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This is the second Corporate Citizenship report from Volvo 

Car Corporation. The purpose of this report is to be an open 

and trustworthy document, aimed at informing both external 

and internal stakeholders about our progress and concerns

regarding Corporate Citizenship. It summarises the company’s

activities and business, environmental and social performance

in the year 2001. The report is based on the GRI guidelines 

for Sustainability Reports. 
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Last year’s Corporate Citizenship report was evaluated by nearly 100 people representing universities, companies, NGOs, 
employees and experts. The feedback we received was that the report was well structured, easy to read and covered many 
of the relevant issues but that people wanted to see more hard facts. As a consequence, we have maintained last year’s report 
structure and focused on identifying new performance indicators for inclusion in this year’s report. 

This report and additional information regarding Volvo Car Corporation and Corporate Citizenship can be found on our web-
site at www.citizenship.volvocars.com. Catarina Paulson within the Public Affairs department is coordinating Corporate Citizen-
ship at Volvo Car Corporation. Should you wish to provide feedback on the report and our performance, please email us at 
citizen@volvocars.com. Your views and comments are valuable as they help us know if we are on-track towards meeting your 
expectations. The next report will be published in Spring 2003 and will cover the year 2002.
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Cars are driven by people. 
The guiding principle behind everything we make 
at Volvo, therefore, is and must remain – safety.” 
QUOTE FROM GUSTAF LARSSON (LEFT) AND ASSAR GABRIELSSON (RIGHT)“

Performance, not words, 
makes a corporate citizen
It is not easy to sum up the past year. Terrible tragedies go hand
in hand  with seemingly unnoticed encouraging steps forward.
People say that human memories are short-lived – just thirty
years. The images from New York last September will almost
certainly remain etched in many people’s memories for much
longer. One thing is certain – for better or for worse the world
has become global. A couple of months before the tragic events
of September 11, at the EU summit in Gothenburg, Sweden,
we had a preview of the rage that lies beneath the surface from
groups claiming to be opposed to globalisation. It is common
knowledge that stone throwing and shattered shop windows
receive full coverage on all the world’s TV channels and news-
papers. Proposals for constructive dialogue rarely end up on 
the front page of the papers or in news broadcasts.

In this climate, it is all the more important to work on corporate
citizenship. What we achieve will probably never find its way into
the media headlines, but this doesn’t make it any less important.
I am convinced that we as a company constitute a beneficial and
constructive force in many contexts. This applies in our role of
supplier, employer, customer and active member of society. 

Our social engagement takes place at local, national and 
global level. As a company, we are distinguished by our
Scandinavian values and Scandinavian design. In many ways
this is where we draw our strength, which leads us to favour 
our continued home base in Scandinavia. It is from here that 
we obtain our livelihood and are able to develop our niche in the
global automotive market. We also have a major responsibility
as the predominant employer in several areas of Sweden. Our
international focus naturally encompasses our interest in an
open, global market with a minimum of restrictive customs 
tariffs and regulations.

During the past year, we have shown that we stand up for 
our values as a supplier of safe, high-quality cars. The Safety
Concept Car, SCC, which was launched in January and since
then has toured motor shows, demonstrating an entirely new
philosophy towards safety is one example. We now aim to 
develop cars and infrastructure together so that they can 
communicate in order to give warning of and prevent accidents
if the driver fails to heed a potential risk. The future we see
ahead of us is an exciting one!

During the year our new ULEV engines went up from 15 to 
31 per cent of sales. This means that one in three Volvos bought
meet Californian legislation on exhaust emissions, which is the
strictest in the world. Similar standards, Euro4, will apply in the
EU from 2005. We are the only car manufacturer currently
supplying cars which conform to these standards in all markets,
regardless of what is required by local legislation.

All the models on the large platform and the 40 series are
now available as Bi-Fuel vehicles. Our tradition was to do what
most other producers of gas-powered vehicles did, namely
modify and convert existing petrol vehicles. We now build them

from the outset as methane-powered cars, increasing quality
while load space remains unaffected with petrol tanks  integrated
underneath the floor. We see with satisfaction that several 
countries are now making tax changes to encourage the use 
of these vehicles.

Our customers and employees are regularly asked about 
how they perceive Volvo Cars as a supplier and an employer.
Your replies are most valuable, not to say crucial, for our ability 
to develop and become even better at satisfying and exceeding
your expectations. The replies we have received during the year
show that we are moving in the right direction in the view of both
our customers and our employees. 

A company’s social responsibility encompasses  in the first
place its own business, but a company that does not include its
suppliers in this responsibility sooner or later risks its credibility.
From 2002, we shall begin the process of formulating and
implementing social and ethical requirements, in cooperation
with our suppliers. It is my conviction that this process will be 
of benefit to our suppliers in that it will enable them to demon-
strate their respect for human rights and working conditions 
in line with the principles of the UN and the ILO. This will also
strengthen them in the razor-sharp competition that exists
among component and system suppliers to the motor industry.

Finally, I would like to highlight some of the projects and the
ventures in which we are involved with a view to achieving
sustainable development of society from a broader perspective.
As part of the Global Compact, we have initiated “Discrimination
is Everybody’s Business”, a project which shows how diversity
can strengthen companies and communities. In association with
five other companies taking part in the project, Volvo Cars pre-
sented the results at the UN World Conference Against Racism
in Durban in September. Other projects include Volvo Ocean
Adventure and the Nordic Partnership with the WWF.

Through corporate citizenship, our aim is to show that it is
possible to create harmony between fulfilling present-day 
customer demands, society’s expectations and the needs of
future generations. While this is not an easy equation to solve,
we are attempting each year to get closer to finding the solution.
This report is one way of sharing our experience. It is my hope
that it will provide the reader with a lot of answers, though 
perhaps a number of questions as well. We look forward to a
continued dialogue on www.citizenship.volvocars.com, where
we will also publish more in-depth material in line with the 
timetable at the back of this report.

Hans-Olov Olsson

President and CEO, Volvo Car Corporation
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The world
of Volvo Cars

PRODUCTION

MARKETS

Our Products, Sales and Markets

Volvo cars come in three different lines; Sedans, Versatiles,
including Cross Country, and Coupés & Cabriolets. Our
sales and service network covers more than 100 countries.
Much of the network is composed of independent companies
working with Volvo Car Corporation as a business partner.
The four largest markets are USA, Sweden, Germany 
and UK.

Manufacturing and headquarters

The production of all of our components, such as engines
and transmissions, is based in Sweden. Volvo Car
Corporation operates three major assembly plants, in
Gothenburg and Uddevalla, Sweden and in Ghent, Belgium.
There are also smaller assembly plants in Malaysia, Thailand
and South Africa, serving the local markets. In Born, the
Netherlands, an independent company, Nedcar, produces
Volvo S40 and Volvo V40. The headquarters and all 
corporate functions are based in Gothenburg, Sweden.

Volvo Car Corporation is part of Ford Motor Company

Volvo Car Corporation is wholly owned by Ford Motor
Company, FMC, since 1999. Volvo Cars together with
Jaguar, Land Rover, Lincoln and Aston Martin form the

Premier Automotive Group within Ford Motor Company.
Volvo Car Corporation is “Centre of Excellence for Safety”
within FMC.

Financial results

2001 was one of the best years ever for Volvo Car
Corporation, in terms of sales and revenues. FMC does not
seperately report financial information about the different
brands.  Detailed information about the financial performance
of the FMC can be found in its Annual Report 2001 at
www.ford.com.

Management Team December 2001

Hans-Olov Olsson, President & CEO
Sven Eckerstein, Senior Vice President Human Resources, deputy CEO
Steven Armstrong, Senior Vice President Purchasing
Olle Axelson, Senior Vice President Public Affairs
Hans Folkesson, Senior Vice President Research & Development
Curt Germundsson, Senior Vice President Car Manufacturing
Wolff Huber, Senior Vice President Quality
Magnus Jonsson, Senior Vice President Project Management 
Dieter Laxy, Senior Vice President Marketing, Sales&Customer Service
Derek Morrison, Chief Financial Officer

Belgium

Sweden

The Netherlands

Thailand
Malaysia

South Africa

CARS PRODUCTION PER COUNTRY, 420 000 IN TOTAL

Belgium

Sweden

Sales companies
worldwide

The Netherlands

Thailand
Malaysia

South Africa*

EMPLOYEES PER COUNTRY, 27 400 IN TOTAL

* In these countries Nedcar and Ford Motor Company 
  respectively produce Volvo Cars

OUR VISION

To be the world’s most successful 
and desirable premium car brand.

OUR MISSION

To create the safest and most exciting 
car experience for modern families.
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SALES PER MODEL 2001. 420 000 VOLVO CARS WERE INVOICED GLOBALLY. 

60 830

106 079

45 250

67 369

90 799

40 182

9 608
360
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Overall result
Sales (number of cars)

Creating jobs
Number of employees

Contribution to society
Salary taxes paid globally by Volvo Car Corporation,
1 EUR = 9 SEK

Knowledge sharing
Number of ongoing projects where we share 
knowledge with external stakeholders

Company culture
Employee satisfaction on a 1 – 100 index

Diversity
Female representation at management levels

Working conditions
Sickness leave

Human rights
Proportion of business partners having a policy 
on human rights and working conditions

Climate change
Reduction of carbon dioxide emissions of the Volvo
car fleet as defined by the ACEA agreement. (see page21) 

Emissions to air
Proportion of Volvo cars sold complying with Euro4/ULEV

Environmental Management
Proportion of VCC/VCC suppliers certified by ISO 14001

Transparency 
Proportion of Volvo models with Environmental Product Declaration

11% 11%

15% 31%

83% / 38% 88% / 43%

16% 72%

64 67

8% 13%

6,3% 6,6%

Work in progress

422 000 420 000

27 400 27 415

360 Million EUR 396 Million EUR

6 7

ENVIRONMENTAL KEY ISSUES AND INDICATORS DEC 31 2000 DEC 31 2001

SOCIAL KEY ISSUES AND INDICATORS

ECONOMIC KEY ISSUES AND INDICATORS

=
+
+
+

+
+

–
–

–
=
+
+

Moving towards 
sustainability

This is how we define sustainability. Have we moved any closer to this definition
during the last year? There is no simple answer, of course. To define a border 
between what is sustainable and what is not, will lead to an interesting but end-
less discussion. Moving in a sustainable direction is easier and more rewarding if 
you have a compass to guide you through the process. With this in mind, we have
created a sustainability scorecard for tracking our year-to-year progress towards
sustainability. The score-card is  an instrument that will require refining and 
adjusting as we improve our understanding of what sustainability means for a 
business such as ours.

We have chosen twelve issues and key performance indicators to form a sustaina-
bility score-card covering environmental, social and economic performance. For
each issue we will use the indicator that we judge to be the most appropriate and
relevant at the current time. If time and experience point to a different and better
indicator, the old indicator will be phased out and replaced with a new one. 

Each indicator is accorded a plus, an equal, or a minus depending on whether
there has been an improvement or deterioration in the indicator over the year. 
Each plus is considered as a step towards sustainability. Every minus a step 
away from sustainability. + – =

According to this index, seven out of twelve key performance indicators have improved during 2001. 

Improvement Deterioration No change

Sustainability is working towards achieving harmony 
between present customer demands, the needs of 
society and future generations. 
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Our Corporate Citizenship Vision

It is our belief that constructive contribution to society is a
prerequisite for the company to become premium à la Volvo.
Volvo Car Corporation is a pro-active partner in society in line
with our core values and the Company Philosophy as summed
up in the tagline Volvo. for life. All business decisions take into
account their impact on society

ADOPTED IN 2000-10-17 BY THE CEO

Our Corporate Citizenship Mission

• We will actively engage our stakeholders and society as a
strategy to reach our business targets and to safeguard our 
brand image.

• We shall act proactively in an open, caring and responsive way.
• It is the responsibility of all managers to take into account the 

impact on society in all decisions. Our commitment to con-
tribute to society has a long-term perspective and includes 
all operations at all levels of the company.

• The company should support its employees to actively work 
to minimise the company’s and its products’ negative impact 
on society and proactively develop new solutions.

• Appropriate measurables are to be identified and are to be 
used for target setting and evaluation. The parameters are to 
be included in the Business Management System.

• Our commitment will be expressed through the actions of the 
company as well as in an annual Corporate Citizenship report.

• Each unit manager is expected to allocate the resources 
needed to create an action plan and targets, which supports 
the Corporate Citizenship mission. The actions are to be
reported to the Corporate Citizenship Steering Committee, 
headed by the CEO.

ADOPTED IN 2000-10-17 BY THE CEO

Corporate Policies

To guide our managers in their work of interpreting and realising
Corporate Citizenship we use the Volvo Cars Company
Philosophy, our core values and Volvo Cars corporate policies. 

• Safety policy

• Quality Policy

• Environmental Policy

• Work Environment Policy

• Policy Against Harassment at Work

• Alcohol Policy

• Policy for Equal Opportunities

• Policy on bribery and corruption

• Policy on information and openness

• Purchase policy

The policies are available on the intranet.

Management and reporting

Corporate Citizenship revolves around our three core values,
safety, quality and environment, and our four core relationships
with customers, employees, suppliers and the society.
Corporate Citizenship is the responsibility of all managers and
employees. There is, therefore, no separate or parallel 
organisation managing corporate citizenship. There is a reporting
organisation responsible for monitoring the progress and in-
forming the Corporate Citizenship Steering Committee chaired
by the CEO on how corporate citizenship is developing within
the company. When necessary, the steering commitee will alert
Volvo Cars management team and focus on certain issues in
order to ensure the progress of the process.

Management Approach

We are a values driven company, managing issues by sharing
common values and monitoring and reporting on results.
Although we do employ targets in order to drive certain issues,
we normally rely on values and employee involvement together
with team work and a modern leadership. Volvo Car 
Corporation will apply for a single umbrella certificate for 
ISO 9000 and ISO 14001 during 2002.

This approach results in 

• Specific tasks carried though in cross-functional teams.
• Identification of key performance indicators for tracking and 

monitoring Volvo Car’s social, environmental, and business 
performance.

• Ensuring that each employee is equipped with the knowledge 
and means to act correctly, to identify and to make the best 
use of perfomance improvement and business growth 
opportunities.

• Stakeholder dialogues, in real life or on line, bringing 
customers and other stakeholders closer to critical 
business decisions.

• Transparency, accountability and communication 
through reporting and other public activities.

Volvo Car Corporation voluntarily agrees with;

The Global Compact, the nine principles on human rights, 
working conditions and environmental care.
ACEA, the agreement with the EU commission to reduce 
CO2 emissions by 25 percent between 1995 and 2008.
EU Commission, we strongly support the proposed nego-
tiated agreement on pedestrian safety.

VCC MANAGEMENT TEAM

MANAGEMENT TEAMS

EMPLOYEES

CORPORATE CITIZENSHIP

NETWORKS

CORPORATE CITIZENSHIP

CONTACT PERSONS

CORPORATE CITIZENSHIP

COORDINATOR

CORPORATE

CITIZENSHIP REPORT

CORPORATE CITIZENSHIP

STEERING COMITTE

DEPARTMENTS

MANAGING

REPORTING

Managingcorporate 
citizenship
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Preventing 
and protecting 
Since we first began building cars in 1927, Volvo Car
Corporation has been an industry leader in car accident 
prevention and driver/passenger protection. 

Human behaviour has evolved during millions of years; cars
have only been around for the last century. We need support
to make good decisions in all traffic situations, whether we are
inside or outside of a car. 

Therefore, car safety today, is much more than the construc-
tion of a crash-worthy car. It is about making the driver and the
car interact safer and quicker to help prevent accidents from
happening in the first place. 

It is also about making cars that interact with the surroun-
dings in a smarter, safer way. Infrastructure design is therefore
very important when improving road safety. We play an active
role in a number of projects aimed at improving car and road
safety in this broader sense, as stated in our Safety Policy. 

Safety tests and rankings

Crash safety is ranked using three different methods; crash
test, accident statistics and expert assessments. These ran-
kings are very valuable to car buyers and producers. However,
real accidents do not always coincide with the situations
tested in a laboratory. For instance, no crash test method
ranks protection in rear-end impact, a type of accident that
has a high risk of long-term disabling injuries. That is why real
life safety, more than only test results, is our ultimate goal
when developing car safety.

Real Life Safety

To find out whether people in Volvo cars are actually less likely
to die or get severely hurt in car accidents, we studied all police
reported accidents in Sweden during the year 2000. All cars
in the study were produced between 1981 and 1999. 
One in four cars in Sweden is a Volvo, which makes the
Swedish statistics reliable when judging Volvo cars’ perfor-
mance. All data are provided by the Swedish National Road
Administration and processed by Volvo Car Corporation.

SAFETY

LATEST TEST RESULTS OF VOLVO CAR MODELS

TESTING BODY TEST METHOD S80 S70 V70 S60 S40 V40 

EuroNCAP Crash test 1* 1*  2** 1*   

US-NCAP
Crash test frontal 1 1  2     

Crash test side 1 2  1   

I IHS Crash test 1 1   1   

I IHS-HLDI Fatality statistics 1      

HLDI Insurance injury claims 1 2 1  3   

Folksam Fatality and injury statistics 1 1  2 2  

Which? Expert assessments 1 1 1 1 1 1 

On the rating scale, 
“1” represents the highest grade awarded by the relevant testing organisation. 
“2” represents the second highest grade and so on. 
The scales may consist of four to twelve grades depending on the method. 
* 4 of 4 stars. 
** 4 of 5 stars (scale changed from four to five grades in year 2000)

▼

Safety for Volvo Cars is about making cars that 
interact with road users and the surroundings in 
a smarter, safer way.
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The Real Life Safety study shows two things; 
• All cars have improved over the years but Volvo cars have 

improved more than the average of all other cars registered 
in Sweden 2000.

• Volvo cars are less likely to be involved in accidents leading 
to fatal and severe injuries than the average of all other cars 
registered in Sweden 2000. 

In a statistically representative sample of 100 000 non Volvo
cars, produced between 1991 and 1999 registered in
Sweden, 37,1 drivers were severely injured or killed. In a 
100 000 sample of Volvo cars registered in Sweden and 
produced during the same period 30,1 drivers were severely
injured or killed. 

Next year we will include cars produced during 2000 – 2001
in the study. 

Safety concept car

The Volvo Safety Concept Car, the SCC, was launched in
2001. The SCC represents a paradigm shift in safety design.

The SCC adapts ergonomically to the driver, helping him or 
her to prevent accidents. When the driver is seated, a sensor
locates the eyes of the driver. Within seconds the chair, the 
steering wheel, the panels and even the floor and pedals will
adjust, ensuring optimal vision and comfort for the driver.
Infrared cameras, intelligent lights and sensors that tell the 
driver if another car is getting too close all enhance the infor-
mation a driver gets from his / her normal sight and visibility. 
SCC is a concept car and has not been designed for production.
However, some of the systems will appear in new Volvo car
models. 

Car Crime can be prevented

In 1995 Volvo initiated a Car Crime Commission in Sweden,
inviting authorities and NGOs to share knowledge on the issue.
The Commission meets twice a year to exchange experiences
and views. One concrete outcome of this work is the new theft-
proof bolt used for keeping the wheels in place. ■

14 SAFETY 15

Quality is about fulfilling promises and expectations. Volvo
Cars’ customers have high expectations and rightly so. All
quality assurance is aimed at making our customers satis-
fied. Our goal is to reach “Customer satisfaction no 1” by
2004, compared to the competitors in our segment of the
automotive industry.

Volvo Cars monitors Customer Satisfaction

Delivering quality requires that we fully understand and
appreciate our customers’ needs and expectations. We
obtain information from our customers via a combination 
of internal and external sources. For example, every new 
car customer, globally, is asked to fill out a form about their
car’s performance and the quality of the sales process 
provided by their local dealership. They will also be asked
about subsequent service experiences. Vehicle satisfaction
is measured both on new cars and after extended use –
from 3 until 10 years. 

These quality measurements are processed centrally and
fed into our Quality Forums: Product Quality Forum, Delivery
Quality Forum, Sales Quality Forum and Ownership Quality
Forum. The Quality Forums are responsible for monitoring
the results, identifying areas for improvement, and together
with line managers and markets deciding upon appropriate
strategies and actions to improve performance. The Quality
Forums are supervised by the Quality Board, chaired by the

company’s CEO. This is a new organisation, launched during
2001, to help us focus even more effectively on quality.

Dealers and repair workshops can monitor the results 
on-line using a web-based system. Each dealer or workshop
can compare its results against the average performance at
a national, regional or district level. 

The internal measurements are complements to the inde-
pendent rankings delivered by car syndicates or companies
such as New Car Buyer Survey, European Customer Satis-
faction and JD Power. The reason why we are implementing
our own system for measuring customer satisfaction is that
we want to know more about our customers’ needs and
views. Only then will we know how to improve and how to
meet and exceed our customer’s expectations. This system
will make it possible for the individual dealer or workshop to
find out why a certain customer was content or not, and to
take actions accordingly.

Product development gates exclude defects 

before reaching production

Another important element of our focus on quality is the
introduction, during 2001, of a new product development
system. This system includes mandatory requirements at
each stage of the car development project, ensuring the 
highest quality of our products whilst they are still in the
design stage.

From design to 
customer satisfaction

QUALITY

▼

▼

VOLVO CARS 

SAFETY ADVICE

• MAKE SURE THAT YOU AND ALL OF THE

CAR ’S PASSENGERS USE THE CAR ’S 

SEATBELTS

• DO NOT COMBINE ALCOHOL OR DRUGS 

WITH DRIVING

• RESPECT THE SPEED LIMITS

• MAKE SURE BRAKES AND OTHER SAFETY 

EQUIPMENT ARE IN GOOD CONDITION

STEFAN NILSSON, January 2002 

Director of Volvo Cars Safety Centre

We will see intelligent vehicles in the near future that will change our 

perception of what a car is and how it interacts with the driver and the 

surrounding infrastructure. The driver will still be in command but the

car will alert, interact and act if a collision is unavoidable. Safety is high 

technology and we are further pursuing partnerships with universities and other 

parties to develop new technological solutions. We aim at taking a leading role in 

developing and promoting these solutions.”

“
“

CLAES TINGVALL, January 2002 

Professor and Director of Traffic Safety, Swedish National Road Administration

Our vision is a transport system where ultimately nobody will be killed 

or severely injured, the “Vision Zero”. To reach that, we need to develop 

all components of the road transport system, the humans, the vehicles 

and the infrastructure, from a systems approach. Volvo Cars is a company 

that has done far more than required by legislation to make their cars safe. In the 

future we will need Volvo Cars to help us co-develop cars and infrastructure to create

a supporting system that allows for humans to be human. Humans make mistakes, 

the “Vision Zero” makes sure they don’t become fatal.”
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Product quality is tracked and 

emphasised from design to delivery

Every car that leaves the factory is scrutinized by professionals
looking for and documenting defects. No car leaves the factory
before these defects are corrected. The result of this quality
control is fed back into the organisation. Depending on the
nature of the defects, actions will be taken either at design
stage, at the supplier stage or at the assembly line. During
2001, the frequency of defects in new cars off the assembly
line was significantly reduced.

Consumer Driven Six Sigma

Our quality culture is further strengthened through the Ford 
corporate initiative introducing the Six Sigma concept under 
the name “Consumer Driven Six Sigma”. As the name suggests,
emphasis is placed on the advantages obtained by the customer.
Volvo Cars introduced this concept in 2000 and obtained the
first concrete results in 2001. Six Sigma is a methodology for 
improving the company processes. Over 200 experts, “Black
Belts”, have been trained to apply the methodology and they
work full-time as Black Belts for at least two years each. They
work together with teams on improvement projects. Processes
covering the complete value chain globally, from sourcing to
selling are subject to Six Sigma projects. More than 500 
improvement projects have already been identified and more
than 100 have been finalised. ■

VOLVO CARS 
QUALITY ADVICE
• SERVICE AND MAINTAIN YOUR CAR ACCORDING TO INSTRUCTIONS
• ALWAYS USE GENUINE VOLVO CARS SPARE PARTS

• GET ACQUAINTED WITH AND PAY ATTENTION TO THE WARNINGS SYSTEMS
• WHENEVER YOU HAVE FEEDBACK ON QUALITY, PLEASE LET US KNOW

DR BO BERGMAN, January 2002

Professor in Quality of Managment and Technology, Chalmers University of Technology, Sweden

Achieving premium customer satisfaction is about two things, avoiding customer 

dissatisfaction and gaining customer delight. To succeed, you need to focus on 

both. Normally one department worries about dissatisfaction and another about 

delight. A company who can manage to integrate the two, and create an under-

standing for both within their organisation, will be much more likely to achieve customer 

satisfaction. This thinking applies to external as well as internal customers.”

▼

WOLFF HUBER, January 2002 

Senior Vice President Quality 

Delivering top quality and obtaining customer satisfaction, meeting the customer 

and getting a chance to understand the customers’s needs and expectations are 

all important for our employees. All top managers are now involved in “customer 

facing activities” to ensure that customer knowledge is planted in the very core 

of our organisation. The Quality Board, chaired by the CEO, ensures that all customer feed back 

and needed actions are processed and fed back to the right level, either at Volvo Cars or with

our suppliers. To minimize customer dissatisfaction and gain customer delight with our 

products as well as sales and service is the challenge of all employees at Volvo Cars.”

“
“

Quality is not one single department at Volvo 
Cars. It is a way of thinking throughout our whole 
organisation from design to service.
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Globalizing 
Californian Standards
Environmental performance is not about emissions or fuel 
consumption or hazardous materials. It is about all these things
and much more. Our approach is to be the best automotive
choice from a holistic point of view. This means that we focus
on a clean compartment, including safe materials and air quality.
Fuel consumption and emissions are constantly being improved.
Our production processes are among the cleanest in the busi-
ness. Service and repairs are done in an environmentally safe
manner. A Volvo car is also designed with recycling in mind.

Volvo Cars offers California standards globally

Since the year 2001 the high volume versions of Volvo S60,
Volvo S80 and Volvo V70, conform to the California regula-
tions for exhaust emissions, known as ULEV. They also comply
with Euro 4 car emmisions requirements, which will not come
into force until 2005. Volvo Car Corporation is the only car 

manufacturer offering this technology globally in high volumes,
regardless of local legislation. 

Most Volvo car models have an Environmental Product
Declaration, EPD, that specify relevant environmental data
across the lifecycle of each type of car. The EPDs can be
obtained from http://epd.volvocars.se or your local dealership.

Premair ® reduces ground level ozone

One of the reasons for reducing car exhaust emissions is 
that they contribute to the formation of ground level ozone.
Volvo Cars was the first car company to introduce Premair ®, 
a catalytic layer on the engine-cooling radiator. Premair ®

converts ozone to oxygen. Premair ® partly compensates the
net production of ground level ozone from the car emissions.
Premair ® is standard on all Volvo car models except Volvo
S40, Volvo V40 and Volvo C70. We have reason to believe
that other car manufacturers will also implement this 
technology in the near future. 

Clean compartment

Allergies and asthma are a growing problem in many countries.
It is a complex problem associated with many different causes
and there is still much to be done to better understand the 
problem. We are trying to help tackle the problem by excluding
allergens from the vehicle cabin. The incoming air is passed
through a series of filters, including one with active carbon that
captures fine particles, odours and a number of unhealthy
gases in the incoming air. We also design our cars so that
metallic items with which the users frequently come in contact,
such as the key and the door opener do not contain any harm-
ful levels of chrome, Cr6+. Textiles and leathers in our cars meet
the German standard ÖkoTex, see further www.oeko-tex.com.

Fuel consumption is lowered in 

accordance with the ACEA agreement

Global warming caused by fossil fuels and CO2 emissions is
one of the toughest challenges facing the global community.
Whilst there is still some uncertainty as to how the problem
will evolve, the consequences are potentially threatening and
we believe a precautious approach should be adopted. The

MARKETS WHERE ULEV/EURO4 VOLVO ALL VOLVO MARKETSCARS ARE AVAILABLE

Proportion of all available Volvo Car models 
and versions conforming to ULEV/Euro4 21% 

Proportion of Volvo cars bought in 2001 
conforming to ULEV/Euro4 31%

ENVIRON MENT

▼

Volvo Bi-fuel cars are avaliable where there is 
an infrastructure for CNG or LPG. Cooperating 
in Gothenburg, Sweden are from left: 
Peter Boisen, Car Line Manager Alternative Fuel Vehicles VCC
Stephen Wallman, Director Mobility & Technology Assesment VCC
Bo Ramberg, CEO FordonsGas
Petter Halling, Director Environmental Communication VCC.
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Volvo Cars strives to create the safest and most exciting car
experience for modern families. From a responsibility point 
of view we will always be open, honest and fair. Our products
must meet and exceed customer expectations, and if they do
not, we must do everything we can to correct, compensate
and avoid repeating the problem. We will prevent and reduce
the negative impact our products have on society.

Our dealers reflect our values to our customers 

At the end of 2001, Volvo Cars had more than 2000 autho-
rized dealerships worldwide. Our dealers are one of the most
important points of contact for our customers. For this reason,
we work in many ways to establish a good relationship with
our dealers. We believe that their understanding of Volvo
Cars’ values and our openness to their feedback to be 
equally important. Starting in 2002, our CEO will distribute
a monthly newsletter to our dealerships to ensure a more 
open contact and to increase dialogue.

We work with different tools to develop the dealership.
One of these tools is the Volvo Dealer Representation
Standard, which provides routines such as how to treat
customers and their complaints. The aim is that our custo-
mers should be equally satisfied wherever they go for advice,
service or to purchase a Volvo car. 

Web-based training for dealers

Together with our National Sales Companies, we support 
our dealers in the development of their dealer staff. Our aim
is to provide training with the right level of complexity to the
right people at the right time and place. We measure perfor-
mance in order to ensure that an employee is qualified to
perform a certain job. Internet is a medium that is increasingly
used and creates the possibility for dealer employees to learn
in their own environment. This reduces travel and stress and
will support the development of dealer employees with a 
personalised development plan. This is valid for both sales
and after sales employees. Between October 1999 and
early 2001 the number of sales consultants in Europe that
have used web-based training has more than doubled. The
number of technicians in Europe who have passed a web-
based training has more than tripled between January 2000
and January 2001.

Customer Clinics provide valuable information

Talking to our customers directly is the best way for learning
about their needs and perceptions. We conduct customer
clinics continuously. The clinics are interviews with groups of
customers who give us feedback on existing and future Volvo
Car products, services and advertising. For us it is important
to get a diverse group of people represented in these clinics
in order to ensure that we consider a broad range of needs
and attitudes. During 2001, we interviewed more than 2000
people to get feedback on Volvo Cars ideas and products.

Concept Lab Volvo-dialogue on line

A website called Concept Lab Volvo gives customers the
opportunity to provide new ideas and e-mail their view-points
directly to key people within Volvo Cars. The purpose of the
site is to get feedback on our thoughts on future products
and to enable customers to have a more direct input on our
work. During 2001, Concept Lab Volvo focused on the

Involving customers 
in our decisions
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Association of European Car Producers, ACEA, has agreed to
lower the average fuel consumption of new cars sold by 25%
between 1995 and 2008. Up to 2001, both ACEA and Volvo
Car Corporation made significant progress towards the agreed
target.

New generation of Bi-fuel cars

Volvo S40, Volvo S60, Volvo S80, Volvo V40 and Volvo V70 
are now available as Bi-fuel cars. They are all factory built,
ensuring quality and performance. Both fuel systems are now 
integrated in the floor, giving the same space in the trunk as
all other Volvo cars. 

The Bi-fuel cars are available in European countries where
there is an infrastructure for CNG or LPG. Since the global
infrastructure is still under construction, all Bi-fuel cars can also
be driven on petrol. On a full set of tanks, the driving range of
the car when running on CNG is 250-300 km. The LPG range
is 400– 450 km. When the car runs out of CNG or LPG the
engine automatically switches to petrol mode, giving an extra
range of 350–700 km.

ISO 14001 certified production

97 percent of all Volvo cars are produced in plants that are ISO
14001 certified. The remaining parts of the company will be
certified during 2002. Volvo Car Corporation will apply for one
company certificate covering all of the company’s activities and
locations by the end of 2002.

Production data per car with 1999 as a base year.

The figures below have been obtained by adding together 
production data from all Volvo Car sites, including sites 
producing components, divided by the total number of cars
produced during 2001. They provide a good estimation but
should not be regarded as exact since the amount of externally
sold and acquired components vary slightly from year to year.

Volvo cars are designed to be 85 percent recyclable

A EU Directive calls for 85 percent recycling of cars in all member
states by 2006. In Sweden this is required starting 2002. During
2001 Volvo Cars has prepared for this by testing out methods
on how to recycle the wind screen and other glass components
in the car. The system is now working and the glass fraction is
being melted and processed into an isolation material used when
building new roads. Recycling of metals and glass together with
reuse of selected components has allowed us to achieve a 
recycling level of 85 percent. ■
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REDUCTION IN CO2 EMISSIONS AS DEFINED IN THE ACEA AGREEMENT
%

Volvo cars sold in the European Union have 11% lower emissions of carbon dioxide in 2001 compared to 
1995 as defined in the ACEA agreement. This is well in line with the agreed target of 25% reduction in 2008 
compared to 1995. 

MARGOT WALLSTRÖM, January 2002

European Commissioner for the Environment

We need to find ways to dramatically improve the overall fuel efficiency 

of Europe’s car fleet – and coordinated research aimed at finding low or 

zero emission alternatives needs accelerating. This is a big challenge to 

car manufacturers in Europe and abroad and they cannot do it all alone 

– policymakers and other stakeholders must also play their part and I look forward 

to finding the right solutions together.”

VOLVO CARS 
ENVIR ONMENTAL ADVICE

• DRIVE SMOOTHLY. FREQUENT ACCELERATIONS AND STOPS MEAN HIGH FUEL CONSUMPTION
• WATCH YOUR AERODYNAMICS. ROOF BOXES ETC. MEAN HIGH FUEL CONSUMPTION

• CHECK THE TYRE PRESSURE, TOO LOW A PRESSURE WILL AFFECT FUEL CONSUMPTION
• SERVICE AND MAINTAIN YOUR CAR ACCORDINGTO INSTRUCTIONS

YEAR ENERGY USE NOX HC CO2 H2O HAZARDOUS /
OTHER WASTE

1999 100 100 100 100 100 100/100

2000 92 94 58 98 94 88/140

2001 97 86 65 95 95 92 / 145

ANDERS KÄRRBERG, January 2002

Environmental Director Volvo Cars

It is important to remember that small changes that move all cars one 

percent closer to sustainability are just as important as those moving

one percent of the cars all the way. Until the global society decides to 

rebuild our infrastructure completely, environmental progress in the 

transport sector will rely heavily on the progressive improvements of diesel, petrol 

and gas driven cars. Rather than waiting for one technique to solve all problems, 

we have to consider a range of actions to lower the environmental impact from 

transports. Volvo Cars are doing this, without forgetting the major steps that need 

to be taken to move all the cars all the way.”

▼

“
“

The decrease in energy use and energy use related emissions (CO2 and NOx) during the last two years 
are mainly due to an improved capacity employment and a switch from oil to gas for heat generation. 
Combustion facilities for better control of solvent emissions have contributed to the decrease of hydro-
carbon emissions. The apparent increase of total waste from 1999 to 2000/2001 is due to the fact that
more fractions were defined as waste in 2000/2001.
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Safety Concept Car, the Performance Concept Car and the
Adventure Concept Car. Volvo Cars experts answered ques-
tions about safety, environment and design on-line four times
a week. During the year, 220 000 people visited the site,
about 4000 people contributed with answers to our on-line
questionnaire and the site now has about 5000 members.

Global Customer Relations gives customers 

prompt response

At Volvo Cars one team focuses all of its attention on 
customer needs at a global level. Global Customer Relations
receives direct contact from our customers via email, phone,
letter and fax. During 2001, Global Customer Relations re-
ceived 2671 contacts. Of these, 2 percent were compliments
about Volvo cars and associated products and services, 28
percent were information requests and the majority of the
remaining 70 percent were complaints about the cars, 
dealers and our market representatives.

We established contact with customers from 102 different
countries. The top five countries were Great Britain, USA,
Germany, Sweden and Spain.

We referred 66 percent of cases back to our market 
representatives for assistance. Of those which were solely
dealt with by Global Customer Relations, the average
response time was half a day. Only 7 percent of cases 
remained open longer than 48 hours.

The items most regularly brought to our attention were:
• A negative experience with a Volvo car.
• General information requests about products, dealers 

and market representatives.
• Information requests about vehicle specifications and 

manufacturing data.
• Designs and suggestions for new and current models.
• Information requests about parts and parts delivery.

Marketing and advertisement that tell a different story

We meet and communicate with the market through dealers,
marketing and advertising. We use advertisements and
commercials to promote the values we believe in. Not only 
is it important for us as a company to show where we stand.
Advertisements and commercials have a huge influence on
many people. We want to add images that are different, 
amusing, non-prejudical and empowering, as a contrast to
the massive flow of streamlined messages that conserve 
rather than transform our way of thinking. We also test 
advertisements with our target groups in our customer clinics.

Human cars with functional design

Human focus means that we listen to what the customers
think and need as described above. It means that we always
consider ergonomics, safety and the environment when 
creating a new product. One good example of functional
design is the instrument panel. Every detail has been 
developed to be easily reached during driving, to lower
distraction of the driver and to ensure ergonomic move-
ments. Understanding human needs and abilities is 
the basis for creating true functional design. ■

35
%

USA
SW

EDEN
GERMANY UK

ITA
LY

NETHERLA
NDS

JA
PAN

SPAIN
BELG

IU
M

CANADA
OTHERS

30

25

20

15

10

5

0

SALES PER MARKET 2001

DIETER LAXY, January 2002

Senior Vice President Marketing, Sales and Customer Service 

Today the foundation of customer satisfaction is based on exciting and

desirable products with a high and unwavering quality. In order to become 

a truly customer oriented organisation we will focus on further improving 

our ability to anticipate and deliver on customers’ needs and expectations. 

We will continue to explore and develop the way we advertise, demonstrate, sell, equip, 

deliver and service cars in order to better adapt to changing customer desires and life-

styles. The customers’ wishes regarding purchasing, owning and relating to our products 

and our brand should be our future standard.

▼

Human focus means that 
we listen to what customers 
think and need.

“
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The building of a car involves thousands of people taking 
decisions, arranging meetings, creating relationships, ordering
materials, paying bills, planning marketing campaigns and kee-
ping the IT systems working, in addition to the assembly of the
car itself.  All in all, more than twenty seven thousand people
are doing this, every day in our plants and offices worldwide.
The majority of our people are based in Sweden and Belgium.

“Medarbetarskap”, teamwork and leadership

To be an attractive and encouraging employer we have deve-
loped an organisational structure based on “Medarbetarskap”,
Teamwork and Leadership. “Medarbetarskap” is a Swedish
word meaning empowerment and taking responsibility. All
employees are organised in teams with specific tasks and
responsibilities. Leadership is about showing a good example
and earning respect. 

Diversity benefits business

We want to be a more diverse company in all senses of the
word, because we strongly believe it strengthens the work-
place and benefits business. To us, diversity is more than just
ensuring a fair gender balance and mix of cultural backgrounds.
It is also about ensuring that we have teams with an optimal
mix of people with different educational backgrounds, experi-
ences and values. In a poll carried out in 2001, half of our top
300 managers stated that Volvo Cars is not a diverse enough
company and that diversity is not appreciated the way it should
be. All business units have appointed a diversity champion
whose task is to identify business opportunities linked to diver-

sity. Action plans will be developed and implemented by each
business unit starting in 2002. To supervise and encourage
the diversity development, Volvo Car Corporation has formed
a ”Global Diversity Council”. The council includes external
international, national and regional representatives together
with Volvo Car Corporation and Ford representatives. 

Recruiting new competence

Traditionally, the car industry has focused on recruiting people
with technical and financial skills. In the future we will need to
attract and recruit from a much broader base. We will recruit
more people with different backgrounds who are interested in
design, cultural issues, organisation, IT, communications and
marketing. Volvo Cars is the seventh most popular future
employer according to graduate students at Swedish Technical
University. The position has been constant between 1999 and
2001. In-house recruitment is managed with a tool aimed 
at creating a true internal job market. New positions should
always be publicly available. When planning to move in a 
certain direction within the company, employees can post 
their interest within the system. If and when a suitable position
is free, they will be notified. See www.jobvolvocars.com.

Female representation at management levels

One in five employees is a woman. At management level less
than one in ten employees is a woman. Beside the fact that we
want the best managers, regardless of gender, women are
becoming increasingly important as customers and potential
customers. To attract female car buyers we need to design
cars which are attractive to women. We need more women at
management levels in all parts of the company. Our target is 
to reach 20 percent women at management levels in 2005. 
In 2001, 13 percent of our managers were women.

Employee satisfaction is a key factor

As of 2000, we measure employee satisfaction in all parts
of the company using a standardised method; Attitude. Each
manager distributes the survey to the employees that report to

Celebrating 
work life balance

Years in the company

0–2

3 – 5

6 – 15

16+

Gender distribution

46+

–30

30 – 45

Numbers of women

DATA ON EMPLOYEES IN SWEDEN 2001, 19 522 IN TOTAL
Data on employees in Belgium, see web

Women

EM PLOYEES

▼

Achieving a balance between 
work and leisure is an important 
part of our company philosophy.
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him or her. The survey is filled out anonymously. The result from
each team is presented to the team and its manager. If there
are any weak points, the team looks at possible causes. Both
the team and its manager are responsible for suggesting
action plans. 

We measure overall satisfaction and issues such as 
confidence, respect, delegation, feedback, information, target
awareness and personal development. In 2001, the result was
67 of a 1–100 scale in which 70 indicates a good level of 
satisfaction.

Our strongest areas according to the survey are respect, 
co-operation, overall understanding, goals, job satisfaction 
and influence. Our weakest areas according to the survey are
performance feedback, planning and follow up, internal 
information and customer orientation.

In the coming year, we will focus on development plans, 
individual goals, improvement activities and diversity to enhance
employee satisfaction.

Discrimination

No cases of discrimination were reported during last year. 
This is not proof that there are no such problems. However, the
Attitude survey conducted by Volvo Car Corporation this year
does not indicate that discrimination is currently a major problem.
Our policy on harassment at work states that all “medarbetare”
must show respect for our fellow humans and stay informed
about relevant legislation. It also states that all employees
should discuss the consequences of abusive discrimination 
to the individual as well as to the team and the organisation. 
It is the responsibility of every employee to actively oppose 
any occurrence of abusive discrimination at the work place.

Health and safety

Volvo Car Corporation has done much to improve health and
safety over the years. One example is our methodology “virtual
ergonomics”. For each new car model or process, ergonomics
are tested in a web-based programme to ensure that each new
design does not affect working positions in a negative way. This
approach also enhances product quality. With this technology
we can design working postitions and avoid injuries and 
illnesses before they happen. 

Injuries and severe injuries in Volvo Car plants in Sweden and
Belgium have decreased between 2000 and 2001, due 
to a focused effort from the plants.

Learning how to handle and avoid stress

During the last five years a growing number of people are suff-
ering from stress and stress related illnesses in society as a
whole. The absence rate has gone up over the last three years.
We cannot state that stress related illnesses solely cause this.
However, we do know that a growing number of employees are
seeking professional help to cope with psychological problems. 

Regardless of the scale and expansion of the problem, we 
consider this a priority area and we have initiated a number 
of projects to help reduce stress in the workplace and to 
help employees find ways of dealing and coping with stress. 

One example comes from the R&D department. Five hundred
employees tested their stress load. The result was presented as
a green, yellow or red dot. A green dot indicates that you are
under no immediate stress harmful to your health. Yellow indi-
cates that you need to take precaution. Red shows that you are
close to what you can manage. Those with red and yellow dots
meet once a week to follow programmes which include 
dialogue with their manager on how to reduce workload and
reorganise their work. The green groups attend four lectures
relating to the subjects. Techniques enhancing stress resistance
might also be part of the programmes. This pilot project has 
turned out to be very successful and we are planning to expand
the methodology to other parts of the company.

Life long learning

Competence development is a constant and ongoing process.
Skills, knowledge, values and behaviours are developed to
meet business and employee needs. It is a joint responsibility
for employees and leaders to plan for personal development.
Competence development is always an issue in these plans.
The majority of our employees stated in 2001 that they receive
the competence development they need to do their work. ■

* Injuries leading to at least one day’s sick leave per hours 
worked x 200,000 which is equivalent to 100 man-years

** Severe injuries are fractures and unconsciousness etc. 
There has been no fatal injury within Volvo Car Corporation 
since the mid 1980s. 

Automotive companies and their business partners are be-
coming increasingly interdependent. Today research and
development is usually done via joint projects where the
supplier brings unique skills and knowledge to the develop-
ment process. The automotive industry acts globally which
means there is a strong focus on cost, quality, environment,
and capacity to deliver. We believe that we can and should
build on our relationship with the hundreds of companies that
supply us with knowledge in order to continuously improve
social and environmental performance. Although cost will
always be an issue, it can never be an excuse for neglecting
human rights, working conditions or environmental impact.

Most Volvo Car suppliers are based in Europe

Volvo Car Corporation spent 50 000 million SEK on direct
car related components and systems in 2001. The geographic
distribution of our 345 business partners is shown below;

Quality through partnership

Our suppliers are part of our quality management. In product
projects, suppliers participate in planning groups from a very
early stage. We use the same tools throughout development 
and industrialisation to ensure that quality, logistics and 
environmental requirements are met. Volvo Cars supports its
suppliers by offering joint training sessions and in the deve-
lopment of new processes, such as software quality assurance,
geometry assurance technologies and lean manufacturing
techniques.

The nine principles of the Global Compact

Volvo Car Corporation is a member of the UN Global Compact
initiated by UN General Secretary Kofi Annan, thus supporting
the nine fundamental principles on human rights, working
conditions and the environment. These principles, expressed
as “Corporate citizenship”, are vital when working with our
suppliers. Corporate citizenship is one of six focus areas in
our purchasing strategy. We are preparing for a stakeholder
dialogue with our suppliers during 2002 to start the process
of developing and implementing social and ethical require-
ments. We have no indications or reports that any supplier is

INJURIES AT VOLVO CARS PLANTS IN SWEDEN

Year 1999 2000 2001 

Injuries* 2,7 3,3 2,8

Severe injuries** 10 8 3

ABSENCE DUE TO SICKNESS AT VOLVO CARS IN SWEDEN

Year 1999 2000 2001 

Sickness leave 5,2% 6,3% 6,6%

SU PPLI ERS
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SVEN ECKERSTEIN, January 2002

Senior Vice President Human Resources

Our aim is to create opportunities for people to make the most of their 

abilities, develop and take responsibility for themselves and their situation.

A key word in the future will be respect. Respect means giving people the 

information they need – in advantageous and disadvantageous situations. 

Respect also means listening to and learning from one another, supporting our diffe-

rences and experience. We would like our employees to feel involved, motivated and 

proud in their daily work at Volvo Car Corporation.”

▼

TRAININGS OFFERED COMPANIES 
TO SUPPLIERS IN 2001 ATTENDING

General quality assurance training 58  

Geometry assurance technology 16  

Lean manufacturing assessments 21  

▼

“
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STEVEN ARMSTRONG, January 2002

Senior Vice President Purchasing

Volvo Cars has maintained good relations and working partnerships with 

suppliers for several years. We will enhance this situation and include more 

areas by making our suppliers aware of what we can do together to improve 

Corporate Citizenship and Diversity. Our supply chains have to comply with 

the Global Compact’s principles for human rights, working conditions and environmental 

approach. We have to maintain our high standard of business ethics and stay open to the

society, enhancing co-operation in the countries and communities in which we are active.”

not complying with the nine principles of the Global Compact,
but we need to continuously develop systems of reinforcement
and assurance to ensure our joint compliance with the nine
principles.

Restricted substance management standard

In 2001, the former black, grey and white lists developed 
by Volvo Car Corporation were replaced by a new standard
called Restricted Substance Management Standard. This
standard applies both to Volvo Cars and to our suppliers.
Chemicals or materials involved in products or services deli-
vered to Volvo Cars must meet these requirements. The
requirements are presented in our Corporate Citizenship
website. 

International Material Data System

During 2001, a new data base system was introduced to
ensure tracking of all substances and materials used in the
production of a Volvo car. All supplied materials need to be
declared by the supplier. The purpose of the system is to
keep track of restricted substances and to ensure that no
banned substances are used in our products. Recycling of
more fractions of the car in the future will require complete
information on the chemical content of plastics, glass, textiles
etc. This new database will help us address this challenge.

Environmental management

Volvo Car Corporation will require ISO 14001 certification 
or EMAS from all suppliers by the end of 2002. We will not
accept a new supplier without a certified system after 2003.
Existing suppliers will have a six-month respite when setting
up new plants. 
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ISO 14001/EMAS CERTIFIED SUPPLIERS 
BY THE END OF 2001

27%

38%

43%

OUR TEN LARGEST SUPPLIERS

COMPANY SUPPLIED GOODS 

Autoliv Safety  

Aisin AW Transmission  

Bosch Engine management system  

Continental Brake system  

Delphi Cable harness  

Eca Seats  

Faurecia Exhaust systems  

Lear Seats  

Mitsubishi Audio system  

Valeo Cooling and lighting

▼
The winners of the Volvo Cars Award of Excellence 2001 
were, Aisin AW, Japan, Delphi Automotive Systems, USA, 
Honsel, Germany, Nolato Lövepack, Sweden and Tenneco 
Automotive Europe, USA. The prize is awarded to the five 
best achieving suppliers every year. ■

SSAB delivers strip steel to Volvo Cars 
and is one of our 345 business partners.

“
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Sharing knowledge
and listening
Companies and communities must interact in order for both 
to develop. For the local communities where Volvo Cars 
is present, our organisation, products and employees should 
be regarded as assets to society. Our interaction with society
should be characterised by transparency, honesty and flexibility.
We shall promote sustainable development wherever possible.
This includes being an active partner and always fulfilling legal
obligations.

We believe that the best way to contribute to society is by
sharing and expanding knowledge between companies and
society. This can be done at local, regional, national or inter-
national level. We are invited to participate in a number of 
committees, boards and working groups as an industrial 
representative in Sweden and elsewhere. 

What follows is a presentation of major projects and part-
nerships that Volvo Car Corporation has either initiated or been
invited to take an active part in. We think they all show what we
mean by sharing knowledge and contributing to a sustainable
development. 

Volvo Ocean Adventure

Volvo Ocean Adventure is an internet-based global environ-
mental education programme for young people between 10
and 16 years.
The programme has two main aims:
• To increase knowledge about environmental issues 

connected with oceans, rivers and lakes, and the world’s 
climate system

• To engage young people in practical environmental work 
in their local community

School children and teachers from all over the world can navi-
gate and download educational materials, free of charge or any
obligation. They can start projects in their schools or towns and
present them on the www.volvooceanadventure.org web page.
By the end of 2001 the site has had more than 10 million “hits”.
Visitors from more than 25 countries have registered, announ-
cing their interest in developing projects and presenting them
on the web. Annual national and international Volvo Ocean
Adventure competitions will be held. 

The content of the project website has been developed in
collaboration with scientists, environmentalists and educators
from universities and research institutions in a number of diffe-
rent countries.

Global Road Safety Partnership

The Global Road Safety Partnership, GRSP, a World Bank 
initiative, aims to find more effective and innovative ways of 
dealing with road safety in developing and transition countries.
Through a comprehensive approach to road safety, GRSP 
partners collaborate and co-ordinate road safety activities. 
This approach aims to build the capacities of local institutions 
by enhancing the ability of professionals and communities to
pro-actively tackle safety problems. Volvo Car Corporation is
one of the automotive companies in the executive committee.
Within the framework of this partnership Volvo Cars in 
collaboration with the Ministry of Transport and the Asian
Institute of Technology, will start up a project aimed at 
establishing an accident research centre in Thailand. The 
project is planned to start in 2002 and run through 2008.

SOCI ETY

▼ Mohammad and his friends 
are working on one of the 
Volvo Ocean Adventure projects
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Global Compact

Volvo Car Corporation is part of the Global Compact and fully
supports the nine principles on human rights, working condi-
tions and environmental care. The ultimate objective of the
Global Compact is to promote concrete and sustained action
by its varied participants. Member companies have started
projects in various countries on how to tackle HIV-AIDS, child
labour, low literacy and discrimination. Volvo Car Corporation
initiated the project on discrimination described below.

Discrimination is Everybody’s Business

In the Spring of 2001, the UN High Commissioner for Human
Rights, Mary Robinson, challenged the business world to take a
stance against racism and in support of diversity. Six companies
from five continents, one of them being Volvo Car Corporation,
worked together to launch the initiative aimed at highlighting
and promoting good practice on diversity in the workplace. 
The project was presented at the UN conference Against
Racism in Durban in September 2001. A result of this confe-
rence was that each stakeholder would try to initiate national
programmes with the same goal. In Sweden, a national project
has started, led by Volvo Cars, with participants from companies,
NGOs and trade unions. Based on the experiences gained in
Sweden, similar initiatives are envisaged in other countries.

Understanding Whiplash

Rear impact collisions may result in Whiplash Associated
Disorders, WAD, which encompass a range of symptoms.
We do not know exactly the mechanisms causing the symptoms.
Still, whiplash can stop people from working and living the normal
life they led before the accident. The purpose of the Whiplash
project has been to find risk factors of being subjected to these
symptoms. The Traffic Injury Register at a Gothenburg hospital
and Volvo Cars have conducted the study. Volvo Cars Accident
Research Team has investigated the cars and the accidents,
while the medical team has made extensive examinations of 
the occupants. The analyses are made together; enhancing the
technical as well as the medical knowledge about WAD. Almost
150 WAD patients have been part of the study, sharing their
experience of whiplash. They were all invited to Volvo Safety
Centre in October 2001. Medical experts gave lectures and Volvo
cars equipped with the Volvo WHIPS seat were demonstrated. 

Nordic Partnership

Four Nordic companies, Volvo Car Company being one of
them, are the main sponsors behind the Nordic Partnership 
initiated by the WWF in Denmark, which in total includes 15 
companies. The aim of the project is to define and explain an
approach from Nordic companies vis-à-vis sustainability. The
partnership has met five times during the past year to discuss
issues such as global divides, the importance of partnerships,
competence development and practical implementation of
sustainability into the business agenda. The model will first 
be presented at a Nordic Partnership Forum in April in 
Copenhagen and later at the UN World Summit for Sustainable
Development in Johannesburg in September 2002.

Promoting alternative fuels in the Gothenburg Region

Volvo Car Corporation is one of the partners of a project aimed
at strengthening natural gas and biogas as vehicle fuels in the
Gothenburg region. The partners of the project are the City of
Gothenburg, Volvo Car Corporation, the Volvo Group, the City
Road Authority, FordonsGas, a fuel provider and Renova, a
local waste management company. Approximately 800 out 
of 100 000 vehicles in the region are driven by gaseous fuels.
Today these vehicles can be filled with methane at seven gas
filling stations in the Gothenburg area. Seven more stations 
are to be opened in 2002. The introduction of locally produced
biogas to the system has reduced the dependency on fossil
fuels. Regional authorities have promoted the initiative with
generous parking rules for vehicles driven on gaseous fuels.
The project aims at 25 gas filling stations, 2500 gas driven
vehicles and 120GWh biogas by the end of 2003. This project
has had a major impact on our decision to launch the new
generation of Bi-fuel cars. ■

P R I C E S A N D AWA R D S , R E L AT E D TO CO R P O R AT E C I T I Z E N S H I P, 
R EC E I V E D BY VO LVO C A R CO R P O R AT I O N D U R I N G 2001

Folksam safety prize
The Swedish assurance company Folksam awarded their safety prize 2001 to Volvo S70 and Volvo V70 

produced during 1998-2000. “Volvo S70 and Volvo V70 are the only cars among the 95 ranked car models which 
have a safety level that is at least 50 percent better than the average car model in the Folksam investigation”.

Best Italian dealer network 2001
Volvo Italia SpA was awarded the best dealer network prize by InterAutoNews magazine in Italy

The Prince Michael Road Safety Awards
Volvo Car Corporation was awarded The Vehicle Driver and Passenger Safety Award for the Safety Concept Car

Safety Concept Car Autocar Award
Autocar magazine in the UK awarded the Design Award to Volvo Safety Concept Car

Quality Manager of the Year
Geert Bryuneel at the Volvo Cars Ghent plant was awarded Quality Manager 

of the Year by Flemish Centre for Quality Care in Belgium’

PAG Customer Satisfaction Award
VCC Ghent Plant won the Customer Satisfaction Award within the FMC Premier Automotive Group

Hollis Sports Sponsorship Award 
Volvo Cars in UK won the award for best sponsorship for sponsoring British Youth Sailing.

P R I C E S A N D AWA R D S , R E L AT E D TO CO R P O R AT E C I T I Z E N S H I P, 
P R E S E N T E D BY VO LVO C A R CO R P O R AT I O N D U R I N G 2001 

Volvo Environment Prize
Every year, $150 000 are donated to the winner of the Volvo Environmental Prize. This year’s prize winner was 
Dr George M. Woodwell for his work on ecosystems and climate issues. More info at www.environment-prize.com

Practical Environmental Projects, PEP
In the UK, Volvo Cars donated £55 000 to local environmental projects initiated by school children.

Student Environment Essay Contest in Japan
In 2001, 50 000 Japanese students took part in the Volvo-WWF Environment Essay Contest. Volvo Cars and 
WWF selected the ten best essays. The authors, ten students, won a trip to Sweden and Switzerland to 

study environmental issues from a European perspective. The contest is held yearly since 1992. 

OLLE AXELSON, January 2002

Senior Vice President Public Affairs

Humans have two ears and one mouth and we should use them in that proportion. 

The speed and amount of information that we are exposed to as individuals is

constantly increasing. In order to succeed, communication needs to play by the 

rules of the receiver. In other words, as a company and as a player in society it is 

important to find out what our stakeholders want to learn about, how they want to learn about 

it and when they want the information. Openness and transparency are essential elements to 

gain credibility and respect.”

▼

“
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You can contact us at: Volvo Car Corporation. Public Affairs, Corporate Citizenship
S-405 31 Gothenburg, Sweden Phone +46 31 59 00 00, E-mail: citizen@volvocars.com

Volvo. For Life 2001 can be downloaded from our website, 

www.citizenship.volvocars.com, as a pdf file. Aspects from 

the seven key areas will be individually highlighted during the

coming year. We are very interested in what you think of the

sustainability challenge, future personal transport and how 

we report and inform on these issues. Please visit our website 

if you have any questions or feedback. We will do our best 

to keep the dialogue open and interesting.

THIS ISSUE WILL BE HIGHLIGHTED IN

Safety – a core value May 2002

Volvo Cars, a part of Society June 2002

Volvo for life 2001– July – August 2002
Give us your thoughts!

Business partners and partnership September 2002

Environment – a core value October 2002

Quality – a core value November 2002

Customers and dealers January 2002

Employees March 2003

www.citizenship.volvocars.com
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