Volvo begins to roll
Volvo was born on April 14th, 1927, when the first car ÖV4, which was nicknamed ''Jakob'',  left the factory in Gothenburg. The adventure had begun some years before, but the 1920s was the decade when the car made a real breakthrough, both in the USA and in Europe. In Sweden, people's interest in cars was seriously aroused in 1923 as the result of a jubilee exhibition in Gothenburg attended by 97 car dealers. At the beginning of the 1920s imports to Sweden totalled some 12,000 cars a year, but after 1925 this figure rose to around 14,500 cars a year.
On the international market it was quite common for car manufacturers to find components in industrial catalogues, purchase them and then assemble a car. The quality which resulted from this procedure was not particularly high and many of these makes quickly disappeared.
Quality, however, was of paramount importance to the men who founded Volvo. The basic idea was that they should design and draw the components for the car themselves, select the suppliers to produce these parts according to their specifications and then do the assembly work with the aid of experienced car builders.
This basic concept, which was formulated back in 1926, still applies to Volvo's way of making cars.
More than safety: Volvo

Volvo, which had long capitalized on its safety positioning, lost in the 1990s this unique selling point to other car manufacturers, which turned the safety benefit into a universal feature: many large European and Japanese car producers started to offer, as standard features, driver and passenger airbags, anti-lock braking system and other safety devices. In an attempt to woo a different audience, Volvo drifted away from its heritage of safety in the late 1990s to push driving fun, speed, and performance. Purchased by Ford in 1999, the company dropped its ReVOLVOIution-themed ad campaign for the brand and went back to its roots in an attempt to revive sagging sales. Volvo's positioning was updated, however, to convey "active safety" to transcend the brand's boxy, sturdy "passive safety" image. With product introductions that maximized safety but that still encompassed style, performance, and luxury, Volvo's sales set records in 2003
