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

BMW Group Network National Sales
Company (NSC)

Financial Services
Company (NFSC)

Dealerfinancing / Insurance

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

After-Sales

Research &
Development

— =

\ Production \

Used Car

Customer Interface Profit Contribution
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BMW GROUP FINANCIAL SERVICES AT A GLANCE.

Global Presence 2014

Busmess Lines (Portfolio Size 2014)

Global Operations in 54 Countries

€13.1bn.
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4 ! Alphabet P ‘o
a &'a e
4 “ . P S ALPHERA
- a__B8'@ 6@ 6 e 6 @ 8 Financial Services

>7,000 Employees (80 % outside Germany)
HQ & others

Multi Make
Financing

11%

Asia, Pacific 15% Alphabet

Americas '

EME

Insurance

Banking

‘EU Bank’ .
3.2 Mio. Contracts
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BMW FINANCIAL SERVICES -22 YEARS OF EVOLUTION IN THE AMERICAS.
FROM DIVERSIFICATION TO INTEGRATED SERVICES.

RSC Integrate

BMW Financial o Ulti Dri
Services takes ,ooe Ohio expansion to tm.late rive
hold of U.S °e . . Mobile App
old of U.S. Regional Service q

ALPHERA

Center (RSC)

Financial Services

- =

1993 1996 1997 2009 2010 2011 2012 2014

RSC Integrate

Introduction direct financing L »
8y e AR S - and eContracting
1996 National Customer _ ol T 700K + Active Accounts RS L LRI

CONVENIENT, COMPREHENSIVE COVERAGE.

Service Center built in Ohio - o ‘
all Operations under one roof. Expansion of Insurance Business

BMW Bank launch Salt Lake City

Launch of BMW i
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SUSTAINABLE GROWTH OF SERVICED UNITS, PORTFOLIO & NEW BUSINESS
WITH THE UNITED STATES AND THE REGION. o

— Serviced Vehicle Units (Thousands) ] FS 2014

@ 69%

B United States

' 814 855 900 932 978 1,031 1,067
Rest of Region

2008 2009 2010 2011 2012 2013 2014

\’\\ — Serviced Vehicle Portfolio (Billion €)

)
o
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— New Business Volume (Billion €)

2008 2009 2010 2011 2012 2013 2014

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



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

Comprehensive Risk Management Strategy

Evolution of Captive
Financial Services

Compliance Risk Interest Rate Risk

Retail Credit Risk Commercial Credit Residual Risk Operational Risk

Risk

Risk Disciplines

J|

Communication

Business and Market Knowledge

Essential Core
Skills

Quant analytics, expert opinion
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MAJORITY OF RETAIL FINANCE CUSTOMERS HAVE A GOOD RATING.
DELINQUENCIES AND AVERAGE LOAN TERMS ARE BELOW MARKET LEVEL.

Development Retail Finance Booking:

2010: &i

m 700+

2012 2014: S3%

W 640-699

@=753 @=753

N <640

Development average Loan Contract Terms:

Contract Term

59 59
58

2010 2011 2012 2013 2014

Retail Finance Delinquency Development;

1.20%

1.00%

0.80%

inquency Rate

0.60%

0.40%

30+ Del

0.20%

0.00%

Experian Industry comparison 2014
Average Term - industry:  Newvehicles: 66 months

2010 2011 2012 2013 2014
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. @ 64 month
Used vehicles: 62 months

30+ days past due delinquency —industry: 2.38%
Average industry loan score development: **

750 120 732 727 723 715 712

700 == New vehicles ====Used vehicles

650

oo 657 659 6583 650 646 648 |

Q4-2009 Q4-2010 Q4-2011 Q4-2012 Q4-2013 Q4-2014
*FICO Score  ** Experian VantageScore
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INTRODUCE UPSTREAM CHANNELS TO OPTIMIZE SALES OPPORTUNITIES
AND LIMIT AUCTION VOLUME.

Introduction of Upstream Channels via virtual market platform
THE ULTIMATE
Customer RETURN EXPERIENCE “

Grounding Dealer

Improved offeringto — L.
entire Dealer network.

Upstream
Channels

* National Sale
« VIP Independents
Maximize US National re-distribution opportunities « Direct customer Physical Auction

213 units sold to BMW Dealers.

Strong After sales
parts cooperation

20% of auction volume
purchased by BMW Dealers.
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FOCUS ON STRONG DEALER NETWORK AND NATIONAL DISTRIBUTIONTO
FURTHER OPTIMIZE REMARKETING AND MAINTAIN HIGH RESIDUAL VALUES.

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

Bestinclass Residual Value Performance

New Car

Demand Wholesale - push Retail - pull
1 6 MI”IOn Grounding Sales: Upstream: Auction CPO I People,
Full Circle Broader Dealer Sales/Services: Marketing Process, Facilities
- Market potential Sales « New locations + Leverage Core - People:
oriented purchase - Additional bidding Strength of CPO Sales Advisors,
targets environments - VIP Programs technicians.
I 7B I - Expand CPO
- Incentives for = 24/7 Buying . . | marketing - Process:
accelerated turn opportunities - Enhanced imaging presence - heavy Improve turn and
. .cl sales for digital focus online presence.
Enhanced BMOSWEdDE |
Payment tiers Regi Iar\farts' | - Conquest& - Facilities:
egional, Nationa Loyalty —Storage,
D d — Showroom,
Used Car Deman + Openup chanre - cRM e
oy ~ Multi Platform —Dealer satellite
41 Million _ E,“FSI‘LTJ rader locations/ new
) points
+Business Development Loyalty Center

Continued Growthin New CarSales Volume

Maximize National re-distribution opportunities by implementing additional sales channels through virtual market platform.
Increase Marketing activities to gain and loyalize existing customer as well as providing additional dealer network support.
Capital Markets Day — Ed Robinson Page 10



REGIONAL SERVICE CENTER IN USA - ESTABLISHED AS CENTRAL
CUSTOMER INTERFACE FOR BMW GROUP IN NORTH AMERICA.

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

......................................

......................................

......................................

......................................

More than 1.7 Mio. direct customer contacts p.a. for Sales & Financial Services Companies.

-
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FINANCIAL SERVICES IS PREPARED FOR THE FUTURE.

Innovative
Customer-

More-Action-Than-Talk

Associates

Global-Organization Success-Driven Ambitious
Knowledgeable
O c u s e eouraging
Encouraging

No-one-size-fits-all

F

Eﬁicient

Enthusiastic Non-Bureaucratic Risk-Aware Business-Oriented Less-Centralization
Proceed-and-be-bold @ Poafit-Ornented Trust-your-managers
Respect - g
I I u s t o a Empowered
= Joy
Better-integrated-in-BMW-Value-Chain . .
) Sustainability Pro-Active ngh—performance l:ragmatlc PI"OfGSSlonaI Strong-cooperation-with-V
o AP = ewarding 1 rt -of- - iat
5 Clear-Responsibilities E a Clear-and-strong-customer-focus mportance-o every associate
ocuse
é Done-is-better-than-perfect Mobile Nimble Core-priciples-lived-in-each-country %
W One-size-does-not-fit-all ) <
_qéw Just-do-it Esteem =2
R Eager & z
: st
= =8 Focus More-cooperative People-oriented
] Un-Political

True-Teamwork
Less-Bureaucratic

Determlnatlon ommunlcat|°2u| international
Confidence-into-Associates . _ ss-M M ty
Focused-on-BMW-success -esgiviicrosivianagenmen All- togethe
More-power-to-the-markets O rti ti
. Thlnk-globally-but—act-locally e n Rportunistic
Marked-Oriented

Create-Empowerment Team-Spirit
Self-confident

_ Competent Responsible
Supportive-to-markets Future-oriented Fairness
Basic-standards

. eaders-Develop-Leaders
Performance-driven Les Devsiop-Leade

Collaborative

Opportumstic

Decision-making
Move-fast-and-break-things

Sales-Driven

Pas
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