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Germany | Economic Keyfacts 2015 

Germany Turkey 

Population (million) 81,4 77,7 

GDP in $ bn 3,023 717 

Economic Growth (GDP, 

annual variation in %) 
▲+1.7% ▲+ 4% 

Agriculture 0,9% 8,1% 

Services 70% 64,2% 

Industry 29,1% 27,7% 

Inflation (CPI) ▼+0,2% ▼+6,57% 

Unemployment 6,4% 10,3% 

Investment (Annual 

variation in %) 
2,2% 3,6% 

* OECD Country statistical profile 
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Automotive Industry | History 

History 

 
Germany and cars are connected by a long history starting from 1885. Carl Benz produced the first 

automobile. At the end of World War II, Germany was on its knees. After the fall of Hitler's empire, its 

car industry lay in ruins. In August 1945 the British Army sent a major called Ivan Hirst to take control 

of the giant Volkswagen plant in Wolfsburg. which had been built under the Nazis to produce 'people's 

cars' for the German masses. Rebuilding Volkswagen, he thought, would be a step forwards 

rehabilitating Germany as a prosperous, peaceful European ally. 

 Hirst restarted production of a car we know today as the Beetle. And from then on, VW was flying. The Germans began to 

rebrand themselves as a forward-thinking, hard-working and supremely modern industrial nation. 

In Germany, management and unions worked closely together in the interests of the common good. Indeed, by law all major 

German firms are required to set up Works Councils, where the bosses and the unions  

must work together 'in a spirit of mutual trust'. 
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Automotive Industry | Keyfacts 

* OECD Country statistical profile 

World Production EU Production 

90.6 million motor vehicles were produced globally in 2014 17.2 million motor vehicles were manufactured in the EU in 2014 

Total Workforce EU  

2.3 million direct manufacturing jobs  
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* OECD Country statistical profile 
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Automotive Industry | Germany Keyfacts 2014 

German Production Financial facts 

► Auto Sector Turnover 2014 – 384 Billion € 

► 251 Billion € Foreign                  (65%) 

► 133 Billion € Domestic               (35%) 

► 20% of total German Industry revenue 

► Workforce Germany around 800K 

► 93.000 R&D Personnel              (12%) 

► R&D Investment 17.6 Billion €             (5%) 
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German Automotive| OEM and Supplier Density 

No OEM 

1 Audi   

2 BMW   

3 Ford   

4 Iveco   

5 MAN   

6 Mercedes   

7 Neoplan  

8 Opel   

9 Porsche   

10 Volkswagen   

11 Wiesmann   

No Germany boasts 21 of the world’s top 100  (HQ) 

1 Bosch   11 Leoni   

2 Continental   12 Eberspaecher 

3 ZF Friedrichshafen  13 Webasto 

4 BASF SE     14 Bayer 

5 Schaeffler   15 Draexlmaier 

6 Benteler 16 Infineon Technologies 

7 Mahle 17 KSPG 

8 Hella KGaA   18 Leopold Kostal  

9 Brose Fahrzeugteile 19 TrelleborgVibracoustic  

10 Behr    20 Kautex Textron 

11 Leoni    21 HBPO   

► 18 belong to the top 50 automotive suppliers in Europe  

► all of these suppliers provide up to 70 percent of value  

      added within the domestic auto sector.  



Success factors of the Automotive Industry 



► Global footprint investment (BRIC, NAFTA, INDIA) 

► Higher Brand Value 

► „Made in Germany“  Strategy 

Brand Strategy| Importance of Global Footprint 

Achieved Targets 
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Brand Strategy| Importance of Volume - effect 

► Volume scale effect 

► Cost decrease strategy 

► Cost / Car production volume = Lower Costs 

► Higher marge per car 

► Entlarge Car Portfolio, decrease economical risk 

Achieved Targets 
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Plattform Strategy| Foundation of the MQB 

► Purchase Strategy has been changed 

► Supplier consolidation 

► New Sourcings combind with current products,  

► A-Price decreasing, New Supplier intergration 

► Higher marge per car. 

 

Achieved Targets 
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Plattform Strategy| Foundation of the MQB provides Lightweight 

Up to 100kg Weight Reduction in the new GOLF 

Achieved Targets 
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Plattform Strategy| Results of Lightweight 

► Reduced Consumption up to 

0,4 l/100km gasoline per 100kg 

weight reduction 

► Reduction on CO2-Emissions 

up to 8,5 g/km per 100kg 

weight reduction 

► Acceleration 

► Handling 

► Safety 

► Deacceleration 

► Reduced load 
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Cluster Strategy| Automotive Quality Management 

► Worldwide reputation by high-tech strategy, high qualtiy requirements, new technolgies & sustainable innovation 

► Increasing Worldwide Demand with “Made in Germany” 

Quality Cluster – VDA QMC  
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Cluster Strategy| Automotive R&D Management 

► Worldwide reputation by high-tech strategy, high qualtiy requirements, new technolgies & sustainable innovation 

► Increasing Worldwide Demand with “Made in Germany” 

R&D Cluster – The European Council for Automotive R&D (EUCAR) 



Cluster Strategy| Automotive R&D Management 
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Cluster Strategy| Automotive Quality Management 

► Worldwide reputation by high-tech strategy, high qualtiy requirements, new technolgies & sustainable innovation 

► Increasing Worldwide Demand with “Made in Germany” 

Non-university research institutes & universities 
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Changing Industry Structure: Development of Share of Added  

Value between OEMs and Suppliers 

► R&D Incentives – Germany’s High-tech Strategy; With R&D considered to be among the most important areas for the development of the 

German economy, industry and the public sector have made a commitment to spend around three percent of national GDP per year on R&D 

activities. This amounts to approximately EUR 80 billion R&D spending each year. the advancement of new technologies has been launched by 

the German government. 

► Rising R&D Budget, increasing Supplier knowledge (Spend: 17,6 Billion € in 2014) 

 

► World’s Leading Auto R&D Nation - Germany has the highest concentration of all  

EU automotive OEM and Tier 0-5 supplier R&D centers. This makes the country the most  

important automotive development activity location in Europe. Suppliers and service  

providers located in Germany profit from close client interaction starting from the  

pre-development stage.  

 

Cluster Strategy| Result and Changemanagement 



Major Trends & Future 
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German Automotive| Major Trends & Future 

CONNECTIVITY 

Changing consumer behavior, emerging markets, the question of how 

the car is propelled - with these challenges we also find expectations 

about how the car will become part of our connected life. 

THE DRIVERLESS CAR 

The ultimate vision for the connected, smart and communicative vehicle is, 

of course, the driverless car. 

The urbanization and the individualization is a part of it.  

THE CAR BUYER IS CHANGING 

The fact that we are getting older is one thing,  

the fact that we are becoming healthier and living better  

is another. This means that more people are driving  

for longer, which in turn means that there will be  

more cars in the future. The number of female buyers  

is also increasing. 

German Automotive Industry Diversified Strategy –  

Technological Trends  
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German Automotive| Major Trends & Future 

THE POWERTRAIN 

The car industry has always been a development-intensive industry and the amount of 

technological innovation. The entire automotive industry is working on finding new fuels which 

will take over. There is currently a lot of development revolving around electric battery 

solutions. Next solution is the hybrid technology that called eAssist, with a small lithium-ion 

battery and electric motors connected to the wheels.  

Target: Fuel consumption should be reduced. 

Hybrid alternatives are the first step towards future solutions. 

  

NEW MARKETS WILL TAKE OVER.  

It’s not just the car users of the future who will change their behavior. The cars of the future 

will not only be developed, manufactured or driven in Europe, the USA or Japan. More like 

China, India and Brazil.  
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German Automotive| News CW19 / 20 
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German Automotive| News CW19 / 20 



Targets of the Industry 



German Automotive| Targets 

Market preparation phase 

Target: R&D and showcase project focus 

Market ramp-up phase 

Mass Market 

Target: Energy-efficient vehicle and infrastructure  

market development focus 

Target: Sustainable business model focus 

Actionplan 

1. The promotion of investment in advanced technologies and innovation for clean vehicles,  

2. Support industry for R&D Analyses, R&D Improvements 

3. Improve market conditions 

4. Promote investment in skills and training. Research and innovation activities will be streamlined under the European Green Vehicle Initiative. 



German Automotive| SWOT 

Strengths: 

► long tradition and an established reputation of the existing automotive cluster  

► closely-knit network of manufacturers and suppliers 

► strong presence of plants and headquarters of major vehicle manufacturers acting as a hub for the industry 

► high concentration of complementary businesses in supporting industries (electrical engineering, process and manufacturing technologies) 

► high percentage of worldwide production and exports 

► high productivity and relatively low unemployment rate 

► existing brand values and positioning in the high-quality and premium segment driving technological innovation 

► trend-setting region for technological innovations with high research and development spending 

► enabling the emergence of technological innovations and high patent output 

► dense higher education and research infrastructure, partly specialized towards the automotive industry 

► with a high concentration of researchers and engineers cooperating in research of future technologies; 

► greater relative pool of science and engineering graduates and researchers  

► based in the regional trajectory 

► creating a cultural affinity of employment in engineering and manufacturing 

Weakness:  

► Domestic car market close to maturity, export dependency (65%) 

► A supplier industry that is not yet sufficiently consolidated 

► Lower working hours in international comparison 

► Lack of shareholder-value orientation in the industry 



Opportunities: 

► increasing world-wide automotive demand, particularly in emerging markets such as China, India and Nafta ,  

► strong potential to benefit from the ‘electronisation of the automotive vehicle’ due to the local presence of the electronics/electrical supplier industry 

► possible long-term strategies due to close relationships  

► opportunities to seize growth in niche and particularly in premium markets; 

► widening of retailing strategies into leisure industry, stretching the value chain; 

► regulatory norms and standards providing opportunities for innovations. 

► tough and increasing competition through globalization; 

► growing over-capacity leading to more cost pressure; 

► uncertainties about stability and openness of emerging markets 

► currency exchange rate fluctuation and appreciation of the euro, which would make European exports more expensive abroad 

► employment shift towards eastern Europe and Asia due to comparative labour cost disadvantage, especially from more labour 

dependent - medium-sized enterprises; 

► emergence of illegal copying of components in Asia; 

► entry of new players into the market; 

► insufficient attraction for outside science and engineering graduates; 

► inability of companies to seize growth opportunities due to lack of qualified personnel or shortage of finance. 

Threats: 

German Automotive| SWOT 



„Together for the future of Turkey“ 


