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11.
Production: 
Sustainable, Efficient and
Trendsetting.

The new BMW 5 Series Touring is built at the BMW Plant in Dingolfing, the largest production facility within the BMW Group’s production network comprising no less than 24 locations worldwide. This highly flexible car produc​tion plant has a total of more than 23,000 employees – thereof approximate​ly 80 per cent skilled workers – and builds up to 1,300 cars a day.

Since the start of production in Dingolfing back in September 1973, well over six million cars have come off the production line here. A sophisticated quality management system ensures that all cars go through numerous tests in all stages of production before leaving the Plant for the customer. This, clearly, guarantees the high standard of quality acknowledged as “Made by BMW”, a standard of quality with a great international reputation.

Trendsetting production technologies.

A broad range of experience, genuine commitment and superior know-how are just as crucial to excellent production quality as the consistent use of high-tech production methods. These include ultrasound, infra-red and laser technologies as well as endoscopic equipment so far used mainly in medi​cine.

With the new 5 Series Touring, like all BMWs, featuring innovative materials and the most sophisticated design standards, BMW’s production specialists obviously require a high level of knowledge and skill. Indeed, the start of production of the latest 5 Series with its intelligent lightweight concept mark​ed the breakthrough into a new era of automotive construction. Used for the first time in large-scale production, the combination of aluminium and steel calls for special processes in the Bodyshop and Paintshop. In build​ing the low-weight aluminium front section, for example, the processes carried out include bonding, riveting, as well as welding, and special laser equipment is also required. In all, some 1,000 industrial robots are used to build the body of the new 5 Series (Touring and Saloon), which comprises approximately 500 steel and aluminium components but weighs only about 350 kilos or 772 lb.

RoDip facility: the body of the car turns somersaults.

The roll dip (RoDip) bath is absolutely essential for painting this blend of material, efficiently treating and protecting the body of a car with up to 30 per cent aluminium. This innovative RoDip facility has been in use in the Paintshop since November 2001, pretreating the body-in-white – that is cleaning, degreasing and, in particular, phosphating the body – with maximum 

efficiency. The term “RoDip” comes, as one would expect, from the words “roll” and “dip”, meaning that the body no longer moves through the bath horizontally, but is rather turned round completely while proceed​ing through the bath, as if it were turning somersaults. 

This new process offers a number of benefits: The first point is that RoDip is able to pretreat car bodies made of a blend of materials and measuring up to six metres in length. The second advantage is that hollow cavities in the body-in-white are filled and emptied again much more efficiently through the 360° rotational movement. The next point is that special con​figuration of the facility in conjunction with the most advanced membrane filter technology ensures optimum control of so-called cryolith and phos​phate sludge concentration, providing a more consistent and purer layer of phosphate on the body in the phosphate application process. This phos​phate layer, in turn, forms an important adhesive surface for the ensuing layers of paint and, accordingly, represents the most important anti-cor​ro​sion treatment. So that in a nutshell, pre-treatment of the car body in the RoDip facility provides the basis for paint quality of an even higher standard than ever before.

Clean Production – one of BMW’s major commitments.

One of the BMW Group’s fundamental principles is sustained production, that is conservative use of resources compatible with the environment. The BMW Group was the first car maker in the world to achieve environmental certification of all its production plants, signing the International Cleaner Production Declaration of the United Nations Environmental Programme in September 2001.

Using innovative technologies, process effluents per car in production have been reduced from 1998–2002 by 25 per cent from 1.23 to 0.92 cubic metres. In the same period energy consumption per car built has dropped from 3.56 to 3.21 megawatts, and carbon dioxide emissions are down by 
14 per cent from 1.14 to 0.98 tonnes. 

Powder clear paint: higher quality without harmful emissions.

The BMW Group is the trendsetter in introducing water-soluble paint and the pioneer in developing the unique power clear paint technology applied by BMW as the world’s first car maker at the Dingolfing Plant since May 1997. With conventional liquid clear paint containing up to 55 per cent solvents, powder clear paint does not require any solvents at all.

In the paint application process powder clear paint is sprayed on to the body and is held down firmly by its electrostatic charge. Then, with the body of the car subsequently being warmed up, the white powder melts, becomes transparent, and blends perfectly with the coloured water-based paint. The big advantages are the reduction of solvent emissions to zero as well as zero consumption of water, meaning that no waste water is pro​duced in the process. And thanks to direct recycling, the utilisation of mate​rials is almost 100 per cent. Last but certainly not least, the melted powder clear paint gives the coloured paint maximum protection, gloss and brilli​ance.

In a perfect win-win situation, not only the environment, but also the cus​tomer benefits from this trendsetting technology.

Ensuring perfect harmony of colour.

A big challenge in painting the body of a car is to maintain full harmony of colour throughout all body areas, since the various materials used also vary in their uptake of colour. Precisely this is why BMW has established an auto​matic colour online measurement system in order to optimise the process of colour-matching.

The new BMW 5 Series Touring is available with no less than 12 standard colours and benefits in production from a small-volume paint supply system using reflow technology allowing a change in colour without the slightest loss of paint. This means that up to approximately 250 individual colours can be applied in regular production quality, enabling BMW to respond very flexibly to customer requests.

Assembly: focusing on the human factor.

While job processes in the Press Shop, the Bodyshop and the Paintshop are largely automated, the focus in Assembly is one the human being. For while we human beings benefit from virtually unlimited freedom of movement, there is a maximum of 7 such different directions of movement on a modern industrial robot. Appropriate qualification and motivation of employees is there​fore essential in the perfect production of customised cars of the high​est quality. And in the production process employees are supported by the latest technologies and a particularly ergonomic job environment relieving them of all the usual chores.

Swivelling suspension units convey the cars through the assembly halls as if they were floating on air – tilted in each case to exactly the right vertical or horizontal position for each worker. Conveyor lines for the workers moving along with the assembly process as such facilitate the coordination of movements. Hydraulic handling and manipulating units support workers in 

mov​ing heavy components such as the seats, pre-assembled doors or batteries to the point of installation. And monitor system on the production line re​ceiv​ing the customer’s specific data from transponders fastened to the engine compartment lid clearly present the details of each car and its equipment. For every new BMW 5 Series Touring is a custom-built car with all features from the engine through the interior and the colour all the way to the most complex special equipment produced exactly in line with the cus​tomer’s specific requirements. So when a new BMW 5 Series Touring finally comes off the assembly line, approximately 2,300 employees will have work​ed on the car in one way or another.

Changes fulfilled up to one week prior to the start of production.

Introducing the Customer-Oriented Sales and Production Process (COSP), the BMW Group has set new standards for a built-to-order manufacturer. While the process time from what is called order freeze – the point in time after which no more changes of equipment are possible – up to delivery of the car used to be 28 days, the customer is now able to make changes to his vehicle up to just one week prior to the start of production, without en​dangering the agreed delivery date.

This flexibility is made possible, inter alia, by breaking down the rigid se​quence of production from the Bodyshop through the Paintshop all the way to Assembly. One example is that the body of the car is now fully painted first and then treated as a supply component kept available as required in the body supply buffer and called up by Assembly according to individual requirements without the slightest delay (whereas formerly car bodies were only painted after the receipt of customer orders). This streamlined produc​tion process gives the customer maximum flexibility and ensures full main​tenance of all deadlines. For the COSP principle states that the process is de​termined not by cars planned by BMW, but rather by cars ordered by the customer.

12.
BMW Touring Tradition: 
The 5 Series  and its Predecessors.           

Acknowledged as a sporting and elegant car for business, family and leisure time purposes, the Touring has become a firm highlight within BMW’s model range. But initially it was by no means easy to give this concept the success it deserves in the market, no matter how successful it is today: In the “old days” estate cars were not necessarily regarded as elegant – and certainly not as sporting and dynamic. And, indeed, they weren’t until the first BMW Touring appeared on the road in 1971.

The forerunner of this particularly dynamic and versatile car was based on the BMW 02 Series combining an estate model with a coupé, and featuring a hatchback with a large tailgate. But even though the most powerful ver​sion of this trendsetter, the 130 bhp BMW Touring 2002tii, had a top speed of 190 km/h or 118 mph and thus ranked among the top performers in the market at the time, it did not really make a genuine breakthrough, with just 31,000 BMW Tourings being sold during four years of production. Obviously, this unusual concept was still too far ahead of its time.

The first 5 Series Touring: the right model at the right time.

Then the whole concept came to rest for almost 1½ decades, until the first BMW 3 Series Touring entered the market in 1988. And now the time was ripe for a car combining sporting performance and elegance with variability and versatility. Sales of the first-generation 3 Series Touring up to 1995 totalled 105,000 units. This already showed the potential for success, en​cour​aging BMW to introduce a Touring version of the 5 Series for the first time in 1991.

The BMW 5 Series Touring was one of the first estate cars in the upper midrange segment. And it proved to be exactly the right model at the right time. During its production period up to 1996, the midrange estate segment grew by one-quarter. And leading the market as a premium estate, the 5 Series Touring had a share of 55 per cent in its segment, making the big​gest contribution to this growth. Total sales of the first-generation BMW 5 Series Touring amounted to 125,700 units.

The wide range of 5 Series Touring models: 
from all-wheel drive to natural gas technology.

There were good reasons for this great demand: Winning numerous prizes and awards, the 5 Series has set the standard in the upper midrange seg​ment through its many outstanding strengths and qualities for almost three decades. During a period of 25 years various models within the 5 Series were voted the “Best Car of Year” in their category no less than 15 times by the readers of “auto motor und sport”, Germany’s largest car magazine.

The Touring version has consistently received the same praise and support – which is no surprise, considering that these models feature the same innovations and qualities as the Saloon. The level of equipment, for example, is vir​tually identical. But the standard of versatility and functionality is obvious​ly greater, the first 5 Series Touring proving its merits in the market as a six-cylinder diesel or with four-, six and 8-cylinder petrol engines. Engine out​put, in turn, ranged at the time from 83 kW (113 bhp) all the way to 210 kW (286 bhp). And in the guise of the 525iX, the Touring came with perma​nent high-tech all-wheel drive.

The 518g – like the 316g – was able to run on both petrol and natural gas. This dual-mode Touring presented at the 1995 Frankfurt Motor Show nevertheless remained in production for only one year, since the network of natu​ral gas filling stations remained inadequate and thus prevented the econom​ic success of this pioneering project by BMW.

The first 5 Series Touring was available as an option with a particularly vari​able double sliding/vent roof you might refer to as the forerunner to the pan​orama glass roof now available on the new Touring. And right from the start, a separately opening rear window was an exclusive and particularly prac​tical feature on the 5 Series Touring for loading and unloading small and light objects conveniently and without the slightest trouble.

Second generation of the 5 Series Touring: 
doubling the sales volume.

The second-generation BMW 5 Series Touring entered the market in 1997. And, featuring the then revolutionary aluminium suspension of the 5 Series Saloon, the new car immediately moved on to the fast lane, easily taking the lead over the competition. Body stiffness was increased by 50 per cent thanks to lightweight construction, the integral rear axle was modified for the Touring, and dampers fitted almost horizontally made the usual spring strut domes superfluous, loading width in the luggage compartment thus increasing by a remarkable 16 centimetres or 64´´.

During 7 years of production until the end of 2003, the second-generation 5 Series Touring came with a total of 10 different engines in a power range from 100 kW (136 bhp) to 210 kW (286 bhp), four of the engines being die​sels. Apart from the classic 5 Series Saloon, a genuine executive express, the Touring became increasingly popular as a businessman’s car in the course of time thanks to its versatility and stylish looks. Indeed, the German car fleet publication “FIRMEN AUTO” chose the BMW 530d Touring as their Company Car of the Year in 2001 in the Premium Estate Category. Sales figures also exceeded all expectations, with approximately 260,000 BMW 5 Series Tourings going to customers the world over, more than twice the sales of the first-generation model.

Generation No 3 of the 5 Series Touring: 
going from good to even better.

Forecasts for the third-generation BMW 5 Series Touring now entering the market with all its trendsetting innovations establishing new benchmarks are very promising indeed. Simply because the 5 Series Saloon is already a great success the world over. And the 5 Series customer looking for a partic​ularly versatile car will certainly get what he – or she – wants, the sporting, elegant and extremely versatile Touring offering optimum qualities in every respect.

13.
The New BMW 5 Series Touring 
 
and its Market.

The new BMW 5 Series Touring offers a perfect synthesis of dynamic perform​ance, elegant style, and practical versatility. Indeed, precisely this harmony of sportiness and spaciousness, plus comfort and function, gives the car its foundation for success in the market, making the 5 Series Touring the ideal car for business, family, and leisure time.

Demand for variable cars with a high standard of practical value is consist​ently increasing – and at the same time customers in this segment do not wish to make any concessions in terms of their car’s performance and aes​thetic style. So the new BMW 5 Series Touring is virtually perfect for the de​manding motorist of this kind.

Important purchasing motives:

Excellent performance, beautiful design.

Customer surveys confirm that apart from the car’s versatility, the excellent performance and beautiful design of the 5 Series Touring are essential purchasing motives (followed by BMW’s well-known standard of reliability and the perfect finish of the car). 

The driver of a BMW Touring does not regard his car just as a means of transport. Rather, he – or she – wishes to feel at home in a car reflecting his – or her – personal lifestyle: performance-oriented and dynamic, sporting and versatile. The owner of a BMW 5 Series Touring appreciates the qua​​I​ities of the car in business, leisure time and family life, acknowledging at the same time that the 5 Series Touring always looks and consistently offers that sheer driving pleasure so typical of BMW.

The “classic” driver of a BMW 5 Series Touring is between 40 and 50 years old, successful in his or her career, but also clearly oriented towards leisure time and family activities. Approximately 90 per cent of all customers are married, about 50 per cent have children between 5 and 15 years of age. And the share of female Touring purchasers is approximately 10 per cent.

Growing market: Up by 20–25 per cent in the next 10 years.

The midrange estate segment has grown consistently over the last decade. And the 5 Series Touring, standing out from the crowd as a sporting and elegant premium estate, has made a significant, over-proportional contri​bution to this growth, more than 40 per cent of all German 5 Series pur​chasers opting for the Touring in 2002 (which in the rest of Europe account​ed for a share of 25 and worldwide 22 per cent). During the same period, the share of diesel models has increased to 66 per cent in Germany and in the rest of Europe to well over 70 per cent. 

Approximately half of all Touring purchasers entering this estate car segment came from another brand when choosing their BMW. 

Sales of the first-generation 5 Series Touring (1991–1996) amounted to 125,700 units. Sales figures then more than doubled to approximately 260,000 units of the second generation built from 1997–2003. And now automobile market experts forecast further growth of the estate segment in the next 10 years by another 20–25 per cent. Which is obviously good news for the BMW 5 Series Touring, since the share of premium cars is expected to grow over-proportionally in future also in the estate market.





































