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Ladies and Gentlemen,

I am very happy indeed to be here with you today, and I also wish to bid you a very cordial welcome to this press talk.

Beijing is one of the fastest-growing cities in the world. I am most impressed by the sheer dimensions and the modern standard of everything I have seen so far.

Your preparations for the 2008 Olympic Games will give the world an even more convincing impression of the tremendous development of your city. Incidentally, let me take this opportunity to congratulate you very much indeed on winning the support of the International Olympic Committee in choosing Beijing as the venue for 2008.

I am here today to personally confirm and endorse the commitment of the BMW Group to China.

China has been going through an impressive economic development ever since the inception of your policy of reform and opening up to the world in 1978. Your gross national product per capita has increased more than six-fold in the meantime. Today, China is one of the largest economies in the world.

A point of particular significance to us is that even in the recent years of economic turbulence – in the years of the Asia crisis – China has succeeded in maintaining a steady and consistent pace of growth. 

China’s forthcoming membership in the World Trade Organisation will considerably speed up the process of transformation in your country. Membership in the WTO will integrate China even more closely within the global division of labour and world trade.

The automotive industry is a key industry for both Germany and China. I am therefore convinced that ongoing deregulation also in the automobile sector will make an important contribution to the further expansion of our bilateral economic ties.

The BMW Group’s wish to gain a stronger presence in China follows directly from our corporate strategy and the development of the market. The BMW Group is committed to China.

Before describing this commitment in greater detail, I would like to briefly make you acquainted with the BMW Group and our corporate policy.

Presentation of the BMW Group

Today the BMW Group comprises a number of brands: BMW, MINI and, as of the year 2003, Rolls-Royce. These are brands which, through their products, rank right at the top of their respective market segments. They rank at the top in terms of high-tech, innovation, quality and prestige. Or, to put it simply, the BMW Group brands are premium brands.

As a company operating worldwide, the BMW Group is a genuine global player. We are represented in more than 120 countries the world over. Our global workforce counts well over 95,000 associates to date.

Our production network currently has 22 production plants in 14 countries.

This includes seven production plants for BMW and MINI cars, three engine plants and four production facilities inter alia for components.

Added to this we have eight plants for BMW cars in eight countries operated largely in cooperation with external partners.

The BMW Group’s sales and distribution network is made up of 27 Group-owned sales companies, sales offices and a network of approximately 3,200 dealerships. Wherever we are not represented directly, we cater for the market through importers.

This means that we are well represented in the key markets on all five continents.

The BMW Group’s corporate strategy

The BMW Group, Ladies and Gentlemen, pursues an uncompromising premium brand strategy. In other words, the BMW Group operates in the market exclusively as a manufacturer of premium products.

This is simply because we know that more and more customers the world over show a preference for premium products, seeking to stand out from others and demonstrate their individual style. Mass products are no longer able to meet these trends today.

The premium manufacturer thus automatically concentrates on smaller segments of the market. This makes the BMW Group the only multi-brand car manufacturer in the world not operating in the mass-market segments.

It also means that sheer size alone is not a crucial factor in our case. Rather, the decisive point is that we seek to achieve profitable growth, with “profitable” coming first and “growth” following second.

It reflects the ability of a strong company like the BMW Group to generate appropriate profit contributions through our current business. And in order to remain strong, we use our profit contributions to make substantial investments in the future.

Concentrating on the premium segments of the automobile market, the BMW Group is continuing the policy that has made the BMW brand big and powerful over the past decades.

Development of sales in the first nine months of 2001

Our sales figures for the first nine months of this year prove once again that the BMW Group is going the right way with its strategy.

Delivering some 672,000 BMW and MINI cars to customers worldwide between January and September 2001, we are 9 per cent above the figure in the same period last year.

We also see a very positive development of BMW motorcycles. With sales up to 69,500 units worldwide in the first nine months of this year, we have exceeded the figure for the same period last year by 11 per cent.

In the Asian markets we have sold more than 46,000 BMW cars in the first nine months of this year, growing by 10 per cent.

Supported by the very dynamic development of the market, we find increasing demand for our premium products also in China.

In the year 2000 sales of BMW cars in China amounted to almost 4,000 units. In the first nine months of this year, in turn, we have already sold more than 4,600 cars in this country. We therefore have every reason to believe that we will achieve a very good overall sales result in China throughout the whole of 2001 - that is well over 5,000 units.

In all, our sales performance has remained stable in September. This means that the BMW Group, from today’s point of view, maintains its sales forecast of more than 900,000 cars throughout the whole of 2001.

We are nevertheless aware that it is still too soon to make a final overall economic assessment of the terrorist attacks in the USA and their consequences.

We are all deeply concerned by the events that have transpired. Looking at our business, however, we may assume, judging by the current state of affairs, that the economic consequences will remain under control.

Outlook at the next six years

Pursuing the premium brand strategy I have described, Ladies and Gentlemen, the BMW Group has launched an unprecedented product and market offensive.

In the next six years alone we plan to introduce no less than 20 new models and three new engine series in the various segments of the market.

In the years to come, for example, we will be expanding the BMW core brand by enlarging the X-family of Sports Activity Vehicles and introducing the 1 Series in the smaller car segment. Launching the 6 Series, we will be continuing the heritage of large BMW coupes in a highly exclusive segment of the market. So you might say that we are growing around the core of the BMW brand.

Through our product and market offensive we will be boosting our sales volume by approximately one-third. Our revenue, in turn, will be growing into a new dimension of more than 50 billion Euro or 45 billion US Dollars. 

Our objective in this process is to be the most successful premium manufacturer throughout the automotive industry.

The BMW Group in the Asian region

Our product and market offensive is consistently accompanied and supported by a policy of strengthening our presence in the international automobile markets. Accordingly, the BMW Group is continuing to invest in the expansion of its worldwide production and sales network.

This applies in particular to the Asian region, where we will see the most significant growth in the world automobile market in the next ten years.

Precisely this is why the BMW Group has been pursuing a long-term strategic approach for many years now. Twenty years ago, for example, we became the first European manufacturer to establish our own subsidiary in Japan. 

We have been consistently expanding our commitment to the Asian region ever since. This year, for example, we opened up two new subsidiaries in Indonesia and the Philippines. Taking a step now has been made possible, not least, by those countries’ membership in the World Trade Organisation.

We are also encountering growing demand for our premium products in Asia. Indeed, we see that the demand for premium brands is increasing a lot faster than demand in the overall market here.

A further point is that the new elite in this part of the world shows a great interest in products and brands, which stand for high-tech, innovation, quality, prestige and individual style.

Expanding our presence in China

China, Ladies and Gentlemen, is of great significance to us here in Asia. We wish to further expand and strengthen our commitment to China.

Precisely this is why our activities follow a long-term perspective. We plan to grow quickly in this highly promising market, continuing to develop successfully together with the Chinese economy.

Our outlook for the future of the BMW Group in China is very optimistic. It is our objective to become the No 1 premium manufacturer also in this country.

This is why we intend to have local production in the future also in China, naturally maintaining all of BMW’s worldwide quality standards.

Thus, we are consistently pursuing our philosophy that production follows the market here in China as well.

We have therefore researched the market for years, looking for the right partner able to build BMW cars in full compliance with our supreme quality standards applicable the world over.

The criterion essential to us is not size, but rather the right concept applied by our partner in accordance with our specific needs and requirements.

Teaming up with Brilliance Automotive Holdings, Shanghai, we are happy to state that we have found a competent partner with whom we can successfully achieve our corporate objectives.

In the course of the licensing and permission process we have submitted a joint venture project proposal to the responsible state authorities.

The production of BMW cars in China, Ladies and Gentlemen, would be a further milestone ensuring the powerful presence of the BMW Group in this very promising automobile market.

The BMW Group stands for high-tech, for innovation and supreme quality. And here in China there is definitely a demand for products, for achievements of this kind. We are prepared to meet this demand here in the market together with our Chinese partners.

We wish to develop our presence in China in a spirit of genuine partnership. We are happy to be in China – not just as a guest, but rather as part of the Chinese economy moving forward with tremendous energy and dynamism.

Ladies and Gentlemen, I thank you for your attention. I am now pleased to take your questions.
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