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The document you are reading is the printed summary of Volvo Car Corporation’s For life 2000

report – a review of how we apply corporate citizenship in our everyday work, based on our

core values of Safety, Quality and Environmental care. The full version of the report, including all

information and key performance indicators, is available at www.citizenship.volvocars.com on

the Internet. When quoting the report or any of the information or figures contained therein,

always refer to the full, updated Internet version. 

The report deals with Volvo Car Corporation (VCC) and its wholly-owned subsidiaries.

Unless otherwise stated, all information applies to Sweden in the calendar year 2000.

Environmental data from our production plants for the year 2000 will be compiled and published

on our web site in April 2001. Volvo Car Corporation’s financial performance is not reported

separately, but is included in the overall figures for the Ford Motor Company (FMC) as contained

in FMC’s annual report on www.ford.com

This is VCC’s first report on corporate citizenship. Although several processes have been

initiated in the area, by no means all have yielded reliable information. In such instances, we

have opted to delay reporting the results concerned with the aim of including more information

in next year’s edition. This is a status report which is intended to provide a basis for the ongoing

work of developing corporate citizenship within Volvo Car Corporation in collaboration with our

parent, the Ford Motor Company. Unless otherwise stated, the name ‘Volvo’ as used in this

report refers exclusively to Volvo Car Corporation.
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Active dialogue the key to the future

“Corporate citizenship is not a project to be completed within a given timeframe; it is an attitude and a frame of mind which must imbue everything that we do.”
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ho are we here to serve? This is a fundamental question
for every company. And the answer will obviously differ

depending on who is asked the question. To the board of the
company, the interests of the shareholders are paramount. To
the sales personnel, the answer is obvious: we are here to
meet the needs of our customers. 

Volvo plays a vital role in society by creating employment
opportunities and contributing to national development by pay-
ing taxes. To our employees, we should ideally offer enjoyable
and stimulating employment, with financial rewards which enable
them to build a secure life for themselves and their families.
Performing all of these roles at the same time and managing
the relationships which they involve, in a manner which benefits
all concerned, is what we mean by corporate citizenship. Good
relations are essential to running a business and, thereby,
generating development which is important to the company,
society and its individual members alike. 

According to a recent survey, the Millennium Poll, 40 percent
of the world’s population has considered refusing, or has actually
refused, to buy products from companies which do not meet
their standards of corporate citizenship. In North America, the
figure is 70 percent. In this light, corporate citizenship must not
be regarded as a ‘luxury’ to be indulged in when times are good,
but as an essential condition for achieving our business goals.

How, then, can a global carmaker, whose products contribute
both to traffic accidents and to what is perhaps the greatest
threat to our environment – the greenhouse effect – act as a
responsible corporate citizen?

Volvo cars are among the very safest made. This has been
verified by independent testing agencies, and by our own re-
search and test programmes. However, this does not mean that
we can rest on our laurels; a great deal of development work
still remains to be done, mainly in the area of new technologies,
to prevent accidents from happening. Unprotected road users
are a group which is receiving attention, and we are examining
ways and means of making our cars safer, not only for their
occupants, but also for those in their immediate environment.

Transport accounts for about one-fifth of global carbon
dioxide emissions and the contribution of transport is increasing
fastest. For many years, we have been developing and intro-
ducing engines designed to burn alternative fuels, from biogas
to alcohols. The problem at present is the shortage of produc-

tion and distribution facilities for alternative fuels. We will con-
tinue to stimulate debate and identify concrete solutions to the
problem of the environmental impact of transport, in coopera-
tion with fuel producers and others prepared to participate in
that task. Our cars are safe family models which are fuel-effici-
ent compared with their competitors; however, we are working
unceasingly to improve their fuel economy and the fuel con-
sumption of the entire Volvo range has been lowered
significantly over the last three years.

Volvo Car Corporation employs 27,400 people worldwide.
About twice as many more work for our suppliers, designing
and producing components and systems for our cars, and
approximately 500,000 people are affected indirectly by our
operations. Volvo offers these both an opportunity and a chal-
lenge – an opportunity to realise their goals and a challenge to
achieve a little more than was thought possible. Our company
philosophy is based on the Swedish concept of medarbetar-
skap (meaning active and constructive cooperation), teamwork
and leadership. Regular surveys are now carried out to deter-
mine how employees throughout the company perceive their
work situation, and the results are followed up in the form of
training and other action programmes. 

Volvo Car Corporation is a member of The Global Compact
– a network of companies which have accepted Kofi Annan’s
challenge to business to disseminate the UN policy regarding
working conditions, child labour and preventive environmental
programmes around the world.

We are in the initial stages of a process which cannot be
controlled from the top. We must listen, both inside and outside
the company, to develop corporate citizenship into something
which will give us all a sense of pride and pleasure. It is my
hope that this report will be the springboard which provides us
with the motivation and drive essential to this undertaking.
Corporate citizenship is not a project to be completed within a
given timeframe; it is an attitude and a frame of mind which
must imbue everything that we do.

w

Hans-Olov Olsson
President and CEO, Volvo Car Corporation
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Volvo was founded in Gothenburg in 1927 by Assar
Gabrielsson and Gustaf Larson, both of whom had formerly
worked for SKF (the Swedish Ball Bearing Company), but had
decided to start their own business in what was the newest
technical field of the day, the automotive industry. 

The name ‘Volvo’ (Latin: ‘I roll’) was a redundant brand
name acquired from their former employer. Growing quickly,
the company soon had two legs to stand on in the form of
cars and trucks. Today, Volvo Car Corporation (VCC) produces
cars in the luxury segment and has been owned since 1999
by the Ford Motor Company (FMC). VCC is part of FMC’s
Premier Automotive Group (PAG), together with Lincoln, Jaguar,
Aston Martin and Land Rover. The company’s headquarters
are located in Gothenburg on the west coast of Sweden. 

Volvo currently offers a range of car models. The saloons
are known as the S40, S60 and S80, while the V-line models
are the V40, V70 and V70 Cross Country. The range is com-
pleted by the Volvo C70 Convertible and Coupé. 

All models are available with different engine options, in-
cluding petrol, diesel, methane and LPG versions. Volvo pro-

duces and sells parts for all of its current range and a selection
of its earlier models, and also offers financing and insurance
services.

Volvo manufactures cars in Sweden, Belgium, the
Netherlands, South Africa, Malaysia and Thailand. In the
Netherlands, the Volvo S40 and V40 are built in a plant 
originally owned jointly with Mitsubishi Motors*. Production in
South Africa, Malaysia and Thailand amounts to 1.5 percent
of the total – a figure in line with the needs of the local markets.

Engines and other components are manufactured in
Olofström, Skövde and Köping in Sweden.

The company’s headquarters are located in Gothenburg,
Sweden, together with its product development, marketing
and staff functions. Sales in its 165 markets are conducted
through regional market companies. With a total workforce of
27,400, Volvo has almost 1,800 dealers and a large number
of service workshops in about 50 countries. Most of these
dealerships are independent companies.

Scandinavian profile in an international market

www.citizenship.
volvocars.com
• Volvo Cars Management Team

Volvo currently offers a range of car models. The saloons are known as the S40, S60 and S80, while the V-line
models are the V40, V70 and V70 Cross Country. The range is completed by the Volvo C70 Convertible and Coupé.

*) VCC sold its shareholding to MMC in February 2001.



Year 2000 sales by major market 
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Year 2000 sales by model 
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Volvo’s long-term vision is to become a premium company to which customer care is the highest priority

at all times. We are convinced that constructive cooperation with society is essential to the realisation of

this vision. 

Towards corporate citizenship
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Volvo is part of the Ford Motor Company (FMC), accounting
for about 6 percent of total car production. Belonging to one
of the biggest players in the industry has many advantages, of
which global presence, knowhow exchange and strategic pro-
duct development are the most obvious. Since its foundation in
1927, we at Volvo have built up a strong brand based on our
core values of Safety, Quality and Environmental care, while
our Scandinavian heritage gives us credibility in the areas of
working conditions and human rights. Volvo is now FMC’s
‘Centre of Excellence’ for safety, which means that we spear-
head the Group’s safety development programmes, with the
responsibility of continuing to develop those qualities which
are intimately associated with our name. Our owners have 
stated clearly that Volvo will continue as a strong brand associ-
ated with premium products, which are known for their high
standards of safety, quality and environmental care. 

It is also in these three areas that we can contribute actively
to sustainable societal development in accordance with the
wishes of our stakeholders. In the context of our corporate
citizenship development, we have identified the following areas
as being of particular importance in terms of monitoring and
continuous reporting: 

Customers – since it is ultimately they who determine the
success of the products and services which we offer;

Safety – since the safety of our cars is of crucial importance
to our customers and the community at large; 

Quality – since customer satisfaction is based on the 
premise that quality is inherent in all of our processes and that
our choice of priorities is correct;

Environment – since fuel consumption and emissions must
be reduced if we are to achieve sustainable development;

Employees – since we can succeed only if our employees
are satisfied with Volvo as an employer, and feel that they can
develop with the company regardless of nationality, sex or
background; 

Suppliers – since we have accepted a social responsibility
by subscribing to UN guidelines through our participation in
that organisation’s Global Compact;

Society – since continuous dialogue with various social
players is a prerequisite to sustainable development for
society and company alike.

In the following pages, we review what we are doing in
these areas. This includes a discussion of our goals and
results, as well as the key performance indicators (KPIs)
which we will be using to ensure that we are progressing
towards those goals. This year, we are in a position to report
figures for some of these indicators. However, several pro-
cesses have been initiated in the area within the company
and more indicators will be reported in next year’s report to
illustrate the trend in development, and to assess if we are
actually moving in the intended direction.

Our company philosophy is based on medarbetarskap
(meaning active and constructive cooperation), teamwork
and leadership.



We attach major importance to making
information easy for our customers to
understand. Manuals, product brochures
and conditions are written with educa-
tional assistance, using a vocabulary
and illustrations which will enable as
many people as possible to understand
information which is sometimes highly
complex. One example is provided by
our environmental product declarations
(EPDs), which contain environmental
information verified by a third party and
which we publish for different car models,
both on the Internet at http://epd.vol-
vocars.se and in print. Volvo also measu-
res how customers perceive its informa-
tion, and the results are used as feed-
back by the market organisation and as
a tool for constant improvement.

Customer surveys

Volvo measures customer satisfaction.
Three months, one year and three years
after buying a car, customers are sur-
veyed to determine if they have experi-
enced any problems with it. The results
of these surveys provide us with a mea-
sure of how our quality programmes are
working. Customers are also surveyed

customers
12

Volvo’s customers are to be found all over the world, although mainly in the USA, Sweden, Germany,

Britain, the Netherlands, Italy and Japan. One in three of the Volvo cars sold in 2000 is driven by a

woman. Two out of every three sales were to private individuals and one in three to companies. Six 

in ten buyers had not previously owned a Volvo. 

Buyer’s views the basis of our work

to determine how they rank us vis-à-vis
our competitors in major areas such as
quality, safety and environmental care.
However, since these surveys are carried
out in collaboration with all of the major
automakers, Volvo is prevented by
agreement from publishing the results. 

Customised offers

We have developed special offers in most
of our markets to establish genuine rela-
tionships with our customers. Examples
include the Volvo Card in Sweden, which
offers a range of benefits, the Volvo
Family Club in Japan and the ‘personal
shopper’ scheme in the USA. We are also
testing new customer contact concepts,
including a pilot project in eastern
Europe, while working to develop our
customer contacts through the Internet.

Trend analyses

Trend analyses are carried out annually
to detect changes of a fundamental
nature in peoples’ evaluations and 
opinions. The results are incorporated in
Volvo’s long-term strategic programme
to ensure that customer demands will
continue to be met in future.

Dieter Laxy

Test clinics for new systems

Volvo organises test clinics, to which
target group representatives are invited
to test new technical systems or other
new in-car features. A test clinic may
take the form either of an actual meet-
ing in a specific location or, using
modern technology and the Internet, of
a multiconference-type meeting betwe-
en people in several different locations.
The reactions and views of the partici-
pants are used as feedback by the pro-
duct development and business deve-
lopment processes.

Quality-assured dealers

To the company’s customers around the
world, the Volvo dealer is Volvo. To en-
sure that these customers are satisfied
at all times, we have developed a tool to
measure how well our dealers meet
Volvo requirements. Any shortcomings
are reported to Volvo and the dealer is
given an action programme to implement.
Known as DART (Dealer Assessment
Representation Tool), this is currently
being introduced in Europe.

Dieter Laxy, Senior Vice President, Sales Marketing and Services:

“Gustaf Larson, one of Volvo’s founders, wrote that ‘Our cars are driven by people’ – a statement which expresses both the essence

of our brand and the core of our customer relationship. This means that we share with our customers a belief in respect for both

the individual and the community – a foundation which gives strength to our core values of safety, quality and environment. Our

strong commitment to injury prevention, reliability and health is based on bringing value to our customers and the community as a

whole. By constantly improving our contribution in this area, we create a long term relationship with our customers based on trust.

This increases our brand equity and will help us to succeed in the future.”



Our customers, 2000
The figures refer to Volvo customers in the USA, Sweden, Germany, Britain and Japan, 
who comprise 65 percent of our market.

Men 69%

Women
31%

Companies
33% 

Private 
individuals

67%

Repurchase 
42% 

New 
customers

58%

1 Safety     2 Quality     3 Design     4 Image/Brand

www.citizenship.
volvocars.com
• Emissions and fuel consumption of all cars 

• Percentage of models supplied with verified environ-

mental information

• Fuel consumption in Europe classified in three intervals 

• Percentage of ISO 14001 certified dealers in Europe,

North America and Japan.

Reasons for buying as ranked by private customers:



14

Importance of interaction between driver, traffic environment and car

Every year, about 30 million people are injured in traffic and over half a million die as a result of 

traffic accidents around the world. The risks vary depending where in the world one lives or works.

safety
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Whereas the incidence of traffic fatalities
is falling in the western world, it is rising
in many developing nations. Joint, dedi-
cated traffic safety programmes are
needed to reduce these risks and we at
Volvo Car Corporation are active partici-
pants in this effort.

The objective of our safety 
programme is to make Volvo 
the world leader in the areas of:

Active safety, with the aim of prevent-

ing the occurrence of accident situations;

Passive safety, with the aim of pro-

tecting the occupants of the car so as

to reduce the effects of an accident;

Security, with the aim of offering 

greater protection to those who use the

car, as well as their property.

Considered as a whole, these three
areas represent a broad spectrum of
safety research. 

Prioritised areas

To assure that the overall safety of our
products is improved successively, we
are focusing on activities in areas which
we consider to offer major potential in
terms of greater overall safety. 

Examples include:

– Protection for pedestrians and other

unprotected road users, especially child-

ren and the elderly, who are more vul-

nerable in traffic. In this case, the risks

can be reduced by interaction between

the vehicle and the traffic environment.

Vehicles must be designed to minimise

the risk of collision between pedestrian

and vehicle. The vehicle may also be

designed to deliver a warning if its

speed is too high as it approaches a

pedestrian crossing. Automatic adjust-

ment of the speed to the relevant speed

limit and intelligent cruise control are

among other features which are cur-

rently under test.

– Rear-end and single collisions are

being prioritised in the area of active

safety to identify systems in the inter-

action between vehicle and traffic 

environment.  

– Projects currently under way in the

passive safety area include studies to

reduce the risk of head, neck and leg

injuries in various traffic situations. 

– Identification of additional factors

which may reduce the likelihood of a

threat situation, as well as factors which

will increase the personal security of

those using the car.

– Active participation in the dialogue

concerning vehicle–infrastructure inte-

raction.

Volvo models achieve high ratings

In recent years, the passive safety of
several Volvo models has been ranked
by a number of independent bodies
employing the three test methods –
crash testing, accident statistics and
expert assessment – normally used
today. No one of these methods mea-
sures real safety; taken together, how-
ever, they provide a good indication of
which cars are safest. All of the Volvos
tested achieved top ratings, regardless
of method.

Methods of testing accident preven-
tion systems, as well as personal and
property security features, are still
under development. To describe actual
safety, we ourselves will provide statis-
tics for next year’s report showing how

www.citizenship.
volvocars.com
• Safety policy

• Active safety

• Passive safety

• Security

• Volvo Cars Safety Centre

• Investigative methodology

Stefan Nilsson, Safety Centre Director:

“To maintain our position of leadership, we cannot simply continue to do what we have been doing until now. Cars will soon reach

a level of safety at which additional passive safety equipment will have relatively little effect. For this reason, we are focusing

increasingly on the development of more intelligent cars, which will warn the driver of risks, and will even act to avoid hazards and

accident situations.

We will also contribute to interactive development between cars and the infrastructure, while seeking to expand our dialogue

with our customers on ways and means of detecting and avoiding hazardous traffic behaviour. The aim of our holistic approach is

to create traffic safety on our roads through interaction between car, driver and infrastructure.”

Stefan Nilsson

often Volvo cars are involved in acci-
dents and how their occupants survive
these accidents compared with the
Swedish car population as a whole.

World-beating safety facility

Inaugurated in 2000, the Volvo Cars
Safety Centre in Gothenburg is the
most modern crash test and simulation
facility in the world. Here, collisions of
different types can be simulated and
performed at different angles and
speeds. The crash sequences are filmed
from many different angles and the
information is analysed to improve both
the cars and the computer simulation
programs. 

Testing body Test method S80 S70 V70 S40

EuroNCAP Crash test 1 1 1

US-NCAP Crash test 1 1-2

IIHS Crash test 1 1

IIHS-HLDI Fatality statistics 1

HLDI Injury statistics 1 2 1

Folksam Fatality and injury 1 1
statistics

Which? Expert assessment 1 1

On the rating scale, ‘1’ represents the highest grade awarded
by the relevant body, ‘2’ the second highest, and so on. The
scale may consist of four to twelve grades depending on the
method. See the web site for a detailed description of test
methods and results.
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Customer satisfaction top priority

quality

Wolff Huber, Senior Vice President, Quality:

“Our aim is to be No. 1 in customer satisfaction by 2004. This includes both the quality of the car, and the quality of our sales

and service. To achieve our goal, we need to be best at observing and interpreting customers’ signals. One step in this direction

is to recruit strategically. Our employees must be a mirror image of our customers. This means that we need more women and

more nationalities in all parts and at all levels of the organisation. Our corporate culture is created by people who want to develop

themselves and the company. Changing a culture not only takes time, but is also an endless task. Every day, we must remind

ourselves that our task is to get to the top and stay there, and encourage each other in that endeavour. Quality assurance is the

only tool we have to ensure that we are doing the right things in the right way.”

At the end of the 1980s, quality was
something with which only quality de-
partments were concerned. Today, the
picture is totally different and quality has
become everybody’s responsibility. All of
Volvo’s production plants are using 
quality tools such as QDE (Quality–
Delivery–Economy) and SPC (Statistical
Process Control) to create the condi-
tions for achieving zero defects and
continuous improvement, leading to
TQM (Total Quality Management).

Our aim is to become a world leader
in quality. This include products, sales
and service alike.

Focus, strategy and monitoring

A new project known as Customer
Satisfaction No. 1 was initiated in 2000
to place the focus on quality issues and
ensure that the resources required for
Volvo to achieve its overall goal of be-
coming the leader in customer satisfac-
tion by 2004 are created. Serious and
frequent faults in the cars are docu-
mented and corrected successively.
Measures designed to achieve the 
highest quality in the product, sales and

www.citizenship.
volvocars.com
• Quality policy

• Customer satisfaction

• Holistic view of quality

• European Quality Award

• Quality award for Ghent plant

service areas are incorporated in the
strategic quality plan and the results are
monitored regularly. The line organisa-
tion is responsible for quality issues.

Hundreds of employees trained 
as quality leaders

A new quality tool known as 6-sigma,
whose purpose is to improve the quality
of all of our processes, was introduced
in 2000. As part of the programme,
over 200 employees are undergoing a
four-month, theoretical and practical
training course in the application of
most of the quality tools used in the
industry today, following which they will
conduct quality projects on a full-time
basis for two years. In all, over 700 such
projects will be carried out annually, and
will be conducted in both the manu-
facturing and service processes. The 
6-sigma methodology has been im-
plemented throughout the Ford Group.

Gates guarantee quality

A review of quality assurance in the
product development process was initi-
ated in 2000. When developing a new

Maintaining high quality throughout the value chain is the only way of achieving high customer 

satisfaction. As a result, quality is the top priority in everything that we do.

Wolff Huber

car, a number of ‘gates’ must be passed
from the time the characteristics of the
model are first defined until such time
as it enters production. A number of
technical, commercial and financial con-
ditions must be satisfied before each
gate can be opened and the project
allowed to proceed. These gates and
conditions are now being reviewed with
the aim of coordinating the gate systems
throughout the Ford Motor Company.
The purpose is to guarantee a quality-
assured product development methodo-
logy which will help us to meet our cus-
tomers’ quality demands. The project
will be completed in May 2001.
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Environmental care from product development to recycling

The price which the environment has had to pay for human progress in the 20th century has been far too

high. In a century of industrialisation, the level of carbon dioxide in the atmosphere has risen by 30 percent,

with adverse effects on the Earth’s climate. At the same time, environmental issues have changed from

concern about individual chemicals and threatened species to include our entire lifestyle. In this context,

the problems of climate change and carbon dioxide emissions may represent our greatest challenge.

environment

The Biosphere2 Center in Arizona in the USA was built in the 1980s to study the feasibility of establishing completely self-supporting systems in
which human beings may be able to survive for long periods of time, perhaps even in similar facilities on other planets. Today, Columbia University
conducts environmental research and provides courses in environmental issues at Biosphere2. Volvo is a partner in this ongoing project.



Anders Kärrberg
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Cleaner emissions
Hydrocarbons, carbon monoxide and
nitrogen oxides all have effects on
human health and the environment, alt-
hough the levels of these emissions in
traffic environments has fallen as a
result of improved exhaust gas treat-
ment, cleaner fuels and more efficient
combustion. In terms of legally control-
led emissions, Californian legislation
has set the standard for the rest of the
world. The emission control limits which
will be introduced in the EU in 2005
are equivalent to those contained in
the current Californian ULEV (Ultra
Low Emission Vehicle) standard.

Key performance indicators:

Percentage of cars sold complying
with ULEV limits (15 percent in 2000)

Fuel consumption in three intervals
(see web site)

Volvo Bi-Fuel
Volvo’s first gas car, the Bi-Fuel, became
commercially available in 1995. The Bi-
Fuel has two separate fuel systems, one
for petrol and one for gas. The new
generation, which makes gas operation
a real option, was introduced in 2000.
The new model is designed to run on
gas supplied from two fuel tanks housed
underneath the floor to preserve load
space. The operating range of the
model is approximately 300 km on gas.
The use of biogas reduces the total
carbon dioxide emissions by up to 95
percent, depending on the method used
to produce the fuel. Operating costs
are 40–60 percent lower depending on
local fuel taxes. Between 1995 and
2000, Volvo sold almost 1,800 Bi-Fuel
cars in over ten countries. In 2001, the

Our current goal is to be a world leader
in environmental care. This includes the
areas of fuel consumption, exhaust
emissions and cabin environment. Since
the Volvo environmental policy states
specifically how this is to be achieved,
our strategy is characterised by a holis-
tic approach, continuous improvement,
technical development and resource
efficiency.

To achieve our goal, we must con-
tinuously reduce the fuel consumption
and emission levels of our cars. In
parallel with this, we must lead the field
in the development of cars designed for
alternative fuels. Furthermore, the pas-
senger compartment must be as safe
as possible from a health perspective;
neither the air nor the materials used in
the interior may give rise to allergies or
eczema. 

Open and honest information is essen-
tial if customers are to understand and re-
quest environmental improvements. Third
party-verified environmental information
is now available for most of our models.
This covers the entire life cycle from
production to useful life and recycling.

Lower fuel consumption
The UN Intergovernmental Panel on
Climate Change (IPCC) has declared
that the influence of human activity on
our climate cannot be ignored and has
recommended the use of the precaution-
ary principle. Volvo supports that re-
commendation. Every company in the
European automotive industry, including
Volvo Car Corporation, has, through its
coordinating body, ACEA, agreed volun-
tarily to reduce fuel consumption to 
140 g of CO2 per km by 2008, equivalent
to a reduction of 25 percent since 1995. 

www.citizenship.
volvocars.com
• Environmental policy

• Emissions

• ULEV

• PremAir®

• Fuel consumption

• Production and recycling

• Healthy cabin environment

• Bi-Fuel

model will be available in those countries
in which a gas distribution network has
been established.

Environmentally certified production
All component production is environ-
mentally certified, as is manufacturing in
Gothenburg, Sweden, Ghent, Belgium
and Bangkok, Thailand. Volvo’s plants in
Uddevalla, Sweden and Kuala Lumpur,
Malaysia will implement ISO 14001 in
2001, as will other units of the company
which have still not implemented certified
environmental management systems. All
of Volvo Car Corporation will be certified
in 2002.

Higher level of recycling
At present, only the metals in a car –
equivalent to about 75 percent of the
vehicle’s weight – are recycled. By 2006,
this figure will have been increased to
85 percent, which means that a high
proportion of the plastics, rubber and
glass will also be recovered. Volvo is
now establishing systems for recovering
and recycling materials in collaboration
with other automakers and representa-
tives of the recycling industry.

Anders Kärrberg, environmental manager:

“Ninety percent of the environmental impact of a car is generated during its useful life. Since a model’s characteristics are estab-

lished during the product development phase, it is natural that our environmental activities should focus largely on this area, in

which the greatest effect can be brought to bear. We are constantly seeking even better solutions, which will yield lower environ-

mental loading and will also be valued by our customers. It is ultimately the customer’s choice which will determine the success

or otherwise of our environmental programmes. Many exciting things are happening at present! The Bi-Fuel range introduced in

2000 is one example of an attractive environmental option which does not compromise other important properties, such as load

capacity or driveability. We have established the goal of cutting the fuel consumption of all of our cars sold in the EU by 25 per-

cent by the year 2008, based on the 1995 figures. We are working to achieve this over a broad front, including everything from

minor improvements to new, alternative power trains. This is something we will be reverting to in 2001.”

® Registered trademark of Engelhard Corporation
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Multicultural skills a key issue

Many companies today are competing for skilled personnel. This competition will increase as employees

retire on pension and fewer young people enter the labour market. In comparing potential employers, young

people attach a higher priority to the chance of exercising an influence, working in an international environ-

ment and availing of development opportunities than they do to salary and other benefits.

Sven Eckerstein

Sven Eckerstein, Senior Vice President, Human Resources:

“We want to create the opportunity for our employees to grow and develop with Volvo. By delegating responsibility and authority, we

create the conditions for interesting and developmental work assignments. To attract and retain the best people, we must be true to

our company philosophy which emphasises medarbetarskap (meaning active and constructive cooperation), teamwork and leadership.

The results of our annual Volvo Attitude Survey provide us with information on how our employees perceive their work situation. The

replies are summarised and form the basis of our improvement activities.”
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The 27,400 people who work for Volvo
Car Corporation are comprised of
women and men, young and old. One of
our priorities is to create the conditions
and opportunities which will enable our
employees – present and future – to
achieve their expectations. 

Work Life Balance

The problem of stress has attracted
attention. Stress is not simply a result of
long hours and intensive work; factors
such as the pace of change, coupled
with new demands, routines and work-
ing methods, are often perceived as
even more stressful. The pace of change
is unlikely to slacken; in fact, the oppo-
site is more likely. In the last three years,
we have observed an increase in stress-
related problems among our employees.
At present, Volvo is carrying out dedi-
cated studies to survey and deal with
this problem with the aid of its company
health experts, and dealing with stress
is a priority of our working environment
organisation. A voluntary survey was
carried out in 2000 to determine how
our employees perceive their success in
combining the demands of their working
lives with a stimulating private life.
Known as Work Life Balance, this was
conducted over the Volvo intranet.
Approximately 4,500 employees, includ-
ing 4,000 or so in Sweden, took part in
the survey. The results indicate that al-
though most people are satisfied with
their jobs, the majority also have problems
in combining work, family and personal
development in a satisfactory whole.

Key performance indicators:

Percentage of employees who are
always or usually satisfied with their job
(68 percent in 2000)

Percentage of employees who con-
sider that they have achieved a balance
between their working and private lives
(32 percent in 2000)

Diversity

Our customers are men and women,
young and old, living in most countries
around the globe. For business reasons,
we need more people in our manage-
ment organisation with experience of
living and working in different countries,
and with experience of different cultures.
Ethnic origin is a rough measure of
what we call multicultural skills. We
intend to develop a model for measuring
experience of different nations and cul-
tures. As yet, it is too early to determine
which key performance indicators we
will report in future.

Female representation

At present, one in five of our employees,
but only one in twelve of our managers,
is a woman, and we are aware that this
deprives us of essential skills. These
statistics, as well as individual appoint-
ments, will be monitored on an annual
basis. Our aim is to increase the propor-
tion of women in managerial positions
to 20 percent by 2005. 

Men:
81% 

Women: 
19% 

Up to 
30 years:

25%

31-45 years:
48%

46 years
and over:

27 %

Age distribution* Number of years with company*

16 years 
and over:

28%

6-15 years: 
33%

3-5 years:
10%

Over 
2 years: 

28%

Rest of
world:
42%

Belgium: 
11%

Sweden: 
47%

Geographical location Percentage of men/women*

Percentages of women at different levels

within the company

Volvo Cars Management Team 0%

Management level 2 0%

Management level 3 3%

Management level 4 4%

Management level 5 11.5%

Management level 1-5 total 8%

Key performance indicators:
Total percentage of women employed

by the company (19 percent in 2000)
Percentage of women in managerial

positions (8 percent at leadership levels
1–5 in 2000)

From 2001 on, we will be reporting the
percentage of women among employees
recruited to managerial positions during
the year.

Employees in the year 2000

www.citizenship.volvocars.com
• Employee appraisals and development plans

• Improvements in working environment

• Competence development programme

• Doctoral candidates

• Supplementary payment for parental leave 

• Performance bonus and pension schemes

• Trade unions

• Volvo Attitude Survey

• Company philosophy

• VCC’s attraction as an employer

• ISO 9001 and ISO 14001

• Company-wide guidelines and policies

• Absence in Sweden due to sickness, studies or 

parental leave

• Occupational injuries in Sweden and Belgium

• Serious occupational injuries in Sweden and Belgium

*These figures apply to employees in Sweden and Belgium, 
who together represent 58 percent of the company’s workforce.
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suppliers

A high proportion of the value of our products is manufactured by our suppliers. In 2000, Volvo Cars purchased

components and systems to a total value of approximately SEK47 billion, which is equivalent to about 50,000

permanent jobs in the supplier sector. Product development today is conducted in close cooperation with our

suppliers, an essential prerequisite to the creation of efficient and fruitful work for both parties. 

Corporate citizenship throughout the value chain



Lars-Håkan Wilhelmsson

Percentages of suppliers and hauliers with ISO 14001
certification

38
%

27
%
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20001999

Volvo’s aim is to ensure that 100 percent of its suppliers
are certified by 31 December 2002 and 90 percent of
its hauliers by 31 December 2001.

Suppliers

26
%

17
%

20001999

Hauliers

Volvo’s ten biggest suppliers and
their products

Aisin Seiki Co. Ltd

Automatic transmissions

Autoliv AB

Safety equipment

Contitech Holding GMBH

Brakes

Delphi Automotive Systems

Electrical wiring

ECA NV

Seats

Lear Corporation

Seats

Mitsubishi Electric Corp.

Audio equipment

Robert Bosch GMBH

Engine management systems etc.

Sommer Allibert Industrie

Dashboards

Valeo SA

Climate systems, locks, lights

In 2000, Volvo placed orders with 414
suppliers, of which the ten biggest ac-
counted for almost 50 percent of the
value of goods supplied. Our suppliers
are located in 28 countries, with Sweden,
Germany, Belgium, France and Japan
supplying 75 percent of the total value.
Suppliers include both major multi-
nationals as well as small niche com-
panies. Volvo has long-established rela-
tionships with many of these firms, some
of which have been suppliers to the com-
pany for over 50 years. 

Global purchasing conditions

Volvo suppliers must comply with provi-
sions of the company’s purchasing con-
ditions. These include everything from
financial stability to quality and environ-
ment. Environmental requirements ex-
tend not only to the characteristics of
the products themselves, but also to the
supplier’s working methods. As impor-
tant elements of our cooperation, quality
and environmental care have been
integrated in the conditions to ensure
that the suppliers work in a manner
which is compatible with our require-
ments. Our aim is to ensure that all of
our suppliers are certified under ISO
14001 by the end of 2002. By the end
of 2000, certification had been secured
by 38 percent of those concerned.

Global Compact

In the context of corporate citizenship
and our involvement in the UN’s Global
Compact, we have undertaken to work
actively for human rights and humane
working conditions. We have no evidence
to suggest that child labour or slave
labour is used by any of our supplier
companies. Our choice is to act preven-
tively and to deal with the matter

through our normal purchasing pro-
cedures. In 2001, together with Ford
Motor Company, we will initiate a pro-
cess of defining the demands which we
will impose on suppliers in terms of
social responsibility and working condi-
tions.

Transport purchasing with 
environmental requirements

All transport movements to, from and
between Volvo’s plants are managed by
a separate company. The purpose is to
coordinate and streamline transport
operations in order to reduce fuel con-
sumption and, as a result, lower the
environmental impact of the activity. As
a major purchaser of transport, we are
also in a position to impose conditions
on the environmental performance of
the vehicles used. Transport movements
are coordinated between ourselves and
other Volvo companies to increase the
capacity utilisation of the vehicles and,
thereby, improve the efficiency of the
operation. The trend in the development
of goods traffic between Volvo’s facilities
in Köping and Gothenburg between
1998 and 2000 provides an excellent
example. During this period, capacity
utilisation increased from 65 to 90 per-
cent through improved planning.

Lars-Håkan Wilhelmsson, acting head of Purchasing :

“Ten years ago, we initiated a process – which is still ongoing – to reduce our supplier corps to a smaller number of relatively large

companies. This has been accompanied by a process of structural change in the supplier sector involving various takeovers and

mergers. At present, suppliers produce about 75 percent of the value of a new Volvo. Their activities are just as important to us as

our own, and component development is now a cooperative process involving design engineers on both sides. Like ours, a supplier’s

production is customer order-driven. This means that the customer’s order determines what the supplier is to deliver – and when.

We employ common data systems and quality monitoring programmes.”

www.citizenship.
volvocars.com
• ISO 14001

• Volvo’s involvement in the UN’s Global Compact

• Open days for suppliers

• Development programme for suppliers

• New payment procedures

• Hauliers – key performance indicators

• Outward transport of finished cars from 

Gothenburg

Environment



Since 1997, thousands of British schoolchildren have been involved in Practical Environmental Projects (PEPs) with the aid of educational material
and financial grants from Volvo Cars in Great Britain. Projects have dealt with everything from designing school gardens to cleaning ponds and
removing rubbish on roads and beaches.



concerned. Experience gained from a
traffic safety project undertaken by the
Volvo Group in Brazil will also be supplied
to other developing nations in 2001.

Common environmental standard

Volvo’s environmental policy applies
worldwide. In 2000, the company intro-
duced a global environmental standard
for production plants, under which the
same minimum emission control and
working requirements must be applied,
regardless of whether the local legisla-
tion is more lenient.

Scholarships for students to 
study environmental issues

Since 1997, Volvo has been cooperat-
ing with the University of Columbia in
the USA in the development and fund-
ing of environmental studies. Under the
scheme, all students at the university
are entitled to apply for one term of
environmental studies as part of their
course. The environmental courses are
held at the Biosphere 2 Center, a sub-
sidiary of Columbia in Arizona and Volvo
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Since the mid 80s, Volvo has been con-
ducting a number of research projects
in collaboration with medical and
technical experts in Swedish hospitals,
universities and institutes of technology.
The purpose of one such project is to
clarify the mechanisms behind the cau-
ses of whiplash injuries. As yet, the cau-
ses are unknown; however, research
findings to date have yielded a greater
understanding of various factors which
influence the risk of whiplash problems.
Based on this research, Volvo has also
developed its WHIPS front seat, which
reduces the risk of whiplash-related
symptoms.

Global Road Safety

Volvo is a participant in an international
project known as the Global Road
Safety Partnership, a World Bank initia-
tive aimed at improving road safety,
mainly in the developing nations.

Volvo is contributing its experience
and information on the methodology
used by the Volvo Accident Research
Team to the authorities in the countries

As an employer, Volvo has an influence on many people through its products and through its interaction

with the world about it. Gothenburg, Uddevalla, Skövde, Köping and Olofström in Sweden, as well as

Ghent in Belgium, are locations in which the company is a major employer, and in which we have a rela-

tionship, not only with our employees, but also with the community at large. As one of the oldest export

companies in Sweden, we have both a national and an international responsibility for our actions in vari-

ous contexts.

society
Aiming to be an active social partner

Olle 
Axelson

Olle Axelson, Senior Vice President,

Public Affairs:

“Companies and communities must coexist

in symbiosis in order for both to develop.

Open dialogue between companies, auth-

orities and organisations promotes develop-

ment. The need for communication is grow-

ing continuosly. Corporate citizenship can be

developed only by serious, long-term work

characterised by transparency, honesty and

flexibility. We must be a modern, progressive

and attractive company, both as an employer

and a working partner, and in the way we

contribute to the development of society.

Our Swedish heritage is a strength in our

global operations. 

Together with our company philosophy,

Volvo’s core values of Safety, Quality and

Environmental care provide an excellent

platform for that work. We can continue to

develop as good corporate citizens by 

supporting various communal projects and

initiatives.”

Tax expenses
Reported tax expenses and government grants
received (SEK M)

Corporate tax* Grants**
2000 see web site see web site

1999 326 0

1998 149 0

* Swedish tax reported by Volvo Car Corporation AB and Volvo Car

Corporation Components AB 

** Defined as recruitment subsidies, localisation subsidies and other

financial support received from government.

(over)
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Volvo conducts secondary school courses with an engineering industry orientation at
three locations in Sweden. The students alternate theoretical studies with work experi-
ence at Volvo, where they learn modern industrial practice and, on completion of their
education, are equipped with knowledge which is a valuable asset in the labour market.

The Volvo Ocean Adventure provides young people with a home page on which they
can follow the progress of the yachts as they circle the globe, while learning about the
waters in which they are racing. Young people all around the world can undertake their
own local projects and report their results on the home page. All information is given
in five languages and participation is completely free.

In autumn 2000, young people from five countries participated in a ‘trial run’ of the
Volvo Ocean Adventure project. The winners were a group from Stavanger, Norway,
who described their vision of how society can become more resource-efficient. Their
first prize was a trip to the Biosphere2 Center in Arizona, USA.

sponsors a term’s free tuition for 20
students annually. Further information is
available on www.bio2.edu

Volvo Ocean Adventure

The most famous ocean-racing event in
the world, the Volvo Ocean Race, will
get under way in summer 2001. This
will be accompanied by the launch of
the Volvo Ocean Adventure Internet web
site, which will give children and young
people an opportunity of following the
yachts on their round-the-globe journey,
while learning about our seas and the
environmental problems which affect
them. Groups of young people will be
encouraged to start local projects and
present them on their own home pages. 
Further information is available on
www.volvooceanadventure.org

Volvo Environment Prize

The Volvo Group and Volvo Car
Corporation award an annual prize
worth SEK1.5 million to one or more
scientists for major research in the en-
vironmental field. The Volvo Environ-
ment Prize has been awarded annually
since 1990. Further information is avail-
able on www.environment-prize.com

Jobs and Society Foundation

Volvo provides financial support for the
Swedish Jobs and Society Foundation,
an organisation which provides free
advice to people prepared to start their
own companies through local represen-
tatives and a network of sponsors.
Local business is the principal motivator
in the running and financing of the
foundation. Volvo is also a member of
the national board of Jobs & Society.
The foundation is part of an international
network under the umbrella of the
European Business Network for Social

www.citizenship.
volvocars.com
• Cooperation with cultural life of Gothenburg

• Secondary school courses

• Seminars on child safety

• Higher education

• Prosecutions and penalties
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This first report by Volvo Car Corporation on corporate citizenship has not been verified by a third

party. Next year’s edition, which will be published in March 2002, will be verified if we consider this

to be relevant to the report’s credibility. 

Contacts and viewpoints

citizen@volvocars.com
Questions and viewpoints may be addressed to:

Volvo Car Corporation, 
Public Affairs, Dept. 50200, 
SE–405 31 Gothenburg

or e-mailed to citizen@volvocars.com
Queries regarding the report may be addressed to Per 

Öfverman, Public Affairs, phone: +46 (0)31 59 00 00.
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Volvo and FMC

www.volvocars.com VCC’s home page, where you will find the complete version 

of For life 2000.

www.volvocars.se VCC’s Swedish home page.

http://epd.volvocars.se Verified environmental information by model.

http://vcc.volvocars.se/bifuel/accelaration.asp Volvo Bi-Fuel. 

www.volvooceanadventure.org The environment, the sea and sailing for young people. 

Starts in June 2001.

www.environment-prize.com Volvo Environment Prize home page, with information 

of the purpose of the prize, award criteria, jury and laureates.

www.ford.com Ford Motor Company’s home page.

Safety

www.nhtsa.gov US National Highway Traffic Safety Administration

www.vv.se National Swedish Road Administration

Quality

www.efqm.org European Quality Award

Environment

www.eea.eu.int European Environment Agency

www.bio2.edu Biosphere 2 Center, which conducts environmental research and 

training, and provides information on environmental issues. 

Principal: University of Columbia.

Corporate citizenship

www.globalreporting.org GRI home page containing guidelines and information 

on sustainability reports.

www.unglobalcompact.org Information on the purpose of Global Compact and list 

of participant companies.

Links to web sites containing 
information of interest
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