs aND RaNKINgs 2011/2012
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 WWW  : bmwgroup.com /svr120


The BMW Group engages in ongoing dialogue with its stake-
holders at its locations and in relevant markets. This is a very 
important learning process for our company. As a corporate 
citizen, we fulfil our responsibility by using targeted dialogue 
to gain various perspectives and input on relevant topics, to 
identify trends and key topics at an early stage and to enhance 
acceptance for our corporate activities and decisions. 


Our main stakeholder groups comprise our customers, 
employees, business partners and suppliers. But the media, 
political decision-makers, researchers and associations as 
well as non-governmental organisations (NGOs) and repre-
sentatives of the capital market are also among the groups 
we address. 


Stakeholder  
dialogue


1.2 Dialogue is based on continuous and specific identification 
and prioritisation of stakeholders at relevant locations, imple-
mentation of different dialogue formats and the systematic 
communication of results to internal departments, the Sus-
tainability Circle and the Sustainability Board. Measures are 
also derived and the input is further integrated into strategy 
development processes. 


Our “Guidelines on Stakeholder Dialogue at the BMW Group” 
form the basis of our ongoing exchanges and set down the 
targets, processes for identification and prioritisation of our 
stakeholders as well as the selection of dialogue formats and 
communication principles.


Our relevant stakeholders are systematically identified and 
prioritised by mapping them on a regular basis with regard 
to strategically important topics. In addition, our subsidiaries, 
our political offices in the different markets as well as our 
plants engage in regular dialogue with local stakeholders on 
locally relevant topics. A range of committees and channels 
also allow specialist departments of the company to contact 
relevant stakeholder groups directly.


REsuLts of 2012 staKEhoLDER suRvEy


88 German and international experts from NGOs/civil soci-
ety, politics, research and the sciences, the capital market, 
business associations/initiatives and media took part in the 
BMW Group’s 2012 stakeholder survey which took the form 


01 -- fuel consumption and co2 emissions


02 -- alternative drivetrain technologies


03 -- energy supply/renewable energy


04 -- environmental and social standards in the supply chain


05 -- future mobility/mobility services


06 -- efficient use of resources and recycling management


07 -- product safety


08 -- anti-corruption/compliance


09 -- Sustainability strategy and management


10 -- Water


11 -- Biodiversity


12 -- Demographic change


13 -- Human rights


14 -- employee training and qualification


15 -- occupational health and safety


16 -- corporate citizenship


17 -- Work-life balance


18 -- Diversity


19 -- Donations/Sponsoring


20 -- corporate Volunteering


 fIguRE 06 BmW gRouP staKEhoLDER DIaLoguE – staKEhoLDER suRvEy 20121


 no comment Important  Less important Very important  not important


1  In august and September 2012, an online stakeholder survey was carried out with a total of 88 stakeholders (mainly sustainability experts).
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BmW gRouP DIaLoguE IN sILICoN vaLLEy — over 30 stakeholders discuss 
topics such as the future of mobility.


ouR ENgagEmENt at RIo+20 — The BmW group Sustainability pavillon on the 
conference grounds.


of a quantitative online questionnaire evaluating the rele-
vance of sustainability topics among other things. Figure 06 
shows that – from a stakeholder perspective – fuel consump-
tion and CO2 emissions are still most relevant for the auto-
motive industry as a whole as well as for the BMW Group. 
Environmental and social standards in the supply chain as 
well as resource efficiency and recyc ling management are also 
considered very important topics for both the automotive 
industry and the BMW Group.


IN DIaLoguE: LoCaLLy, gLoBaLLy, DIgItaLLy 


In the period under report, the BMW Group engaged in dia-
logue with its stakeholders in regular local and international 
formats and at specific events. For example, we took part 
in the United Nations Conference on Sustainable Develop-
ment (Rio+20) in Rio de Janeiro, Brazil, in summer 2012. At 
a number of events, the BMW Group presented its view of 
the future of mobility and provided the Brazilian government 
and the United Nations with efficient shuttle-service vehicles 
such as the BMW 7 Series ActiveHybrid. In addition, we have 
been intensifying dialogue with our stakeholders since the 
end of 2011. For example, we held Roundtables in New York 
and Leipzig in 2011 as well as in Berlin and in Silicon Valley 
in 2012. The BMW Group also initiated a stakeholder Round-
table with students in Berlin in 2012. All of these dialogue 
formats deal with sustainability, and we received valuable 
feedback regarding our activities.


By engaging in regular, active and open dialogue with polit-
ical decision-makers, union representatives and associa-
tions as well as non-governmental organisations (NGOs), 
we are fulfilling the task of playing a constructive role in 
shaping the general political framework for our business 
activities, offering our expertise, promoting fair competi-
tion for all involved and finding sustainable solutions. The 
BMW Group’s public affairs department ensures that cen-
tral and strategic corporate decisions are always based on 
a complete picture of the political and legal situation, and 
that the requirements of society and government are taken 
into account in corporate strategy.


In the BMW Group’s core markets, branch offices carry out 
public affairs on environmental, financial and socio-political 
topics and deal with relevant economic policy and industry-
specific issues. In the period under report, the main topics 
in this regard were how to put CO2 regulation into practice, 
how to deal with trade barriers, fair taxation legislation as 
well as social challenges such as demographic change and 
the company’s commitment to promoting more women to 
management positions. 


In the period under report, we also continued our tradition-
ally intensive dialogue with capital market representatives 
by holding road shows and conferences, in particular with 
invest ors and analysts who focus on sustainability. When 
making their decisions, investors are increasingly focusing 
on how the BMW Group integrates aspects of the environ-
ment, society and corporate governance into its business 
model, products and activities. This is particularly true of 
institutional investors with long-term strategies, such as  
pension funds.


Communications with stakeholders via social media are play-
ing an increasingly important role. Our BMW Group Face-
book page now has over 105,000 followers. The Facebook 
page is one of the basic tools used to foster discussion of 
sustainability with stakeholders as well as to identify new 
trends and receive feedback on our activities.


IN DIaLoguE WIth PoLItICaL DECIsIoN-maKERs


The representative offices in Berlin, Brussels, London, 
Washington DC and Beijing are the direct point of contact 
for political stakeholder groups in our main markets. Over 
the years, we have entered into long-term dialogue on a 
range of different topics in the political arena. Between 
2010 and 2012, additional representative offices were 
added in Sacramento, Tokyo, Delhi, Moscow and Seoul, 
in order to strengthen dialogue with politicians and NGOs 
in these markets. In addition, the sales organisations of the  
BMW Group in a further 43 countries are responsible for 
public affairs. 


21


sustainable value report 2012







SuStainability ManageMent


A central department in Munich manages political stake-
holder communications. This department ensures that public 
affairs in all areas and all markets worldwide are always in 
line with our basic corporate strategy and with the positions, 
guidelines, codices as well as all basic principles and volun-
tary commitments published by the BMW Group. In addition, 
we foster continuous dialogue with political decision-makers, 
not only directly, via our employees, but also by way of mem-
bership in a number of national associations such as VDA, 
bayME or vbm, umbrella associations such as BDI and BDA 
as well as international industry representative bodies such 
as ACEA or AUTO ALLIANCE.


IN DIaLoguE WIth INvEstoRs IN sustaINaBILIty 


In 2012 again, a number of individual and group discussions at 
SRI (Socially Responsible Investment) road shows and confer-
ences in Europe’s financial centres and the USA fostered and 
further expanded our contacts to sustainably oriented inves-
tors and analysts. In this context, we informed stakeholders 
of current progress in the area of sustainability. The Capital 
Markets Day on Sustainability, which was held in 2011 for the 
first time in New York and Munich, was very well received by 
investors and analysts. Sustainability and mainstream inves-
tors also participated in the stakeholder dialogues in Leipzig 
(2011), Berlin (2012) and Silicon Valley (2012). 


IN DIaLoguE WIth ouR EmPLoyEEs aND suPPLIERs


When it comes to evaluating employee satisfaction, what they 
think of their working environment, personal development 
opportunities, corporate culture, and of the BMW Group as 
an employer, we hold regular Group-wide employee surveys. 
The next employee survey is scheduled to take place in the 
first half of 2013. There are also additional dialogue events for 
employees and managers and we engage in regular dialogue 
with our suppliers. You can read more in Chapter 4 “Supply 
Chain Management”. 


IN DIaLoguE WIth LoCaL staKEhoLDERs


In addition, we seek to engage in dialogue with our stake-
holders and the public via lectures. For example, we held a 
talk on environmental protection and sustainability at the 
BMW Group for employees of the energy agency in Regens-
burg on 28 November 2012. On 15 May 2012, we also pre-
sented our Today for Tomorrow project on age-appropriate 
workplace design as part of the Zukunftsforum Regensburg 
(Regensburg future forum).  We have also engaged in dialogue 
with various stakeholder groups at our locations in the UK. 
For example, we discussed future issues of urban mobility 
with 110 representatives of industry, government, the sci-
ences and NGOs on 26 April 2012 in London. The same 
topic was the subject of a panel discussion on 13 November 
2012 at our MINI plant in Oxford between representatives 
of NGOs, the government, the sciences and suppliers. 200 
representatives from the industry and fleet management 
companies were in the audience.


staKEhoLDER RouNDtaBLEs IN thE usa aND gERmaNy


  Roundtable New York City (3 October 2011, Guggen-
heim Lab): In three workshops, individual mobility was 
discussed with 35 representatives from government, asso-
ciations, industry, the capital market, the sciences and 
non-governmental organisations (NGOs). The focus of 
these discussions was on the requirements electric vehi-
cles will have to fulfil in order to play a role in individual 
and sustainable mobility in the future and how changing 
mobility needs in urban areas will create new opportuni-
ties for mobility services.  


  Roundtable Leipzig (21 November 2011, BMW plant 
Leipzig): Following on from the Roundtable New York 
City, we discussed such topics as sustainable urban mobil-
ity and the role of energy in the manufacturing and utilisa-
tion phase with 15 stakeholders from different areas.


  Roundtable Berlin (10 July 2012, BMW plant Berlin): 21 
international experts from various areas accepted our 
invitation to enter into a European dialogue. Some of the 
topics of discussion were: What are the main sustainability 
trends in the coming years? How can we better implement 
our vision of becoming the most sustainable carmaker?


  Roundtable Silicon Valley (27 November 2012, 
BMW Group Technology Office): Following on from the 
dialogue in Berlin, 31 participants from government, 
NGOs, the sciences, the capital market and think tanks 
continued the discussion of sustainable leadership, mobil-
ity services and energy. 


IN DIaLoguE WIth stuDENts –  
thE oPINIoN-maKERs of thE futuRE


In 2012, the BMW Group also launched a Roundtable with 
students as part of a pilot project in Berlin. 20 students from 
renowned German universities took part in the Roundtable 
on 9 July 2012. In three workshops with BMW experts, they 
discussed the topics of greenwashing vs. credibility, electro-
mobility and transformation of the German energy industry. 
The students had a completely different perspective on many 
things than experts from government and industry, giving 
the BMW Group some valuable input.


BmW gRouP PaRtICIPatIoN IN RIo+20


A further example of how the BMW Group is positioned on 
the international political stage as a responsible carmaker is 
our regular participation in UN climate and sustainability 
conferences. In summer 2012, the BMW Group clarified 
its own position on the future of sustainable mobility at a 
number of events at the UN Conference for Sustainable 
Development Rio+20. It also provided the Brazilian govern-
ment and the United Nations with vehicles equipped with 
Efficient Dynamics technology such as the BMW 7 Series 
ActiveHybrid. At a special pavilion on the official grounds 
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of the UN conference, employees answered critical ques-
tions from delegates, press representatives and the specialist 
public and held their own events to demonstrate the posi-
tive contribution a carmaker can make towards sustainable 
growth – by creating efficient mobility and environmentally 
friendly production processes. In addition, at the Rio+20 
conference in South Africa, the MINI E and BMW ActiveE 
were made available to politicians and interested members 
of the specialist public for the first time in order to let them 
experience the appeal of sustainable mobility.


othER aCtIvItIEs


Worldwide, the BMW Group participates in a large number 
of initiatives, forums and events with chief executives as 
well as technical and other experts, organised by govern-
ment authorities, political parties, scientific organisations 
and NGOs. Many national and international delegations 
from government and industry come to our company each 
year to inform themselves about the latest technological 
developments and the BMW Group’s strategic direction. 
This can take on a variety of forms, from bilateral visits to 
regular dialogue with representatives of government and 
industry.


For example, to demonstrate the potential and challenges of 
electromobility in practice and explain what needs to happen 
in terms of policy, the BMW Group has collaborated with 
public authorities to carry out comprehensive field tests with 
electric vehicles such as the MINI E and the BMW ActiveE. 
In markets where BMW Group electric vehicles have covered 
over 21 million kilometres in field tests, the information and 
experience gathered is shared with government, authorities 
and scientific institutions and can thus be integrated directly 
into future framework policy.


The BMW Group also plays a central role in the National 
Platform for Electric Mobility (NPE), a German govern-
ment advisory committee on electromobility founded by 
German Chancellor Angela Merkel in 2010. This platform 
aims to push for progress on electromobility, create a lead 
market for it in Germany and speed up the introduction of 
innovative electric vehicles onto the market. Here again, the 
BMW Group provides the government with its knowledge 
and research results and actively helps shape political frame-
work conditions via its established political network.


In addition, BMW Group representatives have taken part 
in panel discussions of the World Business Council for Sus-
tainable Development and Union Investment on the topic 
of sustainability.


We also carried out a Perception Study to ask investors about 
their understanding of the financial aspects of sustainability 
communications and integrated the results into the further 
development of our SRI communications. 


mEmBERshIPs aND NEtWoRKs


Through a large number of memberships, we engage in dia-
logue with other organisations and work towards more sus-
tainability, in particular in the following initiatives, networks 
and associations: 


Business networks on sustainability
  World Business Council for Sustainable Development 


(WBCSD)
  United Nations Global Compact LEAD Platform
  Global Compact Network Germany
  econsense – the Forum for Sustainable Development of 


German Business


Political and business initiatives and associations
  German Chamber of Industry and Trade/Chambers of 


Industry and Trade (DIHK / IHK)
  National Platform for Electric Mobility (NPE)
  Federation of German Industry (BDI)
  Confederation of German Employer Organisations (BDA)
  European Research Group on Environment and Health 


in the Transport Sector (EUGT)
  Association of the Bavarian Economy (vbw)


Industry initiatives and associations
  European Automobile Manufacturers’ Association (ACEA)
  AUTO ALLIANCE
  Employers’ Associations for the Bavarian Metalworking 


and Electrical Industries (bayme) 
  German Association for the Automotive Industry (vda)


In order to continuously develop our understanding of sus-
tainability, we also participated in the following conferences, 
networks and projects in the period under report:
 
  BMW Group was the main sponsor of the Regeneration 


Roadmap, a project by SustainAbility and GlobeScan 
which creates specific solutions for sustainable develop-
ment as well as global challenges for the economy and 
demonstrates what leadership in corporate sustainability 
will mean in the future.


  UN Global Compact LEAD event: Symposium in Berlin 
in autumn 2011 and as part of Rio+20


  World Business Council for Sustainable Development Par-
ticipation in conferences and co-initiator of the Sustain-
able Mobility Project II


  econsense (Forum for Sustainable Development of German 
Business): Participation in a range of working groups (mak-
ing sustainability measurable, supply chain, human rights)


foRECast


We intend to continue fostering dialogue with our stakeholders. 
We aim to integrate even more stakeholder input into the further 
development of our strategy – but also to communicate openly with 
our stakeholders to give them a more realistic view of what they can 
expect in specific areas.
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Increasing internationalisation of our activities in all our 
business areas, ever more intense competition and tech-
nological challenges are both an opportunity and a risk for 
the BMW Group. These are evaluated at an early stage by a 
Group-wide risk management system so that we can install 
the appropriate risk control measures.


To ensure our success as a company, we utilise the opportun-
ities we are presented with by applying our Strategy Number 
ONE. To guarantee growth, profitability and sustainable oper-
ations, the BMW Group takes calculated risks in many areas. 
For this reason, it is essential to have a permanent risk man-
agement process in place to rapidly evaluate and take account 
of changes in policy and legislation as well as in general tech-
nical and economic conditions or within the company. 


The BMW Group has a risk management system in place 
throughout the company to identify and analyse opportun-
ities and risks early on as well as to apply the appropriate 
control and monitoring measures. Risk Management is con-
trolled by the central Finance Division, but is set up at local 
level as a Group-wide network of risk management officers 
in order to raise awareness of how to deal with risk in a bal-
anced and appropriate manner at all levels of the organisa-
tion. The Corporate Audit Department carries out regular 
audits in this area.


The network structure is officially mapped as part of the 
organisation. Ownership, responsibilities and tasks are 
allocated to the network. Integration into the organisa-
tional structure enhances transparency and emphasises the 
import ance of risk management within the BMW Group. 
The risk management process is based on the criteria of 


Risk  
management


1.3 effectiveness, functionality and completeness. Risk Manage-
ment also works in close cooperation with the Compliance 
Committee, the internal control system and the Corporate 
Audit department. 


The risks identified at local level by the divisions and 
departments are presented to the Risk Management 
Circle on a regular basis. If fundamental risk or risk that 
would present a threat to the company arises, this is 
reported to the Board of Management and Supervisory 
Board. Opportun ities and risks in the area of sustainability 
are discussed by the Sustainability Circle. The resulting 
strategic options and measures that can be taken for the 
BMW Group are presented to the Sustainability Board, 
which includes all members of the Board of Management. 
New aspects of risk are integrated into the Group-wide 
risk network. The Steering and Sustainability Circles have 
been merged to guarantee a close interplay between risk 
and sustainability management.


Regular dialogue with other companies on their experience 
with risk management ensures that new developments are 
integrated into the BMW Group’s risk management system. 
Regular seminars, further training courses and informative 
events at the BMW Group play a fundamental role in pre-
paring those involved in the process to deal with new or 
additional requirements. For example, all employees who 
work with personal data take part in a web-based training 
course on data protection at the BMW Group.


PoLItICaL aND gLoBaL ECoNomIC RIsKs


In today’s global economy, increasing connectivity and fiercer 
competition are multiplying the risk of immeasurable chain 
reactions and knock-on effects. Growing interdependence 
of international economic cycles intensifies this risk. Gen-
eral concern about the stability of the European and global 
financial system and how the euro and sovereign debt crises 
are going to develop is another challenge the BMW Group 
is currently facing. 


Other geopolitical and global risks are the danger of a slow-
down in growth in China, a sovereign debt crisis in the USA 
and political instability in the Middle East and parts of Asia 
as well as protectionist tendencies in some countries.


An escalation of political tension as well as terrorist activities, 
natural catastrophes or pandemics can lead to scarcity of 
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resources as wells as production downtime due to problems 
with material and parts delivery. The impact this has on the 
global economy and the international capital markets can 
also lead to indirect effects on the business performance of 
the BMW Group. 


The BMW Group confronts these risks by expanding its inter-
national network of sales and production locations.


ENvIRoNmENtaL RIsKs


The BMW Group minimises natural and environmental risks 
by implementing a number of technical and organisational 
measures. These range from fire prevention measures to 
direct emergency communications in case of fire. To avoid 
negative ground impact and groundwater pollution, the 
BMW Group has developed and implemented appropriate 
preventive strategies and initiatives. When choosing a new 
site for a facility, we analyse the effects of climate change in 
the region and the risk factors associated with it.


stRatEgIC aND INDustRy-sPECIfIC RIsKs


The demands placed on the automotive industry worldwide 
are also increasing with regard to reduction of fuel consump-
tion and safety. Government intervention into activities that 
have an impact on climate change is intensifying. Resulting 
regulations (e.g. city tolls or CO2 taxes), trends in fuel prices 
as well as changing values and environmental influences all 
have an impact on customer behaviour. We are facing these 
challenges and increasing our competitiveness with our Effi-
cient Dynamics concept and by developing sustainable drive-
train technologies. Lightweight construction is also part of 
our Efficient Dynamics programme and plays a fundamental 
role in fulfilling our corporate objectives. Risks that arise in 
connection with the statutory requirements for vehicle return 
and recyc ling are minimised by consistently applying Design 
for Recyc ling in product development.


The safety of our customers as well as other road users is an 
integral part of product responsibility at the BMW Group. 
We are implementing technologies and measures to promote 
both active and passive safety and mitigate the effects of 
accidents. For more details,  see chapter 2.


In addition to emissions reduction, another challenge facing 
the BMW Group is the fact that some megacities are now 
restricting traffic. Changes made to legislation and regu-


lations on short notice present a fundamental risk. These 
can lead to increases in capital expenditure and budget 
requirements to deal with the new requirements. Changes 
in customer behaviour, however, are not only caused by new 
regulations but also by new attitudes, values and environ-
mental influences. Global climate change also has an impact 
on legislation, regulations and customer behaviour. Young 
people in particular have a different understanding of indi-
vidual mobility than previous generations. Today, it is no 
longer linked to vehicle ownership. Appropriate measures 
have to be taken to confront this risk. We are facing the struc-
tural changes in demand for individual mobility by offering 
a range of mobility service  see chapter 2.5.


oPERatIoNaL RIsKs: PRoDuCtIoN


Risks from production standstills, whatever their cause, are 
a fundamental threat for the BMW Group. In addition to 
risks caused by the elements such as fire, flooding (see also 
the section “Environmental risks”) and energy or IT outages, 
problems with logistics and parts supply (suppliers not able 
to deliver) can also result in production risk. 


Our flexible global production systems and our working 
time models contribute to reducing risk, as does the con-
sideration of environmental and social risks when select-
ing new production locations. Risks from operational and 
production standstills due to the elements are also covered 
by policies with insurance companies that have high levels 
of credit worthiness. The production and logistics systems 
are designed to prevent risk or reduce it in case of loss, for 
example by way of firewalls, sprinkler systems and a secure 
energy supply.


PuRChasINg


The division of labour between manufacturers and suppliers 
in the automotive industry brings economic benefits on the 
one hand, but also makes them mutually dependent on the 
other. For example, suppliers are increasingly joining forces 
to develop critical future technologies. 


Location risks at our supplier companies are playing an 
increasingly important role in preventive risk management 
for purchasing decisions. To enhance transparency, we evalu-
ate all of our supplier locations with regard to natural threats 
such as flooding or earthquakes. Then we take the measures 
needed to reduce the risk to parts supply.


25


sustainable value report 2012







SuStainability ManageMent


Standards to manage sustainability risk are in place at our 
supplier companies  see chapter 4.


saLEs


The regional and structural character of vehicle demand and 
related services is constantly changing. The sales and produc-
tion processes of the BMW Group are flexibly designed to 
ensure that the opportunities resulting from these changes 
can be leveraged to meet demand effectively. We also offer 
new, attractive sales promotion and other services tailored 
to demand behaviour.


WoRKfoRCE


For many years, we have been in a good position when it 
comes to the competition for skilled workers and managers. 
Satisfied and motivated employees are a key success factor 
for the BMW Group. The further development of next gen-
eration programmes focussing on our target groups and the 
design of consistently attractive HR development measures 
play a key part in finding, keeping and promoting highly 
qualified employees. This is how we reduce the risk of losing 
important expertise.


Demographic developments will have a long-term impact on 
labour markets. The BMW Group is addressing the conse-
quences of this for the company. We are focusing in particu-
lar on designing our working environment for the future, 
promoting and maintaining performance and employability, 
training and reinforcing our employees’ capacity to work  
on their own initiative, and time models tailored to suit 
employees throughout their working careers. 


The BMW Group promotes diversity in its workforce, as 
heterogeneous teams perform better and are more innova-
tive. Both male and female employees with different cul-
tural backgrounds and from different age groups ensure that 
the focus is kept on the customer in existing and new sales  
markets worldwide.


INfoRmatIoN, Data PRotECtIoN aND It RIsKs


Protection of personal rights, business secrets, innovative 
developments and process data against unauthorised access, 
destruction and abuse is a high priority. Protection of infor-
mation and data is an integral part of our business processes 
and we comply with the international security standard  


ISO/IEC 27001. Employees, process design and information 
technology are integrated into our comprehensive risk and 
security management system.


The Group-wide regulations are part of our corporate prin-
ciples and are also documented in detailed instruction manu-
als. They compel employees to treat information, customer 
and employee data with care, to be secure in their use of 
information systems and to deal with IT risks in a transpar-
ent manner. Regular communications, awareness-raising and 
training measures (e.g. online training on information and 
data protection) increase understanding of the issues for 
everyone involved. In addition, our employees are also trained 
by the compliance organisation to comply with statutory and 
regulatory requirements.


Risk Management regularly monitors both IT risk as well 
as data protection risks resulting from information pro-
cessing, and this process is supervised by the responsible 
departments.


In cooperation and partnership projects, we protect our intel-
lectual property as well as customer and employee data by 
way of clearly defined requirements on information and data 
protection as well as on utilisation of information technol-
ogy. Information relating to core competencies is subject to 
particularly rigorous security measures


fINaNCIaL RIsKs


The BMW Group sells around 85% of its vehicles outside 
Germany. At the same time, materials and finished parts 
are purchased in foreign currencies. The BMW Group takes 
both a strategic (medium and long-term) and an operational 
(short and medium-term) approach to minimising the result-
ing currency risks.


Availability of certain raw material groups as well as changes 
in raw material prices represent a significant risk for the 
BMW Group. To secure supply of production material and 
to reduce cost risks, raw material markets are monitored and 
analysed on an ongoing basis.


Controlling liquidity risk secures the BMW Group’s financial 
solvency at all times. When strategic and industry-specific 
risks, risks from operational business and financial risks 
occur, they have a direct or delayed impact on the liquidity 
situation of the BMW Group.
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Currency risks result from vehicle sales outside the euro 
area. The share of the three currencies Chinese renminbi, US 
dollar and pound sterling in the overall foreign currency risk 
structure of the BMW Group was around two thirds in 2012. 


Financial derivatives hedge against price risks for precious 
metals such as platinum, palladium and rhodium as well as 
nonferrous metals such as aluminium, copper, lead and some 
steel and basic steel substances such as iron ore. Additional 
security is provided through medium- and long-term supply 
agreements with fixed prices for raw materials such as steel 
and synthetic materials.


Price trends in crude oil – which is a basic material for our 
components – have an indirect impact on our production 
costs. In addition, the price of crude oil has an impact on 
currencies as well as on fuel prices, which have a direct influ-
ence on customer demand for our vehicles. The BMW Group 
confronts this risk by developing and offering highly efficient 
and low-consumption engines as well as alternative drive 
train technologies.


Based on lessons learned from the financial crisis, a modi-
fied target liquidity concept was created some years ago 
and is complied with at all times. In addition to maintaining 
liquidity reserves, Group-wide liquidity is secured by a broad 
spread of refinancing sources.


LEgaL RIsKs


Responsible action in compliance with legislation is one of 
the basic prerequisites for our success. Applicable law forms 
the binding framework for our diverse business activities. 
Increasing internationalisation of the BMW Group’s business 
activities, general economic conditions as well as the large 
number and complexity of legal regulations and taxation 
lead to a situation in which there may be violations due to 
ignorance of the law. Several years ago, the BMW Group 
set up a compliance organisation to ensure that its entities, 
managers and employees comply with the law. 


Like all companies, the BMW Group is or could be confronted 
with legal disputes with regard to guarantees, product liabil-
ity, breaches of property rights and legal proceedings regard-
ing claims of legal violations. These can also have an effect 
on the reputation of the Group and are mainly procedures 
that are typical of the industry or result from the adaptation 
of our product or purchasing strategy to changing market 


conditions. In the US market in particular, class actions and 
product liability risks can have a considerable impact on 
the company’s finances and reputation. The BMW Group 
makes sufficient provisions for legal proceedings. If it makes 
economic sense, a share of the risk, in particular on the US 
market, is also covered by insurance policies. However, some 
risks can only be evaluated to a limited extent or not at all. 
In spite of precautionary measures taken, risk may still occur 
which is not or not completely covered by insurance policies 
or provisions.


The high quality standard of our products, which is secured 
by way of regular audits and continuous improvement mea-
sures, also reduces risk. This may give us a comparative com-
petitive edge and generate opportunities.


The BMW Group is currently not involved in any court or 
arbitration proceedings which would have a significant influ-
ence on the financial situation of the Group.


foRECast


In the future, both the global economy and our own corporate  
processes will become even more complex. We must therefore  
further optimise the interplay between risk management, strategy 
and dialogue with external partners in society.
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Responsible and lawful conduct is fundamental to the success 
of the BMW Group. At the same time, it is an integral part 
of our corporate culture. The Board of Management and all 
BMW Group employees are obliged to act responsibly and 
in compliance with applicable laws and regulations. This 
principle has been embedded in BMW’s internal rules of 
conduct for many years. 


In order to protect the BMW Group systematically against 
compliance-related and reputational risks, the Board of Man-
agement created a Compliance Committee back in 2007, 
mandated to establish a worldwide Compliance Organisation 
throughout the BMW Group. The BMW Group Compliance 
Committee comprises the heads of the following depart-
ments: Legal Affairs, Corporate and Governmental Affairs, 
Corporate Audit, Organisational Development and Corporate 
Human Resources. It manages and monitors activities neces-
sary to avoid non-compliance with the law (legal compliance). 
These activities include training, informational and com-
munication measures, compliance controls and following 
up cases of non-compliance. The BMW Group Compliance 
Committee reports regularly to the Board of Management and 
Supervisory Board on all compliance-related issues. 


The decisions taken by the BMW Group Compliance Com-
mittee are drafted in concept and implemented operation-
ally by the BMW Group Compliance Committee Office. The 


Compliance  
and Corporate 
Governance


1.4 BMW Group Compliance Committee Office is allocated in 
organisational terms to the Chairman of the Board of Manage-
ment. Around 200 Compliance Responsibles are integrated 
into the Compliance Organisation. They regularly report on 
the compliance status in the different units as well as on any 
legal risks or infringements and correctional or preventive 
measures taken.


avoIDINg aNtItRust aND CoRRuPtIoN RIsKs


Compliance Management in the BMW Group has instru-
ments and measures in place to ensure that the Group, its 
representative bodies and all employees act in a lawful man-
ner. Particular emphasis has been placed on compliance with 
antitrust legislation and the avoidance of corruption risks. 
Compliance measures are supplemented by a whole range 
of internal policies, guidelines and instructions, which in 
part reflect applicable legislation. The BMW Group Policy 
“Corruption Prevention” deserves particular mention: This 
document sets out the framework for dealing with gifts, hos-
pitalities and other benefits in compliance with the law and 
defines appropriate value limits and approval procedures 
for specified actions.


Compliance measures are determined and prioritised on 
the basis of an annually updated Group-wide compliance 
risk assessment covering 250 business units and functions 
worldwide within the BMW Group. Since 2012, measures are 
realised with the aid of a regionally structured compliance 
management team covering all parts of the BMW Group.


The BMW Group Legal Compliance Code is the cornerstone 
of the Group’s Compliance Organisation, spelling out the 
Board of Management’s acknowledgement of the fact that 
compliance is a joint responsibility (“tone from the top”). 
This document explains the significance of legal compliance 
and provides an overview of the various areas relevant for 
the BMW Group. It is available in German and English as 
well as eleven other languages.


ComPLIaNCE as a maNagEmENt tasK


Managers in particular bear a high degree of responsibil-
ity and must be a role model in the process of preventing 
infringements. Managers throughout the BMW Group accept 
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this principle by signing a written declaration, in which they 
also undertake to inform staff working for them of the content 
and significance of the Legal Compliance Code and to make 
staff aware of legal risks.


More than 16,500 managers and staff have received train-
ing worldwide in essential compliance matters since the 
introduction of the BMW Group Compliance Organisation. 
Participation in the training programme is mandatory for 
all BMW Group managers. Appropriate processes are in 
place to ensure that all newly recruited managers and pro-
moted staff undergo compliance training. In this way, the 
BMW Group ensures full training coverage for its managers 
in compliance matters. In addition to this basic training, 
in-depth training is also provided to certain groups of staff 
in specific compliance issues, for example on competition 
and antitrust law. 


quERIEs aND INfoRmatIoN


In order to avoid legal risks, all members of staff are expected 
to discuss matters with their managers and with the relevant 
departments within the BMW Group, in particular Legal 
Affairs, Corporate Audit and Corporate Security. As a further 
point of contact, the BMW Group Compliance Contact has 
also been set up both for employees and non-employees to 
answer any questions that may arise regarding compliance. 
Employees also have the opportunity to submit information – 
anonymously and confidentially – via the BMW Group SpeakUP 
Line about possible breaches of the law within the company. 


The BMW Group SpeakUP Line is available in a total of 34 
languages and can be reached via local free-of-charge tele-
phone numbers in all of the countries in which BMW Group 
employees carry out activities.


Compliance-related queries and all matters to which atten-
tion has been drawn are documented and followed up by the 
BMW Group Compliance Committee Office using an electronic 
Case Management System. If necessary, Corporate Audit, Cor-
porate Security, the Works Council and Legal Affairs may be 
called upon to assist in the investigation process.


CoNtRoLs aND foLLoW-uP mEasuREs


Compliance with and the implementation of the Legal Com-
pliance Code are audited regularly by Corporate Audit and 
subjected to control checks by Corporate Security and the 
BMW Group Compliance Committee Office. 


As part of its regular activities, Corporate Audit carries out 
on-site audits. The BMW Group Compliance Committee also 
engages Corporate Audit to perform compliance-specific tests. 
In addition, sample checks (BMW Group Compliance Spot 
Checks) specifically designed to identify potential risks of 
corruption are carried out. Compliance control activities are 
coordinated by the BMW Group Panel Compliance Controls, 
established in 2011. Any necessary follow-up measures are 
organised by the BMW Group Compliance Committee Office. 


It is essential that employees are aware of and comply with 
applicable regulations. The BMW Group does not tolerate 
violations of law by its employees. Culpable violations of law 
result in employment-contract sanctions and may involve 
personal liability consequences for the employee involved. 
The BMW Group reports on legal infringements in its Annual 
Report if the events in question could be of interest for share-
holders, analysts and other stakeholders due to economic 
consequences. We are not aware of any such infringements 
having occurred in the period under report.


CommuNICatIoNs


In order to avoid violations of law, employees are kept fully 
informed of the instruments and measures used by the Com-
pliance Organisation. The central means of communication 
is the Compliance website within the BMW Group’s intranet, 
where employees can find compliance-related information 
and FAQs, and also have access to training materials in both 
German and English. The website contains a special ser-
vice area where various practical tools and aids are made 
available to employees that help them to deal with typical 
compliance-related matters, for example an electronically 
supported approval process for invitations in connection 
with business partners.
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BmW gRouP BusINEss RELatIoNs ComPLIaNCE


In the same way that the BMW Group is committed to acting 
responsibly and conducting business in full compliance with 
the law, it also expects no less from its business partners. In 
the year under report, the BMW Group developed a new 
Business Relations Compliance programme aimed at ensur-
ing the reliability of its business relations. Relevant business 
partners are checked and evaluated with a view to identifying 
potential compliance risks. 


These procedures are particularly relevant for relations with 
sales partners and service providers, such as agencies and 
advisers/consultants. Depending on the results of the evalu-
ation, appropriate measures – such as communication mea-
sures, training and possible monitoring – are implemented to 
manage compliance risks. The Business Relations Compliance 
programme was introduced in selected pilot markets in 2012 
and, over the coming years, will be rolled out successively 
throughout the BMW Group’s worldwide sales organisation.


CooPERatIoN WIth EmPLoyEE REPREsENtatIvEs


Compliance is also an important factor in terms of safe-guard-
ing the future of the BMW Group’s workforce. With this in 
mind, the Board of Management and the national and inter-
national employee representative bodies of the BMW Group 
signed a set of Joint Principles for Lawful Conduct in 2009. 
In doing so, all parties involved gave a commitment to the 
principles contained in the BMW Group Legal Compliance 
Code and to trustful cooperation in all matters relating to 
compliance. Employee representatives are therefore regularly 
involved in the process of developing compliance systems 
within the BMW Group.


CoRPoRatE govERNaNCE


The BMW Group manages its business in accordance with 
principles of responsible corporate governance geared to 
long-term value creation. In 2002, it confirmed its commit-
ment to these principles in its own Governance Code. Based 
on the German Corporate Governance Code (GCGC), this 
document is regularly updated. You can find more informa-
tion in the Annual Report under “Statement on Corporate 
Governance” (p. 152 ff.).


foRECast


In the coming financial year, the BMW Group plans to examine the 
possibility of certifying the compliance management system and 
will create a concept to avoid compliance risks when preparing and 
implementing events. It will also integrate compliance aspects into 
its international employee survey.
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“I want my three sons to grow up in an intact environment. I’d like them to love driving just as much as I do today. They 
are already huge car fans, like their father. But I’d like them to learn about other values too. That’s why I’m looking for a 
green energy provider at home – maybe I’ll even start generating my own electricity on my roof. At work, it’s my job to 
make sure things happen. Those who have driven an electric vehicle like the BMW ActiveE have been delighted with it. 
Just like I am.“


— mIRCo sChWaRzE


—  tEam LEaDER foR NEW vEhICLE PRojECts


— BmW PLaNt LEIPzIg, germany


ELECtRomoBILIty
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<<  LEIPzIg, germany


— — —    co2 emissions


30% fewer
 co2 emissions since 1995


— — —    co2 emissions


max. of 120 g/km
of 34 models, 
4 are already below 100 g/km


——   Zero emissions    thE REsuLts


— — —    Climate proteCtion 


50% fewer
  emissions by 2020 
(base year: 1995)
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foRECast aND oBjECtIvEs 


   halve Co2 emissions: By 2020, we aim to cut co2 emissions of our European new vehicle fleet  
by at least 50% (base year: 1995). 


  shaping tomorrow’s mobility: We have set ourselves the target of becoming a leader by 2020  
in taking a holistic approach to electromobility and to changing mobility behaviour in selected large 
urban areas over the long term.


  Develop recycling solutions: We plan to develop innovative solutions to meet the challenges  
presented by new materials (such as cfrp) and key technologies (e.g. lithium-ion batteries) due to  
the successive introduction of new drivetrain types and the accompanying changes in vehicle design.


  Co2 emissions of our vehicle fleet reduced: Between 1995 and 2012, we brought co2 emissions 
from new BmW group vehicles sold in europe (eU-27) down by over 30%.


  Development of BmW i vehicles progressed: from the outset, we set down the global warming 
potential (co2 equivalent) as a measurable target throughout the entire product life cycle. our 
environmental footprint now appears alongside other, more established performance indicators 
such as vehicle weight and costs, co2 emissions and fuel consumption.


  DriveNow established in additional cities: The car-sharing programme Drivenow, launched 
in 2011, was extended to cologne, Dusseldorf and San francisco in 2012. In the meantime, 
over 90,000 customers use the Drivenow vehicles (as at march 2013).


PRogREss


PRoDuCt REsPoNsIBILIty
 WWW  : bmwgroup.com /svr200


2013+


2012


INDICatoRs


 fIguRE 07  DEvELoPmENt of Co2 EmIssIoNs of BmW gRouP 
CaRs IN EuRoPE1 in % 


1  Index: 1995 = 100; Basis: fleet consumption of newly registered cars in europe [eU-15] measured on the 
basis of the new european Driving cycle in accordance with the acea self-commitment, measured only on the 
basis of eU-27 from 2009 onwards.


— Co2 EmIssIoNs of BmW groUp 
VeHIcLeS In eUrope In 2012
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Our management 
approach


2.1 CoNsIstENt REDuCtIoN IN EmIssIoNs  
aND maxImIsatIoN of PRoDuCt safEty


Our visionary vehicles of the BMW i brand are spearheading 
our efforts to produce completely emissions-free vehicles in 
the long term. But they are only one part of our Efficient 
Dynamics programme, our concept for ensuring sustain-
able individual mobility through constant and consistent 
reduction of emissions. We achieve the best results here by 
applying innovative efficiency technologies that are standard 
in our new vehicles  see chapter 2.2.


Our product responsibility is however not limited to 
produci ng eco-friendly vehicles. As a provider of premium 
products and premium services for individual mobility, we 
also view the safety of our customers and other road users as 
a central component of our product responsibility. Through 
active safety features we try to prevent accidents, and with 
passive safety systems to mitigate their effects  see chapter 2.3.


Other elements in our approach to product responsibility are 
resource-efficient production and high recyc ling and reuse 
standards that close the materials cycle as much as possible 
 see chapter 2.4. We set our sights on intelligent services covering 


the entire spectrum of future mobility. One example is our 
DriveNow car-sharing service  see chapter 2.5. Finally, we also 
strive for a high degree of customer satisfaction, conduct-
ing studies, customer interviews and constant analysis of 
customer feedback to find out how we can improve even 
further in our customers’ eyes  see chapter 2.6.


The BMW Group takes a comprehensive approach to product 
responsibility. For us, it starts with the development of fuel-
efficient vehicles that are safe for drivers and other road users. 
It covers resource-efficient and eco-friendly development and 
production processes, integrated and high-quality customer 
care as well as recycling concepts that ensure our cars have 
minimum impact on the environment even after they reach 
the end of their life cycle.


A good example is the BMW i3, which will be produced 
from 2013. From the outset and along the entire value 
chain, we developed this electrically powered vehicle in line 
with measurable sustainability targets – from material and 
parts purchasing to the sale of the finished vehicle. We are 
deliberately using it to set a benchmark – both inside and 
outside the company. We intend to transfer the measures 
practised in the BMW i3 step-by-step to all vehicle projects 
in the BMW Group.


moBILIty of thE futuRE — BmW i3 concept.
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INtERNatIoNaL REquIREmENts


International regulatory requirements for BMW Group 
products are becoming increasingly stringent, particularly 
in the area of vehicle emissions. 94% of the vehicles we sell 
are subject to corresponding regulations and tax legislation. 
Planning for sales is at the same time made difficult by rapid 
changes in legislation. This means that we have to be pre-
pared to cope with new framework conditions even before 
they are announced by legislators. 


For many years now, the BMW Group has had a Group-
wide cross-hierarchy management system in place for this 
purpose. It ensures that both legal requirements and goals 
specific to BMW in the field of sustainability and product 
responsibility are met.


hoLIstIC aCCouNtINg mEthoDs


The BMW Group assumes responsibility for all of its products 
and processes. This is reflected in the holistic accounting 
methods our Sustainability Board approved in 2009 based 
on our Sustainability Strategy. We assess the environmental, 
economic and social impact of our products across their 
entire life cycle. This holistic accounting method comple-
ments our long-standing Life Cycle Assessment system 
(ISO 14040/14044), enabling us to ensure from the architec-


ture phase onwards that our products and processes conform 
to our sustainability standards. Here again, the BMW i3 is 
a good example.


BMW’s philosophy includes implementing measures for 
sustainability through Efficient Dynamics not only in niche 
models, but as a standard component so that all customers 
can benefit  see chapter 2.2.


An example of this philosophy is the BMW 520d Efficient-
Dynamics Edition BluePerformance. A recent winner of 
the ADAC “Yellow Angel” award in the category “Car of 
the Future”, this model exemplifies to the highest degree 
the principle of sustainability: avoiding losses while using 
energy to the maximum. Supplementing the full package 
of BMW Efficient Dynamics measures that are applied in 
every vehicle are aero wheel rims, reduced rolling resistance 
tyres, a lowered chassis, a modified transmission ratio on 
the rear axle and optimised gearshift timing, leading to a 
low fuel consumption in the EU test cycle of 4.5 litres per 
100 kilometres and a CO2 value of 119 grams per kilometre. 
And the BMW BluePerformance system with its additional 
catalyser also reduces nitrogen oxide. With 184 HP, the 
BMW 520d EfficientDynamics Edition BluePerformance 
shows that sustainability and driving pleasure are by no 
means mutually exclusive.


foRECast


In the coming years, we will continue to focus on reducing co2 
emissions and expanding innovative mobility services. We have set 
ourselves some ambitious goals: for example, we want to reduce 
co2 emissions in the European new vehicle fleet by at least 50% by 
2020 (base year: 1995). We also want to take the lead with our hol-
istic approach to premium electromobility and to deploy integrated 
mobility services in order to lastingly change mobility behaviour in 
selected metropolitan regions. 


4.5 LItREs of DIEsEL PER 100 KILomEtREs — The BMW 520d EfficientDynamics 
edition Blueperformance.


BMW 520d
— EffICIENtDyNamICs EDItIoN BLuE-
PERfoRmaNCE – THe “car of THe fUTUre” 


BEst-PRaCtICE ExamPLE foR EffICIENt DyNamICs:
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Fuel consumption 
and CO2 emis-
sions, alternative 
drivetrain  
technologies


2.2 BMW Group vehicles worldwide and constantly work to 
make them even better. 


Between 1995 and 2012, we reduced the CO2 emissions of 
our newly sold cars in Europe (EU-27 members) by more than 
30%. Average fuel consumption in 2012 was 6.3 litres of petrol 
per 100 kilometres or 5.0 litres of diesel per 100 kilometres. 
Average CO2 emissions were 138 grams of CO2 per kilometre.


These are important achievements for the BMW Group, 
but represent only one step towards our goal. As resources 
dwindle and climate change continues unabated, we must 
strive to further reduce carbon emissions, improve energy 
efficiency and switch to alternative drivetrain technologies. 
By 2020, we will therefore reduce the CO2 emissions for our 
vehicle fleet by 50% compared to the base year 1995.


Starting in 2013, electrically powered cars of the BMW i 
sub-brand will complement our portfolio. We are gradually 
electrifying drivetrains, including plug-in hybrids, in an effort 
to lastingly reduce CO2. These will become an increasingly 
important part of our model range, enabling us to continue 
to meet the performance standards for CO2 and fuel con-
sumption in the future.


A special CO2 Strategy unit directly affiliated with the 
Strategy division is responsible for monitoring progress 
and advancing improvements in this area. Our CO2 strat-
egy encompasses all BMW Group products and production 
sites worldwide. The development and implementation of 
fuel-saving, low-carbon technologies is coordinated by the 
Complete Vehicle Architecture unit in our dedicated main 
department for Efficient Dynamics.


We are steadily moving closer to achieving our long-term goal 
of emissions-free mobility. In 2012, 73 models had maximum 
CO2 emissions of 140 g/km, 34 models a max imum of 120 g/km 
and four models were already under 100 g/km. Figures 08 and 
09 show the development of CO2 emissions in our vehicle fleet.


We are getting closer and closer to our vision of emissions-
free mobility: by using innovative efficiency technologies in 
all models, increasing fuel economy by gradually electrifying 
drivetrains and adding electrically powered cars to our model 
range. By 2020, we want to cut the CO2 emissions of our 
vehicle fleet in half compared to 1995. 


Legal regulations on emissions are becoming increasingly 
stringent worldwide, continually posing new challenges to 
the automotive industry. 94% of the vehicles we sell are sub-
ject to corresponding regulations and tax legislation. Long 
before the official announcement of regulatory changes in 
the year 2000, the BMW Group had already set the course 
for reducing fuel consumption and emissions. We inte-
grate our innovative Efficient Dynamics technologies into 


96 97 98 99 00 01 02 03 04 05 06 07 08 091 10 11 12


101.0 102.4 101.0 98.6 96.7 96.7 92.9 92.9 94.8 90.0 88.6 80.0 73.3 71.4 70.0 69.0 66.0


1 measured only on the basis of eU-27 from 2009 onwards.


 fIguRE 08  DEvELoPmENt of Co2 EmIssIoNs of BmW gRouP CaRs IN EuRoPE 
(Index: 1995 = 100; Basis: fleet consumption of newly registered cars in europe [eU-15] measured on the basis of the new european Driving cycle in accordance with  
the acea self-commitment)
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thREE stEPs toWaRDs EmIssIoNs-fREE moBILIty


Our Efficient Dynamics Programme consists of several steps:


  In an initial step, we set out to integrate innovative, 
efficiency-enhancing technologies into all BMW Group 
models.


  The second step is to further improve fuel efficiency by 
gradually electrifying drivetrains and producing compre-
hensive hybrid solutions such as the BMW ActiveHybrid 
3, 5 and 7. 


  From 2013 onwards, we will add electrically powered cars 
(BMW i3) and plug-in hybrid models (BMW i8) to our 
portfolio.


  In the long term, vehicles powered by fuel cells/hydrogen 
technology could be a further potential solution for local 
emissions-free driving.


stEP oNE: EffICIENt tEChNoLogIEs foR aLL NEW vEhICLEs


Whether through efficient engines, optimised aerodynamics, 
intelligent energy management, lightweight design, forward-
looking drive control, the Auto Start Stop function, brake 
energy regeneration, tyres with reduced rolling resistance or 
air flap control – the BMW Group is developing innovative 
technologies to lower emissions and fuel consumption. This 
is not an option for niche or special models but a standard 
component that has been incorporated into every new vehicle 
since March 2007.


Our customers benefit from eco-friendly and cost-saving 
efficiency improvements. But that doesn’t mean they have 
to compromise on performance, comfort or dynamism. This 
is a clear competitive advantage for the BMW Group. One 
example: A number of major corporate customers, including 
German federal states and the Austrian government, have 
recently switched to BMW Group models for their vehicle 
fleets to save on fuel.


Efficient Dynamics opens up further promising potential 
in combination with BMW ConnectedDrive – a package of 
intelligent technologies that interconnect the driver, vehicle 
occupants, the vehicle itself and the environment.


REaL-tImE tRaffIC INfoRmatIoN


Traffic on the main roads is shown in real time on the BMW 
navigation systems. This enables the driver to avoid congested 
areas and save on fuel.


ECo PRo moDE


All BMW models now come standard with a button for acti-
vating the ECO PRO mode. As well as having the choice 
between “sporty” or “comfortable” driving modes, BMW driv-
ers can opt for a particularly fuel-efficient drive. Depending 
on individual driving style, the ECO PRO Mode allows fuel 
savings of up to 20%. In combination with the Proactive Driv-
ing Assistant and Active Coasting, a further 5% can be saved. 
As this mode is not activated in the usual test cycles, the 
full fuel savings are realised only in real day-to-day driving.


aCtIvE CoastINg


Active Coasting is an innovative function for automatic vehi-
cles that the BMW Group brought onto the market in 2012, 
available exclusively in combination with the ECO PRO Mode 
for the models BMW ActiveHybrid, BMW 7 Series LCI and 
BMW 3 Touring. Further models will follow. The principle 
involved is extremely simple: by releasing pressure on the 
accelerator, the driver automatically disconnects the engine 
from the gearbox. Active Coasting is particularly effective 
for drivers who have a predictive driving style of the kind 
enabled by the Proactive Driving Assistant.


PRoaCtIvE DRIvINg assIstaNt


The Proactive Driving Assistant uses data from the navigation 
system to tell the driver about speed limits, tight bends and 
roundabouts or turns ahead. By signalling them in the instru-
ment panel and the Head-Up Display, it allows the driver to 
switch to Active Coasting at just the right moment, enabling 
maximum possible fuel economy. BMW introduced the Pro-
active Driving Assistant in 2012 for the BMW ActiveHybrid 
as well as the BMW 7 Series and BMW 3 Series Touring. 
Proactive Energy Management will gradually be introduced 
in other models starting in 2013. The car will then be able 
to change to the right gear in advance of the corresponding 
driving situation not only in ECO PRO Mode but also in the 
sport and comfort modes.


Proactive Energy Management also offers great potential 
for hybrid and electric vehicles. When a hybrid automobile 
approaches a longer downhill stretch of road, for example, 
the on-board computer is informed accordingly and decou-
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 fIguRE 09  Co2 EmIssIoNs of BmW gRouP automoBILEs (Eu-27)  
fleet consumption of newly registered vehicles in europe  
(eU-27) in the new european Driving cycle in g/km
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the BMW ActiveHybrid X6 and the BMW ActiveHybrid 7. 
Since autumn 2012, the BMW Group has also offered the 
models BMW ActiveHybrid 3, BMW ActiveHybrid 5 and 
BMW ActiveHybrid 7. They use up to 20% less fuel than their 
combustion-powered equivalents.


According to estimates made by the European Automobile 
Manufacturers’ Association (ACEA), between 3% and 8% 
of all new vehicles registered will be either fully or partially 
electrically powered by the year 2020. To make sure that we 
play an active role in this growing market, we will pioneer 
radical new solutions in this field as we have elsewhere, re- 
affirming our technological leadership.


stEP thREE: aLtERNatIvE DRIvEtRaIN CoNCEPts 


Since 2007, our Project i has been developing completely new 
concepts for individual mobility as well as vehicle architecture 
and production that integrate sustainable solutions in an even 
more innovative fashion along the entire value chain. The 
models produced under the BMW i sub-brand don’t simply 
have a different engine; they were conceived from the start as 
electric cars (vehicles with electric drivetrains). This includes 
intelligent lightweight design – using carbon fibre reinforced 
plastic and numerous new materials in order to produce vehi-
cles of minimum weight – and especially resource-efficient 
production. This results in visionary vehicles that combine 
consistent sustainability with a maximum range, a spacious 
interior, smooth handling and the highest degree of safety.


The fully electrically powered BMW i3 will come onto the 
market in late 2013. Its development began with record-
ing the car’s global warming potential (CO2e) as a concrete, 
measurable target across its life cycle. This component of the 
environmental footprint now takes its place alongside the 
long-established parameters of vehicle weight, vehicle costs, 
CO2 emissions (g CO2/km) and fuel consumption (l/100 km). 
Over its entire life cycle, including vehicle use, a BMW i3 
based on the European Electricity Mix (EU-25 members) is 
expected to display at least one-third less global warming 
potential than an extremely efficient combustion-powered 
car in the same segment. Running on electricity produced 
from regenerative energies, the global warming potential can 
even be reduced by 50%.


The BMW i8, a plug-in hybrid whose battery can also be 
charged via the electricity grid, will come to market in 
early 2014, shortly after the BMW i3. It combines the driv-
ing performance of a sports car with the fuel efficiency of 
a compact. Its range when running on electricity will be 
approximately 30 kilometres and its CO2 emissions under 
50 grams per kilometre.


Also scheduled for 2014 is the market launch of an electric 
scooter. The fully electrically powered scooter will have 48 HP 
and a range of 100 km.


ples the generator in advance so that the battery is ready 
to be charged via engine braking as the car rolls down the 
hill. This enables the vehicle to use its charging potential 
to the full.


As well as reducing the carbon emissions of our vehicles, we 
are working to bring down other emissions. All BMW Group 
vehicles available in the European market since 1 September 
2010 meet Euro 5 emissions standards. We are also playing 
a pioneering role in meeting the Euro 6 standards, which 
call for a significant reduction in NOx levels beginning in 
2015, in particular for diesel vehicles. Thanks to BMW Blue-
Performance technology, since 2008 customers have already 
had a choice of several models with particularly clean diesel 
engines that comply with Euro 6 standards. At the end of 
2012, 18 models already met Euro 6 emissions standards 
with standard features, and compliance with the standard 
was available as an option for an additional 17 models. As 
of March 2013, four additional models fulfil Euro 6 require-
ments with standard components. 


stEP tWo: hyBRID soLutIoNs


The second stage in our Efficient Dynamics programme 
consists of successive electrification of the drivetrain by 
way of various hybrid solutions that enable us to realise 
further fuel-saving potential. We already brought out the 
first series vehicles with electric drivetrains in 2009 with 


oN saLE fRom 2014 — The new electric scooter from BmW.
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Already, BMW Group vehicles have impressively demon-
strated their credentials as electrically powered automobiles 
for day-to-day driving. Since 2008, we have been putting 
day-to-day electromobility to the test with MINI E in field 
tests. And some of the functions of the future i Series have 
also been tested since 2011 with the BMW ActiveE, an electric 
test vehicle built on the basis of the BMW 1 Series.


mINI E fIELD tEsts


More than 1,000 customers across Europe, Asia and the 
USA have clocked over 16 million kilometres driving more 
than 600 Mini E vehicles. Nearly 430,000 comments taken 
from user interviews have provided us with valuable insights 
that will be brought to bear on the development of future 
BMW Group electric vehicles. 90% of field test participants 
did not feel restricted by the charging times or range of the 
electric car. The study found that a range of around 160 kilo-
metres and more space inside the vehicle would be enough 
to cover the needs of most urban drivers using a vehicle like 
the Mini E. 


BmW activeE


Some of the requirements identified by the MINI E field trials 
have now been met with the BMW ActiveE. With four seats, 
a full-sized luggage compartment, and an extended display 
and control system, it offers a range of around 160 kilometres. 
In 2011 and 2012 we loaned around 1,000 test vehicles to 
customers in order to further consolidate our knowledge of 
the day-to-day benefits of electromobility. 70 ActiveE cars are 
included in the DriveNow fleet in San Francisco, enabling 
drivers to experience electromobility by way of car-sharing.


The BMW ActiveE already incorporates our proprietary elec-
tric drive train, the components of which will also be used 
in the BMW i3. The ECO PRO Mode is also available in the 
BMW ActiveE, along with intelligent preconditioning that 
enables the driver to cool or heat the energy storage and/or 
passenger compartment to optimal operating temperature 
before taking a drive.


Our tests revealed a high level of customer satisfaction. Users 
can cover around 90% of their daily driving with the ActiveE, 
and 47% can even imagine having the ActiveE as their only 
household car.


In 2013, German DriveNow users will also have a chance to 
experience the ActiveE. It will also be available for short-term 
hire from BMW Rent.


Along with electric drivetrains, the BMW Group is also doing 
research into hydrogen and fuel cells as alternative solutions 
for local emissions-free driving with a greater range. We have 
been cooperating with the Toyota Motor Corporation (TMC) 
in this field since 2012. The aim is to jointly develop a basic 
fuel-cell-powered vehicle system that also includes a hydro-
gen tank, engine and battery. The development project is 
scheduled to be completed by 2020. Both companies are also 
cooperating on the development of technologies for produ-


cing lightweight bodies. We have received several awards for 
our technological solutions for sustainable mobility. 


  Ökoglobe 2012: for the DriveNow premium car-sharing 
concept of the BMW Group in the category Mobilitäts-
modelle (Mobility models)


  Corporate Entrepreneur Award 2012: DriveNow
  Green Cars Award 2012: in the categories “Large family 


car, Off-road car und Luxury car”
  ADAC Eco Test 2012: 5 stars for the BMW 320d Efficient-


Dynamics Edition


ChaRgINg ELECtRIC vEhICLEs WIth ELECtRICIty fRom 
RENEWaBLE souRCEs


During the reporting period, we advanced the development 
of electric vehicles and thus took a vital step in the direction 
of emissions-free mobility. But an electric car can only reach 
its full potential when it runs on electricity that is as carbon-
neutral as possible. We therefore entered into a strategic 
cooperation with Naturstrom AG in 2012 for the supply of 
electricity from renewable sources. BMW i customers will 
therefore have the option in future of purchasing a suitable 
green electricity package for charging their electric car as 
part of the package.


foRECast


In the future, there will be different drivetrains for different mobil-
ity needs – revolutionary alternative drivetrain technologies and 
evolutionary conventional drivetrains, as well as hybrid forms. We 
are therefore deliberately focusing our efforts on building a broad 
technology base so that in the future we can offer tailored solutions 
worldwide for wide-ranging individual mobility needs.


The BmW group is also doing research into improved concepts with 
cost-saving potential, e.g. innovative tank and fuelling technologies 
in combination with new cooling concepts for fuel cells. analogous 
to the BmW i brand, fuel-cell-powered vehicles will require a spe-
cific vehicle architecture when they go into series production – one 
that makes the most of the technology’s potential while ensuring 
optimal customer benefits.


We are working to expand the number of our vehicles that meet 
the euro 6 standard. Intelligent energy management and forward-
looking drivetrain management are two additional development 
focuses.


SUSTaInaBLe VaLUe reporT 2012


40







PRoDuCt REsPoNsIBILIty


 WWW  : bmwgroup.com /svr230


Product safety


2.3 BMW Group monitors its products on the market and 
examines all feedback on the topic of safety. If necessary, 
the responsible authorities are informed and all measures 
that serve customer safety are initiated. The BMW Group 
has established the relevant committees, processes and 
organisations for this purpose. A wide variety of events 
communicate our safety concepts on a regular basis to fire 
departments, rescue forces and salvage operations. 


PassIvE safEty systEms


Energy-absorbing crumple zones, safe passenger cells, 
restraint systems, airbags and a host of other passive safety 
features protect the lives and health of drivers on a day-to-day 
basis. Launched by the BMW Group in 1997 as the first of its 
kind in series production, the side head airbag has dramatic-
ally reduced the number and severity of head injuries in side 
impact collisions. 


In order to afford drivers and passengers the greatest possible 
protection in the event of a collision, various safety elements 
work hand in hand. 


A networked system of highly sensitive sensors enables 
airbags to deploy in the appropriate situation and at pre-
cisely the right moment. Pyrotechnically activated seatbelt  
pretensioners and seatbelt force limiters further minimise 
risk of injury. The passive safety system is intelligent: if the 
sensors register a collision, the hazard lights are automatically 
activated, the battery decoupled from the engine/generator 
and the cabin lights turned on. In combination with the 
Professional, Bluetooth and BMW Assist navigation systems, 
an accident also triggers an automatic emergency call, trans-
mitting data on the position of the vehicle.


Our passive safety systems have among other things helped 
the current BMW 3 Series and BMW 5 Series Sedans to 
achieve top ratings in worldwide consumer protection tests, 
thus setting a benchmark in their categories.


aCtIvE safEty systEms 


Active safety is primarily about control. Perfect chassis coor-
dination, optimal traction and effective brakes contribute to 
preventing accidents, as do chassis control systems such as 
Dynamic Stability Control (DSC) and Electronic Damper 
Control (EDC). Added to these are the driver assistance sys-
tems with which we continue to make progress. Automatic 
warning systems are already available as options for the BMW 
1 Series and the BMW X3, and automatic braking systems for 
the BMW 3 Series, BMW 5 Series, BMW 6 Series and BMW 
7 Series. They make an important contribution to preventing 
accidents or mitigating their effects. In the BMW 7 Series, for 
example, Driving Assistant Plus uses a combination of camera 
and radar technology to achieve particularly good results. As 
an individual system, the approach control warning signals 
to the driver when the distance to the vehicle ahead or to 
any obstacles is insufficient – and if desired initiates a brak-
ing procedure. In combination with BMW Night Vision, the 
vehicle can detect persons on the road and illuminate them 


As a provider of premium products and premium services for 
individual mobility, we regard the safety of our customers 
and other road users as fundamental to our sense of product 
responsibility. We are constantly improving our active and 
passive safety measures to save lives or mitigate the conse-
quences of accidents.


For more than 30 years, we have been doing systematic 
research into the causes of accidents and developing tech-
nologies and strategies to improve the safety of all road users. 
We take an integrated approach to this task, which means 
we analyse the entire process chain, from accident preven-
tion to post-crash applications. Based on these analyses, 
we try to 


  prevent accidents from happening in the first place through 
active safety measures,


  and to mitigate their consequences through passive safety 
features.


One example is our proprietary driver assistance systems, 
which are now being increasingly integrated into our model 
ranges. They help make driving safer by identifying critical 
traffic situations in order to warn the driver and make sure 
they are handled safely. Assistance technologies also provide 
support for the growing number of older road users. Driving 
will become even safer and more comfortable in the future 
thanks to increased automation. In long and monotonous 
driving situations, for example in traffic congestion, the 
vehicle helps keep the car laterally positioned in the lane, 
easing the strain on the driver. In the medium term, these 
new driving features will even be able to assist the driver at 
higher speeds. Technologies are also being developed that go 
beyond today’s state-of-the-art for detecting the surrounding 
driving situation. 


Another example is the optional Advanced Emergency Call 
system that forms part of our ConnectedDrive package. 
Directly after a collision occurs, this feature delivers not only 
exact position data, but also information with which the 
vehicle can be identified. This saves valuable time that can 
in extreme cases even make the difference between life and 
death. The Advanced Emergency Call is a forward-looking 
safety feature with functionality that already exceeds the EU 
regulations under discussion today. 


BMW Group products are developed and manufactured 
in strict adherence to quality management systems. The 
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with a Dynamic Light Spot. If the risk of collision increases, 
the approach warning feature of the Driving Assistant, if 
activated, brakes automatically.


We are also doing research into car-to-car communication, 
which promises considerable potential for added traffic safety.


In future, car-to-car communications, a number of sensors 
and assistance systems will be able to use mobile WLAN 
networks to transmit data to surrounding vehicles. So a car 
up ahead can warn motorists following it in good time of 
congestion, severe storms or sudden icy patches on the roads. 


Forward-looking traffic information of this kind will contrib-
ute to safer driving and can also be used as a basis for adaptive 
cruise control, consequently enabling a better overall flow of 
traffic while also saving on fuel. It is exactly this technological 
potential that we are currently exploring in conjunction with 
other companies in a joint project entitled “Safe Intelligent 
Mobility – Test Area Germany”, the results of which will be 
assessed in 2013. Interim results indicate that significant 
progress on traffic safety and efficiency can be achieved.


The European Car2Car Communication Consortium, of which 
the BMW Group is a member, signed a Memorandum of 
Understanding in 2012 that provides for the introduction of 
systems for car-to-car communications from about 2015. Data 
protection plays a central role here and was already taken into 
consideration in the interpretation and standardisation of the 
protocol. Thanks to a so-called pseudonym signature, the data 
transmitted cannot be traced back to vehicles or persons.


PRoDuCt LaBELLINg


The BMW Group is obliged to inform customers about risks, 
hazards and the proper use of its products and services.


The BMW Group issues reports in accordance with the rel-
evant statutory regulations. In the European Union, for exam-
ple, it reports on the fuel economy of its vehicles based on 
the NEDC (New European Driving Cycle). Fuel consumption 
and CO2 emissions for each vehicle model are also reported 
on the websites of the individual brands.


Information on vehicle safety and protecting customer health 
can be found in the respective manuals or in notes inside 
the vehicle (e.g. rescue card), as well as on our manufacturer 
websites. Additional background information on service, 
accessories, parts and BMW ConnectedDrive is available 
online.


Technical assessment during the release process ensures that 
product and service information for customers (manuals in 
particular) meets all requirements. 


DRIvINg safEty tRaININg


The BMW Group also contributes to protecting road users 
through driver safety training.


Safety, vehicle control in critical traffic situations and the 
typical BMW or MINI driving experience are the focus of 
these offerings. Today we offer some 50 different training 
courses in 24 countries worldwide on BMW, MINI and BMW 
motorcycles – from driver safety training, to winter and off-
road training, to training on race courses and adventure 
trips to Namibia. We thus offer training for every need. Last 
year more than 17,000 participants in driving safety courses 
learned how to identify critical driving situations and respond 
properly, and how to avoid such situations in the first place 
if possible. 


The BMW Group also provides police units with approxi-
mately 80 vehicles each year for their own driver training. 
This promotes safety in police operations. Additional vehi-
cles are delivered to fire departments and the Fire Fighters’ 
Association so that they can learn rescue techniques using 
modern cars.


outstaNDINg vEhICLE safEty


BMW 1 Series
  EuroNCAP 5 stars and EuroNCAP Advanced Award for 


BMW Assist Advanced eCall (Advance Automatic Emer-
gency Call)


BMW 3 Series
  Euro NCAP 5 stars and Euro NCAP Advanced Award for 


BMW Assist Advanced eCall (Advance Automatic Emer-
gency Call)


  Australasian NCAP (ANCAP) 5 stars


BmW NIght vIsIoN — more safety while driving at night.
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environmentally relevant substances). The system documents 
all hazardous properties of chemical products as well as 
where they are used and provides tips on handling, first aid, 
storage and transport. ZEUS also controls and documents 
the approvals of “chemical products for use” in a particular 
workplace according to the BMW Group guideline Approval 
of Chemical Products. This approval is a prerequisite for their 
use. The on-going development of legislation on product 
safety is subject to a monitoring process that serves to inte-
grate changing requirements early on in each phase of the 
product life cycle. Moreover, we also aim to achieve the best 
results with respect to consumer protection requirements, 
which often entail significantly higher demands than the 
legal requirements.


EmIssIoNs INsIDE thE vEhICLE


Emissions inside BMW automobiles have been significantly 
reduced since the 1990s. This was accomplished through a 
concept drafted by independent experts setting target levels 
for interior emissions and its implementation in new mater-
ial concepts. By continuously adapting these requirements 
for interior-relevant components and materials, we also take 
into account changes in hazardous material requirements 
worldwide. By complying with our internal guidelines, our 
vehicles have lower levels of interior emissions than those 
legally defined anywhere in the world.


In 2012, we also carried forward our strategy of integrating 
safety features previously available only in vehicles in the 
higher segments into our compact cars as well. Additional 
safety is provided in the BMW 3 Series, for example, by a 
Lane Change and Departure Warning system with approach 
warning via camera monitoring as well as by the Advanced 
Emergency Call function. The BMW 1 Series is also equipped 
with the Advanced Emergency Call function.


foRECast


In the coming years, we want to further strengthen both active 
and passive safety features. We will focus here on the consistent 
roll-out of warning and emergency braking systems in all vehicle 
segments. 


furthermore, with our vision of highly automated driving, we are 
already building the technological and methodological expertise 
that will allow us one day to offer a number of cutting-edge driver 
assistance systems, bringing us one step closer to accident-free 
mobility. 


a research prototype (equipped with technology that is close to 
reaching series maturity) is already able to drive on the motorway 
with a high degree of automation. our research vehicle slows down, 
speeds up and passes independently – always taking into account 
the respective traffic situation and observing all traffic laws. Such 
vehicles have already covered some 10,000 test kilometres. We 
are working closely with the relevant authorities to design the legal 
framework for the highly automated driving features of the future.


  USNCAP 5 stars
  Korean NCAP (KNCAP) “Best” (category 4 out of max. 5) 
  IIHS  Top Safety Pick (TSP) 


BMW X1
  JNCAP 4 stars (4 out of 5)


BMW X3 
  EuroNCAP 5 stars and EuroNCAP Advanced Award for 


BMW Assist Advanced eCall (Advance Automatic Emer-
gency Call)


  Australasian NCAP (ANCAP) 5 stars
  IIHS Top Safety Pick (TSP) 


BMW X5
  USNCAP 4 stars


MINI Countryman
  Australasian NCAP (ANCAP) 4 stars


safE matERIaLs


For each phase of the vehicle life cycle (from develop-
ment, to use, to disposal) the specialist departments of the 
BMW Group ensure compliance with the worldwide legal 
requirements for product safety and human health. In the 
early development phase, an interdisciplinary working group 
on “Materials” evaluates the potential materials to be used in a 
product to determine their risk potential. The working group 
can then intervene in the selection and development process 
as needed. This means that new legal requirements such as 
the EU chemicals regulation REACH can be integrated at an 
early stage into product development.


The relevant departments collaborate closely to test current 
and future products according to the exacting standards of 
the BMW Group. As well as series parts, all auxiliary pro-
duction substances and process materials such as paint and 
adhesives also undergo rigorous qualification processes. 
These processes form an essential basis for the consistent 
implementation of environmental laws and substance bans. 
The material composition of components is documented in 
material data sheets.


The International Material Data Sheet system (IMDS) is the 
central data structure used by the global automotive industry. 
In the IMDS system, material data sheets (MDS) are transmit-
ted along the value chain from raw material suppliers to the 
automotive manufacturer (OEM) and checked and released 
by each recipient. The BMW Group then enters the approved 
IMDS data sheets into its own MDS system. In this system, data 
sheets for in-house parts are also created. This BMW Group 
material data sheet system assists the company e.g. in the fulfil-
ment of legal requirements such as the bans on certain materi-
als outlined in the EU End of Life Vehicle Directive. 


Furthermore, as part of the production process, all chemi-
cal substances that are used by the BMW Group are docu-
mented, for example in ZEUS (central recording system for 
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Resource 
efficiency and 
recycling 
management


2.4 The BMW Group meets the legally required recyc ling rate 
of at least 85%. Since 2008, the required recyc ling rates for 
2015 – namely 85% reuse and recyc ling of materials and 95% 
overall recovery – have been an integral part of type approval. 
Thus, all vehicles brought to market since 2008 already meet 
the requirements set for 2015. 


Initially implemented on the German and European mar-
kets, the BMW Group’s recyc ling systems are gradually being 
rolled out internationally across some 60 different countries 
and are undergoing continuous optimisation. European deal-
ers are contractually obligated to meet BMW retail standards 
for old-parts recyc ling. These standards, along with our global 
network for returning used components, for example old 
catalytic converters and in the future thermoelectric gen-
erators, are helping us to protect resources and make more 
efficient use of raw materials. By expanding and optimising 
our recyc ling structures, we are already today taking into 
consideration the increasing proportion of electric vehicles 
that will take to the roads tomorrow.


NEW DRIvEtRaIN CoNCEPts, NEW ChaLLENgEs


The successive introduction of new forms of drivetrain and 
the modified vehicle concepts that result are presenting 
new challenges in the use of resources. One example is the 
increased use of components made of innovative, lightweight 
carbon fibre reinforced plastic (CFRP), which will be used 
for the passenger compartments of the BMW i3 and BMW 
i8. When talking about carbon fibres, we have to distinguish 
between pure carbon fibres and fibres with a resin matrix. 
All fibres without a resin component can be reused directly 
as a raw material. Plastic-reinforced parts are first separated 
from the resin using an established method and then pro-
cessed further. 


In 2012, we entered into a joint venture with the aircraft 
manufacturer Boeing, which works with carbon fibre com-
posite materials in its aircraft. The aim is to take advantage 
of our shared know-how to further explore the best recyc ling 
options for carbon fibres. 


DEsIgN foR RECyCLINg


For us, dealing intelligently with raw materials and resources 
begins long before the time comes to dispose of them. Even 
in the early stages of vehicle development, the decisions our 
designers and engineers make, including the selection of 


Intelligent design and the use of secondary raw materials 
enable us to reduce our consumption of valuable resources. 
By optimising our recycling structures, we are already prepar-
ing for increasing volumes of electric vehicles in the future.


In the initial development and architecture phase, we already 
design our vehicles and processes with a view to minimising 
the use of valuable resources. By processing manufacturing 
waste, we gain secondary raw materials while protecting the 
environment. We can draw on established systems for the 
recyc ling of end-of-life vehicles, components and materials. 


at least 95%
— thE BmW gRouP has fuLfILLED 
thIs REquIREmENt SInce 2008


fRom 2015 oNWaRDs LEgIsLatIoN REquIREs 
a RECyCLINg RatE of
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wool upholstery, cotton in sound insulation panels, flax and 
sisal fibres in substrates for door panels and parcel shelves, 
or wood fibres in seat back panels.


foRECast


In the coming years, we want to further improve our resource  
efficiency and increasingly close our material cycles. An example: 
Due to a new air purification system used in the painting plants,  
pulverised limestone results as a by-product. currently, various 
methods are being researched worldwide for reusing this pul-
verised limestone in cement factories or coal-fired power plants.


We are also looking into innovative solutions for the reuse of old 
batteries from electric cars. The aim is to extend the life cycle of 
lithium-ion batteries designed specifically for use in the BMW i3 as 
far as possible. To this end, we are developing various concepts for 
potential reuse. Used batteries can for example serve as station-
ary power storage, thus optimising the use of renewable energy 
sources as well as providing a reliable power supply to buildings.


materials and components, will determine the reusability of 
our vehicles decades into the future. In line with our principle 
of “Design for Recycling”, we create our vehicles in such a 
way that their components can largely be reused or recycled 
efficiently once the vehicle reaches the end of its life cycle. At 
the same time, our BMW Group Recycling and Dismantling 
Centre (RDZ) near Munich at the earliest in 2016 in Shenyang 
(in conjunction with our joint venture partner BMW Bril-
liance Automotive) is working continuously to come up with 
new solutions for vehicle recycling to be made accessible to 
external recycling businesses. 


The RDZ is currently trialling recycling concepts for the new 
vehicle components found in hybrid and electric models. 
Batteries from vehicles of this kind can either be passed on 
to existing networks of recycling businesses or they can be 
used to produce photovoltaic systems.


END-of-LIfE vEhICLE RECovERy aND RECyCLINg


In the early 1990s – long before the legal regulations were 
established – the BMW Group began to build an extensive 
network in the European Union for the recovery and recycling 
of end-of-life vehicles. Each ELV returned to the BMW Group 
in this network is recycled at no charge to the last owner. In 
Europe, the BMW Group has contracts with 1,700 vehicle 
recyclers.


CLosED matERIaL CyCLEs foR PoLymERs


Secondary raw materials are finding more and more applica-
tions in our vehicles. Up to 15% of the thermoplastic materi-
als in our automobiles are already made from secondary 
materials or recyclates approved by the BMW Group for the 
respective component. One example is the substrate used 
for the centre console and the door balustrade. The use of 
recyclates in our vehicles enables us to offset the rising prices 
of raw materials (for example plastic components made from 
mineral oil, for instance) while contributing to resource effi-
ciency and saving energy.


usE of RENEWaBLE RaW matERIaLs


Wherever it makes technical, business and environmental 
sense and is socially acceptable, we replace artificial materials 
with natural, renewable materials. In addition to leather for 
the interior, the focus here is on alternative materials with 
natural fibres as a substitute for classic plastics. Examples are 
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The future of  
mobility, mobility 
services, traffic 
management


2.5 Our traffic researchers and engineers are hard at work on new 
solutions. An example of our holistic approach is our 360° Elec-
tric product and service package. It includes not only the elec-
tric vehicle, but also recharging at home and at local charging 
stations as well as mobility assurance through our Assistance 
Services. 360° Electric also offers flexible mobility by providing 
access to conventional BMW vehicles for long-distance trips 
and by integrating further mobility concepts such as DriveNow. 
It thus provides for easy and convenient electromobility in vir-
tually any situation. In the context of BMW i, ConnectedDrive 
likewise stands for the networking of various forms of mobility 
such as driving your own vehicle, accessing various mobility 
services and using local public transport. 


The BMW Group aims to make the entire value chain of 
future mobility as sustainable as possible. Environmental 
sustainability is a focus here, along with social impact and 
economic viability.


PREmIum CaR-shaRINg 


In 2011, the BMW Group and Sixt AG launched the car-
sharing service DriveNow. It is the first car-sharing concept 
to build exclusively on efficient premium automobiles and 
comprehensive service. Cars can be picked up and left wher-
ever the customer wishes within certain city limits. So far, the 
offer is available in Munich, Berlin, Dusseldorf, Cologne and 
San Francisco. As of March 2013, there were 90,000 registered 
members. 


We are increasingly combining our car-sharing offers with our 
electric drivetrain solutions. Since June 2012, 70 electrically 


We want to shape tomorrow’s mobility. To do this, we are 
working to develop not only forward-looking vehicles under 
the BMW i brand, but also sustainable and intelligent mobility 
services such as our car-sharing service DriveNow.


The BMW Group today faces the challenge of how to antici-
pate changing mobility needs early on and meet them suc-
cessfully. What is the future of individual mobility in cities 
with increasingly dense populations? What concepts are 
needed in order to make mobility climate-friendly and easy 
on resources?


ENvIRoNmENtaLLy fRIENDLy CaR-shaRINg  WIth BmW activeE ELECtRIC vEhICLEs — San francisco mayor ed Lee and BmW group board member Dr. Ian robertson 
at a news conference announcing the launch of parknow and Drivenow, august 20, 2012 at civic center plaza in San francisco.
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countries, ChargePoint is drafting business plans for Cloud-
based billing and customer service solutions for electric car 
drivers. This gives businesses the flexibility they need to 
optimise the operation and processes at their charging sta-
tions for electric vehicles. 


myCItyWay 


MyCityWay is a free app for smartphones. It supplies traffic 
information in real time and identifies shops, restaurants 
and ATM cash machines in the user’s direct vicinity in 70 
cities worldwide. MyCityWay is an example of how we are 
offering premium services under the BMW i sub-brand that 
simplify customers’ lives and give them access to real day-to-
day benefits – regardless of whether or not a car is involved.


EmBaRK


BMW i Ventures is a partner in the mobility app Embark, 
which is designed to facilitate the use of urban public trans-
port systems. Among other things, the app includes train 
and bus schedules and sends the user push messages in case 
of delays. 


BmW i vENtuREs


BMW i Ventures makes high-potential investments in 
“mobility services”. We look for long-term strategic part-
nerships in the areas of e-mobility, navigation, parking, 
car-sharing and intermodality. BMW i Ventures belongs to 
the sub-brand BMW i and stands for visionary vehicles and 
mobility services, inspiring design as well as new concept 
of what premium means, which is more strongly based on 
sustainability.


powered BMW ActiveE cars have been available to members 
in San Francisco. In the second quarter of 2013, a total of 
60 BMW ActiveE cars will join the DriveNow fleets in Munich 
and Berlin. With a powerful electric engine, an aerodynamic 
body and modern lithium-ion battery technology, the BMW 
ActiveE stands for visionary, zero-emissions mobility.


PaRKNoW


Drivers in the greater San Francisco area can use our ParkNow 
service to locate free parking spaces in multi-storey car 
parks, saving not only time but also fuel and doing both 
their finances and the environment a favour. The service 
also provides useful tips such as where to find a car wash or 
the availability of bicycles for hire in the respective ParkNow 
locations.


PaRKatmyhousE


ParkatmyHouse.com (PAMH) is an innovative online mar-
ketplace designed to link free parking spaces with drivers in 
search of parking. The marketplace was developed in coop-
eration with BMW i and is a strategic investment by our ven-
ture capital company BMW i Ventures. After getting off the 
ground in London, the service has now spread throughout 
the UK and has more than 150,000 registered drivers, as well 
as parking spaces at over 20,000 locations. An international 
rollout in collaboration with BMW i is currently under way.


ChaRgEPoINt


BMW i Ventures is also a partner in the US company Cou-
lomb Technologies. With ChargePoint, the company oper-
ates the world’s largest online network for guiding drivers 
of electric vehicles to nearby charging stations. In over 14 


moRE thaN just CaR-shaRINg — Interconnected mobility with Drivenow. thE DriveNow aPP — Use your smart phone to locate and book your vehicle.
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ouR moBILIty REsEaRCh 


Our efforts in the field of mobility research already took a 
step forward in 1995 with the founding of the Inzell Initiative. 
Within this platform, the city of Munich and the BMW Group 
are working in close cooperation with other stakeholders to 
search for new and intelligent solutions for improving the 
traffic situation in the greater Munich area. Innovative new 
mobility concepts and traffic systems are playing an import-
ant role in paving the way to the future. 


One successful result of the cooperation is the Intermodal 
Route Planner pilot project. The goal here is to develop an 
integrated mobility service enabling simple, convenient door-
to-door trip planning using multiple modes of transport. To 
accomplish this, a working group made up of representatives 
of the Munich public transport companies and the public 
sector developed a vehicle demonstrator to prove the tech-
nical feasibility of an intermodal route planner integrated 
into a navigation system. This has laid the cornerstone for a 
future-oriented mobility information system that meets the 
increased flexibility requirements in large cities. Research 
is currently under way on how the service can be tested in 
Munich on a wider scale. The goal is to integrate not only 
cars and public transport in the routing, but also pedestrian 
routes, bicycles and car-sharing services.


In the project Vision Mobilität 2050: Region München (Vision 
Mobility 2050: Munich Region), the participants in the Inzell 
Initiative have undertaken the development of a roadmap for 
transport in the greater Munich area that can act as a set of 
guidelines for future urban and traffic planning. 


In 2012, we also launched the research project WiMobil. 
Here, the BMW Group is investigating the impact of e-car-
sharing systems on mobility and the environment in urban 
areas. Funded by the Federal Ministry for the Environment, 
Nature Conservation and Nuclear Safety (BMU), the project 
is scheduled to run for three years. Project partners are 
the BMW Group and DB Rent GmbH with its Flinkster 
car-sharing system. Also participating are the cities of Ber-
lin and Munich as well as the Universität der Bundeswehr 
in Munich and the Institute of Transport Research at the 
Deutsches Zentrum für Luft- und Raumfahrt e.V. Start-
ing in the second quarter of 2013, user surveys, mobility 
tracking and backend data recording conducted as part of 
the research project should be able to provide insights on 
how e-car-sharing is used and by what target groups, which 


regions demonstrate a demand for this service, what the 
environmental impact of the systems and charging infra-
structure might be, and which development scenarios result 
for e-car-sharing systems.


PRojECt mINI E PoWERED By vattENfaLL


As part of the “MINI E Berlin Powered by Vattenfall” proj-
ect, the BMW Group was able to gain new insights between 
2009 and 2012 with an intermodal mobility assistant that 
is undergoing testing as an iPhone application. The app is 
currently being further enhanced as part of the Inzell Initia-
tive. Its purpose is to provide people with intermodal route 
information via a range of different media, both for plan-
ning their journeys in advance and for finding answers to 
questions while they are on the move. Work is under way to 
enable the seamless transitions needed between PCs, mobile 
device-based Web services and in-car navigation systems in 
order for the system to work.


LoNg-DIstaNCE CommutERs IN LEIPzIg


In the first quarter of 2013, together with the TU Chemnitz 
and the Leipzig public utilities, the BMW Group is launch-
ing a user study of long-distance commuters in the greater 
Leipzig area to determine the benefits of the BMW ActiveE. 
The project is funded by the German Government. It will 
examine the question of the viability of an electrically pow-
ered vehicle in ranges of 40 to 100 kilometres per day. In a 
total of five phases until 2014, fifteen private users in each 
phase will use a BMW ActiveE over a period of twelve weeks. 


PRojECt CoNtRoLLED ChaRgINg v2.0


The “Controlled Charging V2.0” project is a further enhance-
ment of the charging concept developed within the frame-
work of the project “MINI E Berlin Powered by Vattenfall” 
for the purpose of a function demonstration. The goal is to 
improve the charging of electric vehicles using wind energy 
considering the limited temporal and local availability of this 
renewable energy source. Charging should be confined here 
as much as possible to the timeframe during which wind 
power availability is high while the grid load is low. 


vIsIo.m 


In the group project Visio.M, scientists at the Technical Uni-
versity of Munich have been working since April 2012 with 
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future mobility offerings evaluated. Regionally, a special 
emphasis is placed on the BRIC markets. 


Data analyses from the BMW Group’s MINI E field test have 
also delivered realistic insights into mobility in the megac-
ity of New York. Information relating to residual ranges, 
individual speeds and the positions of eight electrically pow-
ered MINI E automobiles has been examined in detail and 
made available to the city of New York. This information 
will support better traffic management in the metropolis on 
the Hudson River.


uRBaN DRIvINg ExPERIENCE IDEa ComPEtItIoN 


To complement our own development and research activities, 
we launched the idea competition “Urban Driving Experi-
ence Challenge” in 2012 in cooperation with Local Motors. 
The Local Motors community, made up of more than 30,000 
designers, engineers, manufacturers and enthusiasts, was 
asked to develop features and functions for premium vehicles 
with a focus on environmental protection. Nearly 3,500 dif-
ferent designs were submitted.


foRECast


In the coming years, we intend to further expand our car-sharing 
service both nationally and internationally, increasingly integrat-
ing electric cars. at the same time, we will study the impact of car-
sharing and e-car-sharing systems on mobility and the environment 
in urban areas.


experienced automobile engineers on concepts for electric 
cars that are not only efficient and safe, but also inexpensive 
to manufacture. BMW AG is leader of the consortium. Sup-
ported by the Federal Ministry of Education and Research, 
the project has a total volume of euro 10.8 million.


INstItut füR moBILItätsfoRsChuNg  
(INstItutE foR moBILIty REsEaRCh)


Since 1998, the Institute for Mobility Research (ifmo), a 
research organisation that is part of the BMW Group, has 
been studying the mobility challenges various means of 
transport will be facing in the future. The BMW Group is 
currently deputy chair of the institute’s Board of Trustees. 
Other members of the board are high-ranking representa-
tives from the German railway company Deutsche Bahn AG, 
Deutsche Lufthansa AG, MAN AG, SIEMENS and the World 
Bank, as well as scientists from various disciplines. Two new 
members joined the Board of Trustees in 2012: Siemens AG 
and the World Bank Group. These new members demon-
strate the increasing internationalisation of ifmo research. 
The institute’s research results are incorporated into the 
strategy process of the BMW Group.


REsEaRCh foCus oN moBILIty CuLtuREs  
IN thE WoRLD’s mEgaCItIEs


In the project “Mobilitätskulturen in Megacities weltweit” 
(Mobility Cultures in the World’s Megacities), ifmo research-
ers are analysing the future challenges individual mobility will 
face in megacities like London, Peking and Sao Paulo. The 
results are summarised in the Springer publication “Megacity 
Mobility Culture”, published in January 2013.


sCENaRIos foR thE futuRE of moBILIty


The tradition established by ifmo in 2001 of drafting future 
scenarios for the transportation of people and goods in Ger-
many by various means was taken to the international level in 
2012. In late 2013, the first ifmo scenarios for future mobility 
in the USA will be published, and in late 2012 a study for 
China was launched. 


gLoBaL moBILIty moNItoR NEtWoRK


Major trends in the development of mobility are being regu-
larly monitored by an international network of universities 
and research institutes worldwide and their significance for 


49


sustainable value report 2012







PRoDuCt REsPoNsIBILIty


 WWW  : bmwgroup.com /svr260


Customer  
satisfaction


2.6 in 2012. It is geared toward customers who value not only 
design and sportiness, but also functionality and variability.


In recent years, we have been recognised in multiple inde-
pendent studies for our high level of customer satisfaction. At 
the same time, we strive through customer surveys and evalu-
ations of customer feedback to achieve a deeper understanding 
of customer needs, while contributing to their satisfaction 
through a series of measures such as retail sales training and 
driver training courses.


aWaRD-WINNINg satIsfaCtIoN


  Auto Motor Sport “Die besten Autos 2013” (The Best Cars): 
1st place BMW 3 Series, BMW 5 Series and BMW 6 Series 
Gran Coupé. 


  Ökotrend “Die umweltfreundlichsten Autos 2013” 
(The Most Eco-friendly Cars) 2013: 1st place BMW X1 
sDrive 20d EfficientDynamics Edition and BMW 730d 
BluePerformance. 


  DEKRA Gebrauchtwagenreport (Used Car Report) 2013 
“Fahrzeug des Jahres” (Car of the Year): 1st place BMW Z4.


  Auto Bild “Wertmeister” (Value Master) 2012: 1st place 
MINI Cooper, BMW 118i, BMW 525d Touring, BMW X5 
30d, BMW Z4 sDrive 28i. 


  Auto Bild “Wertmeister” (Value Master) 2013: 1st 
place MINI Cooper S, BMW 320d Touring, BMW 520i,  
BMW X1 xDrive 18d. 


  J.D. Power CSI (Customer Service Index) 2012: 1st place 
for MINI in USA and Japan in the relevant categories 


  J.D. Power SSI (Sales Satisfaction Index) 2012: 1st place 
for MINI in USA and Japan in the relevant categories 


  J.D. Power VDS (Vehicle Dependability Study) 2012: 1st 
place for BMW in China 


  J.D. Power APEAL (Automotive Performance, Execution 
and Layout) 2012: 1st place for BMW 3 Series, MINI Coun-
tryman and MINI Coupé in USA 


  J.D. Power IQS 2012 (Initial Quality Study): 1st place for 
BMW 7 Series in China 


  ADAC Gelber Engel (Yellow Angel) 2012, Qualität Gebraucht-
fahrzeuge (Quality Used Vehicles): 1st place for BMW X5


  ADAC Gelber Engel (Yellow Angel) 2013, Zukunft 
(Future): 1st place for BMW 520d


  ADAC Pannenstatistik (Breakdown Statistics) 2012: 1st 
place for MINI


  ADAC Kundenbarometer (Customer Barometer) 2012: 1st 
place for BMW


  Auto Bild “Goldenes Lenkrad” (Golden Steering Wheel) 
2012: 1st place for BMW 3 Series


  Auto Motor Sport Die besten Autos (The Best Cars) 2012: 
1st place for BMW 1 Series and BMW 5 Series


  Car and Driver (USA) 10 Best Cars Awards: Award for 
BMW 3 Series


  Auto Zeitung “Auto Trophy” 2012: 1st place for BMW 3 
Series and BMW 1 Series Convertible


CustomER foCus PRogRammE 


In 2010, we already set about achieving transparency over 
customer feedback by enabling customers to see how other 


The BMW Group’s Strategy Number ONE puts customers at 
the focus of all we do. Their satisfaction is a key prerequisite 
for the quality of our products and services. 


We constantly explore by means of studies, customer inter-
views and analysis of customer feedback how our products 
and services are perceived and what customers think we 
could do even better. Our strategic goal is to be top in the 
relevant market segment in terms of customer satisfaction, 
based on our vehicle concepts and reliability as well as the 
sales and support experience we offer. We track our success 
in this area through benchmark studies.


Achieving a high degree of customer satisfaction is largely 
the responsibility of our international subsidiaries, together 
with decision-makers at corporate headquarters. Since 2010, 
the largest markets (such as the USA, China and Germany) 
have reported every six months to a specially assembled com-
mittee, including the involvement of the Board of Manage-
ment, which deals exclusively with customer satisfaction. 
They report on factors such as the key indicators from our 
ongoing customer satisfaction surveys, as well as the progress 
of central projects to improve customer satisfaction.


After we launched the Group-wide initiative “Customer First” 
in 2011 in order to enhance our focus on the customer, since 
2012 we have been concentrating on sustainable implementa-
tion and measures for monitoring success in four different 
areas: management and development, knowledge and cus-
tomer contact, customer needs, and teams and processes. 
Our aim is to develop a customer-oriented culture in order 
to increase long-term customer satisfaction.


Although we have sold significantly more model variants 
and more vehicles overall in the past few years than we did 
previously, quality improvements have enabled us to main-
tain the number of recalls at a constant level. In 2012, the 
BMW Group took its usual voluntary, prompt and consistent 
action in case of defects. Wherever it was required or useful 
to the customer, vehicles were recalled and defects eliminated 
well before any symptoms became obvious to their owners.


We already take into account the needs and desires of our cus-
tomers in the development of our vehicles. One result of this 
effort is the BMW Concept Active Tourer, which we introduced 
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Manufacturers Association, ACEA, in Germany according to 
the specifications of the ZAW Zentralverband der deutschen 
Werbewirtschaft e.V., or in France the BVP Bureau de veri-
fication de la publicité). 


The BMW Group develops central advertising campaigns 
for its brands. The campaigns are adapted by the respective 
country markets to the local/national circumstances and 
requirements, which in turn correspond to the country-
specific guidelines. By way of internal committees and its 
own standards, the BMW Group ensures that advertising 
complies with appropriate principles and ethical guidelines. 
The BMW Group constantly reviews its standards and rules 
of conduct with regard to advertising.


The BMW Group does not sell any products whose sale 
is prohibited in specific markets. It provides its customers 
with all the information necessary for a prudent and delib-
erate decision. Essential information is neither concealed 
nor presented in a misleading manner. Our principles also 
include incorporating sustainability as a theme in advertising. 
This is done both by means of stand-alone campaigns (e.g. 
campaigns advertising the highly efficient “EfficientDynam-
ics models” or the “CO2 Finder” on our website) as well as 
through continuous vehicle-integrated communication. 


Complementary to sustainability in advertising, the 
BMW Group’s “What’s Next” campaign also aims to pro-
vide information for customers and the general public on 
the company’s sustainability activities.


During the reporting period, the BMW Group did not violate 
any regulations pertaining to advertising.


ComPREhENsIvE Data PRotECtIoN


The BMW Group meets all data protection requirements 
when handling personal data from its customers, prospects, 
employees and business partners. Led by the corporate data 
protection unit, the data protection officers at the various 
BMW Group companies support the specialist departments 
in this area. Personal data is only collected, processed or 
used if this is legally permissible, or with the consent of the 
interested party. 


If customers or prospects lodge any complaints regarding 
data protection, for example with respect to advertising cam-
paigns, such complaints are promptly addressed and the 
data for the respective customer or prospect is immediately 
and permanently removed from the address list if requested.


The BMW Group is committed to the principles of data pro-
cessing transparency and data minimisation. In the field 
of vehicle communication (ConnectedDrive) as well, data 
security and prevention of misuse are a key concern.


CustomER suRvEys


Every year, we survey around 1.5 million customers in 75 mar-
kets to find out about their wishes and experiences. This 


clients had rated our BMW and MINI dealerships. This 
approach was applied in all European markets in 2011. Since 
then, it has been extended to other markets as well.


The basis is formed by the constant use of customer satisfac-
tion surveys. These are conducted by phone, in writing and 
online. The results are evaluated using a 5-star rating system 
(5 stars = excellent, 1 star = disappointed) and are published 
on the respective dealer’s website along with brief customer 
comments. This gives other customers an instant impression 
of how our service is rated at the respective dealership. The 
feedback refers to both the sales and the service areas.


This transparency reflects the customer orientation strategy 
of the BMW Group and gives us and our dealers added moti-
vation for improving customer focus even further in future. It 
leads to individualised solutions for the customers surveyed, 
as well as to general improvements that benefit all customers.


REtaIL PERfoRmaNCE maNagEmENt


In the context of our Retail Performance Management pro-
gramme (RPM), over 1,500 dealers in 25 countries have 
received or are receiving personal coaching, or will begin a 
coaching programme in 2013. The RPM has demonstrated 
measurable success: dealerships that received coaching per-
formed 10.6% better than others in terms of new car sales.


ImPRovED PaRts maNagEmENt


As part of Strategy Number ONE, our global aftersales ser-
vices have seen significant improvements in terms of short-
ening customers’ waiting times for spare parts. In order to 
supply our service garages with the spare parts they need as 
quickly as possible, we are currently expanding our network 
of Dealer Metro Distribution Centres (DMDCs) from 43 in 
2011 to around 50 by the end of 2013. These deliver parts to 
local dealers up to four times a day, for the shortest possible 
waiting time.


BmW DRIvINg ExPERIENCE


To make sure our customers can experience the benefits of 
our cars to the full, we offer them various driver training 
opportunities. Participants in the BMW and MINI Driving 
Experience can for example build greater self-confidence in 
handling the vehicle. The safety training ranges from various 
exercises for emergency and target braking to dynamic lane 
changes and a fuel-saving and environmentally conscious 
driving style (e.g. economy training, which teaches fuel-effi-
cient driving, basic elements of which are incorporated into 
all training sessions).


aPPRoaCh to aDvERtIsINg


Advertising by the BMW Group complies with all relevant 
legislation and does not discriminate. The BMW Group oper-
ates worldwide according to existing voluntary codes of con-
duct and rules on self-monitoring (for example those of the 
Code of Conduct on Advertising of the European Automobile 
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feedback is then incorporated into the development and 
optimisation of our products and services. Feedback on the 
new BMW 1 Series, BMW 3 Series, BMW X1 and BMW 7 
Series models was extremely positive and showed clearly 
that optimisations compared with previous models on the 
basis of customer surveys are successful.


Our customer surveys show that our customers’ needs are 
very different from country to country, so we must take 
these national and cultural differences into account. We 
constantly survey our customers. In 2012, we implemented 
stricter stand ardisation requirements for the customer sat-
isfaction surveys carried out in our subsidiaries in order to 
ensure the completeness and comparability of the results. 
The results for each country are evaluated at country level 
every month so that we can rapidly identify trends and the 
subsidiaries and central specialist departments can derive 
any measures necessary. In parallel, the country-specific 
data is also evaluated in the subsidiaries to enable rapid 
reaction to any issues affecting customer satisfaction. Cus-
tomers have the opportunity to directly submit comments 
or voice concerns during the survey. Our dealers therefore 
also use the system of continuous customer satisfaction 
surveys in their day-to-day operations to respond to these 
specific customer concerns. The surveys comply with local 
data protection legislation to guarantee the privacy of indi-
vidual customers.


Since 2011, 53 dealers have been trained in applying the Cus-
tomer Satisfaction Index (CSI). They reached a 1.6% higher 
CSI value than the comparison group. In 2012 and 2013, a 
total of 500 CSI dealer coaching sessions will be carried out 
or are in the planning phase.


sustaINaBILIty IN saLEs aND sERvICEs


We want BMW Group customers to be able to directly experi-
ence our philosophy of sustainability. Selected sales facilities 
have been constructed as green buildings with low energy con-
sumption, high energy efficiency as well as natural light and air 
conditioning, thus bringing our sustainable approach to life. We 
have also ensured that green building requirements are being 
met for new builds by integrating them into the Europe-wide 
Retail Standards of our retail partners. In addition, sustain-
ability has become an integral part of sales training courses.


foRECast


In the coming years, we want to further increase customer satisfaction 
and expand opportunities for direct contact with customers. To this 
end, we launched the future retail sales programme in 2012, which 
is to be extended in the future. In essence, this means that we will try 
even harder to see things from the customer’s point of view and to 
increase points of contact with customers and potential customers.


This also includes expanding our test drive offerings and intensify-
ing follow-up after delivery of a vehicle. To date, customer follow-up 
has extended up to seven days after delivery. Improvement mea-
sures that have already been initiated focus on lastingly measuring 
the impact of the purchase.


one action that has already been launched, and which we want to 
build on further in 2013, is “Let’s help”. our employees are often 
addressed by customers or prospects from their circle of acquaint-
ances who want to offer suggestions or express their own wishes. 
The “Let’s help” button on the intranet now enables employees to 
pass on these concerns quickly and easily to customer Service.


PER yEaR BmW DEaLER suNg hyEuN LIm’s BusINEss 
IN DaEgu (south KoREa) usEs


30%
— LEss WatER


20%
— LEss ELECtRICIty


6,300 kg
— LEss of Co2


gREEN BuILDINg — BmW dealer Sung Hyeun Lim’s business in Daegu (South Korea).
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Group-wide environmental protection


“For me, the requirements of future generations are just as important as my own. That’s why I separate my trash at  
home and control the heating and air conditioning. I also teach my kids about how to make efficient and sustainable 
use of resources. And at the end of the day, it even saves us money. It would be wasteful not to recycle the methane gas 
from the refuse site in Spartanburg. I’m really proud of the fact that our model is now being considered for application 
at other BMW plants.“


— CLEvE BEaufoRt


—  ENERgy aND faCILIty maNagER


— BmW PLaNt sPaRtaNBuRg, USa


ENERgy maNagEmENt


 WWW  : bmwgroup.com /svr300
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Group-wide environmental protection


— — —    EnvironmEntal managEmEnt 


100%
  covEragE ratE of thE BmW group production 
facilitiEs With EnvironmEntal managEmEnt systEms


— — —    resource efficiency


around 36% lower
  consumption of resources and emissions 
per vehicle produced since 2006


——   Use resources efficiently    thE REsuLts


— — —    Waste avoidance


65% less
  Waste per vehicle produced  
since 2006 


<<  sPaRtaNBuRg, USa
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Group-wide environmental protection


 ChaPtER 03


foRECast aND oBjECtIvEs


  Further improve resource efficiency: In the future, we will continue to implement our clean  
production concept. Therefore, by 2020, we plan to reduce our consumption of resources and  
emissions by 45% per vehicle compared to the base year 2006. 


  Closer to our vision of emissions-free vehicle production: carbon-neutral electricity will be used 
for the entire production process of the BmW i3 in Leipzig. To achieve this, four wind turbines will be 
commissioned on the premises in 2013. 


  group-wide roll-out of best-practice approaches: In the future, our plants will continue to 
collabor ate on finding new approaches to resource-efficient vehicle production. Clean Production 
innovations thus become the benchmark worldwide.


2013+


INDICatoRs


PRogREss
2012


  Consumption of resources reduced: In 2007, we set ourselves the target of reducing our resource 
consumption and emissions per vehicle produced by 30% by 2012 (base year: 2006). We even managed 
to exceed this ambitious target by achieving efficiency improvements of around 36%.


  most sustainable automotive plant in China opened: The joint venture plant in Tiexi, which started 
operations in may 2012, is a role model for production locations worldwide. 


  use of environmentally friendly energy sources increased: a range of projects with local partners, 
for example at our Spartanburg plant, enabled us to reduce our reliance on fossil fuels and improve our 
sustainability footprint.


gRouP-WIDE ENvIRoNmENtaL 
PRotECtIoN


 WWW  : bmwgroup.com /svr300


* volatile organic compounds 


7.99 kg 
2011 


1.65 kg 
2011 


2.46 
mWh 
2011 


0.54 m3 
2011 


2.12 m3 
2011 


6.11 kg
— WastE foR DIsPosaL IN 2012
per VeHIcLe proDUceD


1.68 kg
— EmIssIoNs of voC* IN 2012
per VeHIcLe proDUceD


2.44  MWh
— ENERgy CoNsumED IN 2012
per VeHIcLe proDUceD


0.48 m3


— PRoCEss WastEWatER IN 2012
per VeHIcLe proDUceD


2.10 m3


— WatER CoNsumPtIoN IN 2012
per VeHIcLe proDUceD


REsouRCE  
CoN sumPtIoN aND  
EmIssIoNs IN 2012
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Group-wide environmental protection


 WWW  : bmwgroup.com /svr310


Our management 
approach


3.1 We were able to achieve the following reductions in the past 
six years:


energy consumption –26%


Water consumption –30%


process wastewater –36%


Waste for disposal –65%


Solvents emissions –27%


You will find more details of the individual parameters in the 
following  see chapters 3.2 to 3.6.


The BMW Group plays its part in limiting greenhouse gas 
emissions, and CO2 emissions in particular, by manufacturing 
efficient vehicles, implementing effective production pro-
cesses, using renewable energy sources and carefully selecting 
its production locations. This is our contribution towards 
combating climate change. It is a challenge to achieve further 
reductions when processes are already very efficient. In spite 
of this, we have set ourselves an ambitious new target for 
2020. We want to reduce our consumption of resources by 
45% compared to 2006.


ENvIRoNmENtaL PRotECtIoN fIRmLy aNChoRED  
WIthIN thE oRgaNIsatIoN


Environmental management is part of our sustainability 
management. The steering committee of the international 
environmental protection network, which is headed up by 
the Group Representative for Environmental Protection, is 
responsible for environmental management. In the delega-
tion chain, operating responsibility is transferred to plant 
management. Every machine, building and space at each 
plant is allocated to an operator. Each operator is responsible 
for the products, processes, machines and technical systems 
in their allocated area.


ENvIRoNmENtaL maNagEmENt systEms


Environmental management systems are in place in all of 
our production facilities worldwide as well as in our central 
planning departments. With the exception of the Manaus 
and Cassinetta locations (national standard), these systems 
are certified in accordance with ISO 14001. The German and 
Austrian sites have undergone additional external audits and 
meet European Eco-Management and Audit Scheme (EMAS) 
standards. Environmental management systems coverage of 
BMW Group production facil ities is therefore at 100%. We 
have also installed environmental management systems at our 
dealerships in Germany, Austria and Switzerland. In summer 
2012, the German dealerships were also successfully certified 
in accordance with ISO 14001/OHSAS 18001.


We aim to be the most resource-efficient carmaker in the 
world. In order to achieve this goal, we are pursuing a policy 
of comprehensive, Group-wide environmental management. 
This entails integrating environmental considerations into all 
our major investment decisions at an early stage as well as 
tracking and monitoring all the relevant environmental indi-
cators. We set the bar high and transfer best-practice solutions 
from within the company to the whole production network. 


Our Group-wide environmental protection approach is 
based on a Clean Production strategy which aims to keep 
our consumption of resources and the environmental impact 
of all our production processes as low as possible. In 2001, 
we committed to achieving this goal when we signed the 
International Declaration on Cleaner Production of the 
United Nations Environment Programme. The Group 
established its own environmental guidelines back in 1993 
based on the ICC Charter for Sustainable Development 
and Agenda 21.


CLEaN PRoDuCtIoN: fIRst mILEstoNE REaChED


We reduce our environmental impact and the level of 
resources we consume by integrating environmental manage-
ment into all production processes throughout our worldwide 
production network. We see this as an ongoing process. In 
2007, we set ourselves the goal of reducing our consumption 
of resources and emissions per vehicle produced by an aver-
age of 30% between 2006 and 2012. The parameters we use 
to measure this are energy, water, process wastewater, waste 
for disposal and solvent emissions. In the end, we improved 
efficiency by over one third (35.7%), so we even managed 
to exceed this ambitious target.1 This equates to savings of 
around €9 million in the 2012 financial year.


1  Our Group-wide environmental efficiency indicator was 0.64 for the 2012 financial year. In 2006, the values for energy, CO2, water, solvents and 
wastewater per vehicle produced were standardised and set to 1.00 for the environmental efficiency index. Then they were added up and divided by 
the number of resources. Thus, the initial envir onmental efficiency figure was 1.00 when it was launched in 2006. In 2012, we exceeded the agreed 
targets by achieving a value of 0.64.
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PRotECtINg thE ENvIRoNmENt fRom thE WoRD go


One main method of enhancing resource efficiency is to 
consistently take account of environmental aspects when 
planning new investments. This allows potential improve-
ments in efficiency to be identified and implemented at 
an early stage. If they are found to be insufficient, more 
environmentally friendly alternatives can be sought.
 
Improvements that have been effective at one location are 
implemented at other locations wherever possible. Our six 
competence centres (for water, waste, energy, emissions, 
training and environmental management system) are staffed 
by environmental experts from the different plants and by 
specialists from Corporate Environmental Protection. They 
discuss legal requirements and best-practice solutions with 


technology experts from the production plants and develop 
reference systems on which to base future planning and 
process improvements. 


One recent example is the newly opened Tiexi plant in 
China, a joint venture with our partner Brilliance Automo-
tive Ltd. State-of-the-art manufacturing processes based 
on the combined experience of the BMW Group’s global 
network ensure that production is particularly resource effi-
cient. Environmental aspects were taken into account from 
the word go – even as early as the building planning stage. 
The plant is the most sustainable automotive production 
facility in China with regard to energy and water consump-
tion, waste efficiency and process wastewater as well as the 
emission of solvents. It is a role model for environmentally 
friendly projects worldwide. The new plant is one of the 
most sustainable within the global production network of 
the BMW Group.


Another example of best-practice solutions transfer is a recyc- 
ling centre close to our Chinese facility in Shenyang, which 
should be opening in 2016. The centre will be designed 
along the same lines as our tried-and-tested recyc ling centre 
close to Munich. In the future, all prototypes and pre-series 
vehicles from the Chinese development departments are to 
be recycled at the centre. This means that the Chinese devel-
opment departments can meet the same high standards as 
their counterparts in Munich. For details on the recyc ling 
of series vehicles,  see chapter 2.4.


ENvIRoNmENtaL PRotECtIoN at  
suPPLIER aND PaRtNER ComPaNIEs


Beyond our own production lines, we also promote compli-
ance with and improvement of environmental standards on 
the part of our suppliers. For example, in cases where envir-
onmental management is relevant and necessary, we require 
proof that suppliers have installed such a system  see chapter 4.


We also work closely with our partners SGL Group and Bril-
liance Automotive Ltd. to implement continuous improve-
ment. For example, our joint venture with SGL Automotive 
Carbon Fibers in Moses Lake uses renewable hydro-power 
to produce its carbon fibres.


foRECast


In the future, the BmW group will continue to implement its clean 
production philosophy. We will intensify our efforts to achieve zero-
emission energy supply  see chapter 3.2 and roll out best-practice 
solutions group-wide from our different locations (e.g. Leipzig in 
germany, Steyr in austria and Spartanburg in the USa).


thE NEW BmW PLaNt IN tIExI — the most sustainable automotive production 
location in china and a world-class model.


approx. 36%
— 2006 – 2012


EffICIENCy ImPRovEmENts IN PRoDuCtIoN
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 WWW  : bmwgroup.com /svr320


Energy  
con sumption  
and emissions


3.2


environmentally sustainable combined power and heat sys-
tems. Gas is used in these systems to generate energy and 
heat simultaneously. By installing these systems on site at 
our facilities, a very high efficiency rate can be achieved. 
However, during this process, more energy is consumed due 
to conversion which would otherwise be generated outside 
our production facilities, and it is thus not included in the 
scope of our reporting.


In order to further enhance our energy efficiency and to move 
forward with the use of renewable energy, we have defined 
five strategic areas of action:


  Further development of an integrated energy management 
system (transparency of consumption, targets manage-
ment, monitoring at all locations) for which we collaborate 
with a range of process partners


  Continuous improvement of ongoing operations
  Planning and implementation of energy-efficient property, 


plants and technologies
  Implementation of renewable energy projects 
  Raising awareness, training and motivating managers and 


employees on the topics of energy and energy efficiency


LEss ENERgy CoNsumPtIoN, moRE sECuRIty of suPPLy


Continuous reductions in energy requirements as well as 
a strategy of producing our own energy or drawing energy 
from local renewable sources increase our autonomy and 
ensure security of supply for the BMW Group. As a result, the 
probability of our production lines being affected by energy 
bottlenecks decreases. 


We monitor and optimise our energy consumption on an 
on going basis. To do this, we use an energy management 
system based on the environmental management systems  
ISO 14001 (at all production plants worldwide, the Research 
and Innovation Centre, the German BMW dealerships, 
increasingly at our international dealerships and at selected 
dealers) and EMAS (at all German and Austrian plants). 
We are continu ously improving this system, for example by 
introducing tools to track the effectiveness of our energy 
efficiency measures.


Our vision is to achieve a completely carbon-neutral energy 
supply for the BMW Group. With this in mind, we set our-
selves the goal of becoming a leader in the use of renewable 
energy by 2020. Each year we are also reducing our energy 
consumption and our emissions per vehicle produced.


By 2012, we had reduced our energy requirements per vehicle 
from 3.28 MWh to 2.44 MWh compared to the base year 2006 
(Figure 10). This 26% improvement means that we almost 
achieved our stated aim of a 30% reduction by 2012. We 
plan to further reduce energy consumption per vehicle by 
2020 – by 45% compared with 2006.


The BMW Group faces the challenge of guaranteeing a secure 
and economical, but also environmentally friendly energy 
supply. The share of renewable energy in our overall energy 
consumption is currently 36.1% (2011: 27.5%), and we plan 
to significantly increase this in the near future.


We face the challenging task of increasing our vertical range 
of manufacturing the amount of energy we produce ourselves. 
In 2012, two of the main areas of focus in this regard were 
CFRP production and the global installation and commis-
sioning of state-of-the-art facilities. Once they are up and 
running, new facilities such as the Tiexi plant in China will 
make a contribution towards further enhancing our resource 
efficiency. We are also expanding our highly efficient and 


 fIguRE 10  ENERgy CoNsumPtIoN PER vEhICLE PRoDuCED 
in mWh/vehicle


2008 2009 2010 2011 2012


2.80 2.89 2.75 2.46 2.44
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3.00


2.80


2.60


2.40


3.40


 fIguRE 11  Co2 EmIssIoNs PER vEhICLE PRoDuCED 
in t/vehicle


2008 2009 2010 2011 2012


0.82 0.91 0.86 0.71 0.68


0.85


0.80


0.75


0.70


0.65


0.90


0.95
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BmW PLaNt stEyR — electricity generated from biomass.


BmW PLaNt RossLyN — Plans for a twin-unit power station fuelled by landfill gas.


BmW PLaNt LEIPzIg — electricity generated by wind power for production of  
the BmW i3.


In addition to renewable energy expansion, we are also focus-
ing on the intelligent use of energy. To this end, we have 
installed combined power and heat systems at a total of eight 
locations. These systems allow us to use both the electricity 
generated as well as the resulting waste heat. We are also 
continuously improving our vehicle production processes. 
Innovative technologies such as IPP (Integrated Paint Process 
in paint shops) and body press tools as well as optimisation 
of ventilation systems and the closing of energy cycles in our 
paintshops help us to achieve our efficiency targets. Reduc-
ing energy costs in the face of rising energy prices makes the 
BMW Group more profitable and more competitive.


ENERgy savINgs Pay off


In times of emissions trading and allowances, reducing CO2 
emissions not only makes environmental sense – it is also a 
business opportunity for the BMW Group. In the third period 
of the European CO2 emissions trading system (2013 – 2020), 
emissions rights allocations will be further reduced. There-
fore, every unit of energy saved pays off twofold, as the costs 
of energy consumption and the purchase of emissions allow-
ances can be reduced as a result.


RENEWaBLE ENERgy CoNsumPtIoN


Our vision is to draw 100% of our energy requirements from 
renewable energy sources. Instead of relying on energy from 
one specific source, we will decide which concept makes most 
sense at each location, based on local conditions. In 2010, 
we implemented a development plan to assess the potential 
of each production facility. 


  From 2013 onwards, around 30% of the heat required for 
our engine plant in Steyr will be supplied by a neighbour-
ing biomass thermal power plant (fuelled by timber waste 
from the region). This will mean an annual reduction in 
CO2 emissions of up to 3,000 tonnes.


  At our Rosslyn plant in South Africa, the new independ-
ent operator Bio2Watt will provide 40% of the required 
electricity from a twin-unit power station based on landfill 
gas (biogas firing, i.e. waste from cattle ranches or chicken 
farms as well as food waste). This could reduce CO2 emis-
sions by 8,300 tonnes per year.


  Carbon-neutral electricity will be used for the entire 
production process of the BMW i3 in Leipzig. For this 
purpose, four wind turbines will be commissioned on 
the plant’s premises in the first half of 2013, each with a 
capacity of 2.5 megawatts. We also plan to install wind 
turbines at our plant in Tiexi, China.
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NEW ImPuLsEs — The BmW group research and Innovation centre in munich, known as fIZ.


sustaINaBLE CoNstRuCtIoN aND PRoCEssEs


In general, every new plant is designed to raise the bar in 
terms of energy efficiency and to become a benchmark for 
all other plants. The most recent example of this is our plant 
in Tiexi, China, which opened in 2012. Lessons learned and 
innovations from other plants were integrated into the design 
of this plant. Over 50 measures were taken to optimise con-
sumption levels of energy, water and waste.


The reference system for sustainable construction is the 
basis for new-build projects and building conversions at the 
BMW Group. It sets down principles and concepts for build-
ings throughout the BMW Group and enables the measures 
taken during the individual project phases to be monitored. 
The aim is to minimise consumption of energy and resources 
and put as small a burden as possible on the environment 
during all phases of building lifecycles – from planning, con-
struction, use and renovation right up to demolition and 
renaturation.


Sustainability is also an integral part of any new build advice 
provided to our dealers by the BMW Group’s international 
construction and facility consultancy. Dealers, investors and 
local architects are informed about the benefits of green 
building measures when planning new buildings and mod-
ernisation measures for our dealers’ operations. This enables 


 fIguRE 12  NumBER of Co2 EmIssIoNs aLLoWaNCEs  
aLLoCatED By thE Eu EmIssIoNs  
tRaDINg systEm in t


2008 2009 2010 2011 2012


267,789 271,599 271,599 307,744 330,576
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 fIguRE 13  Co2 EmIssIoNs of LoCatIoNs PaRtICIPatINg  
IN thE Eu EmIssIoNs tRaDINg systEm1 in t


2008 2009 2010 2011 2012


132,009 134,582 145,854 187,443 194,077


1  4,463 tonnes of emissions relevant for eU emissions trading from operation of BmW-owned planes are not 
included in this figure.
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us to protect the environment and at the same time enhance 
our image, save on operating costs and increase the value of 
the buildings.


When the Retail Standards 2013+ are introduced, the refer-
ence system for sustainability in real estate projects in dealer 
organisations will become the mandatory sustainability stan-
dard and its implementation at dealer organisations will be 
verified by a sustainability audit carried out by an external 
organisation.


RaIsINg WoRKfoRCE aWaRENEss


Vocational training courses at the BMW Group already teach 
trainees how to deal with energy efficiently. In addition, we 
offer courses on value-creating production systems. This is 
a systematic approach to improving efficiency in technical 
and administrative processes.


foRECast


In the next few years, we will focus on achieving our energy targets. 
We will continue to expand our use of renewable energy. and we 
will design processes and buildings even more efficiently in order 
to achieve a 45% reduction in energy requirements by 2020 com-
pared with 2006.
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Materials use  
and waste  
management


3.3 ling processes for residual materials from vehicle production 
or recyc ling. A new handling machine is now in use at our 
recyc ling centre. It separates materials such as copper or 
aluminium from old vehicles, leading to an increase of 150% 
in the recyc ling rate for copper in 2012. 


The process of recording and reusing the waste we produce 
is managed worldwide by our own BMW waste information 
system ABIS, which was designed for the German plants in 
accordance with the law on life cycle management. In the 
2012 financial year, a further plant, in Rayong, Thailand, 
was integrated into ABIS. ABIS can be applied worldwide to 
determine the best method of disposal for a particular type 
of waste. The method specified is then implemented at all 
plants, providing this is possible in the individual countries. 
ABIS is also used to document the individual waste flows and 
categorises waste as hazardous or safe. This categorisation 
takes place in accordance with country-specific regulations. 
There were no incidences of the import or export of treated 
or untreated hazardous waste in the reporting period.


In the 2012 financial year, the total waste volume increased 
due to the modification of our metal casting process in 
Landshut (30,000 tonnes of foundry sand recycled). Since 
2006, we have been able to reduce the volume of materials 
that are removed from the life cycle and not reused by 65% 
per vehicle produced (2012: 23.5% per vehicle produced). 
Paintshop waste in particular is now recycled rather than 
disposed.


What we think of as waste is often a valuable resource. With 
raw materials worldwide becoming increasingly scarce, the 
BMW Group engages in recyc ling management throughout 
material life cycles.


When we recycle waste, we comply with the five-step hier-
archical model set down by the EU:


  Prevention: Where possible, we avoid creating waste in 
the first place. This is the best solution, both in economic 
and environmental terms. 


  Reuse: We reuse any viable waste material immediately. 
Otherwise we prepare it for reuse in its original area of 
application.


  Recycle: If reuse is not an option, we recycle the material 
in such a way that we can reintroduce it to the cycle. Then 
the material can be reused for other purposes.


  Recovery: We incinerate most non-recyclable waste mater-
ials. Other methods of disposal are also used.


  Disposal: Only the small volume of non-recyclable waste 
that is then left over is earmarked as waste for disposal. 


 
The volume of waste for disposal is a good indicator of how 
successful we have been in achieving our goal of avoiding 
or reusing waste wherever possible. With 6.11 kg of waste 
for disposal per vehicle produced in 2012, figures are down 
by 23.5% compared with the previous year and even by 65% 
compared to 2006. We thus significantly exceeded our target 
of a 30% reduction compared with 2006. The main contribut-
ing factor here was improvements in recyc ling at our plants 
in the UK. Figures 14 and 15 show the trend over the past 
few years. 


Fulfilling all product-specific legal regulations is a challen-
ging task. The BMW Group mastered this challenge again 
in 2011 and 2012. New cleaning processes that make more 
sparing use of water were introduced at BMW’s paintshops 
 see chapter 3.4. Our innovations in the area of electromobility 


and lightweight construction go hand in hand with new recyc-


 fIguRE 14  totaL WastE PER vEhICLE PRoDuCED 
in kg/vehicle


2008 2009 2010 2011 2012


361 358 381 342 357
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 fIguRE 15  WastE foR DIsPosaL 
PER vEhICLE PRoDuCED1 in kg/vehicle


2008 2009 2010 2011 2012


14.84 10.63 10.09 7.99 6.11


1  “Waste for disposal per vehicle produced” became a performance indicator in 2007 and has been reported 
since then.
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At least four times a year, every positive step we take with 
regard to waste prevention and recyc ling is the subject of 
discussions by our worldwide network of waste management 
officers. As a result, best practice solutions can be successively 
applied to other plants. The Center of Competence Waste and 
Recyc ling Management, which has now been expanded to 
cover all plants worldwide, also makes a contribution here. 
The Center of Competence is made up of the environmental 
experts from the different plants as well as the experts from 
the Environmental Protection department. They discuss best-
practice solutions and develop reference systems for future 
planning and process improvements.


BEst PRaCtICE soLutIoNs foR  
WastE avoIDaNCE at ouR PLaNts


We implement a whole range of measures to work towards 
achieving our vision of waste-free production. In 2012, the 
recyc ling rate at our UK plants increased significantly com-
pared to the previous year. To achieve this, the BMW Group 
is willing to pay a higher price per tonne of waste. At our 
plant in India, we send all waste that is similar to household 
waste to a waste facility which produces agricultural fertiliser.


At our Regensburg plant, a screw compacter was introduced 
in 2012 to dispose of recyclable synthetic packaging that has 
reached the end of its lifetime. The compressing process has 
saved us 24,000 truck kilometres that would have been neces-
sary to transport the synthetic waste to the recyc ling plant.


foRECast


In 2013, we will continue to focus on closing material life cycles. 
In future, we will work intensively with new materials that will have 
to be developed for our new recyc ling processes. 


Carbon fibres will be used in the production of the new BMW i3 
from 2013 onwards. They will be made into non-woven carbon fibre 
materials that will be the basis for new cfrp components as well 
as serve to reinforce synthetic materials and make them electrically 
conductive.


WastE sEPaRatIoN — recycling efforts at the BmW plant Spartanburg, USa.
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Water


3.4 Currently, there is no risk to water supply at the BMW Group’s 
production plants, even though we are active in countries 
with high water risk, such as South Africa, the USA and 
China. In these countries in particular, we are continuing to 
reduce our water consumption. For example, in the USA we 
halved water consumption between 2006 and 2012. We try 
to use drinking water only when it is necessary for reasons 
of hygiene. We want our wastewater to contain only as many 
substances as can be broken down naturally. Worldwide, we 
fulfil the applicable legal requirements on wastewater process-
ing. At all international production plants and at our German 
and many international dealerships, we have implemented 
an environmental management system in accordance with 
ISO 14001 and which also manages our water consumption.


By 2020, we aim to reduce our current water consumption by 
45% compared to 2006. Our vision is to achieve wastewater-
free production processes.


a stEP-By-stEP aPPRoaCh to WastEWatER-fREE  
PRoDuCtIoN PRoCEssEs


After carrying out tests to identify the three largest sources of 
water consumption, we introduced the following measures:


   To identify potential for optimisation at our paintshops, 
we carried out a feasibility study on operations that were 
almost wastewater-free. As a result, technically and eco-
nomically feasible measures are being implemented on 
an ongoing basis. 


   At the Spartanburg plant in the USA, we are already using 
a state-of-the-art dry separation process at the paint shop. 
The overspray paint, which does not reach the body of 
the vehicle during the painting process, can be bound 
by stone powder and then discharged using this process. 
No water is used. As a result over 26,000 m3 of water was 
saved in 2012. 


   Since 2012, part of the purified wastewater that is created 
in the corrosion protection process in the paintshop at 
the Munich plant has been reused in another paintshop 
process. The overspray paint is washed out of the process 
and discharged. This led to a reduction in water consump-
tion of over 21,000 m3 in 2012.


Water is a valuable resource – not only for the BMW Group. 
For this reason, we are working hard to reduce our water 
consumption and are developing wastewater-free processes 
for our production lines. By 2020, we aim to reduce our con-
sumption by 45% compared to 2006.


For the BMW Group, water is an important resource. Without 
it, operations at our paintshops would come to a halt. 


At the same time, water is becoming increasingly scarce 
worldwide. For this reason, we aim to achieve significant 
reductions in our water consumption. In 2012, it was at 
2.10 m3/vehicle. This drop of 30% compared to 2006 was in 
line with our water consumption reduction target. Figures 
16 and 17 show how our water consumption has developed 
over time.


WhERE WE PLaN to savE oN WatER


The three largest water consumers at the BMW Group are 
the sanitary facilities for our workforce (46%), evaporation 
mainly at cooling towers (31%) and the production processes, 
in particular at the paintshops (23%). We are continuously 
improving our resource efficiency in all three areas by:


  replacing sanitary fittings with water-efficient versions,


 gradually replacing open cooling towers by closed ones,


  closing water cycles at the paintshops and introducing 
waterless processes (dry separation).


 fIguRE 16  WatER CoNsumPtIoN PER  
vEhICLE PRoDuCED1 in m3/vehicle


2008 2009 2010 2011 2012


2.56 2.56 2.31 2.12 2.10


1 This figure refers to the production sites of the BmW group.
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 fIguRE 17  PRoCEss WastEWatER PER vEhICLE PRoDuCED  
in m3/vehicle


2008 2009 2010 2011 2012


0.64 0.62 0.58 0.54 0.48


The key figures on process wastewater refer to production wastewater.
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   At the Dingolfing plant, an old ion exchanger was replaced 
by a more efficient one. The number of regenerations that 
consume water and chemicals was significantly reduced 
as a result. In addition, the wastewater produced during 
regeneration is reused in another process. As a result, 
around 15,000 m3 of water was saved in 2012.


   At many plants, for example in Shenyang, China, we 
replaced the bathroom fittings to reduce sanitary water 
consumption by up to two thirds. At our store in Parklane, 
London, we have also installed water-saving fittings 
throughout.


   In South Africa, we installed measuring devices to manage 
our consumption of resources there.


The measures taken in Spartanburg, Munich and Dingolfing 
alone led to savings of €155,974 in 2012. 


88% of the water used by the BMW Group comes from the 
public drinking water system. 12% is ground water. There 
was no consumption of water from sensitive sources in the 
reporting period.


INDIvIDuaL soLutIoNs to CoNfLICts IN mEEtINg taRgEts


In the period under report, we made great progress in redu-
cing our water consumption. However, we did run into some 
conflicts when it came to meeting our targets. Individual 
solutions had to be found. For example, we changed our pro-
cedure for generating completely desalinated water (reverse 


osmosis instead of ion exchange). This reduces the use of 
chemicals but increases water consumption. So we only use 
the procedure if there is no acute scarcity of water or if the 
wastewater from the system in question can be reused.


foRECast


We aim to further reduce our water consumption in the coming 
years. our target is to reduce water consumption by 45% by 2020 
(base year: 2006). To achieve this, we will continue to close the 
water cycles in the paintshops and in engine production as well as 
replace old sanitary facilities and open cooling towers.


PaINt shoP at thE BmW PLaNt LEIPzIg — Innovations lead to gradual introduction of wastewater-free production processes.
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Efficient trans-
port logistics


3.5 The global transport volume required for the supply of mater-
ials to the production plants, for delivery of our vehicles 
and for spare parts supply to the markets has grown con-
siderably in the past few years. This is primarily due to an 
increase in global production and sales volume, combined 
with regional shifts in these volumes. Above-average growth 
in North America and Asia means that long transport dis-
tances must be covered.


In 2012, we had a total transport volume of around 30.9 bil-
lion tonne-kilometres, emitting 1.25 million tonnes of CO2 in 
the process. Compared to 2011, transport volume increased 
by 10.6%. This equates to the increase in the number of 
BMW and MINI brand vehicles sold worldwide, which also 
lies at 10.6%. 


To keep CO2 emissions caused by our transport logistics as 
low as possible, our basic principle is “production follows 
the market”. In addition, we are successively expanding our 
share of low-emission transport vehicles.


RaIL tRaNsPoRt taKEs PRIoRIty


To optimise our transport logistics, we developed a concept to 
avoid large transport volumes and to shift to environmentally 
friendly transport carriers. As a result, rail transport will be 
given preference as a carrier wherever possible. 


The share of rail transport in overall transport volume rose 
from 8.2% in 2011 to 8.9% in 2012. 


As a global supplier of premium products and services, the 
BMW Group transports large volumes of goods, and people 
within the Group are always on the move. We keep our CO2 


emissions as low as possible by continuously optimising our 
transport logistics. In addition, we are successively expand-
ing the number of low-emission transport vehicles we use.


We also have to keep the CO2 emissions resulting from our 
transport activities as low as possible if we want to fulfil the 
BMW Group’s targets on efficient use of resources. As part 
of the Group’s sustainability strategy, we are currently devel-
oping an efficient transport logistics strategy. This pools our 
activities in this area and defines clear key indicators which 
will enable us to formulate specific targets, for example for 
reducing CO2 emissions. We are also identifying the main 
influencing factors on the development of transport capacity 
and CO2 emissions.


 fIguRE 18 LogIstICs: CaRRIERs aND Co2 EmIssIoNs1


2008 2009 2010 2011 2012


Inbound (material provision of the plants 
and spare parts delivery)


Transport capacity (in million tkm) 3,586 2,673 3,810 9,072 10,703


co2 emissions (in t) 232,818 201,376 320,526 518,157 547,049


outbound (distribution vehicles and spare parts)


Transport capacity (in million tkm) 12,163 9,942 15,088 18,854 20,195


co2 emissions (in t) 126,712 106,040 145,501 677,730 700,051


total (inbound and outbound)


Transport capacity (in million tkm) 15,749 12,615 18,898 27,926 30,898


co2 emissions (in t) 359,530 307,416 466,027 1,195,887 1,247,100


total (inbound and outbound) 2008 2009 2010 2011 2012


in % tkm co2 tkm co2 tkm co2 tkm co2 tkm Co2


Sea 79.1 15.1 78.0 14.0 79.9 14.1 78.9 51.3 79.2 53.1


road 14.5 71.9 15.8 73.4 13.3 61.2 11.9 24.2 10.7 20.2


rail 6.3 7.9 6.0 7.1 6.3 7.3 8.2 5.5 8.9 4.6


air 0.1 5.1 0.2 5.5 0.5 17.4 1.0 19.0 1.2 22.1


1  figures refer to BmW and mInI, excluding rolls-royce automobiles. conversion factor for co2 emissions from road, rail and sea freight according to Tremod. conversion factors from sea freight are reported back directly by 
shipping companies. Since the 2011 financial year, the scope has expanded significantly and currently comprises: Inbound volumes (material supplies to plants and spare parts delivery) are included for BmW and mInI vehicles in 
germany, the UK, the USa, South africa, china, Thailand, India and cKD/SKD locations as well as for delivery of spare parts to the parts supply centre ZTa in Dingolfing; outbound volumes (distribution of vehicles and spare parts) 
are included up to arrival at the distribution centres in the markets worldwide.


SUSTaInaBLe VaLUe reporT 2012


67







gRouP-WIDE ENvIRoNmENtaL PRotECtIoN


As part of our network strategy, we sent out a new invita-
tion to bid for Europe-wide transport of material supplies to 
the German plants. As a result, the existing rail transport 
arrangements were secured for the long term.


Vehicles for export from the MINI plant in Oxford are now 
transported by rail to the port. This led to a further increase in 
the average volume of rail transport of BMW Group vehicles 
from the plants to 56.9%. This was up from 53.1% in the 
previous year (Figure 19).


EmPLoyEE moBILIty


Staff commuting is a major concern on the BMW Group’s 
logistics balance sheet. We try to keep our impact on the 
environment in this regard as low as possible. 


Among the measures that are in place are our plant buses 
which reduce the number of individual drives to work. Works 
buses make sense when they are heavily used by shift workers 
and employees who live close to one another. Public transport 
is the better solution if working hours are more flexible and 
employees are travelling from further afield.


We have plant buses in operation both in Germany (Munich, 
Landshut, Dingolfing, Regensburg, Berlin) as well as at our 
international locations (Tiexi in China, Rosslyn in South 
Africa). Around 85% of employees in China and South Africa 
use the buses to travel to work.


Most of our buses are recent, energy-efficient models. All 
newly purchased works buses comply with the Euro 5 stand-
ard. A twelve-metre bus with about 50 seats consumes around 
28 litres of diesel per 100 kilometres.


In 2011, the BMW Group also launched its very successful 
ProBike programme in Munich. ProBike allows employees 
to cycle between BMW locations in the city of Munich. A 
total of 42,000 such trips were made in 2012. This not only 
saves on fuel and reduces CO2 emissions: with the ProBike 
programme, we also motivate our employees to be more 
health conscious and use bikes more often – for example to 
cycle to work with their own bike.


The CO2 footprint per employee at our German locations was 
4.5 kg CO2 per employee and day of production in 2012. From 
2013 onwards, we plan to add one large international location 
each year to our calculations of CO2 footprint per employee.


foRECast


one way in which we wish to reduce transport volume is by further 
optimising packaging on inbound transports in the future. 


rail transport will be increasingly used for outbound transport. for 
example, from 2014 onwards, all transport between Leipzig and 
Bremerhaven will be shifted from truck to rail. This will save over 
1,000 tonnes of co2 emissions per year. 


as part of our rail transport strategy, around 75% of the relevant 
rail transport capacity available in central europe was secured long 
term. This is essential in order to continue to maintain and increase 
the high share of rail transport of vehicles leaving the plants.


2008 2009 2010 2011 2012


50.3 47.0 49.5 53.1 56.9


1  excluding rolls-royce automobiles.


 fIguRE 19  shaRE of vEhICLEs shIPPED By RaIL  
fRom BmW gRouP PLaNts1 in %
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20091 20102 20113 20124


in % in t co2 in % in t co2 in % in t co2 in % in t Co2


cars 43 40,984 45 43,414 45 43,008 47 53,036


public transport 16 4,827 16 4,816 16 4,947 17 3,738


plant bus 36 13,028 33 13,049 33 12,867 30 15,869


Bicycle/on foot 5 0 6 0 6 0 6 0


total 100 58,839 100 61,279 100 60,823 100 72,643


 The figures include trips to and from destinations.
1   Headquarters, including research and Innovation centre munich; the munich, Dingolfing and regensburg plants account for some 58% of employees of the BmW group and 78% of employees in germany.  


co2 emissions dropped as a result of short working weeks at the plants. In the car consumption figures, the general reduction trend was accounted for.
2  Headquarters, including research and Innovation centre munich; the munich, Dingolfing, regensburg and Berlin plants account for 59% of employees of the BmW group and 81% of employees in germany.
3  Headquarters, including research and Innovation centre munich; the munich, Dingolfing, regensburg and Berlin plants account for 60% of employees of the BmW group and 81% of employees in germany.
4  Headquarters, including research and Innovation centre munich; the munich, Dingolfing, regensburg and Berlin plants account for 64% of employees of the BmW group and 90% of employees in germany.


 fIguRE 20  mEaNs of tRaNsPoRt usED By BmW gRouP EmPLoyEEs aND INDIRECt Co2 EmIssIoNs  
fRom EmPLoyEEs’ CommutER tRaffIC
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Group-wide environmental protection


 WWW  : bmwgroup.com /svr360


VOC emissions 
and biodiversity


3.6


ment system. The system will be ready to go live in the second 
half of 2013, and VOC emissions in Dadong will decrease 
considerably as a result. 


Changing over from powder paint to 2K clear paint was a 
challenging task. Powder paints cause no VOC emissions, 
whereas clear paint does. However, because the other car-
makers have continued to use clear paint, it was no longer 
economically viable for our supplier to provide us with the 
necessary range of powder paint colours. Nevertheless, we 
were still able to make the shift to clear paint without caus-
ing additional VOC emissions. At our Regensburg, Leipzig 
and Dingolfing plants, the emissions are concentrated and 
then burned to minimise their impact on the environment.


BIoDIvERsIty


At all our locations, we monitor the impact our business activ-
ities have on the animal and plant world. We have gathered 
environmental evidence at selected locations such as Leipzig 
and Regensburg to identify local animal and plant species 
and introduce special protective measures for endangered 
species. For example, at our testing centre in Aschheim, we 
identified the butterfly species Polyommatus bellargus and 
Colias hyale/alfacariensls, both of which are on Germany’s 
red list of endangered species.


We use a biodiversity indicator to regularly identify the envir-
onmental status of properties at selected locations in order to 
gain an understanding of which flora and fauna are present 


In our Group-wide environmental efforts, we aim to reduce 
emissions of volatile organic compounds (VOC). Furthermore, 
we monitor the impact our business activities have on flora 
and fauna and use a biodiversity indicator to determine the 
environmental status of some selected properties.


voC EmIssIoNs


The BMW Group aims to keep emissions of volatile organic 
compounds (VOC) as low as possible. With an average of 
1.68 kg VOC per vehicle produced, we are below the max-
imum levels stipulated in Germany at all plants worldwide, 
with the exception of our Chinese plant in Dadong and our 
plant in Rosslyn, South Africa.


In 2010, we already achieved our target of a 30% reduction 
compared to 2006. However, due to unexpected volume 
increases in China, emissions have risen since. The reason 
for this was that the paintshop in the new Tiexi plant is not 
yet operational and the older paintshop at the Dadong plant 
has higher  levels of VOC emissions. Although we were able 
to significantly reduce VOC emissions at our other plants, 
the overall decrease was only 27% by 2012 compared to 2006. 
Figure 21 illustrates this trend.


We identified the relatively high VOC emissions issue in 
Dadong in 2011, and in 2012 we decided to construct a treat-


 fIguRE 21  voC EmIssIoNs PER vEhICLE PRoDuCED 
in kg/vehicle


2008 2009 2010 2011 2012


1.96 1.77 1.60 1.65 1.68
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there. Our Spartanburg plant in the USA as well as our testing 
centres in Miramas (France) and Aschheim (Germany) are 
the only locations that directly border on a protected area. In 
the period under report, there were no significant emissions 
of hazardous substances. We are not aware of any impact our 
products and services have had on protected areas or regions 
of high biodiversity. 


We try to protect and restore natural habitats. Just a few 
years after construction of the Leipzig plant, the location was 
certified as having a high biodiversity factor due to its natural 
landscape design. The testing centre in Miramas (France) was 
built away from natural habitats. Driving is only allowed on 
marked routes at the Enduropark in Hechlingen. Mainten-
ance measures are carried out regularly to further improve 
biological diversity. We continue to gather data at locations 
where the protection of nature is relevant (e.g. Miramas, 
Regensburg, Wackersdorf, Leipzig and Aschheim). 


foRECast


In 2013, we plan to work hard on the topic of biodiversity manage-
ment and to define the next steps in this area. By 2020, we want 
to reduce our Voc emissions by 45% compared to the base year 
2006.
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Supply Chain ManageMent
 P


R
o


jE
C


t 
i


“I consider myself to be a responsible individual. Even in very mundane situations. At the supermarket, I check 
where the products come from. While I’m brushing my teeth, I turn off the tap, and when I air the room, I switch off 
the heating. Each of us is responsible for more than just ourselves. Each of us can make a difference. Like we are 
doing on Project i. We are breaking ground here by ensuring these products are sustainable from the onset, along the 
entire value chain.“


— BmW gRouP REsEaRCh aND INNovatIoN CENtRE muNICh, germany


PRojECt i
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— sImoNE LEmPa-KINDLER


—  PLaNNINg aND CoNtRoL of sustaINaBILIty BmW i
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— — —    ResouRce efficiency 


70% less
   wateR consumed in pRoduction  
of Bmw i in Leipzig


— — —    recycling


25%
  of the thermoplastics by weight have been 
replaced by recycled and renewable materials


— — —    Renewable eneRgy


100%
  Renewable eneRgy souRces  
used in pRoduction of bMw i in leipzig


——   Sustainable supply chain    thE REsuLts


<<  muNICh, germany
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 ChaPtER 04


INDICatoRs


  Implement industry-wide oEm sustainability tool: Together with other oems, we developed 
specific tools for suppliers in 2012, which will be implemented in 2013.


  active commitment: We believe we can achieve more by working with our partners. for this  
reason, we will continue to play an active role in industry initiatives and cross-industry networks  
as well as engage in close dialogue with our stakeholders to further develop, advance and  
implement sustainable standards in supply chains.


PRogREss 


suPPLy ChaIN maNagEmENt
 WWW  : bmwgroup.com /svr400


2013+


2012
  Sustainability risk management process refined: In 2012, we further developed the most important 


measure to secure our sustainability standards, comprising a sustainability risk filter, a voluntary self-
assessment questionnaire and sustainability audits.


  sustainability aspects integrated into several stages of the procurement process: for example, 
each new supplier of production materials must take our sustainability requirements into consideration 
when submitting their proposal.


  training programme expanded: In 2012, we expanded our training programme for employees and 
suppliers, offering face-to-face training and a certificate course. From 2013 onwards, we will also offer 
Web-based training.


foRECast


 fIguRE 22  REgIoNaL mIx of BmW gRouP PuRChasE 
voLumEs IN 2012 in %, basis: production material


a – germany 50.3


b – rest of Western europe 17.3


c – central and eastern europe 14.8


d – nafTa 13.4


e – asia/australia (without china) 2.3


f – china 0.8


g – africa 1.1


fge
d


c


b


a12,000
— suPPLIERs IN 70 CouNtRIEs  
maKe an ImporTanT conTrIBUTIon To  
THe BmW groUp’S SUcceSS


over
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 WWW  : bmwgroup.com /svr410


Our management 
approach


4.1 INtEgRatIoN INto thE oRgaNIsatIoN


Within the BMW Group, responsibility for the development 
of a sustainable supply chain lies with our Purchasing and 
Supplier Network division and the specialist departments 
Sustainability and Environmental Protection and Raw Mate-
rials Management. The objective is to enable our purchasers, 
suppliers and business partners to integrate aspects of sus-
tainability such as environmental, social and governance 
standards into their operations by implementing process-
related and capacity-building measures.


thREE-stEP PRoCEss to mINImIsE RIsK


The main instrument we use to ensure implementation 
of our sustainability standards is a sustainability risk 
management process, which we further developed into 
a three-step process in 2012. It consists of a newly imple-
mented sustainability risk filter specifically designed for 
the BMW Group, a sustainability questionnaire as well as 
sustainability audits.


stEP 1: sustaINaBILIty RIsK fILtER


First, a special BMW Group sustainability risk filter evaluates 
all suppliers of production materials and non-production- 
relevant goods and services with regard to their environ-
mental, social and governance risk potential. The filter takes 
account of location-specific and product-specific risks. For 
instance, it includes an assessment of risks in certain coun-
tries, such as child labour, forced labour, environmental risks 
such as damage to nature and high emissions or process 
materials that contain substances which can be hazardous 
to health. The respective production facility of the supplier, 
rather than its head office, is assessed in each case. If a supply 
chain is thought to be in breach of sustainability require-
ments due to non-compliance at sub-supplier facilities, it is 
also evaluated using the sustainability risk filter. In addition, 
we identify and analyse potential high-risk suppliers with a 
media screening tool.


stEP 2: voLuNtaRy sELf-assEssmENt quEstIoNNaIRE


The risk filter forms the basis for the next step – the supplier 
submits a voluntary self-assessment questionnaire. Since 
2009, we have been asking suppliers to complete a self-assess-
ment questionnaire based on their individual risk profile. The 
questionnaire provides a self-evaluation of their sustainability 
management and activities. In 2010, the catalogue of questions 
we had been using was extended to include small businesses 
and service providers.


In total, 27 questions explore conditions at specific, indi-
vidual production facilities of our suppliers, delivering  
information about ISO 14001 environmental management 
systems, recyclability in product development, waste disposal 
concepts and compliance with human rights. By December 
2012, around 3,300 suppliers had submitted the information 
we had requested.


We aim to work with our suppliers to firmly establish sustain-
ability throughout our supplier network. With this in mind, 
we refined the three-step risk management process in 2012 
and introduced additional supporting measures for employees 
and suppliers in order to guarantee continuous improvement 
and sustainability throughout the entire supplier network.


Our global supply chain network with more than 12,000 active 
suppliers in 70 countries makes a major contribution to the 
success of the BMW Group. Many of them have been long-
standing partners. Our cooperation is united by a mutual 
understanding of product quality, security of supply price 
credibility and innovative strength as well as the continuous 
integration of sustainability.


We aim to identify and leverage potential in areas such as the 
efficient use of resources, and to reduce risk to the environ-
ment and society. In times of global supplier and value-added 
chains, involving a large number of suppliers and sub- 
suppliers, our demands represent a considerable challenge 
but also a true opportunity for our business partners.


Even in the earliest stages of the supplier selection process, we 
make sure our future business partners meet the same envir-
onmental and social standards we have set ourselves. This 
process is based on the BMW Group Supplier Sustainability 
Standard, which establishes basic principles to be adhered to 
by BMW Group suppliers with regard to production materials 
and non-production-related goods and services. This includes 
compliance with all internationally recognised human rights 
as well as labour and social standards.


The BMW Group abides by the principles of the UN Global 
Compact, the International Labour Organization, the UNEP 
Cleaner Production Declaration and the guidelines of the 
OECD as well as the ICC Charta. On the same basis, we 
approv ed the Joint Declaration on Human Rights and Working 
Conditions at the BMW Group in 2005. With this declaration, 
the BMW Group has made a commitment to respect human 
rights at all times. For the BMW Group, it is essential that  
business partners, too, abide by these principles. Our com-
munications and training courses sensitise our suppliers to the 
issue of human rights and working conditions. For more infor-
mation on human rights and working conditions,  see chapter 1.


75


sustainable value report 2012







Supply Chain ManageMent


stEP 3: sustaINaBILIty auDIts


Supplier production facilities which are at risk of breach-
ing sustainability requirements are subject to independent  
audits. From 2013 onwards, the first step will be to inspect 
the supplier’s production facility using a specially designed 
catalogue of criteria. Based on this, verifications and certifi-
cations will be carried out each year by an external auditor. 
If the initial inspection concludes that further validation of 
the supplier is necessary, a complete external sustainability 
audit will be initiated.


This audit includes plant inspections or interviews with 
management and employees to determine whether the 
BMW Group Supplier Sustainability Standard is being imple-
mented and the supplier’s sustainability performance is up 
to standard. If the results of an audit show non-compliance 
or potential for improvement, we will work with the supplier 
to develop a specific plan of action to enhance the supplier’s 
sustainability performance. If the supplier is uncooperative or 
in breach of a fundamental BMW Group sustainability clause, 
termination of business relations may follow.


If the sustainability questionnaire identifies mid-level or  
low sustainability performance at the supplier’s facility, 
purchasers and suppliers develop a joint action plan for 
improvement. We use this approach, as we are convinced 
that sustainability in supply chains can only be achieved if 
we work hand in hand with our suppliers.


All agreements of the BMW AG with suppliers of production 
materials and non-production-related goods and services 
contain clauses based on the principles of the UN Global 
Compact and the International Labour Organization. These 
principles also specify that a contractual commitment must 
be made to implement envir onmental management sys-
tems, comply with labour and social standards as well as 
stipulate a ban on bribery and corruption and an obligation 
to pass this ban on to sub-contractors. We aim to ensure 
that compliance with these standards becomes a matter of 
course, not only at our suppliers’ but also at sub-suppliers’ 
companies. We intend to do all we can to promote and 
support this process.


 fIguRE 23 RIsK maNagEmENt PRoCEss


Identify high risk 
supplier locations 


based on 
sustainability 


risk filter


1a


Identify and analyse 
high risk suppliers 


based on media 
screening


1b


obtain 
self-assessment 


sustainability 
questionnaire


2a


Develop 
supplier-specific 


corrective 
action plan


2b


Sustainability 
audit conducted 
by independent 


external auditors


3a


corrective 
action plan 


based on 
audit result


3b


3. CoNDuCt auDIts2. REtRIEvE sELf-assEssmENt1. IDENtIfy RIsKs
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Works Council. In 2012, the Supply Chain Response Team 
was called upon in five cases. The team takes a three-step 
approach to its response. First, the management of the sup-
plier company receives a written request to provide a state-
ment and agree to a clarifying interview. If clarification is 
not possible, a visit is made to the supplier company. If non-
compliance is confirmed and the supplier is not cooperative 
or shows no improvement, termination of the current busi-
ness relations with the supplier may result. In 2012, there 
was one case in which business relations with a supplier 
were terminated due to non-compliance with sustainability 
requirements at a sub-supplier company. However, it is not 
our general intention to terminate business relations with 
suppliers whose sub-suppliers do not comply with sustain-
ability requirements, but rather to raise awareness of this 
issue and enable them to become more sustainable. 


Ensuring that our standards are adhered to not only by our 
first-tier suppliers, but also by second, third or fourth-tier 
suppliers is a particularly challenging task. We have no direct 
influence on sub-suppliers, as it is only through our first-tier 
suppliers that we can press for implementation of our stand-
ards along the entire supply chain. We therefore support our 
first-tier suppliers in introducing management systems and 
require them to ensure that our sustainability requirements 
are complied with by their own suppliers. We aim to ensure 
that our sustainability standards are implemented not only 
by our first-tier suppliers, but also by all sub-suppliers.


To ensure that sustainability aspects are accounted for when 
working with new suppliers, aspects of sustainability were 
integrated at several stages of the procurement process. In 
addition, measures to reduce risk have also been implemented. 


The BMW Group Supplier Sustainability Standard and a 
sustainability self-assessment questionnaire are an integral 
part of the documentation sent to potential new suppliers. 
Each potential new supplier must thus take the BMW Group 
sustainability requirements into consideration when submit-
ting their proposal. 


This is a global approach, as the procurement process is 
centrally coordinated and implemented, even for local 
requirements. However, it is important to us to source local 
suppliers to cover a large part of our purchasing needs at 
our production facilities. For example, at the Spartanburg 
location, 80% of our direct purchasing volume was sourced 
from local suppliers in 2012.


Sustainable material properties such as the use of secondary 
aluminium are also addressed in the request for proposal. 
After the proposal has been submitted, they are included as 
key decision-making indicators in the procurement process. 
When the decision for a particular supplier is being made, a 
standard template provides the relevant committees with all 
relevant information. Sustainability is one of the decision-
making criteria, alongside production quality, secur ity of 
supply, price credibility and innovative strength. 


INDIvIDuaL CasEs of  
NoN-ComPLIaNCE IN thE suPPLy ChaIN


When individual cases of non-compliance with our sus-
tainability principles are reported to us, our Supply Chain 
Response Team handles them. This team is made up of a 
representative from Operational and Strategic Purchasing, 
Corporate Strategy, Corporate Communications as well as the 


 WWW  : bmwgroup.com /svr420


Integration of 
sustainability 
into the procure-
ment process


4.2


80%
— of PuRChasINg voLumE  aT oUr  
SparTanBUrg pLanT In 2012 WaS SoUrceD 
DIrecTLy from LocaL SUppLIerS
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In addition to its own measures and processes, the 
BMW Group has collaborated with its suppliers to introduce 
additional measures and set up structures to consistently push 
for more sustainability in the supply chain – e.g. a competition 
for ideas on sustainability, or the sustainability category of 
the Supplier Innovation Award. We also offer a wide range 
of training courses to our purchasers and suppliers. 


The Learning from Suppliers forum was set up in 2012 to 
showcase best-practice case studies from suppliers on innova-
tive and sustainable solutions for products, materials and pro-
duction processes. The annual Supplier Innovation Award, 
which was established in 2011, includes a sustainability 
category. This award is complemented by a competition for 
ideas on more sustainability, which we initiated in 2012. The 
aim of the competition is to collaborate with our suppliers in 
finding sustainable solutions for products and processes as 
well as to enhance resource and cost efficiency. 


We have further implemented a wide range of training courses 
for purchasers, internal process partners and suppliers. 
This comprises:


  A basic training course on sustainability in the supply 
chain for employees of the BMW Group.


  A modular course for employees which focuses on 
commodities that are particularly relevant in terms of 
sustainability.


  Sustainability at the BMW Group, a Web-based train ing 
course that includes case studies on sustainability in the 
supplier network. This course will be available to employ-
ees of the BMW Group and its suppliers from 2013.


  A two-day course to become a certified sustainability 
officer for the purchasing and supplier network. In cooper-
ation with the University of Ulm, we offer this course to 
employees and suppliers. 


Beyond the boundaries of our company, we are involved in 
vari ous industry and cross-industry initiatives to further estab-
lish environmental and social standards in supply chains.


For example, at the European level, the BMW Group 
collaborates with eight other car companies to add an external 
dimension to its activities in the area of sustainability in the 
supply chain. This group of companies develops measures to 
minimise risk and works on projects to increase sustainability 
in supply chains. Inter-company cooperation enables us to 
create standard minimum requirements so that our suppliers 
can react more efficiently to invitations to bid.


Furthermore, as a member of econsense, the Forum for Sus-
tainable Development of German Business, we promote 
cross-industry auditing systems to evaluate sustainability at 
supplier companies.


In addition, we joined the Aluminium Stewardship Initia-
tive (ASI) in December 2012. Alongside carbon fibres, alu-
minium plays an important role at the BMW Group as a 
lightweight construction material. Like carbon, aluminium 
reduces weight, as it is 30% lighter than steel. The aluminium 
parts in the BMW i3 are to a great extent made of recycled 
aluminium or made using power from renewable energy 
sources. By using these production methods as opposed to 
traditional aluminium manufacturing processes, production 
of the BMW i3 will lead to significantly lower levels of CO2 
emissions than in traditional aluminium manufacturing pro-
cesses. The aim of the ASI is to create sustainable standards 
along the entire aluminium value chain – from responsible 
corporate governance to compliance with envir onmental 
standards and social standards. The ASI is the first initiative 
of its kind that aims to create sustainable standards for the 
aluminium value chain.


foRECast


establishing sustainability in complex supply chains with over 
12,000 suppliers and an even greater number of sub-suppliers is a 
long-term undertaking. We will continue to work on improving our 
methods, measures and activities. We will apply the three-step risk 
management process to focus on systematic reduction of risk. We 
also intend to further expand our training concepts to sensitise both 
employees in purchasing as well as suppliers and internal process 
partners to the topic of sustainability.


focused dialogue with our stakeholders is an additional strategic 
instrument we apply to better integrate sustainability into the sup-
plier network. We will continue to foster these exchanges in 2013 
and will employ different forms of dialogue to gain input for the fur-
ther development of our measures and identify trends and risks at 
an early stage.


finally, we will continue to work with a range of partners to engage 
in industry initiatives and cross-industry networks, the aim being to 
further promote the topic of sustainability in supply chains.


 WWW  : bmwgroup.com /svr430


Focus on  
opportunities


4.3
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“I grew up in two different cultures. I think that has made me a very open-minded person. I know the issues with 
language barriers. That’s why I like approaching my colleagues – to spread information about the company’s health 
programmes. I am a health ambassador, and continue in this role when I go home at night. The health of my family 
and friends is just as important to me as that of my colleagues. For example, when I cook dinner: no matter whether 
we are serving up Turkish or Bavarian dishes, I always make sure everyone gets a healthy and balanced meal.”


— mEhtaP-BuEsRa mut


— hEaLth amBassaDoR muNICh PLaNt


— BmW PRoDuCtIoN PLaNt muNICh, germany


 WWW  : bmwgroup.com /svr500
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— — —    international


150 countries
  the BMW Group is represented  
in over 150 countries


— — —    Diversity 


90 countries 
  employees from over 90 countries  
at the munich location alone


— — —    APPRENTICESHIP


> 4,200 apprentices
 woRldwIdE


——   Intercultural diversity    thE REsuLts


<<  muNICh, germany
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 ChaPtER 05


foRECast aND oBjECtIvEs 


  further enhance appeal as an employer: at the heart of this is the strengths-based development  
of talent to secure employability in the long run.


   further reduce number of accidents: It is our aim to maintain an accident frequency rate of a  
maximum of five work accidents with days absent per one million hours worked.


  Leverage diversity to enhance our innovative strength: By 2020, we aim to engage more locally 
recruited managers in our companies abroad and step up employee exchanges between headquarters 
and local sites.


  attractiveness as an employer further enhanced: We determined the skill sets based on  
the corporate and departmental strategies, and expanded our recruitment and further education 
programmes accordingly.


  more focus on health: as part of the BmW group’s health initiative, we developed additional  
seminars that raise managers’ awareness of the impact they have on the health of their employees.


  New diversity objectives defined: In 2012, we developed strategic goals to promote cultural  
diversity within the BmW group.


PRogREss 


EmPLoyEEs
 WWW  : bmwgroup.com /svr500


2013+


2012


INDICatoRs


3.6 days 
2011 


16.1% 
2011 


2.16% 
2011 


100,306 
2011 


3.7 days
— avERagE Days of fuRthER 
tRaININg per empLoyee


17.3%
— shaRE of WomEN
In THe WorKforce 


3.87%
— attRItIoN RatE— NumBER of EmPLoyEEs 


aS aT 31 DecemBer 2012 


BmW gRouP  
WoRKfoRCE  
IN 2012


105,876


5.8 
— aCCIDENt fREquENCy RatE  
In THe BmW groUp WorLDWIDe 


occupational 
accidents


7.1 occupati- 
onal accidents 
2011
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Our management 
approach


5.1


flexibility. Ensuring flexibility entails not only alternative 
work schedule models that can be adapted at short notice, 
but also employees who work for the company temporarily.


Based on our Strategy Number ONE, the BMW Group human 
resources strategy was passed in 2008 and has been con-
tinuously developed since then. Key decisions that affect 
employment are taken by the entire Board of Management. 
BMW AG Human Resources is responsible for the various 
aspects of employment. Progress on the implementation of 
the human resources strategy is regularly reported to the 
Board of Management.


Our success is based on the dedication and technical expertise 
of our employees. To attract the best employees and keep 
them at the company, we offer secure and attractive jobs, 
a personnel policy geared to the long term, above-average 
pay and a variety of ways to reconcile work and private life.


Despite some difficult general economic conditions for the 
automotive industry, the BMW Group was able to achieve 
very good results in 2012. This is mainly due to the commit-
ment, creativity and expertise of our employees. We make 
every effort to attract the best people to join us and offer the 
greatest possible job security. Apart from the fixed and vari-
able salary components, we also offer our employees a wide 
range of social benefits. Our employees are deployed accord-
ing to their individual strengths and talents, which they 
can continue to develop by taking advantage of targeted, 
future-focused further education and training programmes. 


At the same time, we face many challenges. Particularly in 
Germany and other Western industrialised nations, skilled 
workers are becoming increasingly scarce. Demographic 
change is also leading to an ageing workforce. We will there-
fore continue to increase our attractiveness as an employer 
as we adapt the working environment to accommodate the 
changing age structure. We constantly develop the skills of 
our employees to meet our high commitment to innovation. 
One example is the field of electromobility, which thanks to 
our sub-brand BMW i is gaining in importance throughout 
the Group.


From an international perspective, the challenges are differ-
ent depending on the cultural environment. In the countries 
where we do business, we address these differences with 
country-specific concepts derived from our worldwide cor-
porate standards. Particularly when it comes to employees, 
we are able to combine our Group-wide intercultural com-
petence with our local expertise.


sustaINaBILIty maNagEmENt aND stRatEgIC fLExIBILIty


In order to continue to be successful in the future and to be 
able to secure jobs in the long term, we have made it our 
mission to reconcile sustainability management with strategic 


quaLIfICatIoN — BmW group employee training for the new BmW 3 Series.


 fIguRE 24 BmW gRouP EmPLoyEEs at END of yEaR1


2008 2009 2010 2011 2012


100,041 96,230 95,453 100,306 105,8762


 employees in germany  employees abroad


1   figures exclude suspended contracts of employment, employees in the non-work phases of pre-retirement 
arrangements and low-income earners.


2   35.2% of whom are tariff-bound production employees of the BmW group.
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Within the scope of our target system (BMW Group Balanced 
Scorecard), we have set objectives in four areas: attractiveness 
as an employer, competitive remuneration, demand-oriented 
skills and excellent leadership. These areas also include the 
sustainability objectives in the area Employees and Corporate 
Citizenship. These are broken down into concrete, measur-
able targets. 


One of the many parameters applied in the areas of employees 
is the number of employees working at the BMW Group. This 
number increased worldwide by 5.6% to a total of 105,876 by 
the end of 2012, partly due to an increase in the number of 
skilled workers recruited as a result of high demand for our 
vehicles (Figure 24).


Human Resources and the specialist divisions bear equal 
responsibility for successful implementation. Further objec-
tives, alongside employee diversity in the company, are pro-
moting the health of our staff as well as offering opportun ities 
for continuous personal development. 


We were able to make significant progress in many areas in 
2012. We inaugurated the strategic Talent Management initia-
tive, which involves putting all processes for employee recruit-
ment, retention and development to the test  see chapter 5.2. We 
made progress on developing our health management cycle 
 see chapter 5.3, expanded our investments in further education 


and training programmes  see chapter 5.4 and increased our share 
of female managers through the Diversity initiative  see chap-


ter 5.5. Moreover, we added the BMW Familienpflegezeit (Fam-
ily Care Time) to our existing offers for balancing work and 
private life, and will continue to expand our childcare offer-
ings in September 2013 with a new BMW childcare facility 
 see chapter 5.6.


The BMW Group pursues a total remuneration approach in 
which salary as well as our extensive range of benefits are 
considered part of a total package. For every location world-
wide, the total remuneration package must be aligned with 
the top third of the respective labour market. 


hR PoLICy DEsIgNED foR thE LoNg tERm


In our current “long-term employment policy”, we formulate 
the targets by which the company is to be measured. The prin-
ciples of our personnel policy are binding for every employee. 
In addition, our twelve Group-wide basic principles form the 
foundation for the recruitment and conduct of managers and 
employees. Group management as well as the national and 
international employee representatives are committed as 
well to assuming their social responsibility and to the basic 
principles of the UN Global Compact (=> Chapter 1).


In order to ensure adherence to the principles in daily opera-
tions, the BMW Group has established a multi-level monitor-
ing system. When potential legal violations by BMW Group 
employees are involved, assistance is provided by the 


BMW Group Compliance Organisation. As an additional 
point of contact for human rights issues, each employee has 
access by phone to our Helpline Human Rights Contact. To 
prevent human rights abuses in the supply chain, we identify 
risks and take action against any violations of our standards 
 see chapter 1.4 and  chapter 4.1.


safEguaRDINg joBs


Long-term job security, in particular for our core employees, is 
one of the priorities of our human resources policy. Our com-
pany agreements on BMW working time accounts, safeguard-


ouR WoRKfoRCE IN fIguREs  
(as at yEaR-END 2012):


105,876 employees
— at BmW gRouP   2011: 100,306 empLoyeeS


4,266 apprentices
— at BmW gRouP   2011: 3,899 apprenTIceS


17.3%
— shaRE of WomEN IN totaL  
WoRKfoRCE aT BmW groUp   2011: 16.1%


12.9%
— shaRE of WomEN IN maNagEmENt 
PosItIoNs aT BmW groUp   2011: 11.8%


3.7 days
— avERagE Days of fuRthER tRaININg 
PER EmPLoyEE aT THe BmW groUp   


 2011: 3.6 DayS


5.8 occupational accidents
— PER oNE mILLIoN houRs WoRKED  
aT THe BmW groUp   2011: 7.1 occUpaTIonaL accIDenTS
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resentatives from the European production sites of the 
BMW Group.


  Employee representation at the international sites of the 
BMW Group follows the respective national regulations. 
Management informs the Economic Affairs Committees 
of BMW AG and the German subsidiaries of BMW AG in 
full and in a timely manner of the economic affairs of the 
company and provides them with the requisite documents 
in accordance with the legal duty stipulated in Article 106 
of the German Works Constitution Act. The economic 
affairs that fall under this information duty include, but 
are not limited to:


  the economic and financial situation of the company;
  the production and sales situation; 
  the production and investment programme;
  economisation projects;
  manufacturing and working methods, the introduction 


of new working methods;
  operational environmental protection issues;
  the downsizing or closure of plants or company 


components;
  the relocation of plants or company components;
  the merger or division of companies or operations;
  any change in the company organisation or purpose;
  a takeover of the company if this involves another party 


taking control, as well as
  other activities and projects that could significantly affect 


the interests of the employees of the company. 


In general, according to Paragraph 80, Article 2 of the Ger-
man Works Constitution Act, the works councils and Group 
Works Councils have a right to be informed comprehensively 
and in a timely manner, including presentation of the req-
uisite documents. 


While in Germany employee co-determination is regulated 
by law, in other markets we act in line with local conditions. 
Staff at our Chinese sites, for example, are represented not 
only by a classic workers’ union but also by an in-company 
Assembly of Staff Representatives. These are elected by all 
the employees working at these sites and play an active role 
in shaping company agreements, developing training and 
education programmes, and in making decisions that relate 
to the workforce as a whole.


ing employment and strategic flexibility help us to achieve 
this goal. These agreements with employee representatives 
contain a wide range of options for flexible work hours as well 
as defining a basic flexibility through temporary work. These 
components, together with the collectively agreed framework 
conditions and in extreme cases the use of short-time work as 
provided for in German law, enable us to withstand consider-
able demand slumps over an extended period of time without 
redundancies. At the same time, the company agreements 
are designed to help us to respond to increasing demand 
at short notice with the existing workforce. The flexibility 
requirements apply to all BMW Group locations.


The BMW working time account is one of the central tools 
for safeguarding jobs, allowing working time and remunera-
tion to be decoupled. This means for example that when 
demand drops working hours can be reduced while income 
remains constant. The resulting negative account balance can 
then be reconciled when orders increase again. In 2012, this 
system once again allowed us to adapt the volume of work 
to the regular market fluctuations. Furthermore, our core 
strategy of in-house production also safeguards jobs within 
the BMW Group. Contracts may only be awarded to external 
contractors after strict examination of the circumstances. 
Priority is given to deploying the staff of BMW AG.


Cooperation with international employee representatives is 
steered through “Global Labour Relationship Management”. 
We have built up an international network for this purpose 
which ensures that topics of general importance are handled 
in a uniform manner in line with corporate strategy.


WoRKfoRCE Co-DEtERmINatIoN


The timely and comprehensive involvement of employee rep-
resentatives, in particular in the case of major operational 
changes, is ensured in the BMW Group in a variety of ways 
and is an integral part of our corporate culture.


In accordance with the German law on co-determination, 
BMW AG has a Supervisory Board with equal representation 
of all parties, including external representatives of the com-
petent trade union as well as company representatives from 
the works councils formed at the BMW AG company sites.


  In the German BMW AG locations and the subsidiaries 
within Germany, works councils are formed according to 
the German Works Constitution Act. The works councils 
of BMW AG also delegate representatives to the Group 
Works Council of BMW AG.


  In addition, so-called Economic Affairs Committees are 
formed in BMW AG and its German subsidiaries in accor-
dance with the German Works Constitution Act.


  For the European sites of the BMW Group, there is a 
European Works Council composed of employee rep-
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We are one of the most attractive employers worldwide. And 
we intend to build further on this competitive advantage: 
through above-average remuneration and social benefits, 
but also by taking feedback from our employees seriously 
and offering them opportunities to develop their individual 
strengths within the BMW Group. Our leading role as a 
sustainable business significantly strengthens our appeal 
to employees. 


Our premium standards are at the heart of everything we 
do. In order to develop and offer top-quality products and 
services, we need the best employees available. Being among 
the most popular employers therefore gives us a crucial com-
petitive advantage. 


At the same time, we face many challenges. Highly skilled 
workers are becoming increasingly scarce. Today, we are 
already facing a lack of experts in some key areas. As an 
innovative and sustainable business enterprise, it is important 
that we break new ground and develop new technologies. In 
the area of electromobility, for example, we want to attract 
specialists who are prepared to pioneer new solutions, creat-
ing added value for the company and for society. Still, for all 
our focus on performance, we know from experience that 
good performance is only possible when our employees are 
able to achieve a good work-life balance. 


In the emerging markets such as China, India and Brazil, 
demand for qualified employees is rising steadily. Attrac-
tive recruitment programmes and market-specific human 
resources marketing are therefore an integral part of our 
international human resources policy. 


We try to identify today the skills we will need tomorrow and 
to set the course early on to cover these needs in the long 
term. We therefore determined in 2011 and 2012 the skill 
sets that would be called for in the coming years based on 
the corporate and departmental strategies, and aligned our 
recruitment and further education programmes accordingly. 


Also highly relevant for qualitative human resources planning 
are demographic effects on the structure of the workforce. 
Foreseeable, age-related retirements have therefore been 
systematically analysed, for example in the Development 
division and in the central areas of the Production division. 


The attrition rate in 2012 is representative of the development 
of our workforce structure: At 3.87%, it rose slightly compared 
to 2011 due to a higher retirement rate. However, the actual 
attrition rate is still very low, as the measures taken and pro-
grammes introduced by BMW AG to position the company 
as an attractive employer continue to take effect (Figure 25).


The satisfaction of our employees is a key element of our 
corporate philosophy. We therefore supplement our employee 
satisfaction survey with regular additional surveys on topics 
such as health or customer orientation. 


We have also initiated various programmes designed to 
increase employee satisfaction. For example, managers can 
obtain feedback from employees, colleagues and their own 
supervisor through a 360° process.


fEEDBaCK as a maNagEmENt tooL


Employee surveys and other feedback systems are key  
management tools. We use them not only to monitor the 
achievement of objectives in terms of excellent leadership, 
but also to measure the satisfaction of our employees and 
determine areas for improvement.


A Group-wide employee survey is conducted every two years. 
In 2011, 78,000 employees participated, which corresponds to 
85% of the workforce. 82% of those surveyed were satisfied on 
the whole with the BMW Group. Very positive ratings were 
also given to “attractiveness as an employer” (84%), social 
benefits (79.6%) and job security (81%). The next Group-wide 
survey will take place in the summer of 2013. The results will 
be available online.


 WWW  : bmwgroup.com /svr520


Attractive  
employer
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 fIguRE 25  EmPLoyEE attRItIoN RatE at BmW ag1 
as a % of the workforce


2008 2009 2010 2011 2012


5.852 4.592 2.74 2.16 3.87


1  number of employees on unlimited employment contracts leaving the company.
2  Increase due to voluntary termination agreements during the global financial crisis 2008/2009.
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2012:
  Trendence Graduate Barometer Germany 2012: number 


2 in business and engineering, number 10 in IT
  Universum Graduate Survey 2012: number 2 in business 


and engineering, number 10 in IT
  Trendence Graduate Barometer China 2012: number one 


in manufacturing 
  Global Reputation Institute 2012: 1st place (across indus-


tries and worldwide) 
  Trendence Europe’s Top 500 Employers 2012: number 11 


in business, number 5 in engineering
  Universum Global TOP 50 Survey: number 11 in busi-


ness, number 4 in engineering (thus the top automotive 
company and top German company)


  Trendence Pupil Barometer Germany 2012: number 4 
(thus the top automotive company)


  Absolventa Award for career-promoting trainee pro-
grammes: Awarded to companies that have designed fair 
and high-quality trainee programmes.


  Trendence Young Professional Barometer Germany 2012: 
1st place in the categories business, engineering and  
IT  Universum Professional Survey Germany 2012:  
1st place in business and engineering, number 3 in IT


  The BMW Group rates 14th in Fortune Magazine’s current 
World’s Most Admired Company ranking. We are the only 
carmaker and the only European company among the top 
15 of the 500 most admired companies in the world. 


a stRoNg EmPLoyER BRaND


We continued to develop and expand our “employer brand” 
in 2012. In order to capture the core of our “employer brand” 
even better, all processes for recruiting, developing and 
retaining employees are being put to the test in the Talent 
Management initiative. We also conduct internal employee 
surveys and culture analyses. The findings enable us to pur-
sue even more targeted employer branding worldwide.


Within the scope of our cooperation with universities that 
help us to alert graduates to the BMW Group as a potential 
employer, we were able to take on some new partners, for 
example the Georgia Institute of Technology. We furthermore 
expanded our human resources marketing activities in rele-
vant European countries, both online and on site.


The Facebook career page we launched in 2010 is today 
among the most visited career portals operated by com-
panies in social networks. Using a dialogue approach, we 
provide visitors to the site with information, motivate them 
to submit a targeted application and assist them with the 
application process. An added benefit is the user feedback we 


Participants in our young talent recruitment programmes are 
also surveyed regularly in order to evaluate their satisfaction 
with the BMW Group as their new employer and with the 
programme they were part of. In addition, we survey all stu-
dents who did a period of practical training with BMW. These 
surveys enable us to obtain a realistic picture from the young 
talent target groups of how they perceive the BMW Group. 
We can then derive ideas for future measures. 


Employees are free to address feedback or complaints at 
any time to the works council delegates or the young talent 
and trainee representatives at the respective company sites. 
Because we strive for continuous improvement, we analyse 
this feedback to determine whether there is a need to take 
action. Some employees have suggested, for example, that 
there is room for improvement in leadership (in particular 
role modelling, appreciation of employees as a success factor, 
motivation and employee development) and in corporate 
culture (promoting a culture of performance, dissent and 
innovation). They would also like to see a clearer definition 
of decision-making processes and interface ownership.


To promote employee satisfaction from the outset, new 
recruits participate in an “onboarding programme” with the 
aim of establishing loyalty to the company from their very 
first year. Later, we give them the opportunity to introduce 
their own topics and ideas for improvement in advance of 
the annual performance assessment process. This enables 
employees to take an active role in this process, further con-
tributing to employee retention.


Using an online-assisted tool, managers can initiate a 360° 
process to obtain anonymous feedback from their employ-
ees, colleagues, interface partners and fellow managers. This 
gives our managers an opportunity to reflect on their own 
behaviour and to discuss it voluntarily in workshop formats. 
A similar tool is currently being rolled out at the company’s 
international locations.


EmPLoyER aWaRDs


Our attractiveness as an employer is reflected in a number 
of awards that we received in 2011 and 2012.


2011:
  Universum Graduate Survey: number 2 in engineering 


and business, number 10 in IT 
  Universum Professional Survey Germany 2011: number 


one in business and engineering, number 3 in IT
  Trendence Graduate Barometer Germany 2011: number 


2 in engineering and business, number 9 in IT
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  Individual remuneration packages are complemented 
by a standardised profit-based component for all of our 
employees. Calculated on the basis of dividends, Group 
profit after tax and Group return on sales after tax, this 
bonus tracks the profitable, sustainable growth of the 
company. With a consistent calculation method across all 
hierarchical levels right up to the Board of Management, 
our profit-sharing system is unique both in the automotive 
industry and in the DAX 30.


  Our remuneration system is gender neutral. 


  The compensation received by temporary workers 
employed in our company is geared towards collective 
agreements applicable to our core employees.


Our remuneration system is gender neutral. To make sure that 
this is the case all over the world, all BMW Group companies 
were interviewed in the 2012 financial year to confirm that 
a gender-neutral compensation system is in place. There 
were no discernible differences between the base salaries of 
women and men for either tariff employees in administra-
tion, IT, development and production or for the non-tariff 
employees.  


Based on a voluntary commitment by BMW AG, the com-
pensation received by temporary workers employed by the 
company is oriented on the collective agreements applicable 
to our core employees, i.e. primarily the collective agreements 
in the metal and electrical industries and not the collective 
agreements in the temporary work sector. This ensures that 
compensation for core employees and temporary workers is 
largely the same.


ExtENsIvE soCIaL BENEfIts 


Apart from the fixed and variable salary components, the 
BMW Group also offers its employees a wide range of social 
benefits. In Germany, the BMW Group has long since estab-
lished a number of proven models for company benefits. 
The employees at our international sites are similarly offered 
numerous social benefits geared toward supplementing the 
social services available in their country. In 2012, for example, 
a programme of benefits for our employees in China made 
far-reaching improvements in their accident and health insur-
ance as well as insurance for surviving dependants. These are 
areas where the government offers only the bare minimum of 
coverage. A survivor’s benefit as well as a savings plan with 
which employees can save for their retirement with the help 
of the company are also part of the programme.


receive, which is useful both for the company and for human 
resources marketing. In 2012, 5,230 candidates indicated 
that a social media platform like Facebook prompted them 
to apply to BMW. We are currently working on a concept for 
standardised evaluation of our Facebook activities.


faIR aND aBovE-avERagE REmuNERatIoN 


  We reward the above-average performance of our employ-
ees with above-average remuneration. Our remuneration 
is aligned with the upper third of the respective labour 
market worldwide. The BMW Group thus pays consider-
ably above the local minimum wage. 


 
  In addition to a fixed salary, our employees receive a vari-


able share in the company’s profits. Due to the positive 
business development in 2011, the employees took home 
a significantly greater profit share in 2012. This amount 
was equivalent in Germany to around 2.5 months’ salary, 
the highest in the company’s history.


aPPRENtICEshIP — 4,266 young people are currently undergoing vocational 
training at the BmW group.
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already existing obligations are deposited with separately 
managed capital and secured by an independent legal entity 
(BMW Trust e.V.). The amount of these obligations is deter-
mined annually using an actuarial method and taking into 
account trend assumptions. This amount corresponds to the 
present value of the entitlements acquired by employees. 


As the assumed interest rate and return on investment are 
strongly dependent on external factors, the liquidity ratio of 
the pension obligations can fluctuate. At the end of 2012, 
pension obligations in Germany totalled euro 8 billion, while 
pension assets amounted to approximately euro 6 billion. In 
recent years, BMW has gradually externalised the pension 
obligations. In future, pension obligations incurred in the cur-
rent fiscal year will be deposited as they arise with separated 
assets. Targeted asset-liability management will minimise 
any risks of a funding gap. Even with full externalisation of 
pension obligations, however, balance fluctuations cannot be 
ruled out, as the valuation regulations for financial reporting 
generally do not reflect the actual state of the capital market. 


In principle, all benefits are also available to part-time and 
temporary employees. The full payment of some of the ben-
efits, such as profit-sharing, is however tied to a minimum 
period of employment with the company.


foRECast


In the next two financial years, we intend to make all our processes 
for recruiting, developing and retaining employees even more 
sustainable through the Talent management initiative. at the 
heart of this programme is the strengths-based development of 
talent to sustainably preserve employability. In this context, the 
BmW group intends to implement a target-group-oriented, struc-
tured retention management programme to reinforce employee 
loyalty to the company.


We are also working on a pilot project to introduce Total reward 
Statements in china and the UK. These statements make the total 
remuneration package, including profit-sharing and benefits, more 
transparent for employees. The aim is to further enhance the appeal 
of the BmW group and thus its competitiveness.


just LIKE IN ChINa, ouR ComPaNy PENsIoNs  
CoNtRIButE IN aLmost aLL CouNtRIEs to ouR  
attRaCtIvENEss as aN EmPLoyER.


In the UK and the USA, for example, employees can opt for 
a higher than average company pension. Additional com-
prehensive health insurance is available to our employees in 
the USA. Those working at our subsidiary in India, where 
the health insurance network is still being developed, can 
benefit from our health insurance offer to obtain cover not 
just for themselves, but also for their families and a parent.


In South Africa, our “BMW Caring Together Project” supports 
healthcare for BMW Group employees and their families. So 
far, more than 5,300 employees, family members and neigh-
bours have had health checks through the project – and have 
a much better chance of staying fit and healthy as a result. 


By offering all of these benefits, the BMW Group assumes 
social responsibility for its employees. And the benefits also 
represent a competitive advantage in attracting the best 
employees.


a sECuRE PENsIoN


In all major markets, the BMW Group offers attractive mod-
els for supporting the transition to retirement and ensuring 
that adequate provisions are made for the retirement years. 
Employees in Germany, for example, receive a company-
funded pension and can set aside additional retirement 
provisions through a deferred compensation scheme. These 
systems also include survivors’ benefits in case of death of 
the employee, as well as a benefit in case of a reduction in 
earning capacity.


In Germany, the BMW Group offers members of management 
(ca.  2% of the workforce) a defined-contribution pension 
commitment. This means that a monthly contribution is paid 
into a retirement account. At the beginning of retirement, 
the amount accrued on the retirement savings account is 
available to the retiree. All other employees in Germany (98% 
of the German workforce) are offered a commitment based 
on a benefit plan (fixed amount per year of service). In addi-
tion, employees can make voluntary pension contributions 
through a salary conversion scheme. Approximately 20% of 
employees participate in the voluntary, employee-funded 
pension models.


The BMW Group is directly responsible for paying out the 
pension entitlements acquired by employees. However, 
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Integrated health management, working systems to suit an 
ageing workforce and a high degree of job security help us 
to support and promote our employees’ health. We aim to 
ensure the highest possible level of employee performance 
throughout their working lives while at the same time fulfill-
ing our social responsibility as an employer.


Occupational health and safety management systems based 
on the pillars of occupational safety and the promotion of 
health were introduced at BMW’s German-speaking plants 
as far back as the mid-1990s. This system was further refined 
with the introduction of a complementary health manage-
ment system. 


Our integrated health management approach helps our 
employees to stay healthy. For the BMW Group, this is also 
of considerable strategic importance. We can only remain 
competitive at an international level if we ensure that our 
employees can perform to the highest level possible.


Demographics pose a particular challenge here, as the 
BMW Group workforce is also an ageing one. We have 
responded to this challenge, in particular on the produc-
tion lines, by implementing our demographics programme 
Today for tomorrow. We are currently working to extend 
this programme to additional locations and corporate 
divisions.


ouR hEaLth maNagEmENt 2020 PRogRammE


Our Health Management 2020 programme takes an inte-
grated, operational approach. We provide needs-based 
health-care measures to promote and maintain the best pos-
sible performance on the part of our employees through-
out their working lives and to foster healthy lifestyles. Safe, 
ergonomic workplaces and accident prevention are among 
the factors that will help us to ensure our employees stay 


healthy. We also offer extensive prevention, rehabilitation 
and exercise programmes. 


The main steering committee on health sets strategic objec-
tives and decides the basic direction health management 
should take. The various measures are managed by strategic 
and work groups. The company agreements on presence man-
agement and integration management focus on promoting 
health and thus decreasing absenteeism within the company.


The health management cycle introduced in 2011 and 2012 
continues to develop health programmes on an ongoing basis. 
It builds up knowledge, determines health conditions, derives 
and develops targeted measures and evaluates all activities. 
New measures are developed and existing ones modified 
based on the results of the evaluation. 


In 2012, our various health promotion programmes met with 
rising demand.


hEaLth PRomotIoN as a maNagEmENt tasK


How our managers behave influences the health of our 
employees as well as their satisfaction at work. Raising 
awareness for health-oriented management styles is there-
fore an integral part of the BMW Group’s manager train-
ing courses and the further training of our employees. We 
further expanded these measures in 2012. As part of the 
BMW Group’s health initiative, we developed additional five-
day seminars that raise managers’ awareness of the impact 
they have on the health of their employees. They are manda-
tory and were rolled out in mid-2012. A total of 153 managers 
already took part in these seminars in 2012.


The BMW Academy has also expanded its range of healthcare 
courses. For example, it now offers seminars for shift work-
ers as well as on stress and time management and time-zone 
management for employees working abroad. 


We received several awards for our health management pro-
grammes between 2010 and 2012.


  Dfg-Award 2010 in the category “Herausragendes  
Management/Gesundheitswesen” (outstanding manage-
ment/healthcare) for the “Gesundheitslotsen” project of 
BMW BKK


  AARP International Innovative Employer Award 2011 for 
Best Practice in Age Management 


  TRIGOS sustainability prize: First prize in the category 
“Arbeitsplatz” (workstation) for the BMW plant in Steyr


  Deutscher Unternehmenspreis Gesundheit 2012 in the 
category „Industrie“ (industry)


 WWW  : bmwgroup.com /svr530
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hEaLth ChECKs – foR thE WhoLE famILy


Our Associate Family Health Center at our Spartanburg plant 
in South Carolina now provides low-cost employee healthcare 
close to the workplace. Medical and primary healthcare ser-
vices, a pharmacy, dental and eye care as well as a laboratory 
and x-ray department can all be found under one roof. The 
centre also offers physiotherapy. Its services are available 
both to employees of the BMW Group as well as direct family 
members and retired BMW staff. US dollar 5 million were 
invested in the centre. Over 60 medical experts and physi-
cians are available, providing outstanding healthcare services 
to BMW employees.


hEaLth ChECKuPs fREE of ChaRgE


In the UK, we began to offer our employees annual health 
checkups at the various locations (Oxford, Swindon, Hams 
Hall, Bracknell, Hook und Goodwood) in 2011. Similar to 
Checkup35+ which is offered by the statutory health insur-
ers in Germany, a physical check-up is administered and the 
patient’s vital parameters monitored. Then a urine sample is 
taken and a blood test is carried out (cholesterol, blood sugar). 
Lung function is also examined. This screening process covers 
the four main disease groups in the UK (coronary heart failure, 
kidney disease, strokes and diabetes mellitus). The so-called 
“MINI Health Check” is free of charge for BMW employees. 
In 2012 again, around 800 employees went for the check-up.


hEaLth INItIatIvE


  The ProBike project allows employees in Munich to cycle 
from one meeting to the next. The bikes are provided free 
of charge and can be unlocked via mobile phone. ProBikes 
were used 40,000 times to get to and from business meet-
ings in the space of eleven months. The distance covered 
is equal to travelling twice around the globe.


  Our “Treppe statt Aufzug” (stairs instead of elevators) 
campaign uses amusing slogans to encourage employees 
to climb the stairs instead of using the lift. The pilot project 
at the Research and Innovation Centre in Munich led to 
a 34% increase in stair use. As a result, the campaign was 
initiated at other locations.


  The ProHaut campaign for skin cancer prevention was 
implemented at all locations in 2012. Under the motto 
“protect the surface”, employees can access all the infor-
mation they need about skincare. This includes advice on 
how to protect your skin against the effects of the sun as 
well as on skincare in general, presentations by experts 
and a skin cancer prevention check-up by dermatologists.


REhaBILItatIoN suPPoRt


The BMW Group supports employees who want to go to 
rehab after a long period of illness, both through its reinte-
gration management programme and its “Netzwerk Reha”. 


In 2006, Netzwerk Reha set up a partnership between the 
health management programme of the BMW Group and 
the company’s health insurer BMW Group BKK on the one 
hand and the German pension insurance as well as eight 
rehabilitation clinics on the other hand. Close dialogue takes 
place between the company and rehabilitation doctors during 
the rehabilitation process so that workplaces can be adjusted 
appropriately. This significantly increases the probability of 
successful reintegration. A partnership agreement was signed 
in 2011 to make Netzwerk Reha a long-term programme.


We also offer a range of training courses to promote our 
employees’ health: for example, the in-company PROAK-
TIV Center, the preventive PROAKTIV exercise concept and 
special health programmes for managers. In 2012, we also 
made progress with our Associate Family Health Center at 
our Spartanburg plant in South Carolina, USA. The centre 
opened in January 2013. In the UK, we also offer our employ-
ees annual health check-ups. In 2012, as part of our Health 
Initiative, we introduced a number of measures to promote 
our employees’ health. 


tRaININg CouRsEs


  Every employee at our German locations is entitled to 
use our company-owned PROAKTIV Centres and join 
the low-cost fitness and health programmes as well as 
other training courses on offer at these facilities. Employ-
ees insured with the BMW BKK insurance company can 
become members at a considerable discount, the full costs 
of any health courses they visit are covered and they can 
do preventive or rehabilitative muscle training at a special 
reduced rate. In addition, we offer a variety of preven-
tive healthcare programmes, ranging from precautionary 
checks for bowel cancer to foot care programmes. 


  We offer our PROACTIV exercise concept at our German loca-
tions and in Steyr, Austria. PROACTIV has been designed to 
provide therapy and preventive care for muscle and skeletal 
diseases – always in close proximity to the workplace. 


  At the BMW Group, healthcare is an integral part of fur-
ther training for our employees and managers. We offer 
special seminars to raise awareness among managers of 
the links between how they behave as role models and 
the health of their staff. 
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“Today for Tomorrow in the office world”. It was tested as a 
pilot project at the Munich and Steyr plants and the results 
will used to further develop the concept. 


NEW oCCuPatIoNaL hEaLth aND safEty PRogRammEs


In 2012, targeted health and safety programmes were devel-
oped at the plants to further reduce the number of accidents. 
Ongoing campaigns such as Give [AS] Five in Munich and 
5TOP in Steyr have demonstrated the impact good manage-
ment has on the incidence of accidents. At our Steyr location 
alone, the accident frequency rate was reduced from 15.1 to 
5.5 and in Munich from 10.1 to 8.9 accidents per million 
hours worked.


At every plant in Germany, there are health and safety 
committees as well as a Health, Safety and Environment 
Committee which includes employer and employee repre-
sentatives as well as a number of health and safety experts. 
A similar set-up exists in the UK.


The BMW locations in Germany and the international plants 
are well equipped in terms of health and safety. At our Tiexi 
plant in China, for example, the highest ergonomic standards 
are applied on the production line, material is transported 
along very safe, reduced speed tracks and employees receive 
safety training throughout the year.


At present, OHRIS and OHSAS-certified occupational 
health and safety management systems are in place at 18 
of our 29 production plants; the other facilities work with 
systems that meet national standards. OHSAS certification 
was introduced at the Thailand plant in 2012 and in the 
USA in February 2013. Further certification is planned for 
plants in Indonesia and Russia in 2013 and 2014 and for 
plants in UK in 2014 and 2015. 


aCCIDENt PREvENtIoN


For the past seven years, BMW AG has not seen a single 
fatal accident. All accidents at BMW AG are captured and 
reported using the ISIS computer system. Accident frequency 
rates were redefined as of 1 January 2012. This system no 
longer bases its calculations on reportable occupational acci-
dents causing more than three days of absence from work 
(in accordance with the German Social Code VII), but on all 
occupational accidents with absence from work. The accident 
frequency rate at BMW AG (not including dealerships) was 
6.6 in 2012; the rate at the BMW Group was 5.8 accidents 
per million hours worked (Figure 26).


  The “Wochen der Psychischen Gesundheit” (health weeks) 
took place at our sites in Munich, Leipzig and Berlin in 
October. Seminars and workshops on topics such as relax-
ation techniques and stress management were offered 
during these weeks. Information was also provided on 
physical health and addiction prevention. Employees 
also had the opportunity to have their own stress levels 
measured.


  To ensure our colleagues with migratory backgrounds 
also have access to healthcare and prevention campaigns, 
a pilot project for in-company intercultural healthcare 
management was launched in Munich. Voluntary health 
ambassadors serve as intercultural disseminators of infor-
mation, motivators and contact partners for all healthcare 
topics. This successful pilot project has now been imple-
mented at our plant in Berlin as well.


PRovIDINg foR aN agEINg WoRKfoRCE 


With our Today for Tomorrow project, we are constantly 
adapting our production lines to suit our ageing workforce. 
We started by launching a pilot project at a segment of our 
production line in the Dingolfing plant to map the expected 
age structure in 2017. The average age at this segment is 
around 47; in the plant as a whole it is currently around 42. 
The production processes were adapted by introducing a 
number of ergonomic measures, employee rotation designed 
to balance out physical strain as well as age and health-related 
shift models. This culminated in the automotive industry’s 
first component production system worldwide that is spe-
cially designed to meet the needs of older workers.


The result: An area with an older age structure can function 
just as efficiently as comparable areas with much younger 
employees – provided the workplace is designed along the 
lines of the Dingolfing pilot. The knowledge gained from this 
project is now to be implemented across other BMW Group 
sites. An international roll-out is also planned.


It has already been introduced across all technologies at 
all German speaking BMW Group locations. Since 2011 it 
has been functional in several hundred areas. Over 10,000 
employees now benefit from “Today for Tomorrow”. 


An international roll-out is also planned. In 2012, we were 
able to gain some experience in transferring the project to 
locations outside Germany at our plant in Hams Hall (UK). 
Along the same lines of “Today for Tomorrow on the pro-
duction line”, we developed an additional concept we call 
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2008 2009 2010 2011 2012


2.71 3.11 3.61 7.12 5.83


1  occupational accidents with more than three days of absence from work (calendar days) per one million hours worked.
2  occupational accidents with at least one day of absence from work per one million hours worked 


(data cover around 84% of BmW group employees due to system constraints).
3  occupational accidents with at least one day of absence from work per one million hours worked  


(data cover around 86% of BmW group employees due to system constraints).


 fIguRE 26  aCCIDENt fREquENCy at BmW gRouP 
per one million hours worked


6.0


5.0


4.0


3.0


2.0


7.0


that crash standards are met and safety for series hybrid 
and electric vehicles is guaranteed. It will be implemented 
at all national and international locations where tests are 
carried out.


mINImIsINg DaNgER at thE WoRKPLaCE


In 2010, we produced a safety tool for use in machine and 
system purchasing. This is now ready for use and is accom-
panied by documentation that meets legal requirements. 
Meanwhile, our worldwide assessments of the risks posed by 
hazardous substances and psychological stress are based on 
the ZEUS and ABATech systems. The latter forms the basis for 
any modifications to systems or machines on a local level. In 
addition, a new planning tool is helping our planners adhere 
to legal requirements in their work. 


Employees and their family members who will be working 
abroad receive health check-ups and advice.


foRECast


In the next two financial years, we will develop a safety standard for 
accident prevention on large-scale construction sites that will go 
far beyond what is required by law. our Today for Tomorrow project 
will continue to be rolled out to adapt additional areas in the com-
pany to our ageing workforce. our ergonomics training concepts 
are also being revised and will be included in the BmW training 
catalogue from mid-2013. 


We aim to reduce the accident frequency rate Group-wide 
to 5.0 per million hours worked by 2020, and to secure this 
level in the long run. To achieve this, measures are to be 
installed at each production plant in line with its respective 
health and safety culture.


For example, we have installed the Null Unfälle (zero acci-
dents) initiative at the Munich plant: At regular manager 
meetings, risks are identified at an early stage and appropri-
ate steps are taken. Every prevented accident means that 
we have healthy employees and thus healthy workers for 
the company.


safEty fIRst WIth futuRE tEChNoLogIEs


As electric drive systems become firmly established in auto-
motive production and maintenance, questions as to how to 
safely handle high-voltage technologies are gaining import-
ance. The BMW Group has been a leading force in initiating 
a training concept for electrical specialists, which it further 
developed in conjunction with other carmakers and the tech-
nical committee for electrical engineering of the German 
statutory accident insurance. 


The resulting guideline paper, entitled “Berufsgenos-
senschaftliche Information 8686” (Information from the 
Employers’ Mutual Insurance Association), is now a bind-
ing document for all educational institutions. BMW Group 
employees worldwide are trained on this basis. 


We have also been working with other German carmakers to 
draw up and implement a safety concept for the verification 
of lithium batteries in drive systems. The concept ensures 
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Training and  
further education


5.4 seminars on communication and creativity were introduced. 
A total of around 200 internal PhD candidates are carrying 
out research for BMW AG. A large number of PhD students 
working in cooperation with BMW at various universities 
are involved in BMW projects. Special additional training 
programmes for high-potential trainees round off our next-
generation portfolio. In addition, our locations worldwide are 
investing in local next-generation programmes. In principle, 
we aim to keep our young talent within the BMW Group as 
far as possible. 


The BMW Group has tailored its Group Graduate 
Programme to requirements in Germany, while the 
Management Associates Programme offers attractive next-
generation programmes at the international locations. In 
addition to comprehensive technical and general training, 
participants become familiar with several BMW Group 
locations both in their own countries and abroad.


In Germany, our Drive onboarding programme for all new 
non-production employees (administration, IT, develop-
ment) is a standardised twelve-month induction pro-
gramme. From 2013 onwards, we will pilot this programme 
internationally.


A detailed evaluation system measures the effectiveness of 
our efforts to bind young talent to the company. At least 
once a year, participants in BMW’s next-generation pro-
grammes are asked for their opinions. Some courses are 
also evaluated during the course of the year.


In 2012, we had 1,376 apprentices worldwide, 1,200 of 
which were in Germany. We have 4,266 trainees worldwide, 
3,608 of whom are in Germany. Our capital expenditure on 
education and further training amounted to €282 million. 
This figure is up 15% on 2011. On average, our employees 
participated in 3.7 days of further training in 2012. 
By comparison: In 2011, this figure was 3.6 days. 


In the face of new technological advances in the automo-
tive industry as well as wide-ranging changes on the labour 
market, the education and further training of our employees 
is becoming more and more important. Our further training 
courses aim to cover our requirements in this area by promot-
ing the individual strengths of our trainees, skilled workers 
and managers.


In the coming years, there will be a significant increase in 
the demand for well-trained and skilled workers. To meet 
this demand, we try to attract talent early and to offer them 
further education and training throughout their careers. We 
also offer a range of development, further education and 
training measures to establish life-long learning within the 
Group (Figure 27).


We want to enable our employees to make full use of their 
personal strengths. To do this, we make sure that jobs are 
filled by employees whose personal talents are in line with 
the specific requirements of the position. In addition, we 
offer suitable measures to support staff members who want 
to develop their skills. With the aid of an IT-based tool, we 
are also increasingly working with educational needs analyses 
that draw comparisons between operational skills require-
ments (planned) and existing skills (actual). 


ouR futuRE: youNg taLENt


To recruit and train young talent, we consistently invest in 
our many recruitment programmes as well as in the long-
term development of future managers worldwide. Between 
2011 and 2012, the number of people starting our practice-
oriented Bachelor and Master programmes almost doubled 
in some cases. At the end of 2012, a total of around 220 
young potentials were participating in the studies-based 
programmes (Bachelor, Master, German Diplom). 


HR development modules that will have a long term impact 
were added to the PhD programme in 2012. For example, 


 fIguR 27   avERagE Days of fuRthER tRaININg  
 PER BmW gRouP EmPLoyEE1 Quantity


2008 2009 2010 2011 2012


1.6 1.6 2.6 3.6 3.7


1   Data retrieved by direct capture of the number of participants as well as a small share by qualified extrapolation.
Due to a modification in the calculation method, the figures in this row are not directly comparable with those in the 
previous year’s report.
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sELECtIvE EDuCatIoN aND fuRthER tRaININg


The BMW Group is a pioneer in selective education and 
further training. The company’s vocational training pro-
gramme for an additional qualification in specific electric 
work on hybrid vehicles won the Hermann-Schmitt award 
for innovative vocational training. The brand new TaLEnt 
training concept was introduced at all German locations at 
the beginning of the 2012 training year. TaLEnt stands for 
Talentorientiertes Lernen und Entwickeln (talent-oriented 
learning and development). TaLEnt focuses not only on 
good-quality academic training, but the personality of each 
individual is also taken into account. The new concept is 
flexible, as it offers broad basic training to all technical train-
ees, with subsequent needs-based specialisation. In certain 
cases, it is even possible to switch to another vocational 
course after completing their basic training. Seminars foster-
ing young people’s strengths promote an awareness among 
all trainees of what they are capable of, and enable the train-
ers to identify talents and strengths more effectively. This 
allows us to align personal capabilities very closely with the 
needs of the company.


We have also adapted our vocational education system to 
integrate company-relevant special qualifications such as the 
Hybrid tool. This goes above and beyond the specifications 
laid down in the German vocational training regulations. We 
also include the new technical requirements in further train-
ing, for instance by offering a 90-day additional qualification 
to become a “BMW Group technician for electric drives”. 


We are also setting up vocational training along the lines of 
the German dual system at various international locations. 
One example of this is the launch of a training workshop 
in Oxford. A range of attractive programmes for the next 
generation of German and international managers rounds 
off the programme. 


We have had very good experience with vocational training 
based on the German dual system. To make sure the con-
tent of our vocational training is standardised internationally 
within the BMW Group, we have introduced dual vocational 
training concepts based on the German model at our locations 
in Spartanburg, South Carolina (USA) and Shenyang (China).


The BMW Group promotes specialisation for technicians 
and managers worldwide. To this end, we have a range of 
possibilities on offer for the next generation to make use of 
during their studies and careers. In addition to our German 
and international management trainee programme, we offer 
bachelor’s and master’s courses as well as a funding pro-
gramme for Ph.D. students. BMW Group employees have the 
opportunity to gain state-of-the art expertise by taking part 
in funded study courses outside working hours.  


INtERNatIoNaL PRomotIoN of youNg taLENt


We plan to make our education and further training pro-
grammes for the next generation even more international in 
future. All of the BMW Group’s next generation programmes 
therefore include either optional or mandatory periods 
abroad, in the form of a study semester or deployment to 
our international locations. In certain cases, we also support 
our Ph.D. researchers in their work abroad. 


We have realigned our partnership with leading technical uni-
versities in order to attract young talent from other countries. 
The BMW Group is establishing strategic partnerships with 
a number of renowned institutions such as Technische Uni-
versität München, Karlsruhe Institute of Technology (KIT), 
University of St. Gallen, Georgia Institute of Technology, 
Clemson University in South Carolina and Massachusetts 
Institute of Technology. Additional partnerships with top 
international universities are planned for 2013.


tRaININg ouR maNagERs


Our vision of corporate leadership is based on the three pillars 
Managing Business, Leading People and Leading Yourself. 
We communicate this philosophy to our managers early on 
in their careers. Our experienced managers also regularly 
participate in measures to further develop and reinforce our 
understanding of what leadership should be. 


A Corporate Leadership programme has been in place since 
2010. In various settings, new and experienced leaders at all 
levels regularly discuss leadership topics. In 2011 and 2012, 
we extended the programme to include current corporate 
strategy requirements as well as HR development. Today, 
we also offer the high-potential programmes Ready GO and 
Ready for Leading Leaders, which prepare managers for 
their first position as general head of department or head of 
department. The Health and Leadership Programme raises 
awareness among managers of measures and strategies to 
secure long-term performance. We launched the optional 
programme Leading from a Distance for managers who are 
responsible for employees at different locations.


We aim to continuously improve our vision of Corporate 
Leadership and to firmly establish it among our managers. 
We will achieve this by fostering continuous dialogue between 
BMW Group managers. For this purpose, we set up a dia-
logue platform called Treffpunkt Führung (platform for lead-
ers) in Germany 2010. It went international in 2011 as the 
Leadership Platform. Here, groups of managers discuss the 
demands placed on them and their vision of leadership, and 
derive measures for day-to-day management. In addition, we 
encourage our employees at all functional levels to enter into 
dialogue with their line managers. 
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After joining the company, all employees take part in an 
introductory course on the topic of human rights. Compre-
hensive information as well as course materials are avail-
able on the employee portal. In 2012, all employees of the 
BMW Group at all hierarchical levels attended informative 
events on the position of the BMW Group and current devel-
opments in human rights. This topic was also addressed in 
management seminars.


In 2012, BMW carried out a number of other training mea-
sures. These include: 


  Comprehensive courses on operating the new SAP SRM 
purchasing system.


  A catalogue of measures on the topic of carbon fibre 
reinforced plastic (CFRP): To implement this technology 
on the production line, it is necessary to train employees 
comprehensively and in good time. The training academy 
offers around 20 different seminars on this topic.


  Health training: At BMW, we not only focus on tech-
nology, but also on our employees. For this reason, a 
number of health training courses were introduced for 
development and production-line employees. 


  The “Corporate Summer School” took place in 2012 for 
the first time, with participants from 15 countries. Par-
ticipants had the opportunity to interact in an interna-
tional environment and to become more familiar with 
processes, process partners and procedures at headquar-
ters. The Corporate Summer School was a resounding 
success and will take place again in 2013.


  Training courses on internationalisation: Here, the main 
focus is on intercultural competence, language compe-
tence and acting internationally. 


foRECast


We plan to gradually roll out our established next-generation pro-
grammes at international level in 2013. We also intend to launch an 
international pilot project for the Drive onboarding programme no 
later than 2013.


Deployment to other locations enables our employees to 
become familiar with other cultures and ways of working. 
In addition, it is very important to us to raise our employees’ 
awareness of sustainability and human rights. 


INtERNatIoNaL ExChaNgE


We promote exchange between employees from our different 
locations. This results in a more international workforce and 
makes us a more attractive employer. 


During their careers at the BMW Group, many skilled work-
ers are deployed abroad. In the past 10 years, over 2,700 
employees were deployed internationally for longer periods 
of time. A large number of employees were also deployed 
abroad for shorter periods. 


In 2012, the number of deployments to a third international 
location increased considerably. In addition, employees at 
the different locations work together every day on their 
various networks. This is particularly true of processes such 
as IT and finance, which are in place across locations. New 
locations, e.g. a new BMW plant in Brazil, also contribute 
to the international character of our company


tRaININg CouRsEs oN sustaINaBILIty aND humaN RIghts


The BMW Group strives for sustainability in its business, 
environmental and social activities. To raise employee 
awareness of these topics at an early stage, new employees 
attend a one-hour lecture at an introductory event on sus-
tainability at BMW. 2,500 employees participated in these 
events in 2012. In their first week with the company, our 
trainees at the Munich location take part in a half-day course 
on sustainability. At some locations, sustainability is inte-
grated into practical workshops in the second and third year 
of vocational training. 


Our Campus and Academy programmes offer managers 
training in sustainability and environmental management. 
Sustainability is also addressed in the “Managing Business” 
module, a mandatory one-day course for all heads of depart-
ments and team leaders. Sustainability is also addressed in 
the high-potential programmes for top managers as part of 
their leadership training.


Not only our managers and trainees but also employees 
from all divisions, dealers and suppliers should recognise 
the importance of sustainability. With this in mind, we have 
developed an interactive web-based training (WBT), which 
will be rolled out in 2013. The focus is on making sustainable 
environmental, business and social decisions to ensure we 
have room for manoeuvre and remain autonomous in the 
long run. We also aim to act sustainably when it comes to 
making the company fit for the future.
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Diversity


5.5


or sexual orientation. Our employees can report any inci-
dent of suspected discrimination at any time. Our SpeakUP 
Line offers a central reporting system to which all employees 
worldwide are able to log complaints and comments anonym-
ously. Employees can also speak to their own managers, the 
HR department, the Works Council or the diversity office. 
No incidents of discrimination were logged during the report-
ing period.


In 2011, we also set up a hotline for questions and com-
plaints regarding human rights. Here, too, no human rights 
violations were ascertained during the reporting period. If 
such cases are reported, they are handled by an ad-hoc team 
comprising representatives from HR, the Works Council, 
Corporate Communications and our Sustainability team. 


Diversity is a fundamental element in our HR strategy. 
Changes, including defined indicators, are regularly reported 
to the Board of Management and the Supervisory Board of 
the BMW Group.


INCREasINg thE shaRE of WomEN


In 2011, the Board of Management and the Supervisory Board 
approved target ranges for increasing the share of women in 
our workforce. Our vision is for women to make up 15% to 
17% of our workforce by 2020, both in the general workforce 
and in management positions within the BMW Group, in 
Germany and worldwide. 


In 2012, the total share of female employees in the 
BMW Group workforce reached 17.3% (BMW AG: 14.2%). 
The number of female managers increased from 11.8% in 
2011 to 12.9% in 2012 (BMW AG: from 9.1% in 2011 to 
10.0% in 2012). 20% of our Supervisory Board members 
are currently women (previous year: 15%). In July 2012, 


We attract a truly global workforce made up of talented 
individuals, all of whom are given the opportunity to earn 
appreciation, respect and opportunities. We have established 
specific objectives to make our workforce even more diverse. 
We believe that this further enhances our competitiveness.


Today’s society is characterised by diversity and demo-
graphic changes. Globalisation and shifting values are 
resulting in major shifts in population structure and life-
style choices. In this situation, a multi-cultural workforce, 
an appropriate gender balance and a good mix of ages 
are essential.


To further promote diversity among our workforce, the 
Board of Management passed a targeted diversity concept 
in November 2010. This defined three dimensions of diversity 
that apply across the company, with due consideration for 
local conditions:


 Cultural background
 Age/experience
 Gender


We signed the Diversity Charter in 2011. This initiative is 
intended to promote the recognition, appreciation and inclu-
sion of diversity as part of the corporate culture in Germany. 
The organisations who have committed to the Charter aim to 
create a working environment that is free from prejudice. We 
also joined the association Charta der Vielfalt e.V. (Diversity 
Charter) in 2012.


INNovatIoN thRough DIvERsIty


As a company that is currently involved in over 150 coun-
tries, we see diversity among our workforce as an opportun-
ity. In Munich alone, we currently have employees from over 
90 countries working together successfully. The systematic 
use of different but complementary talents enhances the 
company’s performance and innovative strength. The diver-
sity of our employees helps us to understand the specific 
needs of our customers worldwide, enabling us to provide 
the best-possible service for our existing markets and to 
tap into new ones.


At all of our locations, we seek to prevent discrimination 
on the grounds of gender, origin, age, disability, religion 


INtERCuLtuRaL — Diversity at the BmW group.
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one woman joined the BMW Board of Management (12.5%). 
These positive changes show that our measures are having 
an effect (Figures 28 and 29). 


PRomotINg fEmaLE EmPLoyEEs aND maNagERs


The BMW Group’s diversity concept aims to bring the share 
of women in management positions into line with the overall 
employee structure. This will also mean that we are comply-
ing with the recommendations of the German Corporate 
Governance Code. In 2011, together with the other DAX-
listed 30 companies, we made a commitment to increase 
the share of females in management positions. On 28 June 
2012, the second status report was submitted to the Federal 
Minister for Family Affairs, Senior Citizens, Women and 
Young People.


Both male and female employees in Germany, Japan, Malay-
sia and South Korea participate in a 100-day business coach-
ing programme to acquire the skills they need to move up in 
the organisation as managers. In 2012 a total of 189 people 
worldwide took part in this programme, 56% of whom were 
women. The programme is being extended to the US and 
China in 2013. 


Female employees have also initiated a network called 
“Female Managers in Dialogue”. This network now has 90 
members. In 2009, a complementary network was set up 


for other female staff on collective agreements and in 2012 
a third network was established for part-time employees of 
both sexes. We are also involved in the “Cross-Mentoring” 
programme in Munich. The purpose of cross-mentoring is to 
encourage young female managers by providing individual 
support from a mentor of either sex. Mentees are accom-
panied for a year by a mentor from another company. Over 
30 women have participated in this programme since 2002.


To attract more female employees in the long term, we are 
encouraging an interest in the technical professions among 
girls who are still at school. One example is the BMW Junior 
Campus, which 17,100  girls and boys aged 7 to 13 (2nd 
to 7th grade) attended in Munich in 2012, and a further 
8,126 in Berlin. At the annual Mädchen für Technik Camp 
(Girls for Technology Camp), girls are given a two-week 
practical insight into the technical professions as part of 
the BMW vocational training programme in Munich, with 
lots of fun activities and a camping atmosphere. There were 
20 participants in 2012. Many BMW locations in Germany 
are also involved in our annual Girls’ Day, with over 400 
participants in 2012. 


We place a special emphasis on women in both our academic 
young talent programmes and our vocational training pro-
grammes. The proportion of women in the BMW Group’s 
trainee programmes grew to over 30% during the reporting 
period (Group Graduate programme: 35.9%, Management 
Associates programme: 40.0%). This creates the basis for 
a more feminine, culturally sensitive and well networked 
leadership in the future.


tRaININg foR toP fEmaLE maNagERs  


We offer our female managers training programmes such as 
“BMW Women – High Ambition, High Impact”. The goal 
is to identify success factors in a management environment 
that has tended to be male-dominated and to enable partici-
pants to become more aware of their own strengths. During 
the reporting period, 75% of female senior managers took 
part. This training programme is offered on an ongoing 
basis.


The one-day “BMW Group Inside” event also took place for 
the first time in 2012. This gave graduates and young profes-
sionals an insight into technical working areas within BMW. 
Female managers in technical professions also reported on 
their day-to-day professional routines, their career paths 
and how they combine their professional and private lives.


ENhaNCINg CuLtuRaL DIvERsIty


In 2012, we defined strategic goals to promote cultural diver-
sity within the BMW Group worldwide. The appropriate 
measures are being implemented as part of our Cultural Back-
ground concept. In the long term, we want to recruit more 


2010 2011 2012


Supervisory Board 15.0 15.0 20.0


Board of management 0.0 0.0 12.5


non-tariff employees


BmW ag 8.8 9.1 10.0


BmW group 11.1 11.8 12.9


1  figures are only available from 2010 onwards for the share of women in management positions  
(non-tariff employees) of the BmW group worldwide.


 fIguRE 29  shaRE of WomEN IN maNagEmENt PosItIoNs at  
BmW ag/BmW gRouP1 in %


2008 2009 2010 2011 2012


 BmW ag 13.2 13.1 13.2 13.5 14.2


 BmW group -- -- 15.2 16.1 17.3


1  The share of women in the overall workforce worldwide can only be determined for the BmW group from  
2010 onwards.
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 fIguRE 28  shaRE of WomEN IN thE totaL WoRKfoRCE at 
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in NRW (Young people think “diversity” in North Rhine-
Westphalia). Here, innovation games and youth forums 
are used to encourage dialogue with young people on the 
subject of diversity and show them what diversity means 
for the economy.


BaLaNCED agE stRuCtuREs


At our newest plant in Leipzig, Germany, we deliberately 
recruited employees from a range of age groups from the 
outset. A varied age structure can lead to higher-quality team 
results, and a lively exchange between the generations makes 
it easier to deal with our ever-changing world. In Leipzig, 
the varied age structure and outstanding skills base create 
the ideal conditions for starting production of the innova-
tive BMW i3 and BMW i8 models in 2013. In recognition of 
the balanced age structure at the Leipzig plant, the German 
association Initiative 50Plus awarded BMW AG the Preis 
für Gener ationenverantwortung (Prize for Generational 
Responsibility). We will also take care to establish a bal-
anced age structure as we set up future locations within the 
BMW Group (e.g. at the planned facility in Brazil).


The BMW Group also supports diversity beyond the bor-
ders of the company itself. For instance, at a Matchmaker 
Conference, companies owned by women and by members 
of minority groups are given the opportunity to introduce 
themselves to the BMW Group and our suppliers as potential 
business partners.


We also promote diversity in the narrower context of the 
company, particularly among our suppliers. This is why we 
organised a Supplier Diversity event in Spartanburg, South 
Carolina (USA) in 2012. At this Matchmaker Conference, 
over 400 “Women and Minority-Owned Companies” had 
the opportunity to present their products and services to 50 
BMW Spartanburg suppliers. 


By the third quarter of 2012, direct revenues at the BMW 
plant in Spartanburg from companies owned by women and 
members of minority groups had almost tripled compared 
to the previous year, amounting to just under US dollar 200 
million. At the same time, indirect revenues from these com-
panies (via our suppliers) more than quadrupled, amounting 
to over US dollar 492 million by the third quarter of 2012.  


foRECast


Diversity is a standard feature in many areas of the BmW group. 
nevertheless, we are working hard to further expand cultural di-
versity within our company. In particular, we want to engage more 
locally recruited managers in our companies abroad, step up ex-
changes between headquarters and the decentralised locations, 
and attract more employees from abroad to take up positions 
in germany.


new employees in our growth markets and thus increase 
the cultural diversity of the BMW Group workforce. Among 
our top management worldwide, we plan to increase the 
share of non-German senior managers in the long term, or 
engage more senior managers with experience of working 
abroad. In Germany, we intend to increase staff exchanges 
with companies abroad and recruit more employees from 
other countries.


The diversity of our employees leads to a very special kind 
of creativity. 


IDEas maNagEmENt


For over 70 years, our Ideas Management system has enabled 
employees to have a direct influence on the development of 
the company. Every year, over 10,000 employees in Germany 
alone contribute to BMW AG’s Ideas Management. Since 
1999, this has led to some euro 2 billion worth of savings in 
Germany as well as countless other improvements. In 2012, 
suggested improvements in Germany and our international 
plant locations combined led to savings of around €37 million. 


Our employees offer suggestions from a wide range of areas, 
e.g. the environment, quality and occupational health and 
safety. Some suggestions have resulted in real savings. For 
instance, improving the filling levels of Skeleton containers 
brought about a noticeable reduction in transport volume.


We are constantly working to improve our Ideas Manage-
ment. The result is the CRE8 programme, comprising a user-
friendly IT system, simplified and transparent processes and 
attractive prizes of up to euro 120,000. Ideas Management 
replaces our previous imotion programme, and combines 
creativity and a total of eight decades of ideas management.


An “ideas process expert” supports managers in processing 
complex ideas, thus speeding up the entire process.  Ideas 
Management will be introduced at an international level in 
2013, and will also be available at home via the HomeNetwork 
online access system for employees who do not have a PC 
workstation. The aim is clear: worldwide implementation 
will get as many employees as possible involved and generate 
a large number of ideas. The emphasis is on improving the 
transfer of knowledge as well as generating a large number 
of high-quality, feasible ideas. This should result in synergy 
effects and multiple use of the ideas, while avoiding unneces-
sary duplication of work. 


DIvERsIty ChaRtER


After we signed the Diversity Charter in 2011, we also joined 
the Charta der Vielfalt e.V. (Diversity Charter) association in 
2012. This enables us to finance numerous projects through-
out Germany that encourage increased diversity and tol-
erance. One example is the project Jugend denkt Vielfalt 
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Work-life 
balance


5.6 range of different lifestyles also increases. This means that 
not every tool is right for every employee. Added to this is 
the fact that the BMW Group is becoming more and more 
international. This leads to more international activities, 
including work across different time zones, which can be 
difficult to reconcile with your personal life. Needs and 
requirements can also differ quite significantly from country 
to country. 


Because we know that not every tool will work for every 
employee, we have developed a range of options that our 
employees can choose from. Each BMW Group location 
develops individual measures with a view to country-specific 
conditions.


fLExIBLE WoRKINg tImEs aND WoRKINg tImE tooLs


When it comes to ensuring the competitiveness of the 
BMW Group, flexible working times that can be adjusted 
to suit demand for our products and tailored to meet chang-
ing economic conditions are essential. But variable working 
time tools and individual working time accounts also offer 
our employees’ greater leeway. The option of working with-
out being tied to a specific location also helps to ensure a 
positive work-life balance. Over 27,000 employees within 
the BMW Group can benefit from the option of teleworking.


We support our employees in finding the right work-life bal-
ance. We offer a wide range of tools to make their working 
hours and workplaces more flexible and that help them with 
childcare and other dependants who require care. 


In today’s world, working and private lives are becoming 
increasingly interlinked. Ideally, the two should complement 
each other, but in reality they sometimes do the opposite. 
The BMW Group would like to help its employees to achieve 
a harmonious work-life balance. However, this is a chal-
lenging task. As society becomes more individualised, the 


“BmW stRoLChE” — childcare facilities at the BmW group.
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EmployEEs


Our Fulltime Select working time tool allows employees in 
Germany and Austria to take 20 additional days of leave 
each year with corresponding adjustments to their salaries 
without any complicated red tape. Meanwhile, BMW Group 
employees in Germany, Austria, the USA and the UK can also 
take sabbaticals of up to six months (in the UK, this initia-
tive is open to our managers). In the UK, up to 40 weeks’ 
parental leave can be taken on full pay, well in excess of the 
basic statutory allowance. We have further extended our 
partial retirement programme in Germany, and employees 
at many of our overseas facilities can take early partial or full 
retirement based on their personal early-retirement models. 
Our employees are making increasing use of the alternative 
working forms offered: the number of employees doing tele-
work and taking advantage of sabbaticals and parental leave 
has increased further since 2011 (Figure 30).


In 2012, we also introduced BMW Family Care Time. If 
employees provide proof that they are caring for a close rela-
tive, they may reduce their working hours for the length of 
time that care needs to be provided. For up to a maximum 
of two years, this will not affect employees’ entitlement to 
the work’s pension scheme.


The BMW Group is currently developing a policy for working 
hours that formulates how we see ourselves and our efforts 
in this area. This provides the individual locations with a 
guideline and guarantees a standard of quality for BMW 
working time tools and models.


CaRE sERvICEs foR ChILDREN aND DEPENDaNts


The BMW Group supports its employees with a series of 
accompanying measures to enhance their work-life balance. 
In Munich, we have been working since 1992 with a busi-
ness partner that, with funding from the BMW Group, offers 
advice and consultation services on all questions of childcare. 
In 2010, this was extended to include “Home and Elder Care” 
for dependants who are ill or otherwise require care. In early 


2012, the entire programme was extended to cover all of our 
locations in Germany, including our subsidiaries. 


A similar service is offered by the Bavarian Employers’ Asso-
ciation for the metal and electrical industries. Since late-2010, 
this has been providing free support for the care of children 
and dependants, and we are making this available to our own 
employees within the Association’s catchment area. 


We have also established childcare services at many of our 
locations both in Germany and abroad. In Munich, Din-
golfing and Regensburg, childcare facilities are available 
to parents with small children. These day-care facilities are 
supported by the BMW Group and can accommodate up to 
150 children. In Leipzig, a facility near the plant has offered 
childcare for 30 children of BMW Group employees since 
2012, and a similar service is available in Berlin. In Munich, 
too, we have made places available at a private childcare 
service in addition to the facilities near the plant.


In September 2013, BMW Group will also open its own child-
care facility with places for 220 children aged between three 
months and six years. In Regensburg, the number of places 
available has been increased to almost 50. These various 
measures have doubled the total number of places in child-
care facilities at BMW locations in Germany to over 440. At 
BMW Group facilities around the world, childcare services 
meet local and regional requirements.


In 2012, we also began a pilot project involving splitting full-
time jobs into two part-time positions.


In 2012, as part of a pilot project in the Development division, 
a number of full-time positions were split and expressly adver-
tised outside the company as part-time positions. Despite the 
stringent requirements in this area, the offer met with strong 
interest from candidates. Of the total, 75% of the positions 
were filled by women. 
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EmPLoyEEs


 fIguRE 30 aLtERNatIvE WoRK foRms at BmW ag1


2008 2009 2010 2011 2012


part-time employees 2,794 3,133 3,709 3,825 3,948


 in % of total number of employees 3.9 4.5 5.3 6.0 5.8


Teleworking positions 7,702 7,636 9,209 11,717 15,235


 in % of total number of employees 10.8 10.9 13.2 16.4 22.5


Sabbaticals 1,366 704 498 450 514


 in % of total number of employees 1.9 1.0 0.7 0.6 0.8


parental leave 1,062 1,313 1,600 1,513 1,674


 in % of total number of employees 1.5 1.9 2.3 2.1 2.5


1 figures refer to employees with permanent and part-time contracts.


gREatER CommuNICatIoN aND INtEgRatIoN  
WIthIN thE ComPaNy


In 2012, we intensified our efforts to communicate existing 
offers within the BMW Group, as our employees can only take 
advantage of the offers that they know about. Particular effort 
has been made to communicate such offers at management 
level, so that managers can encourage employees to take 
advantage of them. Thus, for instance, all managers were 
directly informed about the introduction of BMW’s Family 
Care Time via the Management Communications Network 
and were asked to communicate the details to their staff.


foRECast


During the next two financial years, we intend to set strategic objec-
tives for maintaining work-life balance, and we will further refine mea-
sures that are already in place. We also want to establish this topic 
more firmly within the company’s culture, to promote the perception 
of the various offers that are available. In addition, we are currently 
developing a uniform, internationally applicable working hours policy.
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“With Chintan, I struggle every day for more social justice in India. It’s not a job, it’s a vocation. We can’t work any  
miracles. But New Delhi is developing so fast. Everyone is needed. That’s what motivates the waste collectors here. They  
work all day up to their hips in rubbish which they then sell to recycling stations. With their earnings, they pay the 
extortionate rents for their huts in the slums as well as their children’s school fees. They have a real chance of their 
children or grandchildren making it into the middle class. That motivates me, too, every day.”


— BhaRatI ChatuRvEDI, DIRECtoR ChINtaN


—  aWaRDEE 2012: ChINtaN – ENvIRoNmENtaL REsEaRCh aND aCtIoN gRouP


— CoRPoRatE CItIzENshIP, InDIa


 WWW  : bmwgroup.com /svr600
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Corporate Citizenship


— — —    environment 


8,000 t of rubbish 
 are generated in new delhi each day


— — —    waste separation


150,000
  rubbish collectors separate almost  
60% of the rubbish in new Delhi


   thE REsuLts


— — —    Our investment 


€31,978,858
 tOtal expenditure On COrpOrate Citizenship aCtivities in 2012


——   Intercultural communication and social integration 


<<  NEW DELhI, InDIa


— — —    thE PRojECt 


The Chintan environmental project, which supports the inte-
gration of rubbish collectors from India‘s lower classes into 
society, is one of the awardees of the Intercultural Innovation 
Award 2012, an initiative of the BMW Group and the United 
Nations Alliance of Civilizations. In addition to prize money, 
the awarded projects also receive mentoring support.


 WWW  : chintan-india.org
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 ChaPtER 06


foRECast aND oBjECtIvEs


  Continue to develop focus areas: We will concentrate on further developing our focus areas  
intercultural innovation, social inclusion and resource efficiency.


  Expand cultural activities: From 2013 onwards, the BMW Group will be sponsoring the art film  
festival Kino der Kunst in munich and the art fair paris photo Los angeles. The BmW Tate Live  
cooperation in London will add in-gallery performances and creative workshops to its programme.


  Intensify collaboration: In the future, we intend to further intensify our collaboration with the  
BmW foundation Herbert Quandt and BmW ag’s eberhard von Kuenheim foundation.


  strategy revised: alignment of corporate citizenship Strategy to our core competencies –  
future focus areas: intercultural innovation, social inclusion and resource efficiency.


  Commitment globalised: In 2012, we further internationalised our Intercultural Innovation award  
and received over 500 applications from 92 countries.


  junior Campus internationalised: We stepped up internationalisation of our Junior campus,  
opening the first Junior Campus in South Korea.


PRogREss  


CoRPoRatE CItIzENshIP
 WWW  : bmwgroup.com /svr600


2013+


2012


INDICatoRs


€32 million
— ExPENDItuRE oN CoRPoRatE  
CItIzENshIP By THe BmW groUp In 2012


— ExPENDItuRE oN DoNatIoNs  
By THe BmW groUp In 2012


€9.6 million
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Corporate Citizenship


Corporate Citizenship forms an integral part of the 
BMW Group’s vision of itself as a business enterprise. We 
place the focus of our Corporate Citizenship activities on 
those areas in which we can apply our core expertise to 
achieve specific and measureable improvements.


Our aim is to help in areas in which we can utilise our exper-
tise. Because we believe that this is where we can be most 
effective. In 2012, we continued to hone our profile in this 
respect. Whereas in the past we focused on education, inter-
cultural understanding, road safety, health, community rela-
tions and cultural issues, we will be concentrating on two 
main areas in the future: efficient use of resources and inter-
cultural innovation and social inclusion. In October 2012, we 
decided to adapt our strategy accordingly.


Due to economic growth and a rising global population, 
today’s society faces the challenges posed by scarce resources. 
We believe that we can play a part in overcoming this chal-
lenge. The BMW Group has a wealth of engineering expertise 
and knows how to turn innovations into market reality. We 
can also offer our experience in recyc ling and sustainable 
raw material extraction.


Preventing intercultural conflict and social instability is 
another global challenge. As a company that is active in over 
140 countries, intercultural understanding is an integral part 
of our day-to-day work. Many of the markets we serve are 
characterised by high levels of inequality. We know what is 
really happening in these regions. This is why we believe we 
can contribute towards more intercultural understanding 
and social inclusion.


We aim to be a good corporate citizen by focusing our Cor-
porate Citizenship activities on these two areas. We also 
believe that our Corporate Citizenship activities will enable 
us to gain new expertise which, in turn, will be of benefit 
to our core business.


Our commitment in this area is based on the principle of 
“helping people help themselves”. Our solutions are inter-
nationally transferable and will have tangible long-term 


effects. In addition to our two global themes, we will continue 
to carry out Corporate Citizenship activities in the neighbour-
hoods around our locations in order to make a contribution 
towards community development at a local level. 


The job of managing our social responsibility activities lies 
with central Corporate Communications in close cooperation 
with the people responsible for sustainability strategy. Local 
initiatives are taken care of by local production and sales 
organisations, although the focus of these is agreed upon 
with Group headquarters. We are also active in corporate 
networks, such as UPJ (the German national network of 
engaged businesses and non-profit intermediary organisa-
tions) and WIE (Wirtschaft. Initiative. Engagement - Busi-
ness. Initiative. Commitment), where we are committed to 
promoting cross-sector collaborations. Since 2010, we have 
been measuring the results of our CSR activities using the so-
called iooi method, which was developed in cooperation with 
other DAX-listed corporations in a working group established 
by the Bertelsmann Foundation. 


CsR aCtIvItIEs at a LoCaL LEvEL


The BMW Group has 29 manufacturing and assembly plants 
in 14 countries. Our sales network is made up of 42 National 
Sales Companies. Wherever we are represented in the world, 
we are committed to social responsibility. While our local 
activities generally follow strategic guidelines, we also provide 
immediate assistance when major disasters occur. In 2011, 
for example, we donated euro 1 million to the victims of the 
earthquake in Japan via the Japanese Red Cross and “Save 
the Children”. 


Our disaster relief activities have sometimes evolved into 
longer-term commitments as well. One example of this is the 
BMW Warm Heart Fund, which was established by the BMW 
China and Brilliance Automotive joint venture partners in 
2008 to provide aid and support development in the Sichuan 
province where 80,000 people died and around 400,000 were 
injured in an earthquake.


With start-up capital of euro 930,000 provided by the 
BMW Group, the BMW Warm Heart Fund in China went on 
to collect donations totalling RMB 78.6 million in June 2012. 
This money goes towards funding education, culture, envi-
ronmental protection and social programmes. For instance, 
the BMW Joy Home childcare programme was set up in 2011 
to help children from economically disadvantaged regions to 
develop their potential. Each Joy Home has 10,000 books as 
well as computers and sports equipment. By the end of 2012, 
Joy Homes had been established at 52 Chinese schools. Over 
50,000 children have taken part in the programme.


Another example of our activities at local level is South Africa, 
where we have had a production facility in Rosslyn since 
1975. Almost one in five people there have HIV/AIDS. To 
combat this, the BMW Group introduced a HIV/AIDS pro-
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Corporate Citizenship


In 2012, we spent a total of €31,978,858 on our Corporate 
Citizenship activities. €9,637,598 of this took the form of 
donations. Figures 31 and 32 show how these funds were 
allocated to our various areas of focus.


 
 
ForeCast


In 2012, we decided to focus on the two areas intercultural under-
standing and social inclusion as well as efficient use of resources. In 
2013, we will add further detail to the content and structure of these 
two areas. The aim is to integrate the BMW Group’s core compe-
tencies even more comprehensively into our Corporate Citizenship 
activities. In the coming financial year, we will also define goals to 
work towards in this respect.


gramme to test employees and their families at their work-
place and provide them with medical care. 


We also support a community centre that combats AIDS in 
Soshanguve (not far from the Rosslyn plant). The number of 
patients treated there has increased from 5,000 to 7,500 per 
month since 2011. We founded the BMW Y-Center in Knysna 
in collaboration with the LoveLife organisation. The centre 
offers education and sports programmes as well as advice 
on AIDS prevention all under one roof. Up to 6,000 young 
people come to the centre each month. 


Each year, a significant amount of money is raised by the 
Vienna Life Ball for the fight against HIV/AIDS. As one of 
the largest charity events in Europe, the Vienna Life Ball is 
working to beat this pandemic. Every year since 2000, the 
BMW Group has donated a special MINI to the event, created 
by a renowned designer. It is auctioned for charity after the 
ball is over. To date, the auctioning of these one-off MINIs 
has raised over euro 500,000 for the fight against HIV/AIDS.


The BMW Family Day was a great success in 2012, with 
around 75,000 visitors and an infotainment and entertain-
ment programme at all locations in Munich: Over 4,000 
employees helped organise the event, and they all worked 
for free. The euro 250,000 they would have normally earned 
for the hours worked went to five non-profit organisations: 
Diakonie Hasenbergl und Moosach, Arche Moosach-Allach 
e.V., Förderverein Kindernotarzt e.V., Klinik Clowns e.V. as 
well as Björn-Schulz Stiftung. 


Since August 2012, the emergency vehicle that the 
BMW Group donated to the Munich children’s emergency 
services has been on the road 24/7. The BMW X3 xDrive 
20d was specially equipped for medical emergencies and has 
done 2,800 trips so far. In around 25% of these cases, on-call 
paediatricians arrive at the scene before the ambulances or 
fire brigade, and can provide essential first aid support.


rewarding employee Commitment


In 2011, the BMW Group award for employee social respon-
sibility went nationwide in Germany for the first time. In 
2012, it went global and employees worldwide could apply. 
This award is the company’s way of thanking those employ-
ees who do voluntary work. A total of 131 projects from 14 
countries went up for the award. The Doppelfeld-Stiftung also 
awarded a special prize in 2012 again. This award was set up 
explicitly for young employees. At a ceremony in the BMW 
museum, two projects from Panama and South Africa and 
one from Germany were presented with the award, receiv-
ing a financial donation of euro 15,000 in total to support 
their future work. The special prize of euro 5,000 went to a 
French employee.


 Figure 31  Bmw group donations worldwide in 2012 
in %, Total sum: €9,637,5981


a – Science/Education 42


b – Society/Community 41


c – Culture 7


d – Politics 4


e – Environment/Sustainability 3


f – Sport 3


fed
c


b


a


1  The sum indicated here does not include either cause-related marketing or sponsorship and does not contain 
the projects and activities carried out in the context of the company’s social and cultural commitment.


 Figure 32  amount oF expenditure on soCial Commitment, 
By type oF aCtivity or donation in € thousand


2008 2009 2010 2011 2012


Total 5,707 7,619 26,591 36,846 31,979


 Donations/contributions in kind  Community investment 


 Commercial activities (sponsoring, cause-related marketing)


Total expenditure for Corporate Citizenship activities decreased compared to the 2011 financial year. The main 
reason for this was special event-related and one-off project funding in 2011, which was not repeated in 2012.


40,000


32,000


24,000


16,000


8,000


48,000
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We see ourselves as a corporate citizen and aim to play a role 
in overcoming the challenges presented by society. Intercul-
tural understanding and responsible use of global resources 
are two essential ingredients in a joint approach towards 
resolving the issues that arise between cultures.


We are familiar with the conditions of the countries in which 
we work. We intend to put this expertise to good use in 
our Corporate Citizenship activities. Long-term educational 
projects are a suitable tool to pursue and achieve these goals. 
After all, education leads to more mutual understanding 
and social inclusion.


The BMW Group itself also benefits from its Corporate Citi-
zenship activities. If we contribute towards reducing inequal-
ity we will gain an even better understanding of local social 
structures. Better intercultural understanding also enables us 
to address new target groups and to take a novel approach 
to finding solutions. Our Corporate Citizenship activities 
make an essential contribution towards remaining a suc-
cessful global player.


INtERCuLtuRaL INNovatIoN 


As a global corporation with a multi-national workforce, the 
BMW Group has been working for many years now to pro-
mote understanding between nations, religions and ethnic 
groups. Between 1997 and 2010, the BMW Group Award for 
Intercultural Learning went to a large number of innovative 
projects and individuals worldwide who support sustainable, 
open relations in the international community. 


In 2011, the Intercultural Innovation Award, a partnership 
between the BMW Group and the United Nations Alliance 
of Civilizations (UNAOC), was established. The award is 
presented to exceptionally innovative projects that promote 
dialogue and understanding between different cultures 
worldwide, thus making an essential contribution towards 
safety and peace in civilised society. In 2012, 514 applicants 
from 92 countries went up for the award; in 2011, there were 
over 400 applicants from 70 countries.


The chosen projects receive both prize money and men-
toring support from the World Intercultural Facility for 
Innovation (WIFI) network, which was set up specifi-
cally for this purpose. The aim is to increase the effec-
tiveness of the projects and make them transferable 
to other contexts. The mentoring support provided is  
tailored to the individual needs of the awardees.


After receiving the award and the mentoring support that 
goes with it, several 2011 awardees have already produced 
concrete results and have replicated their efforts. 


mIDDLE East justICE aND DEvELoPmENt INItIatIvE


First prize went to the Center for World Religions, Diplo-
macy and Conflict Resolution for their pioneering initiative 
to promote peace and intercultural understanding in the 
Middle East. The Jewish-Arab tourist programme organises 
individually tailored group tours to Israel, Palestine, Jordan, 
Egypt and Turkey. With Israeli and Palestinian peacemakers 
as guides, these trips present an objective picture of the 
region from various perspectives and bring participants 
into contact with local activists who are working for change. 
500 people participated in these trips in 2012. The project 
has expanded beyond Israel and Palestine to Egypt, Turkey 
and Jordan.


DIvERsECIty oNBoaRD – thE maytREE fouNDatIoN


Second prize went to the private Maytree Foundation for 
its project DiverseCity onBoard, which works to establish 
equality for ethnic minorities in the region around Toronto, 
Canada. DiverseCity onBoard connects public institutions 
and non-profit organisations with highly qualified appli-
cants from minority communities and encourages them to 
see diversity as a fundamental value in a common society. 
By 2011, 1,500 members and 550 organisations had taken 
part in the project. 2,000 new members from another six 
countries are expected to join by mid-2013. 


vaga LumE assoCIatIoN 


The Vaga Lume Association is a non-profit organisation 
which promotes cultural exchange and works for the inde-
pendence of the people and communities of the Amazonas 
region in Brazil. In 2011, 14 groups of teenagers benefited 
from the organisation’s projects; this number rose to 16 
in 2012. 


KICKfaIR


Kickfair uses the global power of football to bring people 
together. Through the medium of street football, the organ-
isation develops a wide range of projects in the areas of 
education, intercultural learning and upbringing. Partici-
pants learn skills that are important for the game but even 
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CoRPoRatE CItIzENshIP


number of children by bringing more schools into the project 
each year. The company plans to expand the SEED project 
in the next few years. 


ExPERIENCINg moBILIty aND sustaINaBILIty


To complement our main topic of intercultural innovation 
and social inclusion, we have many educational projects that 
promote understanding of technology and sustainability. One 
example is the BMW Group’s Junior Campus. Together with 
renowned educators and scientists, the company developed a 
concept that enables people to use all their senses to discover 
mobility and sustainability. For example, children are given 
the opportunity to independently and interactively explore, 
test and experiment the sustainability aspects of a car’s life 
cycle. We adapt this international project to the specific needs 
of the different markets. 


The first Junior Campus was opened in autumn 2007 in 
Munich. Some 17,100 children and adolescents took part 
in 1,400 workshops. 21,000 guests visited the open labora-
tory, where once a day they could interact free of charge 
with various exhibits to delve deeper into the topic of 
mobility.


more important for life beyond the pitch. 5,000 youngsters 
took part in the projects in 2011; in 2012 this figure rose to 
33,200, with participants from Germany, Paraguay, Chile, 
Brazil, Cambodia, Israel, Ruanda and Kenya.


IRENIa – gamEs of PEaCE


Irenia is a Spanish collective comprising professionals and 
teachers with many different levels of education and expe-
rience. The members of Irenia are committed to creating a 
new culture of peace by offering educational projects for 
responsible citizenship. Irenia actively supports and uses 
teaching and learning approaches based on both emotional 
commitment and academic knowledge. The Spanish collec-
tive has branches in Egypt, Tunisia, Greece, Jordan, Turkey, 
Italy, Rumania and Palestine.


PRomotINg aN oPEN soCIEty


The BMW Group supports the Adam Institute for Democ-
racy and Peace – a leading organisation for teaching demo-
cratic values throughout Israel. Since 1999, we have been 
supporting a programme that teaches democratic values in 
Jewish and Arab schools. We aim to support the education of 
Arab and Jewish adolescents and thus make a contribution 
towards intercultural understanding and to securing peace. 
The BMW Group’s long-standing commitment has earned 
the company the Teddy Kollek Award.


LoNg-tERm EDuCatIoN PRojECts foR soCIaL INCLusIoN


One of the BMW Group’s largest long-term educational pro-
jects is in South Africa. The Schools Environmental Education 
Development (SEED) project aims to raise young people’s 
awareness of environmental issues and promote social 
responsibility. Pupils at the participating schools learn skills 
such as how to grow vegetables and look after a garden. They 
also learn about hygiene. This project places particular focus 
on integrating children from disadvantaged areas.


Each participating school is also responsible for an environ-
mental project. The schools are inspected annually and their 
performance evaluated. They receive a financial reward based 
on how well they have performed.


The SEED project was launched in 1996 at 15 schools close 
to the BMW plant in Rosslyn. The project has had a positive 
impact both on the children themselves as well as on their 
families and friends. SEED also plays an important role in 
communities affected by HIV/AIDS. Over 60 schools are now 
taking part in the project. BMW is reaching an ever-increasing 


sEED PRogRammE — funded project for education on the environment at schools 
in South africa.
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In 2012, we opened our Junior Campus Berlin. It is based on 
the educational concept of the Junior Campus in Munich and 
was further developed in cooperation with the Deutsches 
Technikmuseum by adding the areas of natural science and 
mathematics. 


At the end of 2012, the BMW Korea Future Fund opened 
the first international Junior Campus in South Korea. The 
mobile laboratory, which is installed in a truck, contributes 
towards social inclusion by offering educational opportuni-
ties to underprivileged children from rural regions of the 
country.


ExPERIENCINg moBILIty aND sustaINaBILIty


To complement our main topic of intercultural innovation 
and social inclusion we have many educational projects 
that promote understanding of cultures, technology and 
sustainability. One example is the BMW Group’s Junior 
Campus. Together with renowned educators and scientists 
the company developed a concept that enables people to 
use all their senses to discover mobility and sustainability. 
For example, children are given the opportunity to indepen-
dently and interactively explore, test and experiment with 
the sustainability aspects of a car’s life cycle. We adapt this 
international project to the specific needs of the different 
markets.  


The first Junior Campus was opened in autumn 2007 in 
Munich. Five to 13-year-olds are introduced to topics such 
as sustainable production or alternative drive systems. In 
2012, we realigned our Junior Campus activities to place 
even more focus on sustainability. Some 17,100 children 
and adolescents took part in 1,400 workshops. 21,000 guests 
visited the open laboratory, where once a day they could 
interact free of charge with various exhibits to delve deeper 
into the topic of mobility. 


In 2012, we opened our Junior Campus Berlin. It is based on 
the educational concept of the Junior Campus in Munich and 
was further developed in cooperation with the Deutsches 
Technikmuseum by adding the areas of natural science and 
mathematics. In its first year, 8,126 children and adolescents 
took part in the workshops.


At the end of 2012, the BMW Korea Future Fund opened 
the first international Junior Campus in Korea. The new 
mobile laboratory, which is installed in a truck, contributes 
towards social inclusion by offering educational opportuni-
ties to underprivileged children from rural regions of the 


country. Junior Campus is designed to serve children at 
primary schools, community centres, libraries and other 
public institutions. The modules are based on the model 
used in Munich, but were adapted to the requirements of the 
Korean education system. The aim is to awaken an interest 
in science, technology, engineering, art and mathematics 
in children between the ages of nine and twelve.


INtERNatIoNaL uNIvERsIty NEtWoRK


We are currently expanding our partnerships with univer-
sities worldwide. This includes setting up or expanding 
strategic partnerships with universities such as Technische 
Universität München, Karlsruhe Institute of Technology, 
University of St. Gallen, Clemson University, Georgia Insti-
tute for Technology as well as Massachusetts Institute of 
Technology – all universities that the BMW Group wishes to 
work with in the area of research and technology transfer as 
well as the promotion of young talent and industry-relevant 
education. Partnership projects range from joint research 
programmes to integration into the BMW Group’s young 
talent programmes. For example, we cooperate with the 
universities of Deggendorf, Ingolstadt and Esslingen on 
our “SpeedUp Bachelor” programme. The BMW Group also 
supports the work of universities through donations. For 
example, from 2009 to 2011, we made a major contribution 
to the construction of the Institute for Advanced Study 
at TU München. We also support universities by install-
ing endowment chairs, providing vehicles for research and 
teaching purposes as well as having employees engaged 
as lecturers. In addition to its work with universities, the 
BMW Group also cooperates with and supports the work 
of vocational schools. For example, in 2012 we provided 
a BMW Active Hybrid 3 – a fully hybrid vehicle – to the 
vocational school Städtische Berufsschulzentrum für Fah-
rzeugtechnik in Munich. 


The vehicle, worth euro 52,000, is used at the school for 
teaching and training purposes. The BMW Group is an 
important player in Germany’s dual vocational training 
system and had previously provided the same school with 
a vehicle worth euro 70,000 in 2008.


safEty foR aLL RoaD usERs


For the BMW Group, it is not only vehicle safety that matters, 
but also the safety of all road users. We are committed to 
increasing safety levels around the world through numerous 
social initiatives. 
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Since 2009, the BMW Group’s “Stay Alert. Stay Alive” pro-
gramme has been promoting the use of safety belts and child 
seats in the United Arab Emirates. Only one third of drivers 
in the United Arab Emirates use safety belts, and only two 
percent of children are protected by child seats. We have 
raised awareness of road safety with an extensive campaign 
ranging from radio advertisements to Public Awareness Days 
at BMW dealers. We also informed around 3,000 students 
about the consequences of dangerous driving and provided 
more than 4,500 child seats. The campaign received awards 
from a number of associations, for example from the Middle 
East PR Association in 2012 as the best initiative in the area 
of Corporate Social Responsibility and as Best Integrated 
Campaign at the Dubai Lynx Awards.


foRECast


We will continue to expand our main areas of intercultural innov-
ation and responsible use of resources to enhance our contribution 
towards better intercultural understanding. our educational pro-
jects are the tool we use to promote this understanding. In the area 
of road traffic, we will continue to work at local level, placing the 
main focus on children and learner drivers.


Since 1984, walks to and from school have become safer 
every year in Munich. The majority of Munich’s year one 
schoolchildren are provided with School Route Maps. These 
show children where there is a risk of danger and chart alter-
native routes to help them get to school safely. In Munich, 
the number of schools participating has increased from 55 in 
1984 to 138 in 2012. According to the Munich police authorit-
ies, the number of accidents on the way to and from school 
dropped in the same period from 357 to 99 – even though 
the population of Munich is growing constantly. Among 
the 15 largest German cities, Munich has the lowest child 
pedestrian accident rate. According to the traffic authorities 
in Munich, the School Route Maps have contributed towards 
this decrease. In 1998, the BMW Group launched the project 
in Berlin, where around 280 schools have been provided with 
146,000 maps so far.


In the UK, similar efforts have focused on the Internet. Our 
Safe on the Street programme has provided a designated 
website for children, parents and teachers since the year 
2001. With 237,538 visitors in 2012, the portal received the 
International Visual Communications Gold Award for its 
innovative and user-friendly approach.


In the USA, over 15,000 adolescents and adults visit our 
BMW Performance Driving School each year. As part of a 
cooperation project with dealers nationwide, The Perfor-
mance Driving School also offers the Teen Driving School 
for beginners. The BMW Car Club of America’s Teen Driver 
Safety Program also targets beginners and reaches around 
4,000 teenagers in over 90 schools. 2011 saw the launch of 
an additional campaign called DON’T TXT & DRIVE. This 
uses the full range of media channels to warn young people 
of the dangers of distractions at the wheel.
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The Corporate Communications and Policy departments 
select the projects that are to receive funding. However, the 
individual locations also support local cultural engagement. 
Within the company, proposals can be submitted to the 
cultural commitment office. Project proposals can also be 
submitted to the BMW Group from outside the company. 
The cultural commitment office reviews the proposals to 
determine whether they are in line with corporate strategy 
and either implements them itself or in cooperation with 
other BMW Group departments. 


The challenge here is in choosing suitable cultural partners 
and in working together to create an appropriate format, as 
the strategy does not provide for funding of individual events 
or artists. This requires time and long-term planning.


We are working with the cultural organisations to develop 
long-term collaborations that do not compromise the inde-
pendence and artistic freedom of our partners on any project.


In 2012, we successfully expanded our cultural commitment 
at international level. The feedback we receive from creative 
artists, customer surveys and in the form of positive media 
reports demonstrates the high level of public acceptance of 
our cultural commitment.


BmW guggENhEIm LaB


The BMW Guggenheim Lab, an initiative of the Solo-
mon R. Guggenheim Foundation in association with the 
BMW Group, is a mobile research lab that travels to a num-
ber of cities all over the world. International teams of young 
people from the areas of urban planning, architecture, art, 
design, the sciences, technology, education and sustainabil-


The BMW Group has been promoting culture for over 
40 years. We support hundreds of projects worldwide in the 
areas of classical music and jazz, contemporary art as well as 
architecture and design.


Our commitment to the promotion of culture helps us to meet 
our social responsibility as a corporate citizen. Our activities 
in this area also enhance the reputation of our corporate 
brands and open up dialogue with opinion-makers. They 
also raise the profile of our company. 


In 2012, we began to implement the BMW Group Cultural 
Commitment strategy, which standardises our activities 
in this area. This umbrella strategy will be implemented 
worldwide and is based on the corporate and brand strategy 
approved by the Board of Management as well as on the 
sponsorship strategy launched in 2010. The German mar-
ket also introduced its own cultural strategy based on this 
umbrella strategy.


 WWW  : bmwgroup.com /svr630


Cultural  
Engagement


6.3


thE BmW guggENhEIm LaB IN BERLIN — richard armstrong, Director Solomon 
r. guggenheim museum and foundation, at the opening.


thE BmW guggENhEIm LaB IN mumBaI — 165 free programs over 29 days.
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ity work on projects and experiments and engage in public 
dialogue on issues of modern urban living. The purpose is to 
carry out research and experiment with new concepts as well 
as to develop forward-looking solution concepts for city life.


The BMW Guggenheim Lab was launched in New York in 
2011. In 2012, it came to Berlin. The general public was invited 
to visit the lab to find out how tools and ideas developed in 
collaboration with others can help them to actively design 
their urban environment. The project has been a success, 
with 27,000 visitors over 33 days and three long-term urban 
projects set up as a result. In addition to an interactive biking 
map for Berlin and a neighbourhood gardening project, an 
online city map of vacant public property was developed. 
The aim of this online map is to involve Berlin citizens in the 
planning of the future use of these public spaces.


At the end of 2012, the BMW Guggenheim Lab moved on 
to Mumbai. 


In collaboration with the Dr. Bhau Daji Lad Museum, the Lab 
toured six locations throughout the Mumbai metropolit an 
area between December 2012 and January 2013, thus reach-
ing the maximum number of people possible with its pro-
grammes and participative studies. Just under 23,900 visitors 
of all ages took part in 165 events over 29 days, participating 


in design and research projects, surveys, guided tours, discus-
sions, workshops and film screenings.


The Mumbai Lab building, designed by Tokyo architects Bow-
Wow in cooperation with SDM Architects from Mumbai, will 
remain in Mumbai after the Lab has moved on. The L-shaped 
structure, mainly made of bamboo and specially designed 
for the square on which the Dr. Bhau Daji Lad Museum is 
located in Mumbai’s Byculla neighbourhood, will become an 
informal meeting place for the museum and its future visitors. 


The BMW Guggenheim Lab has received a number of inter-
national awards and nominations.


The BMW Guggenheim Lab was recognised by the United 
Nations as a showcase project that motivates people to 
become more involved in public discussion and projects 
on important urban topics. It has also received a number 
of awards, including the following:


  International Design Communication Award 2012: Inter-
active Lab Logo winner in the Best Logo category


 
  2012 MUSE Awards: The Urbanology game receives gold 


in the Games and Augmented Reality category; the BMW 
Guggenheim Lab website receives an Honorable Mention 
in the Online Presence category.


  Goldener Bulle 2012 (Art Investor): Winner in the Kunst 
und Kultur (Art and Culture) category


  “CITATION” for Design Excellence from the jury of the 
2012 AIA New York State Design Awards


  Kulturmarken-Award 2012: BMW Guggenheim Lab is a 
prize winner in the Trendmarke des Jahres (trend brand 
of the year) category


Meanwhile, the award-winning Opera for All has been offer-
ing the Munich public a very special musical experience since 
1997, with a similar format established in Berlin in 2007. 
These open-air events are organised in conjunction with the 
Bavarian State Opera in Munich and the Berlin State Opera 
Unter den Linden, which put on performances in public 
spaces for an audience that would otherwise probably not 
have access to opera. For example, a total of around 60,000 
people came to Bebelplatz to see a live transmission of “Don 
Giovanni” on 30 June 2012 and an open-air concert with the 
Staatskapelle Berlin on 1 July 2012. 


We have now gone international with this format. In 2012, the 
first BMW LSO Open Air Classics concert took place. In the 
future, the renowned London Symphony Orchestra will be 


thE BmW Lso oPEN aIR CLassICs — on Trafalgar Square in London.
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ports jazz festivals and concerts in various cities in Europe, 
South America and Asia.


The BMW Group has been the main partner in the Munich 
Philharmonic’s educational programme Spielfeld Klassik 
since 2011. The initiative aims to awaken an interest in clas-
sical music in people from different backgrounds by offering 
adults and children from as young as five years of age the 
opportunity to visit concerts, rehearsals, introductory events 
and workshops. In 2012, the school concert Beethoven und 
die Freiheit, a project of the Spielfeld Klassik programme, 
won an award in the 365 Landmarks in the Land of Ideas 
competition.


DEsIgN IN DIaLoguE


Since 2010, the BMW Group has had an installation at the 
annual international furniture fair Salone del Mobile in 
Milan. We want to be inspired by the designs of the furni-
ture manufacturers and at the same time present our own 
ideas. A look beyond our own industry creates headroom 
for design innovation. In 2012, we presented COLOUR ONE 
for MINI by Scholten & Baijings. This designer team from 
the Netherlands is researching the design of a MINI One by 
looking at how it is put together, right down to the small-
est components. So they are literally dissecting the design 
process. The result is a reinterpretation that questions and 
puts a new perspective on the laws of vehicle design.


foRECast


We intend to further expand our cultural commitment activities 
in 2013. In addition to our hundreds of partnerships worldwide, a 
number of new projects are planned: Kino der Kunst, a film festival 
with an exhibition and a competition open to entries from all over 
the world, will offer young international artists a forum to present 
current artistic trends. BmW Tate Live will add in-gallery perform-
ances and think tanks to its programme in 2013. We also plan to 
participate in international art fairs with a range of different non-
commercial formats and will be at paris photo Los angeles for the 
first time. We aim to further expand the education concepts Spiel-
feld Klassik and opera for all to help break down inhibitions when it 
comes to enjoying culture.


playing live open-air classical music concerts for the general 
public once a year. Entry is free of charge and 15,000 people 
came to the first performance on Trafalgar Square in London.


moDERN aRt, musIC, aRChItECtuRE aND DEsIgN


We support a wide range of modern and contemporary art, 
classical music, jazz, architecture and design. 


moDERN aND CoNtEmPoRaRy aRt


The Preis der Nationalgalerie für junge Kunst and Preis für 
junge Filmkunst in Berlin, established in 2011, are two of 
the BMW Group’s contemporary artist awards. French video 
artist Cyprien Gaillard received the award in 2011. From 
2013 onwards, instead of a purely monetary prize, the win-
ners each year will be given the opportunity to hold their 
own exhibition, accompanied by a catalogue, in one of the 
Nationalgalarie locations. This exhibition will take place in 
the year after the award has been won. 


Art Drive! was held in 2012 during the Olympic Games in 
London. Almost 13,000 visitors came to the free exhibition, 
which lasted two weeks and showcased 16 of the 17 BMW 
Art Cars. This collection of cars designed as works of art 
was exhibited in its entirety for the first time in the UK, 
in a multi-storey car park in Shoreditch, central London.


We also launched BMW Tate Live in 2012. This collabo-
ration between the BMW Group and the Tate Modern in 
London is designed to run for several years. It will showcase 
performances and interdisciplinary art forms that can only 
be accessed live online. The partnership aims to use new 
art forms to reach an international audience and to take 
changing expectations of art into account in the process. 


At Art Basel in 2012, we presented the BMW Art Guide by 
Independent Collectors as the first publication of its type. 
It lists private art collections worldwide that are open to 
the public. It is also the first joint publication to result from 
the partnership between the BMW Group and Independent 
Collectors, established in 2009. As with other collaborative 
projects, the guide aims to make privately owned contem-
porary art accessible to the public.


CLassICaL musIC aND jazz


The BMW Welt Jazz Award was presented for the fourth 
time in 2012. Six international ensembles took part in the 
competition which went by the motto Jazz and the City. 
The award, with prize money of euro 15,000, has already 
become an established name in the jazz world. In addition 
to the BMW Welt Jazz Award, the BMW Group also sup-
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thE WoRK of BmW fouNDatIoN hERBERt quaNDt


Since 1995, the foundation’s Young Leaders forums have been 
encouraging upcoming managers to become aware of their 
responsibility to society. The foundation’s forums are held in 
North and South America, Europe, Asia and Africa. Partici-
pants visit social institutions, government offices and com-
panies to gain an understanding of the day-to-day life of local 
players who want to have an active role in shaping change. 


The extent of the contribution these forums can make was 
clearly illustrated by their collaboration with Matthew Spa-
cie, founder of the non-profit organisation Magic Bus in 


We believe it is possible to successfully shape a society that is 
based on social cohesion and innovation if the competencies 
and skills of each individual are harnessed for the general 
good and used to implement social change. Our foundations 
contribute towards making this happen. 


The BMW Foundation Herbert Quant promotes international 
dialogue and collaborations between government, business, 
the sciences and citizens. One of its central themes is the role 
of managers in advancing society. 


BMW AG’s Eberhard von Kuenheim Foundation sees itself 
as a service provider for initiatives that are important to 
society. As an incubator for the seeds of social initiatives, 
it works under the motto Freude am neu:wagen to bring 
together organisations from many various areas. The aim 
is to set up forward-looking pilot projects which then, after 
a successful test phase, become independent.


With a mix of their own projects, long-term funding and 
advice services, the foundations are highly relevant to soci-
ety as a whole. It is a challenging task to design projects in 
such a way that they can continue on their own after the 
funding and support phase. To meet this challenge, the 
foundations create a strong structure at an early stage. In 
2012, they invested a total of €4.76 million in non-profit 
programmes and projects. The foundations provide clear 
and comprehensible evidence of the success of their vari-
ous activities.


Both foundations are independent, legally and with respect 
to their content. They plan and manage their programmes 
themselves. In some areas, the foundations collaborate with 
the BMW Group in order to make their commitments more 
effective. In 2012, the BMW Foundation Herbert Quandt 
expanded its Young Leaders programme in Africa and Latin 
America. The Eberhard von Kuenheim foundation also made 
progress in 2012. For example, the JOBLINGE project, which 
helps young people who have no training to move towards a 
normal working life, progressed to the stage where it could 
become independent.


In addition, the BMW Korea Future Fund was established in 
2011. This foundation, run by BMW Korea, promotes initia-
tives for environmentally friendly mobility.


 WWW  : bmwgroup.com /svr640


Foundations


6.4


€ 4.76 million
— Was INvEstED By thE fouNDatIoNs 
of thE BmW gRouP In non-profIT 
programmeS anD proJecTS


— fouNDED IN  
thE yEaR


1970


21
— EmPLoyEEs


 Data: fouNDatIoN:


The BmW foundation inspires and supports 
people in working for the general good and 
making society fit for the future. It is involved 
in partnerships worldwide. Together, we look 
at government, the economy and society  
to seek innovative solutions which will unite 
people and cultures and reinforce social 
cohesion.


 aBout thE fouNDatIoN:


€ 3.5 million
— ExPENDItuRE IN  
2012 oN NoN-PRofIt 
PRojECts


— fouNDED IN  
thE yEaR


2000


10
— EmPLoyEEs


€ 1.26 million
— ExPENDItuRE IN  
2012 oN NoN-PRofIt 
PRojECts


 Data: fouNDatIoN:  aBout thE fouNDatIoN:


 aREas:


 education
 Work
  Sustainable 
action


This BmW ag founda-
tion was established 
in honour of eberhard 
von Kuenheim, who 
was chairman of the 
Board of management 
and Supervisory Board 
for many years. The 
foundation works with 
pilot projects to create 
long-term change in 
areas of society that 
are in need of reform.
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Since the project was launched, the BMW Group has pro-
vided over euro 250,000 in funding and offers participants a 
large number of training positions and practical experience. 
In 2012, the project was handed over to the JOBLINGE 
umbrella organisation and will now be managed indepen-
dently as a social franchise.


Also in 2012, the education project tat:funk in which school-
children organise and produce their own radio programme 
was handed over to the independent foundation Stiftung 
Zuhören. Over 2,000 schoolchildren in 10 German federal 
states have taken part in this project so far, producing some 
250 radio programmes.


At the Lehr:werkstatt workshop, trainee teachers work 
in tandem with a school teacher for a full school year to 
improve the quality of lessons. About 100 of these tandem 
arrangements were carried out at two universities in 2012. 
More universities will introduce the Lehr:werkstatt concept 
in 2013/14.


The Junge Vor!Denker pilot project uses a philosophical 
approach to help raise children’s awareness for sustainabil-
ity issues. UNESCO praised the project for the contribution 
it has made towards the World Decade of Education for 
Sustainable Development. In 2012, the schoolbook Wie 
wollen wir leben? (how do we want to live?) was published. 
This practical guide provides teachers with philosophically 
structured units for lessons on sustainability.


In order to strengthen sustainable business operations, the 
foundation launched the Verantwortung Unternehmen (A 
Responsible Business) initiative. Participating companies 
from various industries engage in dialogue on the challenges 
they face in the area of sustainable operations. They train 
their managers and exchange advice on how to implement 
specific measures – for their own benefit and that of society 
as a whole. To date, 20 companies have taken part in the 
initiative and have implemented projects in their own core 
business areas. The initiative was praised by UNESCO for its 
contribution to the World Decade of Education for Sustain-
able Development. The BMW Group is participating with 
the Gesundheitsmanagement 2020 project.


The Eberhard von Kuenheim Stiftung spent a total of euro 
1.25 million on its projects in 2012. 


With the approval of the board of trustees, the founda-
tion revised its investment principles in 2011 to provide 
more leeway for mission-related investment of foundation 
funds. With its project “Sinnvestition – Vermögensanlage 
mit bewusster Wirkung” (Positive Impact through wise 
Investments), the foundation aims to further expand this 
approach in the coming years.


Read more about the work of BMW AG’s Eberhard von 
Kuenheim Foundation at www.kuenheim-stiftung.dew


India. Magic Bus is the largest mentoring programme in 
Asia for children growing up in poverty. Since learning 
about the programme at the BMW Foundation in 2009, 
the Young Leaders have been supporting it with both 
their expertise and the benefits of their network. Today, 
BMW Group India also supports the project with euro 
150,000 annually. 


Magic Bus helps 250,000 children get a better education and 
enjoy better health. They also learn about gender equality 
and many are working on promising start-ups to secure their 
future. Some 90% of the Magic Bus children express the wish 
to continue with their education after tenth grade. With the 
support of the BMW Group, Magic Bus programmes have 
been set up in the Delhi and Chennai regions. 


The BMW Foundation also collaborated closely with the win-
ners of the BMW Foundation Young Leaders Awards 2012 
(Generationsbrücke in Germany, Earth Security Initiative in 
UK and Teach me to Fish in Bulgaria), which aims to leverage 
creativity and entrepreneurship to create a better society. 
The foundation was able to convince the Young Leaders to 
provide pro bono support to the organisations.


The foundation’s funds amount to euro 50 million and some 
euro 3.5 million were spent on non-profit projects in 2012. 


Over the next few years, the BMW Foundation Herbert 
Quandt plans to set up international locations in coopera-
tion with local organisations. The aim is to support interna-
tional dialogue on the regulatory framework of society and 
to exploit the potential of the global Young Leaders network 
to the full. Since 2012, the foundation has been cooperat-
ing with the American Taproot Foundation to work out 
how to structure managers’ volunteering activities for social 
organisations in Germany in a more professional way. The 
resulting concept was presented to the public. In September 
2013, some 250 participants of the 4th World Young Leaders 
Forum will deal with the topic “Going Sustainable – Towards 
Quality Growth in China and the World”.


Read more about the work of the BMW Foundation Herbert 
Quandt at www.bmw-stiftung.de


thE WoRK of thE BmW ag  
EBERhaRD voN KuENhEIm fouNDatIoN


In 2007, the foundation collaborated with the Boston Con-
sulting Group on launching the JOBLINGE project to sup-
port young people without training or employment. The 
six-month programme helps young people move towards 
a normal working life by providing them with individual 
mentoring and practical experience. In 2012, three new 
locations in Leipzig, Cologne and Essen were added to the 
four existing ones. The programme has so far supported 
almost 1,000 young job-seekers, over 60% of whom have 
succeeded in finding training positions or jobs. 
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Independent AssurAnce report


to BmW ag, muNICh


We have been engaged to perform a limited assurance engagement on the “objectives, key facts and figures” part of the 
Sustainable Value Report of BMW AG, Munich (the Company), for the business year from 1 January to 31 December 2012 
(the report1).


maNagEmENt’s REsPoNsIBILIty


The Company’s Board of Managing Directors is responsible for the proper preparation of the report in accordance with 
the criteria stated in the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of the Global Reporting Initiative (GRI):


  Materiality,
  Stakeholder Inclusiveness,
  Sustainability Context,
  Completeness,
  Balance,
  Clarity,
  Accuracy,
  Timeliness,
  Comparability and
  Reliability.


This responsibility includes the selection and application of appropriate methods to prepare the report and the use of 
assumptions and estimates for individual sustainability disclosures which are reasonable in the circumstances. Furthermore, 
the responsibility includes designing, implementing and maintaining systems and processes relevant for the preparation 
of the report.


PRaCtItIoNER’s REsPoNsIBILIty


Our responsibility is to express a conclusion based on our work performed as to whether anything has come to our atten-
tion that causes us to believe that the data of the report of the Company for the business year 2012 has not been prepared, 
in all material respects, in accordance with the above mentioned criteria of the Sustainability Reporting Guidelines Vol. 3.1  
(pp. 7 to 17) of the GRI. We also have been engaged to make recommendations for the further development of sustainability 
management and sustainability reporting based on the results of our assurance engagement.


We conducted our work in accordance with the International Standard on Assurance Engagements (ISAE) 3000. This Standard 
requires that we comply with ethical requirements and plan and perform the assurance engagement, under consideration 
of materiality, to provide our conclusion with limited assurance.


In a limited assurance engagement the evidence-gathering procedures are more limited than for a reasonable assurance 
engagement (for example, an audit of financial statements in accordance with § (Article) 317 HGB (“Handelsgesetzbuch”: 
“German Commercial Code”)), and therefore less assurance is obtained than in a reasonable assurance engagement. 


The procedures selected depend on the practitioner’s judgement.


INDEPENDENt assuRaNCE REPoRt


1  Our engagement applied to the German version of the report. This text is a translation of the Independent Assurance Report issued in German 
language - the German text is authoritative. Selected information of the “objectives, key facts and figures” part are published in the report “Adding 
Value – Sustainable Value Report 2012” available both as a printable version and as an online version on BMW’s web presence www.bmwgroup.com/svr. 
The following figures were subject to our engagement: 6 to 22, and 24 to 32.
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Within the scope of our work we performed amongst others the following procedures:


   Inquiries of personnel responsible for the preparation of the report regarding the process to prepare the reporting of  
sustainability information and the underlying internal control system;


   Inspection of documents regarding the sustainability strategy as well as understanding the sustainability management 
structure, the stakeholder dialogue and the development process of Company’s sustainability program;


  Inquiries of personnel in the corporate functions that are responsible for the chapters Sustainability management, Product 
responsibility, Group-wide environmental protection, Supply chain management, Employees and Corporate Citizenship;


  Recording of the systems and processes for collection, analysis, validation and aggregation of sustainability data and its 
documentation on a sample basis;


  Performance of site visits as part of the inspection of processes for collecting, analyzing and aggregating selected data:
 – in the corporate headquarter in Munich,
 – in the production plant in Munich,
 – in the production plant in Landshut,
 – in the production plant in Hams Hall (UK),
 – in the production plant in Rosslyn (South Africa);
  Analytical procedures on sustainability data of the report;
  Comparison of selected data with corresponding data in the Company’s Annual Report 2012;
  Gaining further evidence for selected data of the report due to inspection of internal documents, contracts and invoices/


reports from external service providers.


CoNCLusIoN


Based on our limited assurance engagement, nothing has come to our attention that causes us to believe that the data of the 
report of the Company for the business year 2012 has not been prepared, in all material respects, in accordance with the 
above mentioned criteria of the Sustainability Reporting Guidelines Vol. 3.1 (pp. 7 to 17) of the GRI.


EmPhasIs of mattER – RECommENDatIoNs


Without qualifying our conclusion above, we make the following recommendations for the further development of the 
Company’s sustainability management and sustainability reporting:


  Further formalization of the internal control system for sustainability data;
  Further harmonization of worldwide reporting systems to facilitate sustainability data collection.


Munich, April 26, 2013


PricewaterhouseCoopers
aKtIENgEsELLsChaft  
WIRtsChaftsPRüfuNgsgEsELLsChaft


andreas menke  hendrik fink
WIRtsChaftsPRüfER WIRtsChaftsPRüfER
(german public auditor) (german public auditor)
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un global compact


CommuNICatIoN oN PRogREss (CoP): ImPLEmENtatIoN of uN gLoBaL ComPaCt PRINCIPLEs 2013
The BMW Group has been committed to the ten principles of the UN Global Compact since July 2001, and is continuously working on integrating sustainability criteria 
into all corporate processes. The company actively promotes compliance with internationally adopted standards and regulations in the fields of human rights, occupational 
standards, environmental protection and the fight against corruption. The BMW Group also requires its suppliers to adhere to the same standards.
 
This Sustainable Value Report 2012 is also the company’s COP on the UN Global Compact. The following chart lists examples of established BMW Group guidelines and 
management systems that support compliance with the ten principles as well as progress made during the reporting period (August 2011 – March 2013).


uN gLoBaL ComPaCt


ComPaNy guIDELINEs aND 
maNagEmENt systEms 


suBstaNtIaL PRogREss maDE REfERENCEs* gRI 


PRINCIPLE 1: suPPoRt aND REsPECt thE PRotECtIoN of INtERNatIoNaLLy PRoCLaImED humaN RIghts


BmW group:
   Long-term Human resources and  


Social policies of BmW group
   Joint Declaration on Human rights  


and Working conditions 


suppliers:
   BmW group Sustainability standard for the 


supplier network
   purchasing conditions
   Supplier management


BmW group:
  a cross-divisional human rights team is working to further entrench human rights requirements 
  Implementation of an internal risk analysis on human rights along the entire value chain 
  BmW group Human rights contact helpline installed for questions regarding and reports on human 


rights violations; in addition, employees can make anonymous reports of human rights violations via the 
BmW group SpeakUp Line


  Training courses for employees and managers focus on raising awareness of human rights


suppliers:
  In our supplier management process, we inform suppliers of human rights issues and ensure their 


commitment to the topic
  further refinement of sustainability risk management process to ensure our sustainability standards are 


met; this comprises a sustainability risk filter, a voluntary self-assessment questionnaire and sustainabi-
lity audits


  Sustainability aspects integrated into several stages of the procurement process


10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-
68, 74-76
svr121, 511, 542
Kf 6-9, 30-31, 36-38, 
40, 43-45
further documents: 1, 2, 3


ec5
La4
La6-9
La13-14
Hr1-9 
So5
pr1-2
pr8


PRINCIPLE 2: maKE suRE thERE Is No ComPLICIty IN humaN RIghts aBusEs


BmW group:
 see principle 1


suppliers:
  see principle 1


  see principle 1 10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-
68, 75-76
svr121, 511, 542 Df 
6-9, 30-31, 36-38, 40, 
43-45
further documents: 1, 2, 3


Hr 1-9
So5


PRINCIPLE 3: uPhoLD thE fREEDom of assoCIatIoN aND RECogNItIoN of thE RIght to CoLLECtIvE BaRgaININg


BmW group:
  gemeinsame erklärung über menschenrechte 


und arbeits bedingungen


suppliers:
  BmW group nachhaltigkeitsstandard  


für das Suppliersnetzwerk
  einkaufsbedingungen
  Suppliersmanagement


  see principle 1 10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-
68, 75-76
svr121, 511 
Kf 6-9, 30-31, 36-38, 
40, 43-45
further documents: 1,2,3


La4-5
Hr1-3
Hr5
So5


PRINCIPLE 4: ELImINatIoN of aLL foRms of foRCED aND ComPuLsoRy LaBouR


  see principle 3   see principle 1 10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-
68, 75-76
svr542
Kf 6-9, 30-31, 36-38, 
40, 43-45
further documents: 1,2,3


Hr1-3
Hr7
So5


PRINCIPLE 5: EffECtIvE aBoLItIoN of ChILD LaBouR


  see principle 3  see principle 1 10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-
68, 75-76
svr542
Kf 6-9, 30-31, 36-38, 
40, 43-45
further documents: 1,2,3


Hr1-3
Hr6
So5


* page numbers refer to the BmW group SVr 2012 print edition, Kf stands for BmW group SVr 2012 objectives, facts and figures section (bmwgroup.com/svr700), bmwgroup.com/svr127 (example) is a deeplink that refers to the BmW group SVr 2012 online texts.
further documents:
1  Joint Declaration on Human rights and Working conditions at the BmW group – http://www.bmwgroup.com/bmwgroup_prod/e/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BmWgroup_Human_rights.pdf
2  Long-term Human resources and Social policies of BmW group: The 8 guidelines of the personnel policy of the BmW group – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/publikationen/downloads/_pdf/BmWgroup_personnel_policy_guidelines.pdf
3  BmW group Supplier Sustainability Standard – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BmWgroupSupplierSustainabilityStandard.pdf
4  BmW group Legal compliance code – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/unternehmen/unternehmensprofil/compliance/BmWgroup_Legal_compliance_code.pdf
5  BmW group efficient Dynamics strategy – http://www.bmw.com/com/en/insights/technology/efficientdynamics/phase_2/index.html
6  BmW group environmental Declaration – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/publikationen/downloads/_pdf/BmWgroup_environmental_guidelines.pdf
7  BmW group corporate governance code – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/investor_relations/fakten_zum_unternehmen/cgcode_BmW_ag_December_2012_english.pdf
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un global compact


Company guidelines and 
management systems 


substantial progress made referenCes* gri 


prinCiple 6: elimination of disCrimination in respeCt of employment and oCCupation


bmW group:
 see Principle 1
 Diversity Management 
 BWM Group Verhaltenskodex


suppliers:
 see Principle 1


bmW group:
   Continued development of Human Resources and Social Policies and thus also personnel work in 


keeping with Strategy Number ONE
   Definition of strategic targets to promote cultural diversity, implementation of corresponding measures 


as part of “cultural background” concept
   BMW Group Human Rights Contact helpline installed for questions regarding and reports on human 


rights violations and cases of discrimination; in addition, employees can make anonymous reports of 
human rights violations and cases of discrimination via the BMW Group SpeakUP Line


   Raise awareness at the company for diversity issues


10-12, 14-16, 17-18, 
21-22, 28, 58-62, 66-70, 
75-76
svr121, 542
KF 6-9, 30-31, 36-38, 
40, 43-45
Further documents: 1,2,3


EC7
LA2
LA13-14
HR1-4
SO5


prinCiple 7: support a preCautionary approaCh to environmental Challenges


bmW group:
   Sustainability management
   Environmental management in accordance 


with ISO 14001 and EMAS
   Clean production philosophy
   BMW Group Environmental declaration
   BMW Group Legal Compliance Code
   Life cycle assessments
   Sustainability aspects considered in  


product design phase 
   Design for Recycling
   Consistent development of environmentally 


friendly technologies


suppliers:
   BMW Group Supplier Sustainability  


Standard
   Purchasing conditions
   Supplier management


   Determination of new environmental goals: Achieve a 45% reduction in energy consumption as well as 
water, wastewater, waste and solvents per vehicle produced between 2006 and 2020


   Reduction in consumption of resources and CO2 emissions per vehicle produced between 2011 and 
2012 by an average of 11.6% Thus, the BMW Group has reduced its consumption of resources and CO2 
emissions by an average of 36%, exceeding the target set for 2012 of 30%


   Increased use of environmentally friendly energy sources, e.g. at the Spartanburg location
   Establishment of an integrated environmental management system at all production locations worldwide 


as well as in the central planning departments. The management system covers the topics environment, 
occupational health and safety and energy- and cost management


   Application of biodiversity indicator to calculate the environmental status of properties
   The BMW Group joined the Aluminium Stewardship Initiative (ASI) in 2012
   Successful certification of the German branches in accordance with ISO 14001 und BS OHSAS 18001 in 


June 2012


11-12, 14-15, 17-22, 
26-31, 34-36, 39-54, 
55-62
svr001, 121, 223, 241
KF 6-31
Further documents:  3,5,6


EC2
EN18
EN26
EN30
SO5


prinCiple 8: undertake initiatives to promote greater environmental responsibility


 see Principle 7 bmW group:
   New, location-specific initiatives to reduce consumption of resources and emissions
   Ongoing implementation of the ABIS waste information system (Rayong, Thailand in 2012)
   More focus on rail as a mode of transport when issuing new invitations to tender
   Combining our car-sharing offerings with our electric vehicle solutions 
   Large number of measures to reduce water consumption, for example water-efficient fittings at sanitary 


facilities, replacement of open cooling towers by closed ones, closing of water cycles and introduction of 
waterless processes


   Commissioning of four wind turbines in the first half of 2013 on the plant premises in Leipzig, each with a 
capacity of 2.5 MW


suppliers:
   Stronger integration of sustainability aspects in selection, monitoring and training of suppliers


11-12, 14-15, 17-22, 
26-31, 34-36, 39-54, 
55-62
svr223, 241
KF 6-31
Further documents: 3,5,6


EN1-30
SO5
PR3-4


prinCiple 9: development and diffusion of environmentally friendly teChnologies


 see Principle 7    Between 1995 and 2012, we brought CO2 emissions from new BMW Group vehicles sold in Europe  
(EU-27) down by over 30%.


   Pioneer in fulfilling Euro 6 standards (valid from 2015): At the end of 2012 18 models already met the 
Euro 6 standards with standard features and compliance with the standard is available as an option for 
an additional 17 models. Since March 2013, a further four models fulfil the Euro 6 requirements with 
standard components.


   Testing of electromobility in day-to-day use with MINI E since 2008. Testing of several functions of future 
i Series since 2011, also using BMW ActiveE, an electric test vehicle based on the BMW 1 Series


   Development of electric-drive series vehicles; at the end of 2013, the first series model with electric 
drive will be available for purchase


26-34, 42-54, 62
svr121, 223, 241
KF 10-14,16-29
Further documents: 3,5,6


EN2
EN5-7
EN10
EN18
EN26-27
EN30
SO5


prinCiple 10: Work against Corruption in all its forms, inCluding extortion and bribery


   BMW Group Legal Compliance Code
   Corporate Governance Code
   BMW Group Compliance Committee and 


BMW Group Compliance Committee Office
   BMW Group Compliance Organisation
   BMW Group Principle “Personal Behaviour”
   BMW Group Principle “Business Trips”
   BMW Group Principle “Purchasing”
   BMW Group Principle “Memberships and 


Donations”
   BMW Group Principle “Signatures and 


Approval Processes”
   Risk management


   Since the BMW Group Compliance Organisation was introduced: training of 16,500 managers and 
employees Group-wide


   The BMW Group Policy “Corruption Prevention” sets out the framework for dealing with gifts, hospi-
talities and other benefits in compliance with the law and defines appropriate value limits and approval 
procedures for specified actions


   Compliance control activities are coordinated by the BMW Group Panel Compliance Controls established 
in 2011


21-22 
svr121, 141-143
Annual Report  
Further documents: 4,7


SO2-6 


* Page numbers refer to the BMW Group SVR 2012 print edition, KF stands for BMW Group SVR 2012 Objectives, facts and figures section (bmwgroup.com/svr700), bmwgroup.com/svr127 (example) is a deeplink that refers to the BMW Group SVR 2012 online texts.
Further documents:
1  Joint Declaration on Human Rights and Working Conditions at the BMW Group – http://www.bmwgroup.com/bmwgroup_prod/e/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMWGroup_Human_Rights.pdf
2  Long-term Human Resources and Social Policies of BMW Group: The 8 guidelines of the personnel policy of the BMW Group – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/publikationen/downloads/_pdf/BMWGroup_Personnel_Policy_Guidelines.pdf
3  BMW Group Supplier Sustainability Standard – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/lieferkette/_pdf/BMWGroupSupplierSustainabilityStandard.pdf
4  BMW Group Legal Compliance Code – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/unternehmen/unternehmensprofil/compliance/BMWGroup_Legal_Compliance_Code.pdf
5  BMW Group Efficient Dynamics strategy – http://www.bmw.com/com/en/insights/technology/efficientdynamics/phase_2/index.html
6  BMW Group Environmental Declaration – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/verantwortung/publikationen/downloads/_pdf/BMWGroup_Environmental_Guidelines.pdf
7  BMW Group Corporate Governance Code – http://www.bmwgroup.com/e/0_0_www_bmwgroup_com/investor_relations/fakten_zum_unternehmen/CGCode_BMW_AG_December_2012_English.pdf
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GRI INDEX


PRofILE REPoRtED1 REfERENCE


1.  strategy and analysis:


 1.1 Statement from the Board of management 
 1.2 Impacts of operational activity, key risks and opportunities


--
--


1-3 
11-12, 19-20, 27-28, 43-44, 59-60, 67-68, 83  
(a: 1, 4-6, 37, 67)


2.  organisational Profile:


 2.1 name of the organisation
 2.2  primary brands, products and services
 2.3 operational structure of the organisation
 2.4  Location of organisation’s headquarters
 2.5 countries where the organisation operates
 2.6 ownership structure and legal form
 2.7 markets served
 2.8 company profile/Scale of the organisation
 2.9 Significant changes regarding size, structure or ownership
 2.10  awards


--
--
--
--
--
--
--
--
--
--


4-5, svr002, ar 152
4-5, svr002, ar 3, 24-33
svr002, ar 180-181
svr002
4, svr002, ar 180-181
svr002, ar 47-49
Kf 6, ar 37-38, 180-181
4-5, svr002, Kf 2, 32, ar 4-5, 178-179
c
9-10, 16, 28, 31, 37, 74, 76, 87, svr114, 261, 232, 
521, 623


3.  Report Parameters:


 3.1 reporting period 
 3.2  Date of most recent previous report
 3.3 reporting cycle
 3.4  contact persons for questions regarding the report 
 3.5  process for defining report content
 3.6  Boundary of the report 
 3.7 Limitations on the scope or boundary of the report
 3.8  Basis for reporting on joint ventures
 3.9 Data measurement techniques and bases of calculations
 3.10  restatements of information
 3.11 changes from previous reporting periods in the scope, boundary or measurement methods
 3.12 grI content Index


 3.13 external assurance for the report


--
--
--
--
--
--
--
--
--
--
--
--


--


cov
cov
cov, c
svr002
cov, 12, 17-18, svr111 (a: 1, 10, svr121)
cov
cov
cov, ar 180-181
c
c
cov
abbreviated version: 94-96  
Detailed version (only available in german): svr800 
89-90


4.  governance, Commitments and Engagement:


 4.1 governance structure of the organisation
 4.2 Independence of the chairman of the Supervisory Board
 4.3 number of independent members in the highest governance body
 4.4 co-determination right of employees and shareholders
 4.5 Linkage between executive compensation and achievement of sustainability goals
 4.6  process in place to avoid conflicts of interest
 4.7  Qualifications and expertise of the highest governance body regarding economic,  


environmental and social topics
 4.8  Values, mission statements, principles and codes of conduct of the organisation  


relevant to sustainability
 4.9 oversight of the sustainability performance and relevant risks by the Board of management
 4.10 assessment of the performance of the Board of management regarding sustainability
 4.11 precautionary approach


 4.12 Support for external economic, environmental and social activities
 4.13 memberships in associations and advocacy organisations
 4.14 Stakeholder groups engaged by the organisation
 4.15 Basis for identification and selection of stakeholders
 4.16 approaches to stakeholder engagement
 4.17 Key stakeholder topics


--
--
--
--
--
--
--


--


--
--
--


--
--
--
--
--
--


21-22 , 76, Kf 34 (a: Kf 33-35), ar 152-169
ar 152-169
ar 154-157
svr143, 511, ar 47-48, 155-157, 160-162, 169
12, 70 (a: svr522), ar 170-177
21-22, ar 152-177, c
1-3, 11, 13, svr001, ar 155-157, 164-165


11-12, 21-22 (a: 5, 13-15), 43-44 (a: 1-2, 14, 42), 
58-59 (a: 60-62), ar 165, c
14-15, 17
11-12, 14-15
11-12, 14-15,19-20, 27-28, 32-33 (a: 34, svr221-223, 
231-232, 241), 43-44 (a: 1-2, 14), 59-62
13-15, 17-18, 43, 59, 83-88, 91-92, svr121
13, 17-18, svr121
17-18
cov, 17-18
17-18 (a: cov, 1, 10, 12, svr111, 121, 131, ar 46)
17-18 (a: cov, 1, 10, 12, svr111, 121, 131, ar 46), c


The following GRI Index is an abbreviated version. Please go to bmwgroup.com/svr800 to access the complete GRI Index 
including comments in the version that was referred to by GRI for auditing purposes.


gRI INDEx


 WWW  : bmwgroup.com /svr800
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INDICatoR REPoRtED1 REfERENCE


Economic:


  management approach


EC1 Direct economic value generated and distributed
EC2 financial implications due to climate change 
EC3 organisation’s defined benefit plan obligations
EC4 significant financial assistance received from government 
ec5 range of ratios of standard entry level compared to local minimum wage
EC6 Policy, practices and proportion of locally based suppliers 
EC7 Procedures for local hiring and local senior management
EC8  Development/impact of infrastructure investments and services
ec9 Indirect economic impacts


 
--


--
--
--
--
--
--
--
--
--


5-6, 10-14, 17, 19-22, 37, Kf 2--9


6, 14-15, svr111, Kf 2-3, 32, 38-39, 46, aR 4-5 
19-20, 25 (a: 29-31), C
svr522, Kf 3, gB 119-124
Kf 4 (a: aR 89, 100-101, 128)
70, c
59-62, Kf 30
76, Kf 35, C
83-88 (a: svr612-641)
6, Kf 5


Environmental Protection:


  management approach


EN1 materials used by weight or volume
EN 2  Percentage of used materials that are recycled materials
EN 3 Direct energy consumption
EN 4 Indirect energy consumption
en 5 energy savings 
en 6 energy-efficient products and services
en 7 reduction of indirect energy consumption
EN 8  total water withdrawal
en 9  Water sources affected by withdrawal of water 
en 10  percentage of water recycled and reused
EN 11  Production plants in protected areas
EN 12  significant impacts upon biodiversity in protected areas
en 13  Habitats protected and restored
en 14 Strategies for managing impacts on biodiversity
en 15  endangered species in areas affected by operations of the organisation
EN 16  Direct and indirect greenhouse gas emissions
EN 17  other relevant greenhouse gas emissions
en 18  Initiatives to reduce greenhouse gas emissions and reductions achieved
EN 19  Emissions of ozone-depleting substances
EN 20  Nox, sox and other significant emissions
EN 21  total water discharge 
EN 22  total weight of waste by type and disposal method 
EN 23 significant spills
en 24  cross-border transport or treatment of hazardous waste
en 25  areas impacted by the organisation’s discharges of water and runoff
EN 26  Initiatives to mitigate harmful environmental impacts of products 


EN 27   Percentage of products sold and their packaging materials that are reclaimed by 
category


EN 28  significant fines and sanctions for non-compliance with environmental laws
en 29  Significant environmental impacts of transporting products, goods, materials and members 


of the workforce 
en 30  environmental protection expenditures and investments


 
--


-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
-- 
/ 
-- 
-- 
-- 
-- 
-- 
-- 
- 
-- 
-- 
-- 
-- 


-- 


-- 
-- 


-- 


12-15, 21-22, 26-30, 34, 40, 42-54, Df 10-19, 24-25, 
27-29 (a: Kf 10-11, 17-20, 23-25), c
48-49, Kf 13, 17 
34 (a: svr243), Kf 13, C
45-47, Kf 17-19
45-47 (a: svr321), Kf 18, C
14, 45-47, 56-57 Kf 17-19, c
26-31, 56-57 (a: svr221-223), Kf 11-12
45-47, 53, Kf 25
50, Kf 17, 22
50-51, c
50-51, c
54
54
54
54
c
45-47, 52-53, Kf 17, 20-21, 24, C
52-53, Df 20, 24-25
20-21, 45-47, 53, Kf 24-25, c
C
Kf 17, 21
50-51, Df 17, 22, C
48-49, Df 17, 23, C
C
Kf 17, 23
48-49, c
29-30, 35-36, svr223, 241 (a: 1, 15, 19, 20, 27), 
Kf 14, C
53, C


C
52-53, Kf 24-25


14, 43-44, Kf 26 


Employees:


  management approach


La 1  Breakdown of workforce by employment type, contract and region and gender
La 2  Number and rate of employee turnover
La 3 Benefits provided only to full-time employees
La 15 Parental leave
La 4 Percentage of employees covered by collective bargaining agreements
La 5  minimum notice period(s) regarding significant operational changes
La 6  percentage of total workforce represented in occupational health and safety committees 
La 7   Injuries, occupational diseases, working days lost, absentee rate and work-related 


fatalities
La 8 Preventive healthcare, counselling and training regarding serious diseases
La 9  Health and safety topics covered in agreements with trade unions
La10 Education and further training measures
La 11   Skills management and lifelong learning that support the continued employability of 


employees 
La 12  employee performance and career development reviews
La 13 Diversity in senior management and employee structure
La 14 Ratio of basic salary of male and female employees


 
--


-
-
--
-
--
--
--
-


--
--
-
--


--
--
--


13, 15, 32-35, 37-38, 44, 66-76, Kf 32-45, ar 165 
(a: svr113, 121, 134, 511, 521-522)
66-68, Df 32-35, 37, C
69-70, Df 34-36, 39 (a: svr121, 134, 521), C
70, svr522
Kf 37 (a: 77-78, svr561), C
svr511, Kf 36
svr511, C
72
72, Kf 41-42, C


71-72 (a: svr532-533, Kf 40-41)
71
73, svr541-542, Kf 38, C
73 (a: svr552, ar 39-40)


69-70, svr521, c
75-76 (a: svr551, Kf 32-35)
70, C
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INDICatoR REPoRtED1 REfERENCE


human Rights:


  management approach


hR 1  Investment agreements that include human rights clauses
hR 2  Percentage of suppliers that have undergone screening on human rights 
Hr 3 employee training on human rights
hR 4  Incidents of discrimination and actions taken
hR 5   operations with significant risk concerning the freedom of association and 


collective bargaining
hR 6  operations with significant risk for incidents of child labour
hR 7  operations with significant risk for incidents of forced and compulsory labour
Hr 8   percentage of security personnel trained on aspects of human rights that are relevant to 


operations
Hr 9  Incidents of violations involving rights of indigenous people
hR 10 Impact assessments/reviews on human rights
hR 11 grievances related to human rights


 
--


--
--
--
--
-


--
--
--


--
--
--


10, 15-16, 59-62, 75-76, svr511, Kf 36, 44, ar 163, 
165-166, c
59-60, Kf 30, C
58-61 (a: 15-16, svr542, Kf 30)
15, 60, svr542
15-16, 75, C
59-60, C


59-60, Kf 40, C
59, Kf 40, C
16


c
15-16 (a: 10, 59)
15-16, 75


society:


  management approach


so 1 Impacts of operations on local communities and regions
so 9 operational activities with negative impact on local community
so 10 avoidance and mechanisms to reduce negative impact on local community
so 2 Number of business units analysed for corruption-related risks
so 3 Employee training regarding anti-corruption
so 4 anti-corruption measures
so 5 Public policy positions and participation in public policy development and lobbying
So 6 financial and in-kind contributions to political parties and politicians
So 7 number of legal actions for anti-competitive behaviour
so 8 Number of fines for non-compliance with laws


 
--


--
--
--
--
-
-
--
--
--
--


10-14, 18-19, 21-22, 48, 62-63, svr121, 611, Kf 31, 
46 (a: Kf 7-9), c
17-18 (a: svr121), 83-84 (a: svr611-641)
11-12, 19-20, 27-28, 43-54, 59-62, 67-68, 83
10, 17-18, 21-22, 26, 58-62, 66, 82, svr511
21, aR 163-165, C
21, svr141-143, C
svr142, C
18, svr121, C
Kf 46, K
ar 72-73
aR 71-73


Product Responsibility:


  management approach


PR 1   Life cycle stages in which health and safety impacts of products and services are 
assessed


pr 2  Incidents of non-compliance with regulations concerning health and of safety of products
PR 3  Principles and measures related to product and service information and labelling
pr 4  Incidents of non-compliance with regulations and voluntary codes concerning product 


information and labelling
pr 5 customer satisfaction
PR 6  Programmes for compliance with laws, standards and voluntary codes related to 


marketing communications
pr 7  Incidents of non-compliance with regulations and voluntary codes related to marketing 


communications
pr 8  number of substantiated customer data protection complaints
PR 9  significant fines for non-compliance with laws and regulations concerning the 


provision and use of products


 
--


--


--
--
--


--
--


--


--
/


13, 19-22, 26-29, 32-34, Kf 10-16 (a: 1, 15, 31, 
33-38, svr131-135, 241, 232, 261), c
28 (a: 26, 31, 33-34, svr233)


c
svr232, C
c


37-38
svr261


svr261


svr261, c
C


sector supplement2:


a1  Stipulated work hours per week and average hours worked overtime in production
a2  percentage of employees not managed with overtime compensation schemes
a3  percentage of major first tier supplier facilities with independent trade union organisations
a4  numbers of vehicles sold, broken down by type, fuels, power train technologies and region
a5   compliance of vehicles sold with the respective existing and next defined emissions standards
a6  average fuel economy by type of vehicle
a7  average carbon dioxide emissions by type of vehicle
a8  compliance of vehicles sold with the respective existing and next defined noise standard
a9  en29 – relevant indicator for automotive sector
a10  Weight of vehicle and percentage breakdown of generic, recyclate and renewable material of a 


best-selling vehicle


 
--
--
--
--
--
--
--
--
--
--


Kf 37
c
c
Kf 5-9, ar 24-28, 30
29-31
Kf 12
Kf 10-12, ar 43
Kf 12, c
44, Kf 24-25
34, svr241, Kf 13


1 - - This indicator is reported in full. - This indicator is partially reported.  / This indicator is not reported.
2  grI Sector Supplement automotive Sector, pilot Version 1.0, 2004


Kf  BmW group SVr 2012 objectives, key facts and figures section which comprises objectives, key indicators and explanatory texts – 
to be found at bmwgroup.com/svr700 


ar ar stands for the BmW group annual report 2012 (pdf version), available online at: annual-report2012.bmwgroup.com
svr127 Deeplink for each section in the SVr 2012 online report can be found at: bmwgroup.com/svr127 (example)
all core indicators are printed in bold


c   comments on this indicator; these may be found in the grI Index online at 
bmwgroup.com/svr800


cov cover
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ImPRINt


a fuRthER CoNtRIButIoN toWaRDs PREsERvINg REsouRCEs


BMW Group Sustainable Value Report 2012 awarded the Blue Angel eco-label. The paper used (Enviro Top)
was produced, climate-neutrally and without optical brighteners and chlorine bleach, from recycled waste paper.
All other production materials used also comply with the requirements of the Blue Angel eco-label (RAL-UZ 14).
The Blue Angel is considered to be one of the most stringent eco-labels in the world.


The CO2 emissions generated through print and production were neutralised by the BMW Group. To this end,
the corresponding amount of emissions allowances was erased, with the transaction identifi cation EU-96334
on 25 April 2013.


CoNtaCts


thE BmW gRouP oN thE INtERNEt:
www.bmwgroup.com


thE BmW gRouP BRaNDs oN thE INtERNEt:
www.bmw.com
www.mini.com
www.rolls-roycemotorcars.com


fuRthER INfoRmatIoN aND PuBLICatIoNs aRE avaILaBLE at:
www.bmwgroup.com/responsibility


soCIaL mEDIa:
Facebook: www.facebook.com/BMWGroup
Twitter: twitter.com/BMWGroup
YouTube:  www.youtube.com/BMWGroupview
Google+:  www.google.com/+BMWGroup


youR BmW gRouP CoNtaCts:


Alexander Bilgeri
Head of Business, Finance and
Sustainability Communications
Telephone + 49 89 382-2 45 44
Fax + 49 89 382-2 44 18
E-mail Alexander.Bilgeri@bmw.de


Kai Zöbelein
Sustainability Communications


Telephone + 49 89 382-2 11 70
Fax + 49 89 382-1 08 81
E-mail Kai.Zoebelein@bmw.de


Milena Pighi
Corporate Citizenship Communications


Telephone + 49 89 382-6 65 63
Fax + 49 89 382-1 08 81
E-mail Milena.PA.Pighi@bmw.de


CONTACTS, IMPRINT
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PuBLIshED By
Bayerische motoren Werke
aktiengesellschaft
80788 munich
Tel. +49 89 382-0
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