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We expect economic indication to remain positive & thus continued 

strong growth for both the total PV and PL in coming years 
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CAGR 6% 
CAGR 9% 

Passenger vehicle market development 

Unit in million 

Premium vehicle market development 

Unit in million 

Source: IHS 
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Positive sales momentum with two digit growth expected in 2014 
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Two digit  
growth 

28% 

MB CBU 

MB PbP 

smart 

27% 

33% 

Aug 

YTD 

MBC Sales Development (MB + smart)  

Unit in thousand 

Source: BMBS Internal 

As of 2014 August YTD 



143 
188 190 

211 
170 

2010 2011 2012 2013 2014E

High growth potential of SUV segment exceeding others 
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16% 
23% 26% 31% 35% 

2010 2011 2012 2013 2014 Aug

YTD

Two digit  
growth 

Source: BMBS Internal 

As of 2014 August YTD 

Aug 

YTD 

MB Brand Sales Development by Product Segmentation 

Percentage 

MB Brand Sales Development  

Unit in thousand 

Sedan Others Compact SUV 
Sedan: C/E/S-Class 

SUV: GLK/ML/GL/Gs 

Compact: A/B-Class 



sustaining smart positive sales momentum  
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1.7 
3.9 

11 

15.7 
17.5 

11.3 
12 

2009 2010 2011 2012 2013 2013 Aug YTD 2014 Aug YTD

~6% 

smart sales development 

Unit in thousand 

Source: BMBS Internal 

As of 2014 August YTD 



Significant AMG sales growth in 2014 
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Sedan Others Compact SUV 

2013 Aug YTD 2014 Aug YTD

2.1 

1.16 

~80% 

Sedan: C/S-Class 

SUV: ML/GL/Gs 

Compact: A-Class 

AMG Sales Development  

Unit in thousand 

Source: BMBS Internal 

As of 2014 August YTD 

43% 

35% 

13% 

9% 

50% 

43% 

7% 
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3 aspects to support future success 
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Extension Product Portfolio Expansion Dealer Network Integrated Sales Organization 



3 aspects to support future success 
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Extension Product Portfolio Expansion Dealer Network Integrated Sales Organization 



Strengthened dealer relationship serves as backbone to sustainable 

growth in China 
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Strategic 
partnerships 

Regular 
meetings 

Involvement in 
BMBS Action Plan 

Dealer Investor Conference 

July 22-23, 2013 

China Daily, December 18, 2013 

"Speeks’ respects and understanding of Chinese 
culture and the use of his knowledge of world history 
for communication with Chinese dealers works 
perfectly" 

Mr. Zhu Lingjun, president of Boshi Group 

International Dealer Conference 

July 2-3, 2014 

Product Forum 

March 24, 2014 

Dealer Investor Conference 

July 4, 2014 



And sustain profitable growth via longer-term measures 
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Best Profit & Best Sales 

Best People & Cooperation 

Best Franchise 

Best Process & Best Efficiency Best Tech & Service Quality 

 Best Customer Experience 



3 aspects to support future success 
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Extension Product Portfolio Expansion Dealer Network Integrated Sales Organization 



Secure sales and after-sales growth with fastest network expansion 

plan ever: at least 100 outlets in at least 40 new cities in 2014 

Note: Including aftersales-only outlets 

166 
207 

262 

337 

2010 2011 2012 2013 2014 E

52 91 118 138 ~145 

22 35 44 48 ~60 
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No. of AMG outlets 

No. of smart outlets 

No. of MB outlets 

Network Development 

No. of outlets 

~100 



With clear focus on cities in lower tiers 
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Tiering defined based on registration data; tier-1 > 10k cars sold p.a., tier-2 1-10k, tier-3-5 < 1k 

2012 

262 

2014E 2013 

337 

2014E 2013 

161 

2012 

115 

~100 

46 

~40 

Tier1 

3 - 5 

2 

1 

MB outlet coverage 

No. of outlets 
MB city coverage 
No. of cities with outlets 

75 
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Extension Product Portfolio Expansion Dealer Network Integrated Sales Organization 
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All New C-Class LWB: Game Changer 

designed in China, made in China, for China 
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Coordinated efforts bring us on the path to success 
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Extend Product Portfolio to Address Chinese Customers 

Expand Network with Quantity and Quality 

Integrated Sales Organization Pave Way to Success 



Analyst and Investor Conference| 09/11/2014 20 

C The Change! 




