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Volvo Penta i

& Volvo Penta holds world-leading positions as an engine sup-

~ plier to leisure boats, but the largest potential for growth in

. coming years is expected to be found within the company’s

L2 other business segments. According to President Bjérn

Ingemanson this is because the leisure boat industry has not recuperated
after the severe crisis in 2008.

—Marine Leisure is still our core business, but we do not expect a quick
recovery in this market. If we are to increase our sales, growth must come
from Industrial and Marine Commercial, says Bjérn Ingemanson.

Within versatile industrial engines, i.e engines used in for example mining
vehicles, stone crushers, cranes and forklift trucks, Volvo Penta has more to
harvest on a growing market, according to Bjérn Ingemanson.

—Currently, we hold a small portion of this market, but our ambition is to
increase substantially, he says.

The other area with considerable potential for growth is the commercial
boat segment, which is not as sensitive to economic ups and downs as the

market for leisure boats. Volvo Penta's objective is to double the business
in this area by 2015. Volvo Penta is also to prepare for new markets, mainly
in Asia but also in Africa and South America.

Volvo Financial Services Zin

Profitability, integrated offerings for dealers and customers,
increased opportunities for profitable growth and leadership
development - these are Volvo Financial Services' (VFS)
cornerstones in the new strategy for 2013-2015, according
to VFS President, Martin Weissburg.

Five key focus areas will guide VFS to higher and measurable levels of
performance as a key element of the Volvo Group's success.

The direction outlined for VFS in the new strategy is more integrated
and aligned with Group Trucks and the other Business Area strategies
than ever before. As a result, VFS will play an increasingly important role
in the delivery of the Volvo Group's total customer solution.

The strategy provides a path to operational excellence, so that VFS oper-
ates with more speed and increased productivity. It will also guide on how
to grow VFS' offerings and market presence in the most profitable way.

Volvo Penta's focus areas

- Grow the Industrial Versatile Engine (VE) business.
« Grow the Marine Commercial business.

= Leverage on growth in emerging markets.

» Build a world-class supply system.

Volvo Financial Services’ focus areas

« Strengthen customer and dealer partnerships throughout
product lifecycle.

« Capture profitable growth opportunities.

- Drive operational excellence in support of efficient

« Build a customer- and quality-focused company culture.

1 (g
customer Sortons:

» Attract, develop and retain high-performing employees.

~ » Optimize shareholder return on equity.
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Creating value for many stakeholders

The Group is dependent on stakeholders to develop its competitiveness, in the same manner as its

stakeholders are dependent on the Group in many respects. Accordingly, the Volvo Group strives,

jointly with stakeholders, to create common values in a manner that is sustainable in the long-term.

The Volvo Group‘svoperaﬁon
comprises several activities
and products that create
value for our stakeholders.
Here are a few examples.

Value creation

#  The sustainability perspec-
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7= tive'is an integrated part of
g the Group's operation. Here

we do and the effects of
each step in the value chain.

L

ot SR

v examples of what™

Costs for research and develop-
ment amounted o SEK 14.8 bil-

ing 10'4.9% {44} of net

Product development 15 cone
trolied by the needs of custom=

ety and new tecnnology.

Safety and environmenta
are integrated in product deveir

Approximately 30% of the el
ronm impact from a
oCeurs duiing use

quently, produci development
focuses onsustainable trans:
part solutions,

We work o reduce the &

nientalimpact pl'olr pro
on developing energy ef
sulutions for our sustomers: Each

environmental impactthan the
product it replaces; The Group
works continuously o improve the
perormance of products and aur
long-tenm research and develop-
mentiocuses on sustainable
iransport solutions, with a focus
on transport efficiency, lowerfuel
consumption and thuslower
emissions, as well ason bybrid

solutions and alternative fuels.

- This is profitable for the customer,
good for the environment and a

f - compelitve advantage forthe
“ Volva Group.

». The Volyo Group has approxi-
mately 36,000 subcontractors
ttier, of which abotit
6,000 supply:coniponents for
the Group's praducts

11 2012 the Group made pur

chases of goods and ser 10

anamount of SEK 2115 billion.
Corporate social responsibility

rated partafihe ptir:

g Process.

vithin.ihe Volvo Giotp
generates ainumber of otherjob
opportunities directiyabsub-
contractors and indirectiyin the
restof society.

Responsible purchiasing
nvolves encolragna behavion
managing risksiandbuiiding

i nswith-our

wironmental and business
lations in the supply
Volvo Group strives
t unethical values
2re not incorporated into our
products and services and
bases the work ona minimum
standard in #s Code of
Conduct. The Group believes
that a high standard of corpo-
rate social responsibilify wifl
result in high produchivity and
stable long-term relations,
which will benefit ali parties:

to ensure

Production

i

s Atyear-end 2012, the Volvo
Group had 98,717 employees
and 16,548 temporary employ-
ces and consultants, of whom
48 152 employees and 7,548
temporary employees and con-
suitants'were blue collar

The Volvo Group has 61 fz
in 18 countries arount the world.

in 2012, the Yoivo Group deliv-
sred 224,000 trucks, 10,700
busges, 78 500 ur f
striiction equipment, 17,200
marine engines and 17,600
indusinal engines,

Environimentalwork is governed
by a eommon environmental
palicy, Anotherimportant 100l is
Volvo Produiction System, with

operation.and mini ¢

~ ductivity losses and also 100is
for docuinenting work-related
risks, indicators for measunng
health and safety and methods
for ergonomic workplaces. At
the end'of 2012, 7% of
employees in production
worked in units thatare certified
according o environmental
and quality management
systems, primarily 150 14001
and ISO 2001, :




Value by stakeholder group

SEKM 2012 2011

Purchase of goods and services 211,458 214,483

Salaries and remunerations” 39,446 37,039“7
Social costs® 9,680 8,662

Pension costs® 4,126 3,471
Income taxes 4,097 6,814

Interest paid to creditors 2,476 2875

Dividend to shareholders 6,083 6,082

* For further information, please see note 27 to the consolidated financial statements.

o A =
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The Volvo Group’s products are
dhistributed through'wholly-owned
and independent dealerships.

Since the year 2000.net sales
for the Volvo Group has nsen by
133% to SEK303.6 billion'in
2012

Seilinglexpensesin the Industrial
Operations aniounted to SEK
26.6 billion 2012, corre-
spondingfo 8:0% of sales.

S
Lisi GOTE SOhatiahiog w0

operation is necessary. Hisin

what drives their busmesses
and how the Group can seize
the opportunities to build our:
shared success, Customer
satisfaction 1snot only about
the quality and performance of
our products, but also about
how customers are treated and
how services are delivered.

A
4
4

. Trucks manufactured by the Yolvo
Group transport goods and prod-
s 5o that society functions, our
buses are important parts of effi-
1t transport systems and our
indusirial engines are used as
reserve power, for example, in
hospitals. Tnese are only a few,
examples of curproducisiand
services! coninbutionto socisy.
More than 2 miflion trucks and
100,000 buses, which the Group
manufactured inthe pastien
years.operate on roadsworld:
wide: At construction sites, there

are piore than hatf a millior units of &

constiiction equipment thalwe
manufacturedin the lastienyears.

As a fnanufactirer of commer:
ciatiransport solufions, our
products piay an iniportant role:
in daily.iife and are important
Conpipor Orts
system. The Group also.particis
pates in the development of affis
t transport systems by stich
initiatives as Green comdors,
BRT systens, debate about
renewable fuefs and trans-
port-policy.issyes.
Most of the negative impact
* from our products occurs during
the use phase. We strive to offer’
the nght productsand sepvices
16 achieve safe and energy effi-
cient transport systems,

Remarufactured components
are imporiant 1o the offering,
which canhelp to reduce own-
ating costs for
customers,
The Volvo Group takes into
account e
recycling pote
development of

{already in the

products.
We have'stations where {rucks,
buses and equipment are dis»
assembled and where reusable
components are utilized, reftr
bished and tested.

The Valvo Group's products
largelrets
material. For exampie. ous

consist of Bb% rec

much as onethird re
cled matenal. Here, maternal
sirengthis the hmiting factor.

The Voivo Group alsc offers

refurbished spare paris as an
opltionto new, asawayto
extend the useful life, household
with resources andreduce
costsforthe custoniern

"tnvestments

Asinificantporisnafithe s
income fortheyearis =
transisired backintolhe
operaton fhe capitalis
ussth forinyesting in activis
ties o strengihen comosta
tiveness aitd Createiongs &8
ierm valte forthe Group's
stakeholders: Ofthe

income forthe year of SEK
11,258 M ({8115} SEK
S5¢5 M (12033 was
rettirned tothie operations

income for
the year
amounted to
SEK 11,258 M
{18,115).

Shareholders

Ofithe income fortheyear of
SEK 11,258 M, AB Volvo,
shareholders will rec

certain portiopin

a daadend; atter the operaticn
hasteceived decessary capi
1al for continued development

Laccording tothe strategies:

The Board of Direclors has
proposed a dividerd of SEK
3.00/(3.00] per share, coife:
sponding 1o atotal of SEK

| 608316089 1012012,
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PRODUCT OFFERING

Strong brands are important assets

By selling products with different brands, the Volvo Group

can penetrate many different customer and market segments

in mature markets as well as growth markets.

olvo Group does business under sev-
eral leading and respected brands.
Each brand in the portfolio is focused
on different industry and market seg-
ments. Several brands are available globally, while
some are focused on specific regions of the world.

Brand positioning project aims to unlock
hidden potential

Increasing market coverage, sharing and better
utilizing resources, and increasing market share
- these are the aims of the new Brand Positioning
Project, which is a key part of the Volvo Group's
growth strategy.

—The brands are at the centre of the Group
Trucks organization. By aligning the brands, we
are going to increase our market coverage and
be able to sell trucks to a broader customer base,
says Olof Persson, President and CEO of the
Volvo Group. Furthermore, we will be able to bet-
ter utilize the strategic assets we have built over
time - our customer relations, scale, industrial
footprint, distribution networks and supply chains.
In some countries, we may even be able to add
additional brands from our portfolio to an existing
network base, which will grow and strengthen the
business of our dealers.

Since taking the sirategic decision to focus on
commercial vehicles, the Volvo Group has built a

well as a joint venture with Eicher Motors in India.
Over the past decade, the Group has also invested
heavily in developing technology platforms, cus-
tomer relations, a global industrial footprint and
global distribution networks.

Until recently each truck brand has been
operating relatively independently and often in
the same segments. By aligning brands so they
focus on different segments, while also sharing
resources and networks, the Volvo Group can
better leverage its assets in the brand portfolio.

—The brand positioning project is extremely
important because we're taking the Volvo Group
into a completely new phase, says Peter Karlsten.

—We are going from a brand-by-brand strategy,
to having a full brand portfolio and taking a com-
pletely different approach to the markets.

Joint view on markets
The first step in the brand positioning project
was to define market segments, so that the
entire group views the market in the same man-
ner. Group Trucks has agreed on four key seg-
ments of the truck industry: basic, value, high-
end and premium.
—By combining the brands and networks we
open new opportunities, stresses Peter Karlsten.
—For example, currently most of our brands
are in the high-end or premium segments, while

strong portfolio of fruck brands, including Renault

there s an empty spot in the value segment =

Trucks, Mack, UD Trucks, and of course Volvo, as

this represents a great opportunity.

Under the new plan Volvo and Mack will con-
tinue to service the high-end and premium seg-
ments. Outside of Japan, UD Trucks will focus
on the value segment, while UD Trucks in Japan
remains in the high-end segment. Renault
Trucks will concentrate on the high-end seg-
ment and will stretch into the value segment.
Eicher, which currently services the basic seg-
ment, will also stretch into the value segment.

With each truck brand being assigned a specific
segment and customer base, Group Trucks can
increase its market share, and contribute to the
overall growth of the Volvo Group. The brand posi-
tioning project has also provided valuable input
when the Group Trucks organization was design-
ing road maps to reach their strategic objectives.

—We now have a very clear view on where
we are going and how we can do things in a
more efficient way, says Olof Persson. This is a
new approach and it will open up fantastic
opportunities.




TRUCK BRANDS

- full market coverage with future positioning

Premium
segment

High-end
segment

Value
segment

Basic
segment

Eicher

Eicher is one of the largest
players in the Indian commer-
cial-vehicle market and the

obvious choice in the basic and

value segments for customers
with high demands on profita-
bility, flexibility and driver
effectiveness.

Mack

For more than a century Mack

‘has been one of the largest . -

manufacturers of heavy-duty
trucks in North America, and
focused on commercial vehi-
cles from the start. Today,
Mack is one of the strongest
heavy-duty truck brands in the
North American market.

BRANDS IN OTHER AREAS

Volvo

The Volvo brand, which has
been built up overdecades,
enjoys a solid position world-
wide. It is one of the world's
best known and respected
brands within buses and con-

struction equipment. It is asso-

ciated with the Group's core
values - quality, safety and
environmental care.

SDLG

SDLG is a leading brand in the
Chinese construction machinery
industry, especially for wheel
loaders. The SDLG brand is sold
primarilyin China and other
emerging markets.

NovaBus

its origins in the Renault auto-
mobile company thatwas
founded i 1898, aﬁé"iﬁBerfi‘et,
founded in 1895. Renautt.
Trucks are renowned for its
innovative and caring approach
to efficiency and economy.

Nova Bus is 2 leading North

American provider.of sustaina- -

ble transit solutions, including

environmentally-friendly buses,

high-capacity vehicles and
integrated intelligent
transportation systems.

~ Prevost

UD TRUCKS
Japan

Demand for total solutions

'UD Trucks

uD Trucks was established in

1935 and is one of the world's

leading manufacturers of

- trucks and buses. UD Trucks
- markets light, medium ar_:d

heavy-duty trcks, buses
and bus chassis, engines
and vehicle components.

Prevost is a leading North
American manufacturer of pre-
mium touring coaches and bus

shells for high-end motorhomes

and specialty conversions.

Volvo

The Volvo brand. which has

_been built up since 1928,

enjoys.a solid position world-
wide. It is one of the world's
best known and respected
brands within trucks. it is asso-
ciated with the Group's core
values - quality, safety and
environmental care.

Volvo Penta

Volvo Penta is one of the
strongest and most global
brand names in the engine
industry. In addition to quality,
safety and environment, Volvo
Penta is associated with innova-
tive and performance-oriented
products. .

23
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Efficient products

All of the Volvo Group's products have been developed to contribute
to efficient transport and infrastructure solutions in all parts of society.

Long-haul Regional distribution City distribution

Eicher
Trucks
All brands in the Volvo
Group's truck operations
have a unique and distinct
brand-specific character
that attracts customers in
their market segments.

The trucks are sold and
marketed under the brands
Eicher, Mack, Renault Trucks,
UD Trucks and Volvo, which
all offer customers a broad
range of products and ser-
vices for efficient and eco-
nomic transports.

Long-haulhtrucks from
Volvo are a common sight
on the roads.

Special-purpose
vehicles

The Volvo Group manufac-
tures special-purpose vehi-
cles for use by for instance
government, defense,
peace-keeping and relief

Construction

organizations.

24

e [0 TR ST LT R —=—eeNoveBusTE T & =Prevost==
Buses g « N el WY e
Volvo Buses' product range
includes complete buses and
bus chassis for city, intercity
and coach traffic. The com-
pany has a total offering that,
in addition to buses, includes
a global service network, effi-
cient spare parts handling,
service and repair contracts,
financial services and traffic
information systems.




Expanded partnership With

and Volvo
WWF cooperal

Grg ommitment

During CE

Pooperation

o sed o the

ide emissions o tons from

Vovo  Bus| as al
nt buses and truck 20;
fieia tests
<o a basel e 200 ompan|

SDLG, evear

would have
WWF must be More ambitious than the company weuld
and must also cionin, that the company leac

nhouse gas
010 the Group became the

manufact 0 ), Climate Savers.

lug-in hybrid

e & me beriod. The n technology has exd

0
5 vovo Wi develop A MEW truck prototype  with 20% lower
fuel consumption  than a corresponding  truck manufactured

nercial

-dioxid

buses quri plants by 02 milion  tons

the

orontiar for uses. During develog
or Climate Savers. ° ' N . do( 2008.
Climate Savers  imones  Multinational  companies " the of fuel-saving technology Volvo Senstruction  equipment Deferisores hrytl a
reduce carbon-dioxide emissions. The results win be prepare 2 NEW prototype With additionally improved  fue! per- 24 o
bawle o reduc v,
formance compared With  existing meo -
iomst by independent @chnical oxporie, T agrasd target o et WWF  Climate sav
The agreement between Voo and also states
Road mac
Compact
construction equipment equipment
Construction equipment s v . - c r;‘
Volvo Construction
Equip-menat..
and markets equipment for
construction  and related
industries under the brands VAT ayF -

vo and SDLG. = u
Volvo products Crawler excavators

y 4

and crawler excavators Vval

Y <779

Wheel loaders
are leaders in many world

markets and include 4
com-prghensive
loaders hyaraunc Wheeled
articulatea haulers  roaa

machinery and a wide range

of compact edquipment.

Back T heeled excavators

L-w

Crawler excavators

At over the world voivo CE

= a leading provider When
customers want to buy super

for construction equipment.

Skidsteer loaders

Industrial i
Marine engines engines

) *
Engines for boats and
industrial applications

volvo Penta manufactures

engines and drive syst
f=CcO rcial
craft with an
N y T S
engine range ©f 10 t° 900 hp

an as a g 0 a service N€

work of approximately 4000

dealers. Volvo Penta &

supplies industrial engines

ranging from 75 kW to f

640 KW for container hand

ling mining equipment and

other industrial gpplications.

Crawler excavators from Lingong

Articulated  haulers Motor graders

Al

Wheel loaders Compaction  equipment

wheel loaders Pavers
Lingong

machines
Asphalt milling <!

Financial services

Financial solutions SUCh as customer financing and leasing
dealer financing and other fée-based products such a5
insurance contribute t© the Volvo Group total Selution
offering by creating CUStomer value such as convenience
speed and peace ©f mind. Providing attractive
bmrsand-o

i - essential
support Services

to meeting todays high
casfomer demands and to

attracting N4 retaining

Volvo Group CSUstom

25



26

A GLOBAL GROUP 2012

Environmentally

It is critical

technologies Which can he converted

change = one of the greatest

mankind.
challenges faced by

Climate"

responsible '©" approximately

shows that transport =

13%

emissions caused

of the total greenhouse gas by

humans. AS one of the worlds ¢ manufac-

larges

turers of commercial Vehicles the Volvo

Group

works to reduce co2 emissions from the use ©of

its Eroducts.

for the = 'elvei Groups fature success to continue

into financially Viable products

BUSINESS MODEL D PRODUCT OFFERING

enhanced products

to be innovative

and services_

The Volvo Group estimates the fuel-saving
0

potential for a standard truck wit be 15% in

2020 compared with fuel consumption ' 2005.

NeW technology can lead t© even MOre signiri-

cant For instance the use ©f a hybrid

39%

savings.

dariveline may improve el savings bBY up t©

in certain bus operations.

(=

drivelines

Hybria and

electric drivelines

T
T d by
I as
well as legisiation in the environmental area.
Therefore the Volvo Group focuses its research
and gevelopment ©°" the development of ener
iveli id and electric  drive-
gy-efficient drivelines hybrid =
lines and vehicles that can be operated .
r Is.
Gro also ticip publ
JMevelop tainabl

private partnerships

Bus
and efficient transport systems SYch as

BRT

and

Rapid Transport System

Intelligent

Transport Solutions ITS.

Energy-efficient drivelines

have the i on
The Groups products largest impact

the environment in the usage phase. 'herefore

and con-
the Group has 2 iife-cycle perspective

. o e envionmen a ympac 1OM e pro
u them being deve

e

909% of the

resuits from the use o the products

the Groups

main focus = on reducing ™€ consumption CO2

emissions and other emissions to the a. The
i . each new shall

basic grinciple = that product

have less impact on the environment than the

product " replaces.

FroN-

Hybrid and electric drivelines

- of the most isi
Hybrid technology ‘= °N€ promising

i for commercial
and  competitive technologies

vehicles because ©f its potentiai ' saving fuel

hybrid technology Mmeans lower operating ©°StS

tor Customers While at the same time significanty
reducing  €NVironmental impact.

or orri

e MOS appropna © Vehicles yyrfi

drivelines are those operating " BBntinuous

) . t:Xq

The Vvolvo Groups I-SAM concept

of an

consists

electric Motor and a diesel engine Wworking " par-

each of them can be used Where
anter

whereby

they are most effective. Production of the Volvo

Volvo iq double-decker
Hybrid cin, PUs and the VO Hybrid

uel il o to
started in 2010. sSignificant W savings ©f up

—" 7

and develop

399% makes this bus a commercially Viable option

In 2011 Volvo Trucks Commenced sales or

hybria trucks under the name Volvo FE pypria *©

customers in selected European markets. With a

solution the fuel saving potential ©f a Volvo

30%

plug-in

in refuse appiications.

FE Hybrid = up *°©

15-20%.

aisribution appcatons e saving =

Renewable and alternative fuels

Carbon dioxid utral vehicles are powered by

phaterials

fuel d

fuels as

the use of renewable fuels makes business

ing
and environmental sense. The Volvo Groups
research on renewable fuels = mainly focused

on Methane bDiesel and DME dimethy1 ether.

Estimates Show that

mental impact.

by replacing

conventional diesel with BiIO-DME carbon dioxide
emissions will be cut py 95%.

The BioDME project = 2 joint VENture with
among others the EU and the Swedish Enpergy

The aim is to involve the entire chain

Agency.
fr = - E from biomass
distribliztion

Combining Mmethane and dieser

- < teclih oWy
el alr 'y availabl as Y
re

for vehicles. Vvolvo FM and Volvo FL/E
available in methane diesel versions. The trucks
are powered by up *© 75% gas and therefore

are reduced. Volvo Trucks =

the coz-emissions

the nrst Manufacturer in Europe that selis

gas-powered trucks for long-haul operations.



e er re
vpF_3 7o.a CySh7- 1 sti-yl it
rtgrvefor-Eura G- vy
The Euro 6 |egislation Wwhich Wil come into
effect in the EU in 2014 entails that emissions

of NOX Nitrogen Oxides and PM Particulate
Matter wit _be reduced py 97% compared
t the e‘y 199nI2

Group Bunched  an engine that “i" comply

with Euro e

|
<&

_=7YY-= g Fai-tineop-ofvolvo

5% maintenance

30% exnaust €MISSiOoNsW

co2 from A5% Recycling

including

fuel use

12% eroducing

the truck

9310
Driving the truck
58% Fuel
Resource use of crude on
and fuel production

uct * replaces. The Group Uses Life cycle Analysis

nvironmental impact
t process

o

products]

Hicate]

e of

= therefore ON yeaucing M€ environmental impact ©f products " use

Yy youm Y

W TCELT_yyy

-3f-a.yA%6ty

. iva )

Group-trucks-in-the_.

earns 2014 greenhouse gas certification

The US Environmental Protection Agency and
National Highway Trafic Safety Administration
hav an  Volvo roup truck models in

ance wi

N/
2014 effillenc: and g ouse

gas regulations.

<

<
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WORLD-CLASS SERVICES

Strengthen customer relationships

ers Want

Marry custom log

v n
. o execute their WOrk 55 21 cient

v and reliability.

protiabi

a

- in MOst markets. AS
spare parts availability

N the customers Vehicles and
important 25 getting e

machines back In operation quickly = the way
customers are treated. This does not 555, to
just a specific workshop instead customers
must be able to count on receiving the sSame

first-class Service wherever they are

offers such Services as finan-

The volvo Group
cing and insurance various forms of Service agree-

ments accessories and The Vvolvo

spare parts,
Iy, e ©" rvices
afliet — . ffft-inillo s m—

to the Groups competitiveness.

and increase interface

Develop

with customers

com-
The majority ©F Volvo Groups customers are

panies within the transportation ©r construction

—-term cooperation

Distribution of net sales 2012

hard

Pods

around total so batiolls

Sales of soft products

services and aftermarket

as Ossible with aximum ror 26
products ©°
) the within the
Since a large art of offering
retiability  and  proauctiviy  ©F the - ge P

T L sted
product:

to !He

etent an

cus fitability.

professional and servi

akes sure that Cusy

profitabili

for th

unwanted stoppH can i ve
Volvo am s
importance for ™Me Group . .
The strate to increase sales ©of services

strengthening e Groups Various  brands. ay

element
s an g
The goal = that Volvo Group companies shan aftermarket products important

effort to achieve targets ™"
be regarded as Number one in customer saus-  the Volvo  Groups 9

both .. Mmature markets
faction in terms of both products and Sservices. profitability and growth

During 2012 the

markets.
The Volvo Group shall also be Number one when and in the Groups hew
business soft
the dealers customers assess Customer satis- services and aftermarket products
. 27% of net
faction products represented approximately
sales in the Industrial Operations compared te
i % 2011. The extended roduct offering
i business 26 in . b
Growing aftermarket
i and
- dditi to vehicles and machines the Volvo such as used Vehicles and machines trailers
in addition
v le
o o [lifian- . and Ybe
rofibs erindline!
Jan 1
ingMsoluMns su >Nt es Mpare sofilloroWgets. y
i i 2012 these are instead defined as hard products.
maintenance Service agree-
parts preventive 9
ments assistance services and T services. The

that the
and fexibility ©f the offering Means

range

solutions can be Customized for each customer.



Training and advice
to save even more fuel

In addition to prgducts at the forefront in terms of fuel

efficiency the Vie vo Group also offers training and

contribute

to further fuel

advice thl savings.

Volvo F

19 .vd.usiivals AL oy

Fuel costs represent Petween 25% and 35% of total haulage

At the same time the hauliers

means that an savings

make

firms

an important

fuel consumptiol

difference.

firm costs.

profit margins are often (.. smai which

In order to succeed

the part played by

in_cuging the haulage
to effective

often short-term. That

ithou

t Ollow-up thE=ros t==3re

professional
= why the Volvo Groups various businesses offer

extensive services in this area. SOMe or them 5re described below.

Fuel Advice

dvice is a -.3" fuel advisor whose aimis to help

ing these

Volvo Trucks

Volvo Trucks new

hauliers cut thei costs while at the same time mainta

The resuits are jong-term With

proveme; g-term pe

as high

savings

and analyze each drivers

Fuel Advice hree mod

o1 advisors|

er

es. The al provide practical tips on NOW ruel

as help With planning and With

toolb with tools that provide
" boes

The customers

can be reduced as wel

consumption

the

structuring necessary follow-up.

2 Fuel Manasement Toolbox. A web-based

isn lu .
ays

3 Fuel Management Support.

saving|

interface for contacts with

nis or her inaiviaual fuel advisor Who .. there to answer questions and
offer advice.

Fuel Advice

designed f°" larger haul

= prinmmrly targeted te small and medium sized cogapa

Renault Trucks optifuel

Renault Trucks offers customers the __; ... for further increasing the

solutions which =

sisumg of both

savings through Optifuel

Gel "consumption

drivers in economical griving.

Eco Operator from Volvo CE

ECOO  erator is a iraming program

cal and- ey Need to become

safer more efficient and extra environmentally conscious  while operating

equipment. NO matter NOW ruel efficient a piece ©f equipment is the operator

-significant-effect-on_fuel consumption and productivityy--—------—

program t€aches correct machine operation and maneuvering

as-Kip pan Vvork in._thesmartest_most..

techniques operators Can help save money on fuel increase overall productiv

ity reduce maintenance expenses and reduce the impact on the environment.

Efficient griving With Volvo Buses

Volvo BUSes also offers courses i efficient griving © help 9FVers save fuel

and provide passengers With 2 pleasant "9 Together

web-based too! Volvo Bus Telematics -~ that gives bus operators

m rT = @ I-]r a C
to Meer inaividual needs t deliver Sl savings ©f

about 10%. The hardware . fitea as standard in VOlvos [, . bus.

ar riy

from Volvo Construction gquipment that

as well

cier-wayr_. By .f = wing the p

with Volvo Buses new

better

29
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AGLOBAL GROUP 2012 BUSINESS MODEL

of employees

A HIGH-PERFORMING ORGANIZATION Geographic. distbuton

Committed employees Europe 4%

North America 17%
South America 6%

Asia 20%
in Sustainable
The t6lvO Groups vision i= to become the world leader in Asher 3%

ountries

i i i vision our
transport Seolutions. A deciding factor in furfiling this is

employees and their knowledge and  skills.

interest with research institutes and .= based on
ncreased new products research institutes " areas ©f special "terest jointly
global presence .
h aims to d the Group with a global research. . '= alsO designed '© support
New technologies demographic changes € program provide I
It and values as well as
' m fluctuations the picture ©f important collaborative  partners and to the Volvo Groups culture
and ore rapid n global
the i bjectives.
roo4 lead to chall in the increase the Groups visibiiy '© Students and strategic obiec
economy Wi challenges
and resources researchers. The cooperation With universities =

supply ©f expertise

: . ; i ; enhances innovation
also  important fOr creating relationships With Diversity

N to succeed at a
secure To create the dynamics

students and potentiai  €Mployees

The vd ° Grd nd

ture the Volvd
its

stratg

attract 1Ne

wxy and inclusion have ong been prioritized
to continue the

within the Volvo Group.

G ompetence
v
i Employee engagement
1 ntal part

vities range ™M 4

their employer bu their OWN responsi- trainim® to individual coachl

= based business  success. The resurs from VGAS =

i Individual  competence development
bilities. Al employees are offered education on P

database
busi I which id sup- benchmarked against international
the on a personal business plan provides

blicys principles.

with data gathergs om Pr 14 minigg_employees
port

partner Prg

means_that

d y AT S,
Yie nnivd

reilfsive Series

]
ventui with _rescjililch bodies  al

perative

institutions to advance the technolo- developing
institutions »
: the & with g structured company has the rignt prerequisites '© perform
hip Pipeline Provides roup
. needed for future product development. ship Pip
o i : detiver but also factors SUch as cooperation ©'°2"
One example = the Academic Partner Program approach te developing and preparing Present
and
" leaders for future roles. targets Customer  service as well as quality
APP which a " tic approach T long- leaders as well as potential
= a systematic .
Y pEl ended at 74% which = good bPut
. . . has been set yp efficiency up
with selected universities and The Leadership Pipeline

term cooperation 0,
i below the tevel ot the op 25% companies.



Key figures
Number of permanent employees at yearend.
NUmber of temporary employees and consultants
Share or women O

Memb %
Share of women Board embers

or women Presidents 2nd other senior executives

The Volvo Groups company ©Sulture
- The volvo Way
The voivo Group VIEWS = corporate

culture as a unique Aasset since =

aifficult  for competitors t© copy. BY

exper:-tise

vision.
the years We can achieve our

The voive  Way Shcwhat we

stand for and as to be e future.

the foundati

the Volvo cagye into

" of com transport
ing provider

e a for SUCCeSss in
solutions. = @ recipe

which we believe. «

strongly expresses
the culture behaviors and values

shared across the Vovo Group.

con-Viction

that “every

capability and the determination  to

improve our business operations 214

the desire t© develop professionally.
The Volvo Way = the wen dialogue

between leaders within teams and

among colleagues around the world

This i the way We conduct business
and deliver results. This = how We

with. customers and suppliers
partner

flow we work and change and how we

build the future (ogether.

2012 2011
os7177 98162
16548 ‘orer 5

1a



A GLOBAL GROUP 2012 BUSINESS MODEL

INDUSTRIAL STRUCTURE

Global industrial Structure

i worldwide 2012
The Volvo Group has an established Employees

and North

strong position 1N Europe
Anrieiica and South Americaa
TRF8ugih dhe acquisitions of UD

Trucks aéd Lingong and the North America

£ trucks Banc buses ;s ith

India-based Eicher Motors the posi-

17% 92.

tion has been strengthened in rr=i 16.569 empl ees

markets in Asia. Throu its

{e| fions
estab lished

with ., inufactu rijhg as Well as sales
and distribution channels on

all continents.

Share of employees

A meric

" 6

5.972 emglofees

North America South America
I s Las Tejerias VE
I I S .
UD Trucks
curina BR
el - - - US cunuba BR
- Engines and transmissions

MX snippensburg US

+ Eustache CA Curitiba B
MX riavsburan US

Construction  Equipment

Buses

volvo Penta

Ownership  50%



Europe

53434 employees

Europe

@ BQSuigen STe e-raimoyc €S Venissieux FR kawga RU

Ged -1 yr 3k ty

skovde SE venissieux FR

K6éping

Arvika Braas Eskilstuna Hallsberg SE Konz-konen

Hamein DE Belley FR wroclaw PL

Boras Saffle Uddevalla SE wroclaw PL

Goteborg Vara SE

0%

20222 employees

Other markets

a515 employees

Asia

pithampur N

Ageo JpP Hangzhou CN

RamatlrE.INT..ByngkoklH-=

Ageo Kounosu Hanyu JP

Changwon KR Shanghai Linvi CN

Bangalore |N
Bangalore |N shanghai CN

Shanghai CN

Yy

Rest of the World

Brisbane AU

JohannesburggyzA

ZAr-ell
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A cLosaL GRoup 2012 BUSINESS MODEL

PRODUCTION

With the environment in fOocus

The environmental effort i« and has |ong been one of the cornerstones of the Groups
offorts. The common environmental policy = one of the mMost important door n-ie.nts for

governance The policy = based on the Groups en ironmental management system

strategies and targets reviews and measures.

wr=  he Volvo Group conducts ~Mmanufac- I:X

wrfing 18 counmes-tnla\l -
An

globe. important
VPS  which

Li Production System

includes Methods for streamlining the operation

: 2
and minimizing productivity  '9SSSs: VPS includes
tools for documenting Work-related  risis indicators 9 2
for measuring health and safety and methods  for

ergonomic Wworkplaces. Today 17 of the Groups

production  faciliies are certified according '© the

ando0i130-s
—
H o1 =Envi A= iss are

also pargy, Managed = VPS. At the end or 2012
97% of employees i production Worked i uniis
certified  according '© environmental and quality

manage ment systems Pprimarily ISO 14001 and

ISO 9001. As each ductlon unit_there are BOA
coordinators Safely ]elegales ! a al- AR important 9! " production = Volve Preductie System FS ihich include
wy coordinators. Indicators are used to mMmeasure methods for streamiining the operation 210 minimizing Productivity losses

and monitor work i environment health and safety.
The Groups environmental goals are used to

in and SEP .. a certification in the US for

program

wgfe— <i measures s Sweden. an haveg themnecessa nagronmental the development continuous_ improvem
et Ty Forermen ps eart fl n a:ncﬂ:lal
results. couple ©f years ago Inventory ntamina Ve
fagle FW@V -bon=neutral
plant lihe  primary feason was Durnng 2012 Feme n rk Mas con-

. . milestone r
reduce the environmental load but « soon ducted on one case of contaminated land 50001 and SEP standards entail a or

govern develop and Monitor the environmental n 2012 there were 15 licensable rac

. ] 2 carbon-dioxide
became clear that « was also a good financial  among the VOO Groups properties ' Sweden. NRV on the way to becoming

j i i neu
genera © consi  era e unng 6 one major ©NVironmen a mci en ra pan

32 other i NRV ..

rred in Eskilstuna Swegd of on

[s/Better-y.

disputes are in p

water waste management environmental period
) ithi i of ten
organization and improvement Work.  Since The New River valley plant is e rirst in the programs target Wihin one yeqr instead
i i ifi i Some of the solutions that to reduce NRVs
1989 environmental audits have been con- the US with two high energy certifications o helped
. . = were technical for a
ducted to ensure compliance With the environ-  The pigng i New river vainey NRV which = the  energy consumption example

with  solar an
for Volvo Trucks Was ceniriea according automation  system heating th lar energy

mental policy and during gacquisitisnsl comp largest
CoONMtrirg b*"@ n7ironmert Ital
risks.

aspects and



RESPONSIBLE SOURCING

Continuously increasing demands

- . i behaviour and puilding
abo f sk responsible
Responsible sourcing = ut managing "! promoting

i i .1 environmental and business ethics
long-term relationships With suppliers to improve social

in the supely chain.

S Eiiil“p]y

Group and = sStakeholders.

values are hot bu|lt into e Grodps pro ucts

and services. Since 1996 the Volvo Group has 5

-
increased f for suppliers
gradually requirements PP A C
i business ethics and
regarding €nVironmental
social responsibility aspects. The requirements
placed on suppliers are based on the principles a.

contained in the Volvo Groups Code of Conduct

and international NOIMS of behaviour.

Sourcing and risk assessments

m 2012 more than 36000 suppliers delivered

Volvo Gl has a process for

f Con
ciples i the VoNo Group Code ©

iea in the Volvo Groups fisk model. The risk

assessments are based on apalyses Cconducted

. countries from a
" recognized institutions  and Of the suppliers ™ high-risk untries
by internationally
64% the test. In
include  factors such as human rights labour CSR perspecitve completed
the shal 84%. Of the
standards and incidence ©f corruption. § L r$
e
74%
Results from the assessments in 2012 assessment passed.
i focus on
the will continue to
n 2012 66% 60 or Volvo Group purchasing n 2013 Group
. ir identified high- and
spend for direct material derived  from suppliers assessing suppliers " 9
i countries from a CSR perspective
" 2012 had completed @ medium  risk
of that during 2010 t
— and-towork-withe onaPpTOVed srrpptierst
e assessmert esed-6n ttre Votvé Or6aps
. met
CSR requirements CSR - corporate Social ensure that the Groups requirements 2'€

espo-rtstbitity-T__
Of the 66% or the suppliers that completed
the self-assessment 80% passed. Almost

i for failing to compl
exclusively the main reason failing ply

g” " e ms
opir-ers

failea beacuse of a lack of other processes '©

i i that do
comply With the requirements. Suppliers

not oo are asked to draw yp an action  ian.

bas: on the

ofthe atiivyiati_cy direct uyyiez2ityl

measured.

Sup

evaluaio

rs that yye --under

in cost carne from

_ tie

during 201 o 2012.
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A cLoBAL GROUP 2012 GRoup PERFORMANCE
. M acs

DEVELOPMENT BY CONTINENT

the |argest Market

Europe

During 2012 the European market accounted for SEK 112 pillion corresponding © 37% of

Group net sales. Eyrope ‘= the historical home market Where the Group has a considerable

al structure Wwith -Iativel rge share ofits manufacturing and sizeable ¢

ituated abou

m t n EuroEe
inulliBUIgaria plus ingguced  a
Mcred®8a ,, 9% tw organizatio d  maMilking
221000 trucks compared '° 242200 in the  tucks ™ Europe [he Middle East and Afica  and Renault Trucks brands. Thy annual
preceding year. 1N€ markets in Southern Europe EMEA. The reorganization aims to  capitalize capacity ©f the raciiy = 15000 trucks. Volvo
weakened further the and the more on opportunities for the Groups sold 6973 heavy-duty trucks in Russia and

during year effectively

weaker market conditions spread t© large parts brands and products. At the same time an optimi- Renault Trucks sold 1777 trucks.
-

-
-Seandinavia
and the UK. The Ussian | market ern and rAl Europe ‘=Carmed ToOUt with im New Volvo engine for Euro 6

was sgrong for MOst or the . m 2013 the t© considerably increase the service auaiability In July VolVo presented an engine ‘@ilored for
market in Europe 29 == expected to amount to primarily for Renault  Trucks. The number or service the tough Euro 6 environmental standards.
about 230000 heavy-duty trucks: points = expected to increase  py 30-40% ror Nitrogen ©Xide emissions wil drop by 77% and

The Groups truck business had somewhat Renault Trucks and py 10% for voive particulate ©missions wm be halved. The first
lower market shares during 2012 compared The new organization = @ stage in the imple- engine = Volvos D13 460 nhp engine which
with the previous year. Part of the reason .. the mentation of the NEW strategy 'O the Volvo today powers MOre than one-third of =u Volvo
weak market gevelopment in Southern Europe Groups truck operation Which is a key compo- frucks
where Renault Trucks has a traditionally strong nent or efforts to improve the Volvo  Groups
bosition. A shift in market mix with a eianver, ~ OPerating margin by €€ percentage points. New Volvo FH truck
stronger demand in Germany Where the volvo _By making SMAarer use of cxistng Networks The new generation ©f Volvo FH was presented

eak also we can more

Groups position

relatively impacted capitalize effectively public

he truck nches in some of

operation

arket
12 ho
gradually Weakening  growth rate.  During Volvo"Buses €O competitiveness.
second hairof the year demand Weakened ignini- of complete buses in start during e spring ©f 2013.
canuy. Measured in number or units the tota in October Volvo Buses announced its pians to The truck contains ten top NEWs that an wu
a-letcre-creased-bya%-hz-Earop-eamnarket corrcentrat aropean-prortoctrorrof-cém-  S°rrirtbute to-increasing -s-Comer-  mfitab-aity
for construction equipment '= expected to decline plete Puses in the companys main  piant in On the next spread you €an read more about the
sasomtrunin . 2013 __Wroclaw Potafid.- ie--consolidatiar-—-is-dory —-tew- oleo - -
Also in 2012 the European PUS market was address a structural  overcapacity " Europe.
characterized py Weak demand fierce competition Production at the Volvo BUSeS piant in Saffle
and considerable . . Locce i tenders. Volvo Sweden = planned e end at June 2013.
Buses strengthened == market share to 13%.
Demand ror marine .gines WaS negatively Volvo Group invests in Russia
impacted by the continued  uncertainty regarding The volvo Group nvests SEK 783 M a new
the economic development not least in the pre- facitiy o' the production of cabs at the | ne ™

the Russian The which s

viously strong boat markets .. Southern gurope. city ©f Kaluga. facility

The slower €CONOMIC Lcuviy 2aNd the financial expected o become operational in 2014  win
turmoil had a negatve impact also on the market manufacture cabs for the Volvo and Renault
for industrial engines. Trucks brands With a total annual capacity ©f

15000 cabs.



Volvo Group invests SEK

ID
in cab plant i Russia
|
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A GLOBAL GROUP 2012 D croup PERFORMANCE

DEVELOPMENT BY CONTINENT

Continued growth in North America

North America = the Groups second jargest market al ld l

w= overall development continued o be positive 1IN 2 312

Growing truck market

in 2012 the total market for heavy-duty [UCKS

in North America increased py 15% to 249600

trucks compared '° 216100 in the previous

year. Demand was strong mainly during the first

half of the year driven primariy by the need to

replace M€ industrys aging highway tractor

population the second half demand

During

or the federal“budget negotia-
For 2013 the market is expected '© Pe at

about the 2012 ievel of 250000 heavy-duty

trucks.
Growth continued on the market for construc-
ton equipment during 2012 In totar the market
0,
measur in _number of_machines rose by 23% =

growth in the North American market i expected

of minus D%0 o 5%.

W due res\

Recovery

n many cities

coach

market was slow.

Success thanks to good products and

> rono

During 2012 the Volvo Group maintained =

1ffoTtizAmer-la-The-corfiibinedy-2t710atad-atready-durrngm201-27-itV®

R ]

18.3% 18.2 on the back of a competitive CUS-

with
tomer offering ©f trucks d

that an increasing Number of customers opt for

2012 79% 79 of

equippe engines

ang

safety.

Volvo Group engines. During

Volvo

trucks  built ~ North America were

equipped Wwith Volvo engines. The vast majority

of Mack trucks are equipped With the Groups

Mack engines.

a number of 13

Volvo Trucks dealers in the US have in recent

ear: made substantial investments in their ser-
v s

vice networks. in the Southeastern parts ©f the

country Service capacity has increased py Some
20% since 2010. in Texas

January service

capacity Nas increased py 32%. in the West
investments have led t© a capacity increase of
almost 15%.

North American
defended  its

an S ~rg

30% 34.

e

of

third  |argest supplier ©f city bu

America with a market share of 14% 15 and

with considerable for continued growth.

potential
Success for I-shift and MDRIVE

Asa resuit of the strong deMand ror the Groups
automated mechani

transmission duc-

a

\/q e =" al

ac the s,

bo rted

Volvo Trucks introduced its !-Shift transmission

on the North American market in 7. Dﬂng

5 5 Wk icks with Vovillo o in
North Al ca wel qmppﬂ/ hife. e
SShift a ble vo

= only together

engines this also helps promote Sa&les or the

companys OWN engines. '"Shift incorporates

host of fuel-saving and prod,

into-a4 and

mMDRIVE was

introduced ir

27% or an Mack nighway trucks.

volvo CE expands in Shippensburg

Over the next couple Volvo Construction

years

rovide myconsiderabldill rue:
’e e Qm : J )
neWrariveline hi rg Penn I l l IE

Lble to
faciity. ' the long term the plant will be

produce (0% of the machines sold in the North

American market. Groundbreaking for the new

i 2012.
faciiyy Was in May of

ch
en

UD Trucks €ends production for U-S. Market

Due to a combination of factors including the

continued shrinking ©f the cab-over-engine

market segment and the accelerating cost  of

.. decision was
regulatory compliance & strategic

made tw end production of UD trucks for the

U.S. market. UD Trucks delivered 472 trucks

North America in 2012.

natural further

Yy

two models during 2013 Mack Pinnacle and

Mack Granite. The Mack TerraPro model s

available to customers in the waste

already
mangement segment. A!' Mmodels win be offered
by either Jiquia natural

with  engines powered

gas LNG or compmssed natural guq CNG.

gas LNG under the Volvo brand in orth

American market in 2014.

The US Environmental Protection  Agency 2and

safety ministration

hav tified  an VoIlvo  Group mod i

the-| -bfand in-ac]

anc 2014  fuel ecrriciency green
.dons---- - - -

-The Volvo

Group committed to leading

the gy in fuel efficiency and to reducing the

emissions from our operations 2"d  products.

This shows that the Group = =t the foreframt or

vEbP Y L 3
the' tire aln nd nds

President

said Dennis sjlagle EXxecutive Vice

Group Trucks Sales Marketing Americas.
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During 2013 Mack win sgrengthen
lineup ©f trucks that run on natural gas. . v
On the photo = the Mack Granite.
During the yeqa = ©of the VOO  Groups truck
under the brands Volvo and Mack were certified
according to the emission cgulations cOming v Yy si

In 2012 the heavy-duty

truck market

effect n 2014. OR the photo = Voivo VNL
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A GLOBAL GROUP 2012 GROuP PERFORMANCE

DEVELOPMENT BY CONTINENT

Strengthened Market ,ogition n

Brazil

After a yery strong growth in 2011 the South American market

weakened during 2012 chiefly as an effect ©fa slowdown

Brazilian e.conorn-v Despite

its second best year to date

Volvo strong ©n a weaker truck market

The South American market for heavy-duty
trucks decreased to approximately 146000
trucks in 2012 compared '© 148000 the ..,
before. Brazil = the |argest market py far in

South America and accounted for approximately

60% of the total market in the region. In 2012

the Brazilian market decreased py, 22% from

111500 trucks to 87400 impacted by the gen-

eral slowdown in the Brazilian economy during

the first nine

months or 2012 and the tran

from Euro 3 emissions regulations to Euro S

During the fourth quarter demand picked up

Lower financing rates for truck purchases ¢om

biped with good CUSOMer o orabiiy and the

positive Outlook for economic recovery " 2013

cignificanty  improved demand. The total erazi-

ian market for heavy-duty trucks = expected '

increase and reach a level of about 105000

trucks in 2013.

The construction equipment market contin-

uved to grow during 2012 although the growth

rate slowed down during the (e in total the

market increased py 6% in 2012 compared to

the strong 2011. Growth in the South Ameri-

market for

can construction equipment 'S
expected to be in the range ©f minus 5% o
plus B%0 during 2013

The South American bus market weakened

during the year. During many opera ors

invested in DUSES with engines adaptea '© Euro

ahead of the changeover t© EUroon. anu
ary 1 2012 which entailed a price increase on

buses. against that background investments in

buses were fewer during 2012. n Brazil the

market towards the end of the yegr was also

negatmaly 2ffected by operators awaiting the
he

ar| 0 to

buses sh. of

2590 23 Voo - the second jargest bus

brand

in Brazil

the slog down the Volvo

in the

Group had

in terns of thick deliveries.

Increased Market shares in

heavy-duty trucks in Brazil

VOIVo reaped success inthe Brazilian market not

least With = pew Euro 5 tucks. 'n the segment

for trucks above 16 tons in Brazil the mMarket
share increased o 18.2% compared With 17.1%
in 2011 and Volvo strengthened its position as
market leader. VOIVO has gained market share
continuously = recent years. " 2010 the
share was 14.8% and in 2009 . was

Within the segment for New Euro 5 trucks Volvo
was the leader with 23.3% of the Brazilian

ket. The Volvo Group = the market lea

heavy-duty trucks also in Peru with the

prand and . Venezuela with the Mack brand.

Volvo Buses leading in Bus Rapid Transit

Volvo Buses = the worlds |eading mMmanufacturer
of high capacity Puses and Bus Rapid Transit
BRT <yctems. During the year detiveries started

for the contract of 688 bus chassis to Colombias

capitai BOgota Which was signeq towards the end
of 2011. « was Volvo BUSES |argest contract ever
in Colombia. The contract covers conventional

buses articulated  buses and bi-articulated buses.

The new vehicles were sold for the third phase

expansion ~©f Transmilenio in Bogota the conti

nents MOSt efficient and advanced BRT-system.

With its pigh capacity and fast gransport BRT . a

a7 €rMSmawe to rai - ound-rmnsport

Volvo CE expands in Brazil

i rise in demand ror SDLG
Following & rapid

branded machines . Latin America voivo CE ..

investing USD 10 M to starr manufacturing
SDLG excavators  in its Pederneiras Brazil piant.
201, Ivo JFrided o

- i e
icas py r&bcating M mant ring °
branded backhoe loaders from Tuitinan Mexico

to Pederneiras.

During the year

be used

system

1%3.39%6.y.
ANV 44

deliveries started
in the third phase ©f Bogotas public

Transmilenio.

of bus chassis to

transport
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A GLOBAL GRoUP 2012 GRoOuUP PERFORMANCE

DEVELOPMENT BY CONTINENT

Msia gr i importance
|
|
both Lcquisitionns and organic grow th the Volvo

roup h!a '

created a good position oM which (o develop further in the dynamic

markets in Asia.

Weakening markets Part orf Volvo CES gtrategy = t© develop prod-

Asia accounted  ror 23% 24 or net sales during ucts for growth Markets under the Volvo brand.

2012. In 2000 the fgure Was 7%. The gharp in November 2012 the medium-heavy wheel

increase has

been

achieved the
primarily b

of ks
vt time

Lingong of Chind

migader Volvo L105 was launched. « was devel-

%
nygmed Ni

acquisit

through th€ joint

venture VECV in |ndia but also through organic development and manufacture of excavators -

growth. In the peginning °f 2013 the Volvo Group South Korea.

45% of the

situated in Changwon

signed an agreement ' purchase

Chinese truck manufacturer Dongfeng COmmer- Sunwin leading Within jarge electric buses

cial Vehicles Which will g o astrong presence N China = a jarge Market for electric buses. Cur-

the Chinese truck market - the worlds 5rgest. renuy there are 1700 |arge oOver 10 meters
" Japan the total market for heavy-duty trucks electric buses in China an increase of 1000

in 2012 rose py 28% to 31800 vehicles 24800 buses 2012 alone. Here Sunwin Bus a

during
party driven by government incentives as well as Volvo Buses and SAIC Motor joint-venture has a
the need fortrucksfor reconstruction WOrK follow- market share ©f gpproximately 40%- During the

i the !
ing the earthquake 2and the tsunami. For 2013 Bus delivered

year Sunwin 3250 buses. 512 of

i which
total Japanese ™Market i expected to INerease o these were so called buses or

New energy

about 35000 heavy-duty WUcks on the back or

SOy = ctil teg
1 ti s a

2012 market for heavy-duty

413 were ¢, c<jggtrc- That made Sunwin

A a orid-lea
L < ool M—

Plans to launch Value Trucks

leading

currend

in India the total

trucks declined py 18%to 195140 trucks 237300. in the next few (., o the Volvo Group plans t

in China the jargest part ©f Net sales stem from launch a new series of trucks in the so called

construction equipment. The Chinese construc- value segment = the lower prce segments

. i in " instance i South
ton equipment mMarket continued to weaken emerging Market in for Asia

2012 and declined py 37% 7 0. n Asia outside America and Africa.

Production

being pre-

otChina-the-market-fm construction-equipment parecinnWaitarTd-and thdm  Twe.--GToOfratso--

For 2013 the totar Market intends o these

grew by 11% 28. manufacture

5% w pus China =

!ec ine U!!! to ”5 .

expected '© by

5%. Asia excluding

Restructuring " Japan

launched
in Japan a voluntary '€aV€ program Was

Volvo CE number 1 in China with the aim of reducing ©©StS by 10% to improve

With avolume totaling 248000 Wheel loaders and competitiveness. Compared with mid-2012  the

excavators . 2012 the Chinese market .= py far the organization Was reduced py 1000 employees

worlds jargest and the VOlVO Group = the number

and consultants as of January 1 2013.

in these segments. During 2012 Volvo CE with n the peginning ©°f 2013 a program '

the brands Volvo and SDLG had a combined mar- improve the total efficiency " the Japanese pro-

ket share of 15.0% 12.0 within wheel loaders and

—
to the number two on market.

duction system Wwas launched.

ed - eds ers
specific

c—

Since 19 Volvo "CEs N racing ©

the-cityal

Success and investments in India
buring the year VECV the i, venture together
with Eicher MOLtOrs sirengthened s position "

the Indian market. The total market for trucks and

[
o
5 ton as)
in n the e el as
th Imarket hare

Within  bus

t VECV:

ous &

11.1 the highest SO rar ichers

share rose to 11.9% Q.7 fortrucks 5-14 tons to

31.4% 30.5 and in the neavy-duty Segment over

16 tons to 3.9% 3.1.

VECYV continues 2012

to invest in India. During

and the next few years some SEK 2 binon

invested in a NEW factory " medium-duty engines

that will be up and running in 2013 a new paint

shop tooling fer NEW products and a NeW facility

for bus chassis. The sum also includes research

and development related to a NumMber or new

to be launched the next few years. THE

products
investments are made with funds aready " VECY

and ey col tu, flow.

mately Hion n yeal among

other things in @ NEW factory '™ Bangalore for the

production ©f the New truck series planned f°F

the value segment. In addition investments are

made in the development of NW products 2and »

a New office in where  backoffice

Bangalore

functions that were previously Spread out over

o-be-gathered

OilSSt o diu
o S a stron osition & d <

one of the most Well-known  brands on the market.

n totar 4500 buses from Volvo are N gperation ™

India. VOIVOS iy, buses run in 13 cities and in the

segment for coaches the company ‘= represented

During the year a number

on an important "outes:

of new models were launched among them the

long-distance coach Volvo 9100 which  ,hong up

new market segments a8nd increases the potential

for growth.
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volvo CE supports training
o of technicians in Africa
vim
V4 ua..hmachine project Wit provide Vol CE .
fr Gilding gelat W
ealers operd
wd Cooperation Agency project '© help support Ethiopia are often forced to hire cxpatriate_techni- The project Which wm train about 30 students a
v
N and modernize technical  SChools in Africa. Volvo CE cians ratherthan nyes:. in local_workers who would yearis a st for Voo CE in Africa but a similar volvo
. will take a-hands-on approach With a projece at-Selan remain inthe country permanently - @nd keep more program that tains homeless teenagers '~ Brazil has
Technical and Vocational College in-Addais Ababa money = the local economy _Developing Skechnical had , great deal of success. ' the NeW program Works
a Ethiopia providing NeW equipment training materials program W' benefit DE ms Volvo CE py prxyria- well the company hopes to expand INt© other African
teacher yraining ongoing Urrculurn development mg a @ . pool of skilled workers. Though == dents cooraries in the future
x and apprenticeship ~ olorrt_Jfai fes ft sluderits a ul appfemices War2 rwer gny ooiigaticn
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