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Move







When you think of a Volvo car 

what comes to mind?



Safety



1991 Volvo 850 Sedan

The Volvo 850 was also the first car in the world to offer side-impact airbags, which were introduced 

in autumn 1994.



The New S90



EXCELLENCELuxurious Every Day
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“ C a r s  a r e  d r i v e n  b y  p e o p l e .

T h e  g u i d i n g  p r i n c i p l e  b e h i n d  e v e r y t h i n g  w e  m a k e  a t  V o l v o ,

t h e r e f o r e ,  i s  a n d  m u s t  r e m a i n ,  s a f e t y ”
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“Under Ford’s management, 
Volvo reached sales of roughly 140,000 

in the U.S., a level that has dropped 
since then to 60,000 or so, a pace that 

has prompted some of the approximately 
300 U.S. dealers to sell or abandon 

their franchise.”

AUGUST 27, 2014

“Volvo has long been the nearly man 
of the premium carmakers, caught in 
price in the no-man’s-land between 

mass-market and luxury 
manufacturers and selling only about 

a quarter of the number of cars as 
the Germans.”

AUGUST 18, 2014

“The brand has killed off numerous 
products and failed to market others 
on this side of the Atlantic. If Volvo 
has a future in North America, it 

will be as a direct result of the 
XC90’s successful launch. The 

pressure is on.”

AUGUST 14, 2014

2014  - would Volvo survive?   ...



XC90 – one of the most successful vehicle 

launches ever!





The new 90 Series has now been launched



We have only just started!



What will we be 
like in 3 Years’ time?



A COMPLETELY NEW MODEL RANGE 
WITH XC90 AS OUR OLDEST CAR

800,000 CARS A YEAR (150,000 IN THE US)

PREMIUM LEVEL PROFITABILITY 

A GLOBAL COMPANY –
MANUFACTURING IN CHINA, EUROPE AND 
THE USA

US WILL BE ONE OF OUR TOP 2 MARKETS

The company WILL 
look Very Different

What will we be 
like in 3 Years’ time?



“Volvo has the potential to shape 
the evolution of the entire 
industry if its autonomous 
driving systems become the 

industry standard.”

“Volvo Cars, wheezing just a few years 
ago, is roaring back under its new Chinese 
management, forecasting record sales and 
scrambling to meet surging U.S. demand 

as it challenges German domination of the 
global premium car market.” 

“After surviving a very rough patch 
that could have easily sunk it for good, 
Volvo is feeling confident enough to be 

boastful, albeit in a restrained, 
Scandinavian way. Volvo is riding 
high after posting record worldwide 

sales last year, and its CEO claims the 
groundwork is in place to have that 

trend continue in 2017 and beyond.”

FEBRUARY 8, 2017

VOLVO THROWS DOWN THE 
GAUNTLET TO LUXURY RIVALS

VOLVO’S CRYSTAL BALL SEES 
GOOD THINGS AHEAD 

This is where we are



Engagement Score: 83%   | Response Rates 96%

Region selected to display quartile ranges: Global

Your Engagement 

Score
Average Benchmark Top Quartile

Engagement Distribution

Not Engaged: 18% Engaged: 83%

Engagement Priorities

Driver Analysis Benchmark: Global Top Quartile

Improve

Learning & Development  (62%)

Work/Life Balance  (67%)

Sustain

Compliance & Ethics  (88%)

Focus on customers  (90%)

Harassment awareness  (90%)

Our Volvo Cars Culture  (83%)

Engagement Behaviors

2016
Global 

Average

Global Top 

Quartile

Volvo 

Overall

I would not hesitate to recommend this organization 

to a friend seeking employment.
83% 65% (18) 75% (8) 75% (8)

Given the opportunity, I tell others great things about 

working here.
83% 66% (18) 76% (8) 74% (9)

It would take a lot to get me to leave this 

organization.
78% 60% (19) 69% (9) 65% (13)

I rarely think about leaving this organization to work 

somewhere else.
75% 53% (22) 62% (13) 59% (16)

This organization inspires me to do my best work 

every day.
79% 61% (17) 72% (7) 57% (22)

This organization motivates me to contribute more 

than is normally required to complete my work.
78% 56% (21) 66% (11) 53% (25)

Dashboard 
Your selection(s):19000 AMERICAS



…AN INCREASINGLY STRONG BRAND

…THE MOMENTUM TO GO AFTER 
THE PREMIUM LEADERS

…AN EXCITING PRODUCT AND 
TECHNOLOGY PIPELINE

…A SMALL AND NIMBLE SETUP IN 
AN ERA OF CHANGE

WE HAVE…

If only product was everything...

The Vikings are back!









E m i s s i o n s C o n g e s t i o n A c c i d e n t s



• O u r  v i s i o n  i s  t h a t  b y  2 0 2 0  n o  o n e  s h o u l d  b e  k i l l e d  o r  s e r i o u s l y  

i n j u r e d  i n  a  n e w  V o l v o  c a r .

• O u r  v i s i o n  t o  g i v e  b a c k  1  w e e k  q u a l i t y  t i m e  p e r  y e a r  t h r o u g h  a  

n e w  V o l v o  b y  2 0 2 5

• O u r  c o m m i t m e n t  t o  p u t  1  m i l l i o n  e l e c t r i f i e d  v e h i c l e s  o n  t h e  

r o a d s  b y  2 0 2 5

VOLVO CARS - A COMPANY WITH PURPOSE 
Safe, sustainable and convenient mobility

Everything we do starts with people. We understand people. We protect what's important to them
and want to make them feel special. We take pride in our role within society and recognize our
commitment towards the environment. We innovate to make people's lives less complicated and
more enjoyable. Our human centric focus is what makes us different from all other car companies,
and it is at the heart of everything we create.



Autonomous Driving / concept 26

V e h i c l e  &  
H a r d w a r e

S o f t w a r e S o c i e t y  &  
P e o p l e



Autonomous Driving / concept 26



Make life less
complicated.

We understand you
We protect what’s important 
to you
We make you feel special

MISSION PROMISE

Personal
Adaptive
Honest
Effortless
Proactive
Innovative

ATTRIBUTES ECOSYSTEM ROAD MAP

Customer 
Satisfaction
Operating Efficiency
Customer Retention
Sales & Revenue

Customer Experience starts with Making

Life Less Complicated

CX BRAND FOUNDATION CX GOALS & PLANNING

THEMES & INITIATIVES



My preference for luxury cars is 

based on a different 

perspective

– I would prefer a luxury car 

having me as the starting point 

and not the car and its 

technology"

Target Consumer
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OUR VOLVO CARS 
CULTURE
• Passion for customers and cars

Being curious and customer oriented in everything we do

• Move fast, aim high
Seeing and seizing opportunities

• Real challenge and respect
Taking initiative and acting on our experience

24 April, 2017
Volvo Cars' People Strategy; Human Resources; Security Class: Proprietary, not for external usage



34

OUR COMPETENCE
Key competencies we will all develop for 

successful performance:

• Business understanding

• Digitalization

• Cross-functional collaboration

24 April, 2017
Volvo Cars' People Strategy; Human Resources; Security Class: Proprietary, not for external usage



BUILDING OUR COMPETENCIES
BUSINESS UNDERSTANDING

DIGITALIZATION

CROSS-FUNCTIONALIZATION



Construction of 1st USA plant – 4,000 employees



Mobility & digital world



Collaboration



!

2015

No office for the CEO. Just a locker

At Volvo's U.S. headquarters, interaction goes up as 

walls come down



Make life less
complicated.

We understand you
We protect what’s important 
to you
We make you feel special

MISSION PROMISE

Personal
Adaptive
Honest
Effortless
Proactive
Innovative

ATTRIBUTES ECOSYSTEM

The mapping of different 
releases and an 
implementation plan of 
our initiatives that will 
realize our strategic 
themes, with a clear 
governance and project 
structure.

ROAD MAP

Customer 
Satisfaction
Operating Efficiency
Customer Retention
Sales & Revenue

CX strategic framework

- no internal boundaries

- bottom-up approach to problem solving

A collection of the 
major touch points 
and journeys where 
consumers experience 
the Volvo Cars 
brand, online and 
offline.

CX BRAND FOUNDATION CX GOALS & PLANNING

THEMES & INITIATIVES

Strategic themes of focus 
and initiatives (projects) 
that represents cross 
functional endeavours to 
help Volvo deliver on 
our CX brand 
foundation.



Understand how customers are 
currently experiencing VCUSA’s 

ecosystem’s touch points and 
journeys. Use a data driven 

approach with insights to determine 
the gaps towards competitors, 

customer pain points, and trends and 
opportunities to further strengthen the 

customer experiences.

CX strategic METHODOLOGY

RESEARCH + ANALYSIS ROAD MAP

ECOSYSTEM 
ASSESSMENT STRATEGIC THEMES INITIATIVES FOR CHANGE RELEASE PLAN IMPLEMENTATION PLAN

Identify a few strategic themes
VCUSA should focus on to realize
CX attributes, and that also makes 

sense from an overall company 
strategic direction. 

The themes should be created based 
on the desired change, and not based 

on organisational structure.

Identify existing initiatives, research 
best practices within and outside of the 

industry, and create completely new 
concepts, and link to strategic themes.

Evaluate initiatives against customer 
insight, brand value and business ROI 

criteria, as well as the balancing of 
available resources.

Analyze dependencies and feasibility, 
and map all initiatives into different 

releases that supports us to work cross 
functionally, with a mind-set of first 
things first, then focus on qualifiers 

and differentiators for Volvo’s brand.

Develop an implementation plan for 
the foreseeable future for all themes 
and initiatives., including initiative 
owners, agency costs, capital costs, 

FTEs and milestones.



retailER Business 
environment

volvo brand customer INSIGHT ROI DRIVERS

customer experience Ecosystem

T I M E L I N E S S  O F  P I C K - U P

CONDITION OF 
VEHICLE ON RETURN

T O T A L  T I M E  F O R  S E R V I C E  C O M P L E T I O N

SERVICE PERSONNEL THOROUGHNESS 
& HELPFULNESS

O P E R A T I O N A L  T R A N S P A R E N C Y

EASE & TIMELINESS OF 
BOOKING SERVICE

QUALITY OF MAINTENANCE / 
REPAIR WORK 

O N L I N E  S E A R C H

S H O W R O O M

R E T A I L E R  I N V E N T O R Y

SALES PERSONNEL CONSULTATION 
& HELPFULNESS

T E S T  D R I V E

E A S E  A N D  F A I R N E S S  O F  D E A L

EXPLANATION & TIMELINESS 
OF CAR DELIVERY

C O N D I T I O N  O F  C A R  A T  D E L I V E R Y




