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The campaign for the new BMW 3 Series
Sporting passion is the central theme

Munich. The sixth generation of the BMW 3 Series celebrated its début in
Munich last Friday. The whole world was able to attend the presentation in the
BMW plant and BMW Welt live, via Facebook. The BMW Group's most
important volume model will be taking off at the beginning of February 2012.
The launch campaign for the new BMW 3 Series underlines the sportily dynamic
positioning of the vehicle, coupled with maximum efficiency and impressive
design. Across all sales channels, the campaign consistently shows sportiness
and passion as the central themes.

The first online measures can already be viewed at www.bmw.com and
www.facebook.com/bmw. The online description on the BMW website provides
all the information about the vehicle. Alongside details about the design of the
vehicle, handling, efficiency, comfort and safety, the BMW lines are also
presented. The new BMW 3 Series saloon is appearing initially in the BMW lines
Sport, Luxury and Modern. In a BMW TV special, exterior and interior designers
explain every facet of the vehicle. On Facebook, the new BMW 3 Series can be
individually configured in the three equipment lines, paint colours and wheel rim
design and can be viewed in a 360-degree image. The configured vehicle can
then be posted and shared with friends.

The worldwide campaign will also start in print media and TV at the beginning of
February. "With the campaign for the launch of the new BMW 3 Series, we have
created a concept that is consistent through all the channels and offers our
markets plenty of possibilities for adaptation", says Andreas-Christoph Hofmann,
Head of BMW Brand Communication. "The launch campaign also integrates the
fully hybrid model BMW ActiveHybrid 3, which will be appearing in the market in
autumn 2012, and shows the connection between the sporty character and
outstanding efficiency through the new combustion engines through to the
innovative BMW ActiveHybrid drive technology".
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The print advertisements, which also focus on the theme of sporting passion,
work with a dynamic, artistic approach in the visual language and pick up the
sporting spirit in the text too. With "VERSUS", a term that is taken directly from
the world of sport, the adverts humorously underline the functions of the new
BMW 3 Series.

The photographer for the print campaign is the German photographic artist
Hubertus Hamm.

The TV spot shows the BMW 3 Series in emotional scenarios from various
sporting disciplines. In addition to the new London Olympic Stadium, the world-
class biathlete Natalie Bjorndalen and BMW's future DTM involvement also have
a part to play. A particular highlight of the spot is the music: Billy Idol's "Dancing
with myself" provides the perfect musical backdrop.

The creative agency for the central campaign is Interone, Munich.

For print samples and other images, go to www.press.omwgroup.com

If you have any queries, please contact:

Corporate Communications

Martina Daschinger, Communication Business and Finances, Marketing
Telephone: +49 89 382-14908, fax: +49 89 382-24418, martina.daschinger@bmw.de

Alexander Bilgeri, Head of Business, Finance and Sustainability Communication
Telephone: +49 89 382-24544, fax: +49 89 382-24418, alexander.bilgeri@bmw.de

Internet: www.press.bmwgroup.com

e-mail: presse@bmw.de

The BMW Group

The BMW Group is one of the most successful manufacturers of automobiles and motorcycles in
the world with its BMW, MINI, Husgvarna Motorcycles and Rolls-Royce brands. As a global
company, the BMW Group operates 25 production and assembly facilities in 14 countries and has
a global sales network in more than 140 countries.

During the financial year 2010, the BMW Group sold 1.46 million cars and more than 110,000
motorcycles worldwide. The profit before tax for 2010 was euro 4.8 billion on revenues amounting
to euro 60.5 billion. At 31 December 2010, the BMW Group had a workforce of approximately
95,500 employees.
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The success of the BMW Group has always been built on long-term thinking and responsible
action. The company has therefore established ecological and social sustainability throughout the
value chain, comprehensive product responsibility and a clear commitment to conserving
resources as an integral part of its strategy. As a result of its efforts, the BMW Group has been
ranked industry leader in the Dow Jones Sustainability Indexes for the last seven years.



