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Key Figures

VOLKSWAGEN GROUP

Volume Data® 2012 2011 *
Vehicle sales (units) 9,344,559 8,361,294 +11.8
Production (units) 9,255,384 8,494,280 +9.0
Employees at Dec. 31 549,763 501,956 +9.5
Financial Data (IFRSs), € million & 2011 %
Sales revenue 192,676 159,337 +20.9
Operating profit 11,510 11,271 +2.1
Profit before tax 25,492 18,926 +34.7
Profit after tax 21,884 15,799 +38.5
Profit attributable to shareholders of Volkswagen AG 21,717 15,409 +40.9
Cash flows from operating activities 7,209 8,500 -15.2
Cash flows from investing activities attributable to operating activities 16,840 16,002 +5.2
Automotive Division?

EBITDA? 19,906 17,815 +11.7
Cash flows from operating activities 16,232 17,109 -5.1
Cash flows from investing activities attributable to operating activities * 16,455 15,998 +2.9
of which: investments in property, plant and equipment 10,271 7,929 +29.5

as a percentage of sales revenue 5.9 5.6
capitalized development costs 2,615 1,666 +56.9

as a percentage of sales revenue 15 1.2
Net cash flow —-223 1,112 X
Net liquidity at Dec. 31 10,573 16,951 -37.6

Return ratios in % & 2011

Return on sales before tax 13.2 11.9

Return on investment after tax (Automotive Division) 16.6 17.7

Return on equity before tax (Financial Services Division)*® 13.1 14.0

1 Volume data including the unconsolidated Chinese joint ventures.

2 Including allocation of consolidation adjustments between the Automotive and Financial Services divisions.

3 Operating profit plus net depreciation/amortization and impairment losses/reversals of impairment losses on property, plant and equipment,
capitalized development costs, leasing and rental assets, goodwill and financial assets as reported in the cash flow statement.

4 Excluding acquisition and disposal of equity investments: €12,528 million (€9,371 million).

5 Profit before tax as a percentage of average equity.

VOLKSWAGEN AG

Volume Data 2012 2011 %
]
Vehicle sales (units) 2,580,266 2,661,327 -3.0
Production (units) 1,148,774 1,215,058 -5.5
Employees at Dec. 31 101,794 97,691 +4.2
Financial Data (HGB), € million 2012 2011 %
]
Sales 68,361 67,178 +1.8
Net income for the year 6,380 3,418 +86.7
Dividends (€)
per ordinary share 3.50 3.00
per preferred share 3.56 3.06

This version of the annual report is a translation of the German original. The German takes precedence.



Mobility with a global appeal

PASSENGER CAR AND LIGHT COMMERCIAL VEHICLE DELIVERIES — IN THOUSAND UNITS

NORTH AMERICA*

2010 == 549
2011 === 667
2012 wemm 842

+26.2%

EUROPE/REMAINING MARKETS
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2011
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SOUTH AMERICA

2010 w888
2011 w933
2012 mem 1,010

+8.29%

* Overall market includes passenger cars and light trucks.
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“Our pursuit of innovation and perfection
and our responsible approach will help to
make us the world’s leading automaker by
2018 — both economically and ecologically.”

PROF. DR. MARTIN WINTERKORN, CHAIRMAN OF THE BOARD OF MANAGEMENT OF VOLKSWAGEN AKTIENGESELLSCHAFT
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Report of the Supervisory Board

(in accordance with section 171(2) of the AktG)

Ladies and Gentlemen,

In fiscal year 2012, the Supervisory Board of Volkswagen AG addressed the Company’s position
and development regularly and in detail. We supported the Board of Managementin its running
of the business and advised it on issues relating to the management of the Company, in compliance
with the legal requirements and the suggestions and recommendations of the German Corporate
Governance Code. The Supervisory Board was directly involved in all decisions of fundamental
importance to the Group. In addition, we discussed current strategic considerations with the
Board of Management at regular intervals.

The Board of Management reported to the Supervisory Board regularly, promptly and compre-
hensively in both written and oral form on the development of the business and the Company’s
planning and position, including the risk situation and risk management. This also applied to
all key questions in connection with the creation of the integrated automotive group with Porsche
and to the Company’s restructuring at an organizational and management level. In addition,
the Board of Management informed us on an ongoing basis of compliance-related topics and
other topical issues. In all cases we received the documents relevant to our decisions in good
time for our meetings. The Supervisory Board received a detailed monthly report from the
Board of Management on the current business position and the forecast for the current year.
Any variances in performance as against the plans and targets previously drawn up were
explained by the Board of Management in detail, either orally or in writing. We analyzed the
reasons for the variances together with the Board of Management so that countermeasures
could then be derived from this.

In addition, the Chairman of the Supervisory Board held regular discussions with the Chairman
of the Board of Management in the periods between the meetings; among other things, the
matters discussed included the Volkswagen Group’s strategy, business development and risk
management.
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The Supervisory Board held a total of six meetings in fiscal year 2012. All Supervisory Board
members attended more than half of the meetings; the average attendance rate was 94%. In
addition, resolutions on urgent matters were adopted in writing or using electronic communi-
cations media.

COMMITTEE ACTIVITIES

The Supervisory Board had established a total of six committees in order to perform the duties
entrusted toit: the Executive Committee, the Committee for Major Shareholder Business Relation-
ships (Ausschuss fiir Geschéifte mit GroBaktionaren — AfGG), the Nomination Committee, the
Mediation Committee in accordance with section 27(3) of the Mitbestimmungsgesetz (MitbestG —
German Codetermination Act), the Audit Committee and the Integrated Automotive Group
Committee (IAK). The AfGG and the IAK were dissolved on September 21, 2012. The AfGG’s
remaining tasks were assumed by the Executive Committee. In line with its rules of procedure,
the Executive Committee consists of three shareholder representatives and three employee
representatives, while the AfGG comprised four shareholder representatives and four employee
representatives. The members of the Nomination Committee are the shareholder representatives
in the Executive Committee; the remaining three committees are/were each composed of two
shareholder representatives and two employee representatives. The members of the committees
as of December 31, 2012 and as of the reporting date are given on page 150 of this annual
report.

The Executive Committee of the Supervisory Board met eight times during the period under
review. These meetings mainly served to prepare in detail the resolutions by the Supervisory
Board and to deal with contractual issues concerning the Board of Management other than
those relating to members’ remuneration. In its meeting on November 5, 2012, the Executive
Committee discussed and approved the final terms and conditions for the issuance of a manda-
tory convertible note. The Executive Committee was authorized to do so by a resolution of the
Supervisory Board of Volkswagen AG dated November 5, 2012, which was adopted by circulating
written documents.

The AfGG met once in the period under review before being dissolved on September 21, 2012.

The Nomination Committee is responsible for proposing suitable candidates for the Supervisory
Board to recommend for election to the Annual General Meeting. The Committee met once during
the past fiscal year.

The Mediation Committee did not have to be convened in 2012.

The Audit Committee met four times during the reporting period. It focused primarily on the
consolidated financial statements, risk management (including the internal control system),
and the work performed by the Company’s compliance organization. In addition, the Audit
Committee addressed the quarterly reports and the half-yearly financial report of the Group, as
well as current financial reporting issues and their examination by the auditors.

15
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The TAK adopted resolutions relating to the creation of the integrated automotive group with
Porsche. The Committee met twice during the past fiscal year before being dissolved on Septem-
ber 21, 2012.

In addition, the shareholder and employee representatives met for separate preliminary discus-
sions before each of the Supervisory Board meetings.

TOPICS DISCUSSED BY THE SUPERVISORY BOARD

Atthe Supervisory Board meeting on February 27, 2012 we approved, after a detailed examina-
tion, the consolidated financial statements prepared by the Board of Management and the
annual financial statements of Volkswagen AG for 2011, as well as the combined management
report. Furthermore, we examined the dependent company report submitted by the Board of
Management and came to the conclusion that there were no objections to be raised to the con-
cluding declaration by the Board of Management in the report. Another topic on the agenda was
issuing a modified declaration of conformity with the German Corporate Governance Code. We
also addressed the plan presented by the Board of Management for creating the integrated auto-
motive group by way of the contribution of the operating business of Porsche Automobil Holding
SE to Volkswagen AG and authorized the IAK to adopt all further resolutions required in this
context, including the final approval of its implementation.

Our meetings on April 18 and 19, 2012 were mainly devoted to strategic issues. Among other
things, we approved the Board of Management’s plans to increase the Group’s capacity in China
and North America and to acquire Ducati, the motorcycle manufacturer. In addition, we
prepared for, and performed a follow-up evaluation of, the 52nd Annual General Meeting of
Volkswagen AG on April 19, 2012. Among other things, we elected the Chairman and Deputy
Chairman of the Supervisory Board as scheduled and also resolved the composition of the
Executive Committee and the other Supervisory Board committees.

The plans for the extensive restructuring of the Group at an organizational and management
level were presented in the meeting on June 1, 2012. These called for the reorganization of the
Commercial Vehicles function and the creation of the China function, among other things. We
approved the plans after a detailed examination. In addition, we were provided with a detailed
status report on the creation of the integrated automotive group with Porsche and authorized
the Board of Management to increase the stake in MAN SE to more than 75%.

On September 21, 2012, the Supervisory Board held another meeting, which primarily
addressed strategic issues. Among other things, the decision was taken to dissolve the AfGG and
the TAK.

The Supervisory Board meeting on November 23, 2012 addressed in detail the Volkswagen
Group’sinvestment and financial planning for the 2013 to 2015 period, and approved the Board
of Management’s plansin this area. Another topic discussed during the meeting was the revised
version of the declaration of conformity with the German Corporate Governance Code.
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Detailed information on the remuneration system for the Board of Management and the Super-
visory Board, together with the remuneration actually paid to the members of the boards in the
reporting period, can be found in the remuneration report on pages 137 to 142 of this annual
report.

CONFLICTS OF INTEREST

Due to thelegal uncertainty surrounding the scope of reporting on conflicts of interest and their
treatment, the Board of Management and the Supervisory Board of Volkswagen AG have, as a
precautionary measure, declared in the declaration of conformity with the German Corporate
Governance Code required by section 161 of the Aktiengesetz (AktG — German Stock Corporation
Act) that article 5.5.3 sentence 1 of the German Corporate Governance Code (report to the
Annual General Meeting about conflicts of interest that have arisen and their treatment) was not
complied with. Further details and references can be found in the following section, “Corporate
Governance and Declaration of Conformity”. Conflicts of interest that have arisen and their
treatment are nevertheless reported in the same scope as in the past in the following:

Dr. Hans Michel Piéch and Dr. Wolfgang Porsche, who are members of both the Supervisory
Board of Volkswagen AG and the Supervisory Board of Porsche Automobil Holding SE, and were
members of the latter’s Integrated Automotive Group Committee, abstained on the resolution
concerning the IAK on February 27, 2012. Prof. Dr. Ferdinand K. Piéch and Dr. Ferdinand Oliver
Porsche, who are also members of the Supervisory Board of Porsche Automobil Holding SE, but
were not members of its Integrated Automotive Group Committee, took part in the resolution.

Inits meeting on April 18,2012, the Supervisory Board resolved that the Board of Management
of Volkswagen AG was to vote at the Annual General Meeting of AUDI AG to elect Dr. Christine
Hawighorst, Head of the Lower Saxony State Chancellery, and Dr. Wolfgang Porsche to the
Supervisory Board. Dr. Wolfgang Porsche did not vote on this resolution. The Supervisory Board
members appointed by the State of Lower Saxony took part in the vote.

In its meeting on September 21, 2012, the Supervisory Board approved the formation of a
strategic partnership between Volkswagen Financial Services AG and Allianz SE, which provides
vehicle insurance. Annika Falkengren, who is also a member of the Supervisory Board
of Miinchener Riickversicherungs-Gesellschaft AG, abstained from voting as a precautionary
measure.

Inits meetings on November 5 and 22, 2012, the Executive Committee of the Supervisory Board
addressed topics previously dealt with by the AfGG, which was dissolved on September 21, 2012.
In this context, the Executive Committee granted individual approvals to transactions with
Porsche Automobil Holding SE and the State of Lower Saxony. The Chairman of the Executive
Committee, Prof. Dr. Ferdinand K. Piéch, and Executive Committee member Dr. Wolfgang
Porsche are also members of the Supervisory Board of Porsche Automobil Holding SE. Executive
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Committee member David McAllister was the Minister-President of the State of Lower Saxony.
No material conflicts of interest were discernible in this respect. All approvals were granted
unanimously.

In its meeting on September 20, 2012, the Executive Committee confirmed its existing consent
to the Executive Board appointments of Prof. Dr. Martin Winterkorn and Hans Dieter Potsch
exercised at Porsche Automobil Holding SE.

The AfGG, which was dissolved on September 21, 2012, also granted individual approvals to
transactions with Dr. Ing. h.c. F. Porsche AG, as well as a number of subsidiaries and the State of
Lower Saxony on February 27, 2012. Anumber of members of the AfGG are also members of the
Supervisory Boards of Porsche Automobil Holding SE and Dr. Ing. h.c. F. Porsche AG. Jérg Bode
was the Minister of Economic Affairs, Labor and Transport for the Federal State of Lower Saxony.
No material conflicts of interest were discernible in this respect. All approvals were granted
unanimously.

On July 4, 2012, the IAK, which was chaired by Prof. Dr. Ferdinand K. Piéch until its dissolution
on September 21, 2012, approved the implementation of the plan for the contribution of the
operating business of Porsche Automobil Holding SE to Volkswagen AG. On July 29, 2012, it
approved the increase of Volkswagen AG’s share capital by one ordinary share in connection
with the contribution of Porsche Automobil Holding SE’s operating business to Volkswagen AG.
Further information is provided on page 144 of this financial report. Prof. Dr. Ferdinand K.
Piéch took part in the resolutions.

No other discernible conflicts of interest were reported or arose in the reporting period.

CORPORATE GOVERNANCE AND DECLARATION OF CONFORMITY

The Supervisory Board addressed the implementation of the German Corporate Governance
Code at the Volkswagen Group at its meetings on February 27 and November 23, 2012. In
February’s meeting, we dealt in particular with changes required to be made in the course of
the year to the declaration of conformity, whose subject matter is presented in the corporate
governance report on page 131 of this annual report. The November meeting primarily dis-
cussed the amendments to the Code published by the Government Commission on the German
Corporate Governance Code on June 15, 2012. The Board of Management and Supervisory
Board issued declarations on the recommendations contained in the Code in accordance with
section 161 of the Aktiengesetz (AktG — German Stock Corporation Act) on February 27 and
November 23, 2012 respectively.
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The joint declarations of conformity by the Board of Management and the Supervisory Board
are permanently available on the Volkswagen AG website at www.volkswagenag.com/ir. Further
information on the implementation of the recommendations and suggestions contained in the
German Corporate Governance Code can be found in the corporate governance report starting
on page 131 and in the notes to the consolidated financial statements on page 349.

MEMBERS OF THE SUPERVISORY BOARD AND BOARD OF MANAGEMENT

As part of the election of the employee representatives on the Supervisory Board on March 22,
2012, Mr. Uwe Fritsch, Chairman of the Works Council at the Braunschweig plant, was elected
as a member of the Supervisory Board of Volkswagen AG for the first time to succeed Mr. Peter
Jacobs. The other existing employee representatives on the Supervisory Board were re-elected
for a further term of office.

The 52nd Annual General Meeting elected Ms. Ursula Piéch and Prof. Dr. Ferdinand K. Piéch
to the Supervisory Board for a full term of office. Subsequently, the Supervisory Board of
Volkswagen AG elected Prof. Dr. Ferdinand K. Piéch as Chairman of the Supervisory Board and
Berthold Huber as Deputy Chairman at its constituent meeting on April 19, 2012.

Mr. Wolfgang Ritmeier, Mr. Jiirgen Stumpf and Mr. Bernd Wehlauer stepped down from the
Supervisory Board at the end of 2012 since they have retired/will retire from the Company
for reasons of age. We would like to thank them for their hard work for the Supervisory Board.
Effective January 1, 2013, Dr. Hans-Peter Fischer, Chairman of the Board of Management of
the Volkswagen Management Association, Mr. Jiirgen Dorn, Chairman of the Group Works
Council of MAN SE and Mr. Stephan Wolf, Deputy Chairman of the General Works Council of
Volkswagen AG, were appointed by the court to the Supervisory Board of Volkswagen AG as their
successors.

Aspartofthe restructuring of the Volkswagen Group, Prof. Dr. Jochem Heizmann assumed re-
sponsibility for the newly created China function on the Board of Management. Dr. Leif Ostling,
formerly the CEO of Scania, took over Prof. Heizmann’s previous job as head of the Commercial
Vehicles function effective September 1, 2012.

Mr. Erich Kiipker, a former minister and former member of the Supervisory Board, died on
March 15, 2012 aged 78. As Lower Saxony’s Minister of Economic Affairs and Transport,
Mr. Kiipker served on the Supervisory Board from 1974 to 1978, where his hard work and
commitment helped drive forward the Company’s successful development during this period.



20

Mr. Walter Hafner, a former member of the Supervisory Board, died on June 19, 2012 aged
101. Mr. Hafner served on the Supervisory Board of Volkswagen AG from 1951 to 1974 and his
extensive knowledge of the automotive industry made him a consistent source of expert advice.

Mr. Karl-Heinz Briam, our former Labor Relations Director, died on August 17, 2012 aged 89.
Mr. Briam made a significant contribution to the Volkswagen Group’s successful development,
displaying considerable initiative and exemplary commitment.

We shall honor their memory.

AUDIT OF ANNUAL AND CONSOLIDATED FINANCIAL STATEMENTS

The Annual General Meeting on April 19, 2012 elected PricewaterhouseCoopers Aktiengesell-
schaft Wirtschaftspriiffungsgesellschaft as auditors for fiscal year 2012. The auditors audited
the annual financial statements of Volkswagen AG, the consolidated financial statements of the
Volkswagen Group and the combined management report, and issued unqualified audit reports
on all of these documents. In addition, they analyzed the internal control and risk management
system, concluding that the Board of Management had taken the measures required by section
91(2) of the AktG to ensure early detection of any risks endangering the continued existence
of the Company. The Report by Volkswagen AG on Relationships with Affiliated Companies in
Accordance with Section 312 of the AktG for the period from January 1 to December 31, 2012
(dependent company report) submitted by the Board of Management was also audited by the
auditors, who issued the following opinion: “In our opinion and in accordance with our statu-
tory audit, we certify that the factual disclosures provided in the report are correct and that the
Company’s consideration concerning legal transactions referred to in the report was notunduly
high.”

The documentation relating to the annual financial statements, including the dependent com-
pany report, and the audit reports prepared by the auditors were provided to the members of the
Audit Committee and the Supervisory Board in good time for their meetings on February 21,
2013 and February 22, 2013 respectively. The auditors reported extensively at both meetings on
the material findings of their audit and were available to provide additional information.

Taking into consideration the audit reports and the discussion with the auditors as well as
their own conclusions, the Audit Committee prepared the documents for our own examination
ofthe consolidated financial statements, the annual financial statements of Volkswagen AG, the
combined management report and the dependent company report and reported on these at
the Supervisory Board meeting on February 22, 2013. Following this, the Audit Committee
recommended that we approve the annual financial statements. We examined the documents
in depth in the knowledge and on the basis of the report by the Audit Committee and the audit
report as well as in talks and discussions with the auditors. We came to the conclusion that they
are due and proper and that the assessment of the position of the Company and the Group
presented by the Board of Management in the management report corresponds to the
assessment by the Supervisory Board. We therefore concurred with the auditors’ findings and
approved the annual financial statements prepared by the Board of Management and the
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consolidated financial statements at our meeting on February 22, 2013. The annual financial
statements are thus adopted. Our examination of the dependent company report did not result
in any objections to the concluding declaration by the Board of Management in the dependent
company report. We reviewed the proposal on the appropriation of net profit submitted by the
Board of Management, taking into account in particular the interests of the Company and its
shareholders, and endorsed the proposal.

We would like to express our thanks and appreciation to the members of the Board of Management,
the Works Council, the management and all the employees of Volkswagen AG and its affiliated
companies for their workin 2012. Their dedication helped the Volkswagen Group to continue its
positive development despite the difficult market environment.

Wolfsburg, February 22, 2013

AR\

Prof. Dr. Ferdinand K. Piéch
Chairman of the Supervisory Board
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2012 was a challenging year in the automotive world. The debt crisis in Europe hit our industry
hard. Nevertheless, we can say that 2012 was a good — in fact a very good — year for the Volkswagen
Group.

We delivered 9.3 million vehicles worldwide — once again topping our prior-year figure by a
million. Sales revenue increased by approximately 21 percent to €193 billion. We also did more
than keep our promise for our operating profit, despite the economic headwinds: at €11.5 billion,
we exceeded last year’s record figure.

The strength of our operations is also paying off on the stock exchange: Volkswagen’s shares
clearly outperformed both the automotive sector and the DAX as a whole. You, our shareholders,
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have benefited from this above-average performance. However, we also want your confidence in
us to pay off at another level, too, which is why the Board of Management and the Supervisory
Board are proposing a clearly increased dividend of €3.50 per ordinary share and €3.56 per
preferred share.

2012 was more than just a year of strong financial figures for Volkswagen. We also established
key strategic milestones for the future. Among other things, we gave our Strategy 2018 additional
momentum through a comprehensive structural and management realignment. Since August 1,
2012, the Porsche brand has been a fully-fledged member of the Volkswagen Group — a historic
step for both companies. In addition, the purchase of Ducati has expanded our range to
include a legendary and valuable motorcycle brand. And the alliance between MAN, Scania
and Volkswagen Commercial Vehicles has laid the groundwork for us to reach for the top in the
cyclical but high-margin commercial vehicles business in the future.

A key event in the passenger cars area in 2012 was the introduction of the Modular Transverse
Toolkit. The seventh generation of the Golf, the Audi A3, the SEAT Leon and now also the SKODA
Octavia give a taste of the versatility, innovative power and economic potentials associated with
this technical system. We are proud of these vehicles — not least because they set new standards
in fuel consumption and emissions. In line with this, we established another key milestone: in
early 2012, we launched the most extensive ecological reorganization in the Group’s history. We
are systematically focusing our vehicles and our plants on being environmentally friendly and
efficient. You can see just how serious we are about this from the fact that the Volkswagen Group is the
first carmaker to commit to the extremely ambitious European CO, target of 95g/km by 2020.

All in all, Volkswagen has proven to be extremely resilient, robust and forward-looking, despite
the difficult environment. This is due first and foremost to the 550,000 people now working for
our Group, all of whom put their skills and their entire energy at the service of our Company.
My colleagues and I on the Board of Management are proud of this team — and we would like to
thank them for their hard work and passionate commitment over the past twelve months.

Macroeconomic uncertainties, the ongoing weakness of the European market and ever-increas-
ing competition will continue to create a testing environment for the automotive industry in 2013.
I am convinced that Volkswagen is well prepared for this, not least because of the unrivalled
global positioning and versatility offered by our twelve brands, 280 models and 100 plants. And
because our Group brands and vehicles provide customers with exactly the solidity and enduring
value that are more important than ever in times like these.

Regardless of whether there is an upturn or a downturn going on, our goal is to ensure the
Volkswagen Group reaches the top of the automotive industry by 2018 — in both economic and
ecological terms. We are focusing all our efforts and energy on achieving this goal. I promise
you that, in the process, we are keeping our sights firmly on all those who - rightly — expect a lot
from us: our customers and employees, our business partners, society, and of course you, our
shareholders.

Together, and with your ongoing trust and support, we can continue our successful course with all
our strength and vigor.

Sincerely,

%4'/‘7';‘& 4//14- A £

Prof. Dr. Martin Winterkorn
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The Board of Management of Volkswagen Aktiengesellschaft

(from left to right)

PROF. DR. RER. POL. DR.-ING. E.H. JOCHEM HEIZMANN CHRISTIAN KLINGLER
China Sales and Marketing
PROF. DR. RER. POL. HORST NEUMANN DR. H.C. LEIF OSTLING

Human Resources and Organization Commercial Vehicles
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DR. RER. POL. H.C. FRANCISCO JAVIER GARCIA SANZ
Procurement

PROF. DR. DR. H.C. MULT. MARTIN WINTERKORN
Chairman of the Board of Management of Volkswagen Aktiengesellschaft
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Dedication

The best cars, the most environmentally
compatible production facilities. the most
innovative technology, the most customer-
friendly service. Top performance comes from
people giving their best. When they are never
satisfied. When they are dedicated to becoming
better and better. Just like over half a million
Volkswagen employees. Their dedication is the
key to achieving the ambitious targets set
oulin our Strategy 2018.
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Dedication.

6 questions/6 reflections.

Prof. Dr. Martin Winterkorn, Chairman of the Board of Management of Volkswagen AG and awarded
Manager of the Year 2012 by the business magazine “manager magazin”, talks about dedication as
a driving force behind business success and its importance for personal fulfillment.




EXPERIENCE D[R]IVERSITY. Dedication. 6 questions/6 reflections.

Professor Winterkorn, what does the term “dedication” mean to you?

Idiscovered early on thatitis only possible to achieve great things with genuine dedication and passion.
Dedication is firstand foremost an attitude: it means giving your all, whether you are an athlete, a scientist
or an engineer. I have the utmost respect for people who show such dedication.

How canyou tell if someone is truly dedicated to their work?

People whose heart is not truly in their work tend to settle for less. Dedication makes people go the extra
mile, encourages them to consider how to make things even better. Dedication is a relentless driving
force, it’s not an easy option — but it does leave you with a profound feeling of contentment.

Dedication invariably involves reaching a goal. How did you discover thatyour goal is to build
perfect cars?

When I was a boy growing up in southwest Germany, I used to see Porsche test drivers whizzing by in
their 911s. Those images are still etched in my mind. Later on, as a young quality assurer at Audi,
Ilearned that there are two crucial factors in carmaking. First of all, there is the big idea — the concept
behind the car. But a car can only be truly great if every seemingly insignificant detail is perfect in
design and execution. So secondly, you need perseverance - it is the only way to achieve perfection.

Why is dedication so typical of the Volkswagen Group?

Because carmaking is more than a business for us. We love our cars. And we do our utmost to make
them more visually appealing, efficient and perfect — the new Golfis a case in point. This goal is shared
by everyone in the Company, from production line workers to the Board of Management. Only in this way
can we ensure the best possible performance: the best car, the most innovative technology, the most
environmentally compatible plant and the best training for our employees. Because of this, dedication
is the key to achieving the targets that we have set out in our Strategy 2018.

Psychologists tell us that dedication requires concentrating fully on the task athand.

When do you experience moments like this?

During test drives, when we put the cars through their paces shortly before they go into series production.
I shut out everything else and concentrate entirely on the moment. I try to really feel the vehicle, its
qualities and materials, I discuss the details of the engine, transmission and suspension with my col-
leagues, and I try to envisage whether they fit the specific brand and its vision. Those are very intense
sessions.

Environmental compatibility is increasingly becoming a success factor in automotive production.
Isitpossible to be as dedicated to reducing CO, emissions as to developing a twelve-cylinder engine?

I don’t see why not. Whether we’re talking about a one-liter car or a Bugatti Veyron — at the end of the
day, it’s a question of overcoming apparent limitations. And thatis only possible with complete dedication —
and, of course, with the technical expertise of a Group that has over 40,000 researchers and developers
inits ranks. Dedication and ability go hand-in-hand. And both are essential for people to reach their full
potential.

I&1 PHOTOGRAPHER Hartmut Nigele
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li EXPERIENCE D[R]IVERSITY. Berlin meets the Golf.

“Itdrives really well. It’s as though I've been here behind the wheel forever.”

AGATA WOJCIECHOWSKI, FRIEDRICHSHAIN, BERLIN E '
ENERGY TECHNOLOGY STUDENT AT TECHNISCHE UNIVERSITAT BERLIN
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Driving in a major city? Isn’t it better to take public transport?
Do young urbanites even need a car? You can have a preconceived
opinion — or you can simply check it out for yourself. Five young
Berliners test the seventh generation of the Volkswagen Golf"
for city-friendliness ahead of its market launch.

BERLIN-KREUZBERG, SCHONEBERGER STRASSE, 9:21 A.M.

Agata has taken the morning off for her first encounter with the
new Golf. The industrial engineer is currently studying for her
master’s degree in energy technology and wants to find out more
about Wolfsburg’s latest. The car and the student meet for the
first time under the Gleisdreieck railway bridge. Agata casts a
critical eye over the vehicle. She gets in and starts by asking
what exactly is new in the Golf VII: adaptive cruise control, the
city emergency braking function, a parking and lane-keeping
assistant, as well as road sign and fatigue detection.

Her professional interest in resource conservation and sustain-
able mobility is piqued as talk turns to fuel consumption. The Golf
has never been more efficient, with consumption and emissions
reduced by up to 23 percent compared with its predecessor. A
large part of this is due to its intelligent lightweight construction —
it weighs in at up to 100 kilos lighter than the previous model.
Her boyfriend’s VW Bus, which is over 20 years old, cannot keep
up with that. While the classic vehicle with arear-mounted engine
has won a place in her heart, she dreams of a first-generation
VW Bus, “the one with the split front windscreen”. Ideally to
travel the world in.

The blonde student chats about more travel plans as she drives
around in the new Golf. “Itdrives really well”, she says suddenly,
after a short pause. “It’s as though I've been here behind the
wheel forever.” She skillfully navigates past double-parked
vans, cyclists and Berlin’s ever-present roadworks. Agata has
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“Street artis to Berlin what bread rolls are to a bakery.”

ATTILA SZAMOSI OF ARTIST DUO “PEACHBEACH”, NEUKOLLN, BERLIN

THE NEW GOLF

up to 2 3 /() more economical than its predecessor

up to J— \' 1<g lighter than its predecessor
3 [ ] 2 1 best fuel consumption per 100 km in the Golf BlueMotion

Illustration: Peachbeach
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ind the steering wheel. And the seat is nowhere

near as far back asit can go.”

MAX ASSFALG, OWNER OF THE “NEW DELI YOGA” CAFE IN FRIEDRICHSHAIN-KREUZBERG, BERLIN

just switched to “sport” mode, one of five driving modes that
determine handling characteristics and steering, among other
things. “I would usually stick with the eco program in the city,
but this is a test drive after all, isn’t it?” She laughs and glances
at the fuel gauge, just to be sure. The 1.6 liter turbodiesel engine
(105 PS/77 kW) consumes an average of 3.8 liters of fuel per 100
kilometers®. That will take you far on the streets of Berlin.

At the next red light, she runs her hand over the dashboard and
the fine stitching on the leather steering wheel. “It feels great.”
As she gets out, Agata turns around, leans over the top of the car
and asks about the TDI engine’s emission levels. “Only 99 grams
per kilometer?”

BERLIN-KREUZBERG, FALCKENSTEINSTRASSE, 11:50 A.M.

Max grins. He has found the impossible — a parking space in
Friedrichshain-Kreuzberg. This “Kiez”, as Berliners call their
part of town, is particularly popular among young people. Max
opens the back of his VW Lupo to unload. The compact vehicle is
perfect for downtown Berlin, but not quite so perfect when Max
is outand about with his girlfriend and child. “Then space gets a
bit tight.”

Max knows from experience that the Golf traditionally has plenty
of room. His first car was a 73 Passat, followed by a Golf IT and

Golf I11. Max needs a car with space, and not just for personal
use. For the last two years, the qualified architect has run a café
called “New Deli Yoga” together with Maria, a yoga teacher from
Cologne with Greek roots. He parks the red Golf in front of
the café.

Both of them immediately start inspecting the new model’s load
capacity. After all, the Golf VII offers 30 liters more interior storage
space than its predecessor, with a capacity of 380 liters behind
the back seats. At the same time, the exterior dimensions have
remained almost exactly the same — a real plus in city traffic. “The
loading space is as flat as a pancake”, says Max. He folds the
back seats down and starts stacking empty plastic crates into the
car. Maria sits on the sill. “It’s so low even I can lift boxes over it
without a problem.”

Max heads off towards the wholesale market: “Plenty of space
behind the steering wheel. And the seat is nowhere near as far
backasit can go.” On the road, Max tells of his café and everyday
life in Kreuzberg. He is aware of the problems and does a great
deal for his district. Maria and Max introduced “social rates” at
their café. This means that those with not much money pay alittle
less at “New Deli Yoga”.
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“The Golfis a Golfis a Golf.

You have to first come up with such a timeless design.”

LARS WUNDERLICH OF ARTIST DUO “PEACHBEACH”, NEUKOLLN, BERLIN

BERLIN-NEUKOLLN, SONNENALLEE, 2:45 P.M.

Young creative types are increasingly being drawn to the neigh-
boring district of Neukolln as a result of the boom in Kreuz-
berg over the past few years. This is where the red Golf is now
headed, to today’s third and last destination. As the door is
opened, the aroma of ground coffee which still lingered after
the visit to the wholesale market gives way to the smell of fresh
paint. “Peachbeach” — as the artist duo Attila and Lars call
themselves — are hard at work. The two met while studying
graphic design and decided to create street art together. “Street
artis to Berlin what bread rolls are to a bakery”, explains Attila.
The city on the Spree River is considered the center of street art
culture, which is globally linked via the Internet. “Peachbeach”
are professionals. Their work has been featured at exhibitions
in Vienna, Amsterdam, Paris and London. They are in demand
as illustrators and demonstrate their talents at live painting
events.

The Golf VII parks in front of the nearly finished wall mural and
appears to blend in with the image. The Golf effortlessly passes
muster with the young design professionals. “Genius”, says Lars.
“The Golfis a Golfis a Golf. You have to first come up with such a
timeless design.”

Larsis impatient to getin; he rode to the test drive on his bicycle.
“I’'m a bit cold. Does the Golf have heated seats?” It does. Inside,
Attila immediately checks out the infotainment system. The

large touchscreen works together with a proximity sensor and
switches from display to operating mode without having to be
touched. Attila plugs in his smartphone, flips through the CD
covers in the multimedia library and scrolls through his playlists.
His verdict? “Cool touchscreen technology.” Everything else he
says is drowned out by the 400 watt sound system. He then drives
around the block, the bright-as-day rays of the xenon headlights
illuminating the houses. Night comes early on this fall dayin the
German capital city.

One thing is clear from these three encounters between young
urbanites and the new Golf: cars and cities certainly do go
together. But young people don’t just want a safe vehicle that is
easy on resources but still fun to drive — they also want plenty of
interior space and exterior dimensions that are as compact as
possible. And the onboard infotainment has to be as intuitive
and easy to use as a smartphone. The new Golfticks all the boxes.
It is a compelling car - in any situation.

B4 AUTHOR Andreas Kessler
m PHOTOGRAPHER Marcus Pietrek

Il ADDITIONAL INFORMATION
www.volkswagen.com > Product World > Models > The Golf

[

Golf VIl fuel consumption in 1/100 km: combined from 5.2 to 3.8; CO, emissions in
g/km: combined from 122 to 99.

N

Golf VII 77kW, fuel consumption in /100 km: urban 4.6/extra-urban 3.3/combined
3.8; CO; emissions in g/km: combined 99.
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Environmentally friendly vehicles and sustainable production are two sides of the same coin. That is why the
Volkswagen Group has set itself the ambitious target of making production at all Group locations 25 percent
more environmentally friendly by 2018. Over the coming years, the Group is set to invest €600 million for

the sole purpose of producing renewable solar, wind and hydroelectric energy. Join us for a closer look at the
blue and green world of Volkswagen.

N
ANHANGUERA, BRAZIL: HYDROELECTRIC .
POWER AND SPECIES CONSERVATION — .-

The Anhanguera hydroelectric power station stands

on the Sapucairiver at Guara, 500 kilometers in- -
land in the northeast of S3o Paulo state. Volkswagen

do Brasil connected this station to the grid in 2010.

An artificial lake has been created in the surround-

ing area, a new forest planted further up the

river, and a green belt created stretching almost

six kilometers. The intact ecosystem is home

=

CHATTANOOGA, USA: PLATINUM

AWARD FOR VOLKSWAGEN - Volkswagen

in Chattanooga is the first and only automotive
- production facility in the world to be awarded

to a colorful variety of plants and animals. Today,
Anhanguera meets 18 percent of the energy re-
quirements of all four Volkswagen brand plants in
Brazil. Plans are currently being made for another

platinum LEED certification {LEED = Leadership in
Energy and Environmental Design). In Chattanooga,
new painting processes have brought about a

substantial reduction in CO; emissions. The build-

Iy el leeiie (pavver SEtifem. - : ings are well insulated, thus saving energy. Where
l_ T ‘ artificial light is needed, this is provided by energy-
—————— efficient LED lamps. Cooling systems are fed with

rainwater. And the Group's commitment to protect-
ing the environment extends well beyond the plant
itself —the surrounding site is a model of environ-
mentally sound landscaping.

INGOLSTADT, GERMANY: “GREEN DATA
CENTER” AT AUDI — After a three-year con-
struction period, the new heart of Audi IT can
be found in Ingolstadt, hidden away on two under-
ground stories. Here, an area of 2,000 square
meters will house up to 6,000 servers and IT com-
ponents. Thanks to state-of-the-art technology —
for instance by air conditioning the data center
using natural outside air — it will be possible to
cut the CO; footprint by between 6,000 and
16,000 tonnes every year, depending on the
project stage.
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EMDEN, GERMANY: “THINK BLUE.FACTORY.” -
“Think Blue.Factory.” is the name of a program
launched with a view to making the production of
Volkswagen vehicles sustainable. The objectives
are to increase resource efficiency, reduce emissions
and make more extensive use of renewable ener-
gies. In Germany, the expansion of the Emden plant
is one of the largest projects. Anew body shop
facility is currently being built on 5,000 piles in the
earth. About 3,300 of these will serve as “energy
piles”: they are designed to cool water that will
initially be used for cooling the welding machines.
Waste heat from this process will produce hot
water for heating the production facility before
the water is cooled down again through the energy
piles.

MLADA BOLESLAV, CZECH REPUBLIC:
BIOMASS POWER AT SKODA - Biomass is the
key to a green future at Mlada Boleslav. SKODA sub-
sidiary Sko-Energo, which operates the local com-
bined heat and power plant, aims to continually in-
crease the proportion of energy generated using
biomass, thus reducing CO. emissions by a quarter
by 2015. The combined heat and power plant
produces electricity for vehicle and subassembly
production. The resulting heat is then used in the
city and in the plant.

MEXICO: TREES FOR THE LOVE OF THE
PLANET — “Por amor al planeta” {“For the love of
the planet”) is the name of Volkswagen’s nature
conservation program in Mexico. This program fo-
cuses primarily on promoting species conservation
and protecting woods and forests. The long-term
water supply in the region has been improved by
means of a reforestation program in the national
park surrounding the Popocatépetl volcano. A total of
420,000 mountain conifers have already been plant-
ed, while soakaways and dams collect the precious
water. This project is increasing the volume of ground-
water by an estimated 2.6 million cubic meters a
year — substantially more than the amount consumed

at the Volkswagen plant 40 kilometers away in
Puebla.

B4 AUTHOR Tina Rumpelt
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LEIPZIG, GERMANY: SUSTAINABLE
HEATING AT PORSCHE — The new paintshop
at Porsche in Leipzig, which is scheduled to go into
operation at the end of 2013, makes use of waste
heat from a nearby wood chip heating plant. This
ensures that the automotive production facility

is supplied with heat that is 80 percent carbon-
I

FOSHAN, CHINA: CONSERVING PRECIOUS
WATER — Atthe end of 2012, one of the most
modern wastewater treatment facilities in China
went into operation at the new Volkswagen plant
at Foshan. Here, the wastewater is recycled by envi-
ronmentally friendly processes in one of the Group’s
largest membrane bioreactor facilities. 100 percent of
the purified wastewater is fed back into the plant,
where it is used, among other things, for rain tests in
the assembly facility and for replenishing cooling
water, thus cutting fresh water consumption by
around 30 percent.

I ADDITIONAL INFORMATION
www.volkswagenag.com-> Sustainability and Responsibility > CSR worldwide
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Brazil is Latin America’s “economic wonderland”. It ranks as one of the countries with the most promising growth
potential and has jumped to sixth place among the world’s largest economies. Volkswagen do Brasil is one of
the driving forces behind this trend. The company is celebrating its 60th anniversary in 2013 = and has its eyes

focused firmly on the future.
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HANS J. VOSWINKEL, VOLKSWAGEN DEALER IN BRAZIL

The 168-meter “Edificio Itdlia” office complex at the throbbing
heart of Sao Paulo offers one of the most fascinating views of the
city. Head to the skyscraper’s bar, 150 meters above the ground,
late in the afternoon to squint into the setting sun. A seemingly
endless sea of high-rise buildings stretches to the horizon. The
Sao Paulo region is home to around 20 million people.

There are over 1,000 companies with German roots in Latin
America’s largest industrial area, making Sao Paulo the biggest
“German” industrial city abroad. At the same time, Sdo Paulo
is one of the Volkswagen Group’s oldest and most promising
locations. Today, around 24,000 people work in Volkswagen’s
four Brazilian plants. They produce 3,500 vehicles and 3,800
engines every day and currently sell 22 models, including
the Gol, Voyage, Fox, Polo, Polo Sedan, Saveiro, Golf and the
SpaceFox. “As the driving force behind the Brazilian auto-
motive industry, our roots here run deep”, said Prof. Dr. Martin
Winterkorn, Chairman of the Board of Management of
Volkswagen AG, at the 2012 Sdo Paulo Motor Show. In 2013,
Volkswagen do Brasil is celebrating its 60th anniversary and the
production of over 20 million vehicles in Brazil. The anni-
versary is first and foremost a forward-looking event for the
Volkswagen Group - by the end of 2016, the Company will have
invested around €3 billion in expanding production capacity
and developing new vehicles in Brazil.

The Volkswagen Gol — or “goal” in English — has accumulated an
enormous fan base over 26 years and is Brazil’s best-selling car.
The VW Beetle, or “Fusca”, previously held this position for over 24
years. This is why Volkswagen is seen as a local brand. Volkswagen
do Brasil President Thomas Schmall describes this phenomenon
with a twinkle in his eye: “Somewhere along the line, Brazilians
were astonished to discover that the Beetle is also produced outside
of Brazil.” Conversely, Europeans are often surprised to learn that
the Group also leads the truck market in Brazil.

Congressman and former president of the Brazilian central
bank Henrique Meirelles testifies to the Brazilian economy’s
“highlocal demand”. The country is rich in minerals and renew-
able resources such as sugar cane, which is used to produce
ethanol, a widely-used fuel in Brazil. “Ten years ago, the Bra-
zilian middle class numbered 66 million. This will have grown
to 118 million in 2014 — or two-thirds of the total population.
That creates stability and purchasing power”, explains eco-
nomic expert Meirelles. “In a long-term context, the Brazilian
market for passenger cars and light commercial vehicles could
grow to over 5 million units per year.”

“Our typical customer is 40 years old and married with two
children”, says Hans J. Voswinkel from Grupo Servopa, one of
the largest and oldest Volkswagen dealers in Brazil, based in the
state of Parand in the south. Grupo Servopa has sold over
200,000 Volkswagen vehicles since joining forces with the
German carmaker in 1955. He knows what his customers want:
“Trends catch on quickly here. Brazilians are always up for
something new and exciting.”

Grupo Servopa’s youngest branch was built in Curitiba, the
capital of Parand, to the highest environmental standards.
Voswinkel is applying for strict LEED certification from the USA
(“Leadership in Energy and Environmental Design”) — the first
company in Brazil to do so. The Brazilian with German roots
believes that “if you want to stay ahead in the future, you have to be
a leader in environmental protection, too”.

Volkswagen do Brasil is considered a pioneer in environmental
protection and resource conservation, not least because it intro-
duced flex fuel technology to the market in 2003. Renewable
energies are a priority — Volkswagen will generate 40 percent of
its future energy needs with its own hydroelectric plants. The
line between environmental and social projects is often thin.
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VOLKSWAGEN SUPPORTS THE UP-AND-COMING FOOTBALLERS AT FC SANTOS — A good education is always part of the game plan for the most talented players.
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VOLKSWAGEN IN BRAZIL

45

BRAZIL

Anchieta

Sado Carlos @ -
Taubaté &7

[ ]
Curitiba

194 ...

PEOPLE call Brazil home

24,000

EMPLOYEES at four Volkswagen locations

60

YEARS OF VOLKSWAGEN in Brazil

VEHICLES produced per day

Visitors to the Anchieta plant are intrigued by the enormous
hand-operated flywheel on display — a simple water pump that
does great good. It gives thousands of people in dry regions
access to free, clean water. The Brazilian foundation “Fundacao
Volkswagen” also supports a wide range of social and educational
projects and has invested almost €20 million in the last ten years
alone.

Anyone involved in the community in Brazil cannot ignore soc-
cer — the country is set to host the 2014 World Cup. Volkswagen
will be on board as the partner of the Brazilian national soccer
team, “Selecao Brasileira”. The automobile manufacturer already
supports social projects such as “A chance to play”, as well as the
work with young people that takes place at the soccer club in
Santos —aportcityin the Brazilian state of Sao Paulo. FC Santos is
famous. Pelé started his career here, as did Neymar. The 21-
year-old is already a superstar and is considered the next Pelé.

“For millions of people, making it big in soccer is the great
Brazilian dream”, says Bruno Amodio from FC Santos. A good
education is always part of the game plan for the most talented
players. Even today, going to school is still not a given for many
Brazilian children. The weather doesn’t help, either — in the
rainy season, school buses often get stuck in the mud. Following
a government tender, thousands of all-terrain “Onibus Escolar”
are now in service all around the country - developed and pro-
duced by Volkswagen.

B4 AUTHOR Dirk Maxeiner
Is] PHOTOGRAPHER Andreas Mader

I ADDITIONAL INFORMATION
www.volkswagenag.com > The Group > Production Plants
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Surrendering
yourself to
something.

DEDICATION // ARMIN MUELLER-STAHL, 82, GERMAN ACTOR, MUSICIAN, PAINTER AND AUTHOR

For me, surrendering yourself is about the passion and dedica-
tion you bring to something. Itis a precondition for work of a very
personal nature, where you want to do the best you can. When I
retreat to my studio and paint, time and place completely lose
their meaning. I am free. Creativity becomes automatic, and I
can focus on one thing.

A particularly vivid snapshot of your surroundings can also be a
moment of surrender. In the past, this was driving across the
Alps with my brother in a “pretzel” Beetle. We soaked it all up -
seeing the mountains for the first time, driving over the high
passes, then Italy and the sea.

Images like these secretly leave their mark and resurface every
now and then. Like some time ago, when I visited the church my
father died in towards the end of the war. As T entered the
church, the organ began to play a song from my childhood, “The
Moon Has Risen”. My father’s favorite song. It was a very intense,
deeply personal moment.

Last year, I was filming in the US with Terrence Malick, a one-of-
a-kind director who is known for his improvisations. My scene

was set in an enormous church. Just me and Natalie Portman,
who played the lead role. Terrence had seen my violin in my
trailer beforehand. Towards the end of the scene, he had the
violin brought to me and asked me to play. I stood in the church
holding my violin. All of a sudden, this old melody from my
childhood came to me. I don’t know how long I played for. My
surroundings disappeared. I cannot describe what I felt in that
moment. After the scene, Natalie Portman kissed my hand in
thanks and Terrence Malick’s wife had tears in her eyes.

It’s the same with surrendering yourself — old images reveal
their inner strength.

I PHOTOGRAPHER Andreas Miihe

The Kunsthaus Liibeck gallery showcases the paintings of Armin Mueller-Stahl.
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In the world’s first Audi City in London, the brand with the four rings is showcasing its entire range of
models using virtual technology — something that has never been done before. At the same time, customer
relationship managers like Michelle Mensah provide a one-to-one service for visitors. A look at Audi’s first

digital showroom.
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POWERWALLS extend along almost the entire length of the digital showroom

420

SQUARE METERS is the size of the new “Audi City” in the heart of London

17

HIGH-PERFORMANCE COMPUTERS visualize each of the 36 Audi models on
a l:1scale—in all variants

With a swipe of her finger, Vanessa Simeonidis switches off
the virtual engine and takes another close look at the all-black
leather trim. “Yes, that’s the way [ want it”, she nods contentedly.
The customer, an insurance lawyer by profession, has opted for a
sporty, elegant exterior with ibis white bodywork and silver alu-
minum rims. Even though her new Audi A3' has yet to be built,
she has already examined it from all angles, inside and out. The
images are projected onto a floor-to-ceiling multimedia screen
in the world’s first Audi City, which opened in summer 2012
near London’s world-famous Piccadilly Circus.

Seventeen high-performance computers visualize the Audi model
on a 1:1 scale, just as it was configured by Vanessa Simeonidis
on one of the seven multitouch tables in the showroom. Thanks
to the two million pixels in the LED projection screens, every
single interior detail looks exactly as if she were actually sitting
behind the wheel of her future car. The sound of the engine from
the 90-speaker surround system is impressively authentic, as is the
satisfying sound that the door makes when Vanessa Simeonidis
swipes it shut.

Four of these large-format screens — known as powerwalls —
extend along almost the entire length of the Audi City show-
room, which measures 420 square meters in size. All colors,
equipment lines and options for Audi’s current range of 40 or so
models can be displayed here and mixed and matched at will.
This means that, depending on customers’ preferences, there
are several hundred million configuration possibilities. Now,
for the first time ever, it is possible for an automobile manufac-
turer to bring the entire diversity of its product range to life in
a single showroom. A handful of real exhibits bridge the gap
between virtual models and physical driving pleasure.




EXPERIENCE D[R]IVERSITY. Piccadilly Rendezvous.

“Ideally, I will cater for the needs of my customers for the entire lifetime of their Audi.”

MICHELLE MENSAH, EXPERIENCE EXECUTIVE AT AUDI CITY, LONDON

51






EXPERIENCE D[R]IVERSITY. Piccadilly Rendezvous.

Although the carmaker is breaking new ground with the high-
tech concept behind Audi City, it is by no means the only innova-
tion here. Michelle Mensah’s role at London’s Audi City — as a
customer relationship manager — is also a whole new departure.
Although she has just helped Vanessa Simeonidis to configure
her dream car, her job extends well beyond advising customers
and organizing test drives. She will also remain the customer’s
personal contact — for example, it is Michelle that Vanessa
Simeonidis will contact when she wants to bring her Audi A3
in for servicing. The young Briton describes her varied role as
follows: “Ideally, I will cater for the needs of my customers for
the entire lifetime of their Audi.”

This special approach to customer management is also a welcome
development for David Parker, a 45-year-old management con-
sultant who recently took delivery of his new Audi Q5 at Audi
City and ordered a new A1% to boot. He did not even feel the need
to take a test drive: “The powerwall visualization and Michelle’s
advice were enough for me. Besides, Audi and I go back a long
way and I have great faith in the brand.”

Modern communications technology such as that used in Audi’s
new venture in London is becoming a firm fixture in the lives of
more and more people. Nine out of ten customers who are inter-
ested in buying a new car consult the Internet for information
beforehand. Similarly, two out of three use social networks to
draw on the experiences of others in their decision-making pro-
cess. Inevitably, this has not left dealers unscathed: ten years
ago, customers still paid an average of seven visits or so to the
dealer before signing the purchase agreement; these days, the
average number of visits is just two. “Web technologies are a
part of our customers’ everyday lives. That is something we will
be reflecting more and more in our brand profile in future”,
confirms Sven Schuwirth, Head of Brand and Sales Develop-
ment.

Trends such as these are emerging fast, particularly in booming
cities like the UK capital. This, as Schuwirth explains, is why
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Audi “aims to promote real interaction with our customers at
such locations”. There will be plenty of opportunities to do so in
future: at exhibitions, lectures and discussions on topics from
the realms of art, architecture and social issues.

“Networking” is the watchword. It is no coincidence that trans-
port hub Green Park was chosen as the location for Audi City - after
all, sixbus and three Underground lines converge here, while Pic-
cadilly Circus is just one stop away. As marketing and sales expert
Sven Schuwirth explains: “Here we can come into contact with
people in their everyday environment — on their way to the office,
picking up a few groceries after work, or going shopping at the
weekend.” Right across the road is the famous Ritz Hotel with its
international guests. “Around a thousand existing and potential
customers visit us on average every week”, reports Michelle Mensah.
Her sales manager is also very happy: nine out of ten Audi City
customers are buying an Audi model for the first time.

The London venture is just the beginning of a new era of virtual
showrooms. At the end of January 2013, the second one opened
its doors in Beijing — inviting Chinese customers to a rendezvous
in cyberspace.

B4 AUTHOR Wilhelm Missler
I&1 PHOTOGRAPHER Hartmut Nigele

Il ADDITIONAL INFORMATION www.audi.com > Experience > Audi City
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Audi A3 fuel consumption in /100 km: combined from 6.6 to 3.8; CO, emissions
in g/km: combined from 152 to 99.

N

Audi Q5 fuel consumption in I/100 km: combined from 8.5 to 5.3; CO, emissions
in g/km: combined from 199 to 139.

w

Audi A1 fuel consumption in 1/100 km: combined from 5.9 to 3.8; CO, emissions
in g/km: combined from139 to 99.

IS

(p. 52) Audi S8 382 kW, fuel consumption in /100 km: urban 14.4/extra-urban 7.6/
combined 10,1; CO; emissions in g/km: combined 235.
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The future
MAKERS. ¢

In the Volkswagen Group young people around the world

are working on their dissertation or thesis. They research
new materials and develop innovative engineering concepts.
They give driver assistance systems a voice or figure out
what drives progress. They all have one goal in common —
to create the car of the future.

CAROLINE RUDZINSKI, 34, AN ECONOMICS GRADUATE,
is researching the wisdom of the crowd — are groups un-
usually intelligent and perhaps smarter than the experts from
their midst? Can crowdsourcing function as a source of infor-
mation for strategic business decisions, such as the devel-
opment of technologies and trends? Caroline is approaching
her doctorate on the topic pragmatically, testing the theory
under practical conditions in a virtual “information market”
to obtain concrete results. “Developing and trying out new
approaches in a global company like Volkswagen is a fasci-
nating task.” Swedish-born Caroline believes in the wisdom of
the crowd: “Addressing something on a large scale increases
companies’ awareness of strategically relevant topics.”
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The future makers.

COLLINS NTCHOUZOU NGANKO, 32, IS COMPLETING
HIS SECOND DEGREE IN MECHANICAL ENGINEERING.
“I'love tinkering”, says the Cameroonian. But he is even
more passionate about “thinking ahead”. He is a keen chess
player. A good match — his dissertation also requires fore-
sight. His topic: a contribution to the methodological design
of lightweight floor structures with an integrated battery
system for electric vehicles. This involves wall thicknesses and
vibrational behavior, innovative lightweight construction
and efficient engineering design processes. “The fascinating
part is bringing together a wide range of knowledge from
various disciplines”, says Collins. His findings are helping to
make the car of the future more intelligent and more sus-
tainable. This vision is his inspiration. He wants to continue
researching and developing new ideas in this field. “Wher-
ever | am in the world, the most important thing is that | am
at Volkswagen.”
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h‘r‘flhn CHEN-YUNG SU, 36, STUDIED PSYCHOLOGY IN TAIWAN 4 f i
BEFORE MOVING TO GERMANY IN 2004. His dreamjob? : L
-

“Research, research, research”, says Chen-Yung Su without n
:w:--' skipping a beat. He stumbled across the field of transportation [ *' I ..ili. i
m psychology during his studies. This led him to Volkswagen.
In his dissertation, Chen-Yung is examining verbal communi-
cation between the car and the driver. Or more precisely, the .
';r"l.iﬂ?_‘-'ln. question of how assistance systems best make themselves LA
heard —and most quickly —in terms of the type of message
and how it is phrased. To find this out, he spent a year with the
i automated driving experts at the Volkswagen Group of TR T
J 1,]1"” America’s Electronics Research Laboratory (ERL) in California. ' s i
What motivates Chen-Yung? “Finding and then stretching the
limits of human knowledge.” And what does he want from
| "’..l the mobility of tomorrow? “Zero emissions, zero accidents, i l i'fl I1:_H-khf'!h
zero stress and plenty of driving pleasure.”
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The future makers.

JANINE KREBS, 28, IS STUDYING MANAGEMENT
ENGINEERING, SPECIALIZING IN MECHANICAL
ENGINEERING. She values the “space for free thinking and
ideas” offered by research and development in the Volkswagen
Group. “Inspiration is what drives science forward”, she says.
Her interest in math, chemistry and physics started at school.
This led to a passion for technology. She wrote her diploma
thesis on reducing friction in combustion engines. In her doctoral
thesis, she is investigating tool coating for an innovative
manufacturing process for high-quality plastic components.
At the same time, Janine is looking at new materials to
simplify thermal management in the vehicle of the future. You
only have to listen to her to find out a great deal about the
new materials that are driving progress in automotive con-
struction: “They will shape the car of tomorrow in many
different ways — in terms of safety and comfort, but they will
equally play an important role in resource conservation.”

B4 AUTHOR Tina Rumpelt
E PHOTOGRAPHER Hartmut Nagele

ﬂ ADDITIONAL INFORMATION www.volkswagenag.com > Innovation
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LIGH Tweight DNA.

Every Porsche carries the lightweight gene. This applies equally to the 550 Spyder, the forerunner of all
Porsche racing cars, and the new Boxster. Both feature a pioneering steel/aluminum mixed construction
for a lightness previously unheard of in the automotive industry.

&
e
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PORSCHE’S LIGHTWEIGHT CONSTRUCTION HISTORY IN A MODERN AMBIENCE - Dr. Werner Tietz,
Director Body Engineering, at the Porsche Museum in Stuttgart-Zuffenhausen.

At first glance, it was a David and Goliath-style battle. Umberto
Maglioli took to the startingline in 1956 in a Porsche 550 Spyder,
powered by a four-cylinder boxer engine with a capacity of only
1.5 liters, contesting the apparent superiority of eight and twelve-
cylinder engines. The Italian won the “Targa Florio” long-
distance road race in Sicily at the first attempt — Porsche’s first
major motor sport success. The secret? The car weighed little
more than 500 kilos. Less weight to move meant that a small
engine sufficed — and mounting itin the center ensured that the
weight was evenly distributed between the front and back axles.
Porsche engineers had reworked the already light model 550 in
the run-up to the race, cladding the three-dimensional tubular
frame with the kind of aluminum shell seen in aircraft con-
struction. This reduced the body weight by 27 to 63 kilos.

“This approach was very modern”, explains Dr. Werner Tietz,
Director Body Engineering at Porsche in Weissach. “These days,
our engineers still put a great deal of thought into how we can
shed extra pounds in each new model generation.” The results
can be seen in the consistently lightweight construction of the
new Porsche Boxster', an open two-seater with a mid-mounted
engine, justlike its ancestor. The latest generation weighs 40 kilos
less than its predecessor, which was launched in 2004, despite
meeting significantly higher safety standards. Alongside the
lightweight body, the revamped engines also help to make the
new Boxster particularly fuel-efficient. The technology behind
it is the same as in its big brother, the Porsche 911 — it is half
steel, half aluminum.

This construction, groundbreaking in the automotive industry,
is based on the experience that each material has particular
strengths. “Modern types of steel enable us to apply high levels
of strength to very small areas”, explains Tietz. High-tensile
steel, for example, is used for the windscreen frame to protect
passengers if the vehicle rolls over. By contrast, aluminum is
characterized by a low unit weight. The light metal can also be
cast into extremely complex shapes. The new Boxster has alarge
aluminum element integrated into the rear side frame that is not
only two kilos lighter than the steel version in its predecessor, but
alsoreplaces sixindividual components and thus the same number
of steps in the production process.

Tietz and his team have long been working on the next vehicle
generation. He wants to reduce body weight by a further 30 kilos,
with magnesium playing a key role. “It’s just like on the race-
track — if you stand still, you get left behind.”

n AUTHOR Johannes Winterhagen
m PHOTOGRAPHER Riidiger Nehmzow
Il ADDITIONAL INFORMATION www.porsche.com

1 Porsche Boxster fuel consumption in 1/100 km: combined from 8.8 to 7.7; CO, emissions
in g/km: combined from 206 to 180.
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“These days, our engineers still put a great deal of thought

into how we can shed extra pounds in each new model generation.”

DR. WERNER TIETZ, DIRECTOR BODY ENGINEERING AT PORSCHE

THE PORSCHE BOXSTER

----- PERCENT of all body parts are made

-2t of aluminum, the rest are made of steel

ALUMINUM DIE CAST PART
replaces up to six individual components

- KILOGRAMS lighter than its
predecessor
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Passione.

Lamborghini and Ducati — two brands, two synonyms for high performance and unique design. Their north
Italian home plays host to a meeting of superlatives: the Lamborghini Aventador and the Ducati 1199 Panigale.
Supercar meets superbike. The two brands’ chief test drivers quickly discover the similarities between their

technical worlds: performance, lightweight construction —and a passion for the unusual.
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“Both vehicles have their weight concentrated as centrally as possible,

with the engine as close to the ground as it can go.”

GIORGIO SANNA, CHIEF TEST DRIVER LAMBORGHINI

A crowd of people and two high-performance machines at
the market square in Rivabella, Emilia Romagna. Passers-by
surround the Lamborghini Aventador ' and the Ducati Panigale.
The two models are among the most extreme street-legal vehicles
engineers have ever put on wheels.

Only a few meters away, two young Italians talk shop over an
espresso. “How long do you need to change gears?” asks Giorgio
Sanna. “50 milliseconds”, replies Alessandro Valia. “50 milli-
seconds? Same for us. Then it’s a tie”, says Giorgio with a grin.
The two are deep in discussion and bat technical jargon back
and forth across the table.

Both are chief test drivers: Giorgio Sanna for Lamborghini and
Alessandro Valia for Ducati. Lamborghini’s headquarters in
Sant’Agata Bolognese and Ducati’s base in the Panigale district
of Bologna are only 20 minutes’ drive away from each other.
The region is affectionately called “Terra dei Motori”, or “Motor
Valley” by the Italians. If you ask Giorgio and Alessandro what is
so special about their car and bike-crazy homeland, the answer
comes like a shot: “Passione” — passion! Both brands live this
passion under the Audi umbrella. A fitting match. No one has
to explain Audi’s “Vorsprung durch Technik” philosophy to its
Italian subsidiaries.

There is a long list of technical similarities between the super-
car and the superbike. “Both vehicles have their weight concen-
trated as centrally as possible, with the engine as close to the
ground as it can go”, explains the Lamborghini test driver.
Another shared interest is lightweight construction. “Our engi-
neers fight for every gram”, says Alessandro. “In the Panigale,
for example, the airbox doubles as part of the chassis.” Giorgio
tells him of the Aventador’s carbon-fiber monocoque, which
Lamborghini experts developed together with aircraft manu-
facturer Boeing.
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“This motorcycle works like a computer”, says Giorgio approv-
ingly of the Ducati with its sophisticated electronic controls.
Even the Panigale’s throttle is no longer mechanical - it is digi-
tal, justlike in an airplane. The engines of the sports car and the
motorcycle both unite formidable power and vanguard technol-
ogy with an incomparable sound. The strapping twelve-cylinder
mid-engine has been a part of Lamborghini’s DNA since the
legendary Miura. The exceptionally efficient two-cylinder engine,
with four valves per cylinder and no valve springs, is an integral
part of the Ducati legend. Looking ahead, both brands face the
challenge of making their drivetrains even more efficient and
lowering emissions even further, without compromising their
original character — a task the companies’ engineers are now
cooperating on.

The time has come for Giorgio and Alessandro to get going.
There are some more test miles on their schedules for today.
Would they ever swap vehicles for a test drive? It’s clear that the
two professional drivers are itching to do just that. “Next time
for sure.” After all, cooperation in the “Motor Valley” is set to
become even closer in the future.

B4 AUTHOR Dirk Maxeiner
m PHOTOGRAPHER Peter Vann

Il ADDITIONAL INFORMATION www.ducati.com > Bikes > 1199 Panigale
www.lamborghini.com > Models > Aventador
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Lamborghini Aventador LP 700-4 515 kW, fuel consumption in 1/100km: urban 24.7/
extra-urban 10.7/combined 16.0; CO, emissions in g/km: combined 370.
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“Our engineers fight for every gram.”

ALESSANDRO VALIA, CHIEF TEST DRIVER DUCATI
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Bentley marries tradition and modernity, innovative technologies and impeccable craftsmanship. That is not
only true for the cars from Crewe, but also for the approximately 4,000 employees at the main production facility
in North West England. They are the people leading the brand into the future with passion and enormous
respect for its great heritage. Just like their fathers and grandfathers before them. Bentley is a family business —
with some families already in their fourth generation.
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TEALE FAMILY —Julia Teale has brought with her an

old newspaper cutting. A yellowed photo shows her grand-
father at his send-off from Bentley. The year is 1961.
Today, she is joined by her father Leslie, her sister Amanda
and her nephew Dan. The 20-year-old completed his
apprenticeship as a Junior Engineer at Bentley and now
works in seat testing. He is fascinated: “Bentley brings

together seeming opposites — cutting-edge technology and impeccable crafts-
manship. Experiencing this and helping to create this on a daily basis is the

most interesting job in the world.” 1 Leslie Teale (79) worked at the
Crewe plant from 1950 to 1992. 2 Julia Teale (44) is responsible for
Bentley’s apprenticeship program. 3 Engineer Dan Butler (20)
works in seat testing. 4 Amanda Teale (47) coordinates factory visits.



CAMM FAMILY — “Not many girls can say they drive a
Bentley every day.” 20-year-old Jessika Camm can.
Conducting test drives on factory grounds is all part
of the job for the electrical technician-in-training.
She is looking forward to her future at Bentley, a “good
future” as her father says. He has also witnessed
hard times in the almost 40 years he has worked at

s

the Crewe plant. The turning point came in 1998. “The Volkswagen
Group supported Bentley in everything that makes us so strong today —
from developing new, attractive models to creating efficient struc-
tures and processes in development and production. We held on to the
things that make Bentley so special —our uniqueness and great atten-
tion to detail.” 1 Dave Camm (55) is a maintenance manager. 2 Jessika
Camm (20) is an electrical craft apprentice.
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CLIFFE FAMILY — “l once drove one of the Queen’s Bentleys. output of up to 625 PS, is manufactured and “not just assembled”. His sons
From one side of the hall to the other”, recounts Ken Alex and Jon are listening; they nod unanimously. “They have Bentley
Cliffe with a chuckle. He started at Crewe as a precision blood in their veins”, says Ken of his sons. Even outside work, the com-
engineering apprentice when he was 16. Today, he over- pany is never far from their minds. “Bentley is like one big family”,
sees an engine production zone. The 55-year-old is says Alex. 1 Alex Cliffe (21) works in body shell production. 2 Jon Cliffe
happy to talk about his “calling” at Bentley. For example, (28) is a tool-making and prototyping technician. 3 Ken Cliffe (55) is a
how the engine for the Continental GT Speed®, with an zone manager on the Mulsanne engine line.

ﬂ AUTHOR Tina Rumpelt m PHOTOGRAPHER Hartmut Négele I ADDITIONAL INFORMATION www.bentleymotors.com

1 Bentley Continental GT Speed 460 kW, fuel consumption in 1/100km: urban 22.4/extra-urban 9.9/combined 14.5; CO, emissions in g/km: combined 338.
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Seeing the

person.

DEDICATION // KIRSTEN BRUHN, 43, FASTEST GERMAN FEMALE PARALYMPIC SWIMMER

For one year, a camera filmed me and my life for the documentary
“Gold - You can do more than you think”. Looking back on it all
was emotionally exhausting. My accidentin 1991, the diagnosis —
paraplegia. The realization that nothing would be the same again.
I relived everything. But today, I don’t see the day of my accident
as the turning point in my life — that came eleven years later on
the day I took the decision to return to competitive swimming.
Despite my disability. Or perhaps I should say, because of my
disability.

The first few meters in the pool were an emotional rollercoaster.
It felt so good to compete in water again. But is this where I
belong? With disabled people? One second I just wanted to get
out of there, the next I felt better than I had in a long time.

I swam the second-best time. It was fantastic. [ realized just how
much I had missed competitive sport, which had been part of my
life before the accident. I was suddenly alive again. Coming to
terms with the fact that you have a handicap is one thing. But
being proud and passionate about sport even though you have a
disability is completely different. I learnt how to do this - very
quickly, in fact—because our sportis no different from “normal”

sport. It is about people, not about their disabilities. It is about
passion and achievement, the challenges and goals you set your-
self and want toreach, whatever it takes. The more I trained, the
better I felt. I won my first gold medal at the 2004 Paralympic
Games in Athens. And more were to follow.

“Gold” starts in cinemas in February 2013. The film also fol-
lows the careers of blind marathon runner Henry Wanyoike
from Kenya and Australian wheelchair racer Kurt Fearnley. We
are successful athletes with a handicap; we have won gold. We
are happy with our lives. This is the message that unites us and
that we want to tell the world. Life with a disability is not bad.
Just different.

m PHOTOGRAPHER Andreas Miihe
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The VW Bus is not just a vehicle. It’s a cult object —a legend on four wheels. And it has returned to its origins.
Since 1954, Volkswagen Buses have been built in Hanover: this is also where the VW Bus workshop is now
putting the shine back into vintage vehicles —and a smile on their owners’ faces.
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“It’s back to its spick-and-span self”, says a delighted Mario
Petrusso. He runs his hand fondly over the shiny, polished
Volkswagen emblem and the fine chrome headlamp rims of the
1950s vintage red and white VW Bus. The Volkswagen Commer-
cial Vehicles workshop manager is adamant that visitors climb
in and take a closer look at the interior with its cream seats and
painted red dashboard. The T1 is so perfectly restored with
original parts that it could have just rolled off the production
line. “We put our heart into each and every detail of this car. We
are all thrilled to see it here in the workshop, finished.”

T1? What sounds like an airport terminal is the official name
of the first generation of VW Buses. It was launched over 60 years
ago and rolled off the Hanover production line in its millions as
a pick-up, delivery van and minibus from 1956. Now in its fifth
generation, the all-rounder is today produced by Volkswagen
Commercial Vehicles in Hanover.

Petrusso’s association with the VW Bus started in 1973 when
he trained as a vehicle mechanic at Volkswagen. Exactly 35 years
later, a separate classic vehicles division was established at
Volkswagen Commercial Vehicles — in a way bringing the VW
Bus back home. This was inspired not least by the first inter-
national VW Bus meet at the Hanover Expo groundsin 2007. Over
8,000 buses and more than 60,000 fans turned up - including
British rock band The Who, whose hit “The Magic Bus” is a
testament to guitarist Pete Townsend’s love of the VW Bus. The
VW Bus was and is a cult object — there is no doubt about that.

These days, the experts in Hanover look after over 100 working
vehicles from the T1 to the T4. Craftsmanship is what is needed.
“In the early days, we recreated a lot of things because we
didn’t have the original parts.” They even reconstructed a large
bull bar by hand based on a drawing. Vehicles that will be fully
restored are completely disassembled, acid-washed, re-paneled —

“AVW Bus restored in this way is as good as

new and can be driven for another 40 to 50 years.”

MARIO PETRUSSO, SENIOR EXPERT VOLKSWAGEN COMMERCIAL VEHICLES

with some panels fashioned by hand using a sheet metal press —
immersed in a primer bath, sealed and powder-coated. An enor-
mous amount of work. “A VW Bus restored in this way is as good
as new and can be driven for another 40 to 50 years”, assures
Petrusso.

The workshop team started by collecting and restoring the
Group’s own classic vehicles. Since spring 2012, they have also
been accepting the prized possessions of other VW Bus owners
into their care. Today, customer orders come from as far away as
Canadaand Japan, closely followed by a shipping container with
a VW Bus in need of restoration.

The workshop manager follows the progress of all of his charges
carefully. “We photograph every step of the process. Every detail
is documented”, explains the 55-year-old. When customers come
to collect their vehicles, Petrusso presents them with compre-
hensive records detailing each step of the restoration process.

Petrusso walks through the rows of VW Buses in every color and
design, past meters and meters of well-stocked shelves of spare
parts. Volkswagen Classic Parts in Wolfsburg supplies the VW
Bus workshop with original parts. “We had to search high and
low for some parts.” Such as new frames for the opening front
windscreen on a Type 1 Deluxe Microbus. Petrusso eventually
found one with a VW Bus collector in the USA, who promised to
visit Hanover in the near future.

B4 AUTHOR Jo Clahsen
Ie] PHOTOGRAPHER Kai-Uwe Knoth

Il ADDITIONAL INFORMATION www.volkswagen-commercial-vehicles.com
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THE VW BUS
0 VEHICLES of the T1 - the first VW Bus gen
S e built between 1950 and 1967

zooo

111 SQUARE METERS is the size of the new
“VW Bus World” in Hanover
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MANAGEMENT.

Can you measure corporate culture? You can certainly feel it. Like at Scania in Sodertalje, Sweden, where the
commercial vehicle producer’s remarkably open atmosphere is based on its employees’ motivation and wealth

of ideas. An insight into an extraordinary workplace.

Elin Engstrom puts on her thick jacket and lined gloves. Itis cold
in Sédertilje, half an hour’s drive from Stockholm in Sweden.
The 22-year-old is a truck driver for the “transportlaboratory” at
Scania’s headquarters. The young woman works in a team with
four other colleagues responsible for delivering goods to the
Swedish truck and bus manufacturer’s European plants. She
also tests out new technologies in real working conditions along
the way. “We try out a lot here”, says Engstrom, “sometimes it’s a
new driver assistance system, sometimes it’s new technology to
reduce fuel consumption. Or fleet management systems, which
our customers use to maximize the capacity utilization of their
vehicles.”

Before working at Scania, Elin Engstrom hauled dangerous
goods. “It’s not easy to be taken seriously as a woman in the
transportation industry. That’s not an issue at Scania. My col-
leagues accepted and supported me from the start.” The small

team regularly analyzes the results of their trips together with
the development department. “Our suggestions are welcomed —
and are incorporated into the development of new vehicles and
services.”

Engstrom is one of 35,000 employees worldwide who benefit
from Scania’s exceptional corporate culture. One of the company’s
three core values is “respect for the individual”. This is not just
written on large boards all around the facility - it is tangible.
“Our employees are the basis for the success of our company.
That’s why we invest in their expertise and in a positive working
environment”, says Kent Conradson, Head of Human Resources.
“Scania stands for flat hierarchies, a great deal of teamwork and
a vibrant, open culture of dialog. Perhaps this is typically
Swedish. In any case, it ensures that we have a highly motivated
team.”
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“Our employees are the basis for the success of our company.

That’s why we invest in their expertise and in a positive working environment.”

KENT CONRADSON, HEAD OF HUMAN RESOURCES AT SCANIA

A glimpse into Conradson’s office is all it takes to reveal that
some things are different at Scania. The 54-year-old shares the
open-plan office with parquet flooring and oil paintings on the
wall with his seven executive board colleagues. Conradson, who
started at Scania 33 years ago as ayoung engineer, speaks much
of the “cooperative leadership” in his company: “We want every
employee to take responsibility, concentrate on the details and
at the same time, understand the big picture. Everyone should
focus on the here and now, but also have the future of the com-
pany in sight.”

While “soft” factors are a key emphasis at Scania, the company
has also developed tools to measure well-being such as the SHE —
or safety, health and environment — standard. Scania collects
and analyzes key figures on attendance or employee turnover. This
dataisused to understand the causes of absence from work or for
changing to a different employer, and to identify improvements.
Conradson is proud of what has been achieved so far. “We have a
high attendance rate, for example, with workplace attendance
surpassing 96 percent, and a high level of loyalty to the company —
the average length of service is currently twelve years.”

Production is dominated by the spirit of lean manufacturing.
The Scania production system tracks the ongoing improvement
of products and processes. “It’s important to get to the root of
problems”, says Conradson. “That is the only way we can elimi-
nate them.” You need dedicated, motivated employees for this,
explains the Head of Human Resources.

One of them is Daniel Dyrenius. The 22-year-old is responsible
for a team of four in assembly that mounts attachment brackets
onto truck frames. “Functional inspectors should not be the first
to notice discrepancies. Our goal is to keep on getting better by
discovering these ourselves”, says the young man in the orange
Scania T-shirt. Workflow standards are not just dictated by
production engineers. “We discuss these in our team meetings
and fine-tune them ourselves. The company has alot of faith and
confidence in us”, explains Dyrenius. He brings a folder out
of the cupboard that illustrates each step of the process. “This
shows why we mount components in this particular way. We as a
team are reminded what we are doing and why — time and
again.”

Dyrenius completed his technical school-leaving certificate
at the company’s own college. His brother also works at the
Sodertilje plant. “Scania is a good, secure employer”, says
the young man on the reason for his choice. In the evening, he
attends continuing professional development courses offered by
the commercial vehicle producer for particularly committed
employees.

Scania supports its employees, encourages exchange between
all staff levels, and offers a wide choice of career paths. Anna
Pernestél is a good example of this. The 34-year-old was named
“Technical Woman of the Year 2011” — a prestigious award for
female Swedish engineers. She started at Scania as a trainee
after university, writing her diploma thesis with the support of
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CLOSE-KNIT DISCUSSION - Kent Conradson, Head of Human Resources (second from left), and his team.

the company. Today, the physical engineer works in customer
service on ideas to further improve workshops and their diag-
nostic instruments and repair equipment.

Pernestél is responsible for “preventive maintenance”. “Starter
batteries only used to be changed when they failed. This often
meant longer downtimes. Now, we make sure that trucks stay on
the road with well-timed maintenance intervals. Our ideas help
the customer save money.”

The young engineer talks of the increasing complexity of tasks
in the transportation sector, rising cost pressures and growing
vehicle fleets. She finds the transportation industry fascinating,
and not just from a technical point of view. “Environmentally
compatible mobility and transportation are becoming more and
more important in a global world. Providing the right equip-
ment for our customers to achieve this is motivating.”

Anna Pernestdl, Elin Engstrom and Daniel Dyrenius work in
different areas on completely different tasks. Yet they all say the
same thing independently of each other: “Here, we always have
the feeling that anyone can get ahead if they want to.” Typically
Scania.

B4 AUTHOR Marc-Stefan Andres
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n ADDITIONAL INFORMATION www.scania.com > Scania Group > Strategies
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The practical SKODA Fabia* has won many hearts in the small car segment since it was launched over twelve
years ago. Since 2009, it has also been a fixture in the international rally scene. At the motorsport workshop in
Mlada Boleslav, the Fabia is being transformed into a high-performance machine.
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A WINNING TEAM - 2012 was the SKODA Team’s most successful year to date — they won all the major international rally events.

Jan Kopecky’s face is alive with anticipation. On the hydraulic
lift behind him, his “workhorse” for the coming year — a SKODA
Fabia Super 2000 —is being primed for action. “You know, I always
wanted to be a Formula One driver when I was a kid. I was suc-
cessful enough, but the money just wasn’t there”, he recalls. In
2001, he tried his hand at driving a rally car for the first time:
“After that, I never wanted to go back to racing on the circuit, going
around the same bends again and again.” The Czech driver is
currently paying a visit to the SKODA motorsport workshop, his
tall frame allowing him to peer over the mechanics’ shoulders.
Kopecky chats and jokes with the workshop team in a relaxed
atmosphere.

Although he is one of the most popular rally drivers in the Czech
Republic, his feet have remained firmly on the ground. The races
are held on closed-off tracks where spectators can get far closer
to their favorite drivers than they can at traditional racetracks.
The teams race against the clock and the tough track conditions.
Faced with slippery tracks or rough gravel trails, rally drivers
are forced to improvise at every turn. It is not uncommon for the
top stars to cover up to 250 kilometers in time trials on a single
weekend with just a few seconds between them when they cross
the finishing line. Start crashes and spectacular overtaking
maneuvers have no place in rally driving. Nonetheless, this
rustic motorsport form is more popular than Formula One in

many countries, including the Czech Republic. This is due in
no small part to Jan Kopecky, whose career is inextricably
linked with the SKODA brand. At the tender age of 22, he was the
youngest national rally champion ever. Since 2008, Kopecky —
now 31 years of age — has been the official test driver for the
SKODA motorsport team. Motorsport has been a permanent
fixture at SKODA ever since the brand’s earliest days — first on
two wheels and then, since 1906, on four as well. By the 1930s,
SKODA was already taking part in the legendary Monte Carlo
Rally.

However, SKODA’s motorsport department also caters for the
needs of customer teams. Over the past four years, the specialists
at Mlada Boleslav have delivered more than 40 rally Fabias to
customers with racing ambitions. In 2012, SKODA drivers were
on the podium in 13 national championships, winning a total of
six national titles in the Czech Republic, Germany and elsewhere.
The life of a rally Fabia begins, just like that of any other
SKODA, on the production line at Mlada Boleslav. However, a
normal series-produced car would not be able to withstand the
rigors of rally racing for more than a few kilometers. This means
that rally models need to be strengthened and modified. The
first step is to fit a stable roll cage to protect the driver and
co-driver in the event of an accident. After that, it all comes
down to technology. The special rally suspension was developed
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“In the rough-and-tumble of ral

MICHAL HRABANEK, HEAD OF SKODA MOTORSPORT

by SKODA engineers, as were many other individual components
that transform the compact small car into an all-wheel drive
super sports car. Anumber of parts, such as special brakes or
lightweight components for rally cars, are sourced from spe-
cialist suppliers.

Beneath the Super 2000’s bonnet, a modified two-liter four-
valve engine packs a powerful punch with 203 kW (276 PS). The
engine block and cylinder head are the same as in the produc-
tion models. The rally Fabia’s doors and bonnet are made of
ultra-light carbon fiber materials — as are the powerful wing
extensions. However, in spite of its “chubby cheeks” and various
aprons and spoilers, the sports racer is still instantly recog-
nizable as a Fabia. “This is a deliberate move”, says Michal
Hrabédnek, who has been at the helm of the motorsport depart-
mentsince 2007, “after all, our racing cars are ambassadors for
the SKODA brand”. Hrabanek has a team of some 80 people
working under him. As he explains: “We have the highest expec-
tations as regards the performance of our vehicles and the use of
innovative technology, but also with regard to the cars’ robust-
ness in the rough-and-tumble of rally racing. This allows us to
learn alot that we can take on board for our series production.”
The motorsport head sought out specialists from Slovakia,
Germany, Austria, Italy, France and the UK for his team. As he
putsit: “To be successful in a globalized world, you need to think
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racing we learn a lot for our series production.”

internationally.” Today, Juho Hinninen and his co-driver Mikko
Markkula have arrived from Finland and are paying a flying
visit to Mladd Boleslav. In September 2012, the duo won the
European Rally Championship with a Fabia Super 2000.
Héanninen is full of praise for the motorsport team: “In the last
50 rallies, I didn’t once drop out owing to a technical fault.”
Hrabdnek is also justly proud of his team of mechanics: “We see
our work not only as a job, but also as a passion.” The mechanics
travel all over the world with their teams, frequently spending
more time on tour than at home.

At this point, all that is missing on Kopecky’s car are the wheel
suspensions. The suspension screws are lined up neatly on the
shelf like tin soldiers. Throughout the well-lit, friendly work-
shop, everything is in perfect order. In fact, the only clutter is to
be found in the trophy cabinet, a problem that, as Hrabanek
declares with a laugh, “gladdens my heart every day”.

B4 AUTHOR Markus Stier
m PHOTOGRAPHER Andreas Mader
I ADDITIONAL INFORMATION www.skoda-auto.com > Motorsport

1 SKODA Fabia fuel consumption in 1/100 km: combined from