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Uvodni slovo z 0ddéleni vnéjsich vztahi
Opening Words from Public Relations Department

VaZeni kolegové, véZeni Clenové tymu
HMMC,

dovolte, abych vam kratce predstavil od-
déleni vngjSich vztaht, Public Relations,
cheete-li. N&s tym déla celou fadu aktivit, ale
nékteré mozna pro vas nejsou tak viditelné
a vSeobecné zndme. Jak ndzev oddéleni napo-
vidd, nasim hlavnim Ukolem je vngjsi (verejné
— ,public”) komunikace spole¢nosti HMMC
s okolnim svétem — s médii, vyznamnymi
predstaviteli, s nejSirSi verejnosti... NaSimi
nastroji pfi tom jsou hlavné tiskové zpravy,
odpovédi na individudini otdzky novindrl
a pochopitelné i naSe webové stranky, které
v soucasné dobé prochazeji rozsahlou aktua-
lizaci a modernizaci. Kromé toho zajistujeme
i vnitini komunikaci prostfednictvim tohoto
mésitniku HMMC News, tydenniho bulletinu
HMMC Express a prileZitostné i prostiednic-
tvim informacnich néstének na halach. Nase
¢innost v oblasti protokolu a akci zahmuije or-
ganizaci riiznych VIP navstév, specialnich akci
a udalosti, velmi €asto v technické spolupraci
s oddélenim vnitfnich zaleZitostf, lidskych zdro-
jli anebo i s jinymi — tém vSem bych tady nyni
rad podékoval.

Nas profesionalni fotograf pofizuje doku-
mentami snimky vSech dleZitych momentd
v historii spolecnosti a dal$i ¢lenové naseho
tymu zajistuji nakup dark{ pro hosty — od pré-
pisek s logem HMMC pres modely auticek i30
az po soupravy korejské keramiky a ceského
kfistalu. A konecné, naSe oddéleni organi-
2uje a provadi navstévy v zavodé HMMC.
V' loriském roce nds navstivilo pres pét
a pll tisice lidi — dealefi a dodavatelé, novi-
nafi, univerzitni studenti a ucitelé, politici,
Skolni vylety, ddchodci. . .; vSichni z nich byli

naprosto uneSeni moderni
a Cistou tovarnou, mladymi
pracovniky a prostredim,
které je ¢asto za hranicemi
jejich predstavivosti. A pro-
toZe dobre vime, Ze kazdy
jednotlivy navstévnik je pro
nés ddlezity, o vSechny se
stardme s maximalni péci.
Prohlidky zavodu poradame
bé&Zné v Cesting, anglicting
a korejsting, na specialni
prani jsme schopni provést
skupinu i v jiném jazyce,
napr. v némciné nebo rusting, jak jsme ostat-
né neddvno méli moZnost pro naSe kolegy :
z HMMR. Ale i v oblasti ndvstév pripravu-
jeme zlepSeni: Chtéli bychom dat mozZnost
navstivit zavod mnohem S$irsi vefejnosti (na
zakladé predchozi registrace na naSich webo-
vych strankdch) a v letosnim roce plénujeme
usporadat jakysi ,Rodinny den”, aby vSichni
¢lenové tymu HMMC mohli pozvat své rodiny
a pratele na prohlidku zavodu. S timto projek-
tem jsme ale zatim ve velmi ¢asné fézi plé-
novani — vSechny detaily se dozvite pozdéji v
¢asopise HMMC News a v Expressu.

A kdyZ uZ je fe¢ o ndvstévach, dovolte mi,
abych vam pfipomnél, Ze pro naSe hosty jsou
vSichni zaméstnanci reprezentanty spolecnosti
— svym chovanim, pracovnim oblecenim, slo-
vy, gesty, vSim. Mgjte to, prosim, na paméti aZ
pristé plijde kolem vaSeho pracovisté skupina
névstévniku s ocima a pusami dokordn. ..

Dear colleagues, dear
HMMC team members,

let me introduce
the  Public  Relations
Department to you briefly.
Our team covers many ac-
tivities but some of them
may not be that visible
and known to all of you. As
a name of the department
suggests, our prime task
is the external (“public”)
communication  of  the
company HMMC with the

: outside world —media, opinion leaders, public

in general.... Our tools in this are mainly the

: press releases, answers to individual questi-
 ons from the media and our website, of cour-
* se, which is currently going through a massive
: update and improvement. Apart of this, we
¢ also ensure the internal communication, using
: this monthly magazine HMMC News, a week-
: Iy bulletin HMMC Express and also the notice
boards in the shops occasionally. Our activities
- in the field of protocol and events include or-
* ganization of various VIP visits, special events
and feasts, very often in a technical coopera-
: tion with General Affairs, Human Resources
+ and/or other departments — | would like to
¢ thank now to all of them.

Our professional photographer takes docu-

. mentary pictures of all important moments
in company history and other team mem-
. bers are responsible for purchasing gifts

: for visitors — from simple pens with HMMC

Petr Vanék
Generalni manaZer
0ddéleni vnéjsich vztahii

logo through i30 die cast models to sets
: of Korean pottery and Czech crystal glass.
. And last but definitely not least, our depart-

Hyundai ix35 uz sjizdi z vyrobnich linek KMS
Hyundai ix35 rolling off KMS Production Line

Dne 15. 1. 2010 oslavila sesterska spo-
leénost Kia Motors Slovakia (KMS) po-
bliz Ziliny dosavadni vjrobu 500.000 vozii
a zarovei spustila sériovou produkci
tretiho modelu; v ramci spoluprace KMS
a HMMC totiZ vyrabi nové SUV znacky
Hyundai s nazvem ix35.

KMS planuje v leto$nim roce vyrobit ve
zdej$im zavodé celkem 210.000 voz(, z ce-
hoZ tretina, tedy 70.000 aut, by méla byt
pravé znacky Hyundai ix35. Na vyrobu se
spolecnost pripravovala v priibéhu celé-
ho roku 2009, kdy se nastavovaly vyrobni
linky, instalovala se potfebnd technologie
a probihaly testy. Produkce bude urcena pro
evropsky trh, pricem? pro zakazniky v Ceské
republice bude viiz dostupny v priibéhu mé-
sice brezna. Pro zakazniky na trhu v Koreji
i v USA jiz vyrobu zajistuje zavod v Ulsanu, pro
¢insky trh bude viiz vyrabét zavod v Pekingu.

Toto SUV vozidlo je nastupce Uspésného
vozu Hyundai Tucson — toto je také jméno,

které modelu zlstane v jediném pripadé, :
: Kia Motors Slovakia (KMS) close to Zilina
: celebrated the 500,000" manufactured car
. and at the same time they launched mass
production of the third model; within mu-
: tual cooperation of KMS and HMMC the
: Slovak plant is producing a new Hyundai
: SUV car called ix35.

Seni rozvoru, délky i Sitky vozu. Vice Vam model
: 2010; one third, i.e. 70,000 vehicles shall be

a sice na severoamerickém trhu. VSude jinde
jej najdete pod nazvem ix35. iz byl wyvijen
v Evropském technickém centru v némeckém
Riisselsheimu, kde se jeho designéfi snazili ze-
prostor a také lepSi hospodarnost. Ve srovnani
s posledni fadou Hyundai Tucson doSlo ke zvét-

ix35 predstavime v pristim vydani HMMC News.

On 15" January 2010 the sister company

KMS plans manufacturing 210,000 cars in

ment organizes and guides the site tours
to HMMC plant. Over 5.5 thousand people
visited us last year — Hyundai dealers and
suppliers, journalists, university students
and teachers, politicians, school trips, seni-
ors...; all of them got completely amazed
by the modern and clean company, young
team members and the environment, which
is beyond their imagination very often. And
knowing well that each and every visitor is
important for us, we treat them all with a
maximum care. We guide the tours in Czech,
English or Korean language, on a special de-
mand we can do it also in other ones, e.g.
in German or Russian as we actually did
recently for our colleagues from HMMR. We
prepare the improvements also in the area of
visits: We would like to open the possibility
of visiting the plant to broader public (based
on an advance registration on our website)
and later this year, we plan to organize some
kind of a “Family Day” so that all HMMC
members could invite their families and fri-
ends to see the plant. But this is just a very
early stage of planning now — all details will
follow in the HMMC News and Express later.

And speaking about the visits, let me plea-
se remind you of the fact that all employees
represent the company to our guests — by
behavior, working cloth, words, gestures, by
everything. Please do keep it in mind when
a group of visitors with eyes and mouths wide
open will pass by your working place next
time. ..

Petr Vanék
General Manager
Public Relations Department

those of Hyundai ix35 brand. The plant had
spent practically all the year 2009 to pre-
pare for the model, installing technologies,
adjusting production lines and doing tests.
Production will be used for the European mar-
ket, while Czech customers may purchase the
first cars during March. Customers in Korea
and the US may be satisfied by ix35 cars made
in the Ulsan plant; for the Chinese market the
plant in Beijing shall be the main supplier.

The new SUV car is a successor of the Hyundai
Tucson model, while under this name it shall still
be sold only in the North American market. Al
other markets shall use the Hyundai ix35 name.
The carwas developed in the European Technical
Center in German Riisselsheim, where the desi-
gners aimed at more spacious interior, bigger
luggage cabin and better efficiency. Compared
to the latest Hyundai Tucson there were size
improvements made in wheel base, length and
width of the car. You can read more on the ix35
model in the next issue of HMIMC News.
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Kia Venga dvakrat na prvni pricce
Kia Venga ranked First in Two Tests

Model Kia Venga, ktery spoleénost :

HMMC vyrabi od loiiského listopadu,

vyrazné zabodoval v hodnoceni dvou :
prestiznich némeckych automobilo- :
vych magazini. Testy modelu a jejich
srovnani s jingmi vozy dané tridy, tedy :
MPV tiidy B, se objevily v éasopisech

Auto Bild a Auto Motor und Sport,

a to kratce pred vydanim tohoto Eisla

(11. a 12. anora 2010).

Nejprve k hodnoceni Vengy mezi vice
konkurenty, které probéhlo v magazinu :
Auto Bild. Mezi srovnavané modely :
patfily kromé vozu Kia také Honda Jazz
1,2, Renault Grand Modus TCe 100, : [
Citroén C3 Picasso VTi 95 a Nissan Cube :
1,6. Celkové hodnoceni prineslo pak prv-
1,4 CVVT, kterd :
za sebou nechala ostatni modely ve vyse :
uvedeném poradi. Kia Venga byla ocengé-
na mimo jiné pro sviij prakticky interiér, :
kde nabizi jak vepredu tak vzadu dosta- :
tek prostoru, velkd sedadla, jednoduse :
ovladana zafizeni a v neposledni fadé
také kufr s dvojitym dnem. Byla ozna- :
¢ena za vlz vhodny pro rodiny s d&tmi :
a jejim plusem zlistdva také pfizniva
cena doprovazena sedmiletou zarukou. :
: HMMC since last November, signifi-
: cantly succeeded in the tests of two
. prestigious German automobile ma-
: gazines. The tests of the vehicle and

ni pficku pro Kia Venga

Auto Bild vyzdvihnul znacku Kia jako
zdatného konkurenta japonskych vyrob-
cli, kterym se ti korejSti co do presnosti
a kvality stale vice a vice vyrovnavaiji.

Kia Venga model, manufactured in

i

WMini-vans

Magazin Auto Motor und Sport :
srovndval viiz Kia Venga 1,4 CVVT opét
s modelem Citroén C3 Picasso VTi 95 :
a také s teskou Skodou Roomster 1,4 :
16V. | v tomto testu skoncila Kia na prvni
pritce; za ni se umistila Skoda Roomster :
a na tretim misté pak C3 Picasso. Mezi :
vyzdvihované prednosti Vengy patfila
: The other tested models included, apart

opét vyhodnd cena se sedmiletou za-

rukou, déle pak silny motor, prehlednd :
palubovka, variabilita zadnich sedadel Modus TCe 100, Citroén C3 Picasso VTi
¢i dobry vyhled na vSechny strany. Ten :

ment brought the first rank for Kia Venga

ostatné ocenil i magazin Auto Bild.

its comparison with other MPV cars
of the respective B segment appeared
in Auto Bild and Auto Motor und Sport
magazines, published just short time
before this issue was out (on 11" and
12* February 2010).

First let us mention the test of Venga
and other competitors made in Auto Bild.

from Kia, Honda Jazz 1.2, Renault Grand

95 and Nissan Cube 1.6. Total assess-

1.4 CVVT, leaving the competitors behind
in the above-mentioned order. Kia Venga
was praised mainly for its practical interior,
offering plenty of space both at the front
and in the back, big seats, easy applian-
ces and also the trunk with double bottom.
[t was marked as a good family-friendly car,
carrying the advantage of favorable price
with 7-year guarantee. Auto Bild called Kia
brand a capable competitor of Japanese car
makers, because the quality and precision of
the Korean products are getting still better
and better, as compared with the Japanese.

l o T FAUMTIE L IR

s Hﬂn Ehen i | Raum

DR i Terar b e e

B scharfer apaner

Auto Motor und Sport magazine com-
pared Kia Venga 1.4 CVVT again with
Citroén C3 Picasso VTi 95 and the Czech
Skoda Roomster 1.4 16V. Also in this test
Kia Venga ranked first, followed with
Skoda and C3 Picasso on the third place.
The magazine appreciated Venga model
for the favorable price and 7-year guaran-
tee as well as for strong engine, well-ar-
ranged and readable dashboard, variable
back seats or best round view in the car. By
the way, the good view was also one of the
points emphasized by Auto Bild magazine.
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V tomto mesici je rubrika ,Z tisku”
trochu specialni. Zamérime se v ni na
clanek o dspéchu znacky Hyundai, ktery
v poloviné ledna otisknul magazin For-
tune. Vytah z tohoto ¢lanku prikladame
nize.

Fortune je prestizni globalni eko-
nomicky Ctrndctidennik, zaloZeny ve
Spojenych statech v roce 1930. Ca-
sopis poskytuje hloubkové strategie
a analyzy, praktické rady a rocni Zeb-
ricky jako “Fortune 500", ktery hodnoti
500 nejvétsich spolecnosti v USA podle
hrubého obratu.

Hyundai drti konkurenci

S nejlepsi kvalitou ve své tfidé, mar-
ketingovym Gsilim a agresivitou, ktera
hrani¢i s nedbalosti, mifi Hyundai do
¢ela vyrobcl automobild. Podafilo se ji
vydésit Toyotu a nyni si razi cestu mezi
luxusni vozy.

V' soucasnosti by Hyundai mohla
dostat pokutu za prekroceni limitd.
Pohéanéna slabym korejskym wonem
a obménénou produktovou fadou zvy-
Suje prodeje na hlavnich trzich svéta.
Spolu se sesterskou spolecnosti Kia,
v niZ vlastni 39% podil, ma Hyundai
v Koreji vysadnf postaveni. Jeji letos-
ni prodeje se tam pohybuji na hranici
80%. Stédré pobidky pro maloobchodnf
zékazniky a ndkupy aut pro vozové par-
ky ve Spojenych statech zvySily prodeje
0 silnych 7%, pfi propadu trhu o 24%.
Listopad byl plisobivym mésicem; pro-
deje znacky Hyundai oproti minulému
roku vzrostly o 46% a Kia si polepSi-
la 0 18%. V Cing, kde prodej aut letos
prudce stoupl diky vladni podpore, se
v zari zvySil prodej vozd Hyundai o
150%. Hyundai si tak mezi mezinarod-
nimi vyrobci aut zajistila druhé misto
za Volkswagenem.

Rychly a odvazny styl prispél k tomu,
Ze se spolecnost Hyundai Motor Com-
pany stala nejrychleji rozvijejici se
automobilkou na svété. Uprostied glo-
balnich prodejnich propadl se firmé ve
tfetim kvartdlu, zakonceném 30. z&fi,
podarilo utrZit rekordnich 832 miliond
dolart. Analytici predpokladaji, Ze jeji
Cisty zisk letos vzroste o témér 40%.
| pres své relativni mladi — existuje
pouhych 43 let - uZ Hyundai zaujima
paté misto mezi svétovymi vyrobci aut,
co se objemu vyroby tyce - podle Gdajl
IHS Global Insight. Navic, v roce 2009
Hyundai vystfidala na Ctvrtém misté
107 let starou spolecnost Ford Motor.
Pred lety se v Toyoté fikalo, Ze Hyundai
je spolecnost, ze které maji nejvetsi
obavy. Dnes se tyto obavy zménily na
nocni mru.

Vedeni Hyundai se navzdory Uspéchu
snazi ziskat jeSté vice. Vlyrobni kapa-

cita Hyundai a Kia v soucasnosti ¢inf
5.8 milion( osobnich a nékladnich aut.
Do dvou let chceme zvysit kapacitu
na 6.5 miliond vozi”, fika Steve Yang,
prezident a vykonny feditel (spolecnos-
ti Hyundai Motor Company — poznamka
redakce).

Hyundai se letos rozhodla riskovat,
kdyZ na trh uvedla luxusnf viiz s ndzvem
Equus, jehoZ cena je o tisice dolard
vy$Si nez u jakehokoliv jiného vozu Hy-
undai. Equus (latinsky k@) by mél stat
priblizné 60 tisic dolart, coZ je vice nez
vétSina vozl znacky Cadillac. Mgl by
konkurovat vrcholnym modeldm znacek
Mercedes, BMW a Audi, které jsou
drazsi o 20 tisic dolard.

Mérfeno podle zasluh, ne celkoveho
dojmu, je Equus vitgz. Casopis Fortune
mé| prileZitost tento viz testovat v Ko-
reji. Za normalnich jizdnich podminek
je Equus prekvapivé schopny konkuro-
vat luxusnim némeckym sedantim. Ex-
teriér by snesl méné chromu, ale jinak
se Equus drZi konzervativnich designo-
vych standardd, které jsou pro luxusni
vozy Zadané. Interiér je nejlepsi ve své
tridé — vyrobeny z kvalitnich materialt
a chytfe usporadany. Prostorné zadnf
sedadlo, kde mnoho asijskych kupuji-
cich stravi vétsinu ¢asu, je vybaveno
mnozstvim zafizeni, které poskytuji
napriklad maséz zad. Equus, pohanény
plynulym a tichym osmivélcem o obje-
mu 4,6 litru, by mél zaujmout zakazniky,
pro které je hodnota vySSi prioritou nez
trojcipa hvézda nebo dvojita ledvina na
mfiZce chladice.

Jak to Korejci délaji? Kromé svého
rGstu se spole¢nost Hyundai zlepSila
také v oblasti kvality. Hyundai, kdy-
si znamd jako levnd znactka nabizejici
komplexni zaruku, aby vynahradila
technické nedostatky, si ziskala re-
spekt a povést dobré koupé.

Uspéch Hyundai odrézi zménu v po-
stoji firmy, ke které doSlo pfed témér
deseti lety. V 90. letech se spolecnost
zamérfovala spiSe na mnoZstvi vyrobe-
nych aut nez na jejich kvalitu. To se
zménilo v roce 1999, kdy zakladatel
firmy Ju-Yung Chung predal vedenf
spolecnosti svému synovi, Mong-Koo
Chungovi. Podle firemni tradice Chung
mladsi rozhodl, Ze se Hyundai napfis-
té zaméfi na kvalitu a ne na objem.
S podporou predsedy a se svou typic-
kou intenzitou zacal Hyundai velmi sil-
né usilovat o zlepSenf kvality.

Hyundai si vzala priklad z Toyoty,
tehdejSiho lidra v oblasti kvality, a se-
zndmila se s jejimi metodami. Ve svém
vyvojovém centru zavedla metodologii
Six Sigma, ktera slouZi k méfeni zlep-
Sovacich opatfeni. Kvalité pritkla Sirsi
odpovédnost a zapojila do ni oddélenf
nakupu, financi a také oddéleni pro-

Froee DAL I oy Bt o
Costomers gy P 0rS it Thag,

deje a marketingu. Na pomoc ziskala
externi dodavatele, dala je dohromady
s designéry a konstruktéry, aby vyresili
problémy dfive, neZ se viibec vyskytnou.
Schiize zaméfené na kvalitu, které byva-
ly malo nav$tévované, se staly povin-
nosti poté, co se na nich zacal predseda
Chung dvakrat mésiéné objevovat.
Uspéch Hyundai v oblasti kvality
je dtsledkem schopnosti rozhodné-
ho vedeni a smélych cild. Hyundai
v roce 2001 obsadila 32. misto mezi

02 /2010

B
REAL

]

00Ges

{WE
Thii)

37 automobilovymi znackami ve stu-
dii spolecnosti J. D. Power, kterd
se zabyvala kvalitou novych vozil po
90 dnech uZivani. KdyZ se ujaly jeji sna-
hy o zlepSeni kvality, zacala Hyundai

v 7Zebficku stoupat. PrGlom nastal
v roce 2004, kdy skoncila na sedmém
misté. Od té doby se Hyundai ocitla na
tfetim misté v roce 2006 a v roce 2009
pak na ctvrtém. Z této pozice vytlacila
Toyotu - nejlépe hodnoceného hromad-
ného vyrobce automobilli na svéte.
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From the Press

This month the “From the Press” co-
lumn is a bit special. Let us focus on
a single article about Hyundai brand
success published in Fortune magazi-
ne in mid January. The extract of the
article is attached below.

Fortune is a prestigious global busi-
ness magazine, founded in the United
States in 1930 and published bi-week-
ly. The magazine purveys depth stra-
tegies and analysis, practical advices
and annual rankings like for example
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“Fortune 500" that evaluates 500 lar-
gest companies in the United States by
revenue.

Hyundai Smokes the Competition

With best-in-class quality, marketing
hustle, and aggression that borders
on recklessness, Hyundai is speeding
to the head of the pack. It has given
Toyota a scare, and now it is pushing

its way into the luxury-car game.

These days Hyundai could get ticke-
ted for exceeding the limit. Powered
by a weak Korean won and a revita-
lized product line, it is ramping up
volumes in major markets around the
world. Along with sister company Kia,
of which it owns 39%, Hyundai has
a hammerlock on Korea, with 80% of
sales this year. In the U.S. generous
incentives for retail customers and
fleet purchases have pushed sales up
a strong 7% in a market down 24%.
November was a spectacular month:
Hyundai brand sales jumped 46% from
the previous year, and Kia rose 18%.
In China, where auto sales have sky-
rocketed this year thanks to govern-
ment stimulus, Hyundai leaped 150%
in September, leaving the company
in second place, behind Volkswagen,
among international automakers.

Moving quickly and boldly has made
Hyundai Motor Co. the fastest-growing
major automaker in the world. Amid
the global sales slump, it made a re-
cord $832 million in the third quarter
ended Sept. 30. Analysts expect its net
profits to rise almost 40% this year.
Despite its relative youth—it is only
43 years old—Hyundai already ranks
fifth in volume among the world’s auto
producers, according to IHS Global
Insight, and passed 107-year-old Ford
Motor in 2009 to move into fourth pla-
ce. Years ago Toyota used to say that
Hyundai was the company it feared
most. Today those fears have grown
into a nightmare.

Despite their success, Hyundai exe-
cutives keep pushing for more. Hyundai
and Kia currently have capacity for 5.8
million cars and trucks. “We want to

grow to 6.5 million units in two years, "

says Steve Yang, president and CEQ
(of Hyundai Motor Company — editor’s
note).

Hyundai is making another big gam-
ble this year by introducing a premium
luxury car called the Equus that is pri-
ced thousands of dollars higher than
any car Hyundai has sold before. The
Equus (Latin for “horse”), expected to
cost around $60,000, will cost more
than most Cadillacs and is designed
to compete with top-of-the-line mo-
dels marketed by Mercedes, BMW, and
Audi that sell for $20,000 more.

Judged on its merits, not its image,
the Equus is a winner. Fortune had
an opportunity to test one in Korea and
found it surprisingly competitive with
German luxury sedans under normal
driving conditions. The exterior could
go on a chrome diet, but otherwise
the Equus adheres to the conservative
design standards required for luxury

cars. The interior is best in class, in-
telligently crafted from fine materials
and smartly laid out. The spacious
rear seat, where many Asian buyers
will spend their time, is equipped with
a variety of diversionary devices, inclu-
ding one that provides a back massage.
Powered by a smooth, quiet, 4.6-liter
V-8, the Equus should appeal to custo-
mers for whom value is a higher priori-
ty than association with a three-poin-
ted star or dual-kidney grille.

How do the Koreans do it? In additi-
on to getting big, Hyundai has gotten
good. Once known as a cheap and che-
erful brand that offered a comprehen-
sive warranty to make up for mechani-
cal shortcomings, Hyundai has become
a respected name and a smart buy.

Hyundai's success reflects a shift in
attitude that occurred nearly a decade
ago. In the 1990s the company was
more interested in how many cars it
could build than in how good it could
make them. That changed in 1999
when founder Ju-Yung Chung passed
corporate leadership to his son, Mong-
Koo Chung. According to company
lore, the younger Chung decreed that
Hyundai would henceforth concentra-
te on quality, not volume. With the
chairman behind the push, and with
its characteristic intensity, Hyundai
went after quality improvements with
a vengeance.

Hyundai benchmarked Toyota, then
the industry’s quality leader, to un-
derstand its processes. It installed Six
Sigma at its engineering center to me-
asure its improvement. It made quality
a cross-functional responsibility, with
involvement from procurement, finan-
ce, and sales and marketing. It enlisted
outside suppliers and put them toge-
ther with designers and engineers to
work out problems before they occur-
red. Quality oversight meetings, which
had been poorly attended, became
must-go events after chairman Chung
began to show up for twice-monthly
gatherings.

Hyundai's quality success is a testa-
ment to the power of focused mana-
gement and aggressive goals. In 2001
Hyundai ranked 32" out of 37 brands in
J.D. Power’s study of new vehicle qua-
lity after 90 days of ownership - close
to the bottom. As its quality efforts
took hold, it began moving up the list,
and it achieved a breakthrough in 2004
when it reached seventh place. Since
then, Hyundai has placed third in 2006
and then fourth in 2009, displacing
Toyota as the highest ranked mass-
market brand in the world.
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Hyundai 120 aneb co prislo po modelu Getz
Hyundai 120: what came after Getz

Model Hyundai Getz, ktery se za-
cal vyrabét v roce 2002, sklizel mezi
svétovymi zakazniky fadu dspéchd
— v ramci fady Hyundai Slo tenkrat
o pokrokovy model. Neni divu, Ze kdyZ
mél na sklonku roku 2008 pfrijit jeho
nastupce, ocekavani bylo znacné. Pri-
Sel dalsi z alfanumericky oznaéenych
vozii — Hyundai i20. O tom, Ze uspél, uz
dnes neni pochyh.

Prestoze Getz se stéle jeSté pro nékteré
trhy vyrabi, i20 si ziskava stéle vice zakaz-
nikd. Tento osobnf vz tridy B byl predsta-
ven na parizském autosalonu v fijnu roku
2008 a do prodeje byl uveden o dva mésice
pozdéji. Vyvijen v Evropském technickém
centru v Risselsheimu v Némecku, viz
i20 byl a je zaméfen zejména na evropské
zékazniky. Ostatné vétSina Uprav pri vyvoji
vychazela z testl uskutecnénych pravé na
evropskych cestach.

Prvky, které pfi porovnani s predchlidcem
vyzdvihuji jak tvdrci i20 tak nejriiznéjsi
kritici, jsou zejména vEtsi rozmery, propra-
covany interiér a celkové modernéjsi tvary.
Hyundai i20 je ve srovnani s Getzem 0 115
mm del$i a 0 45 mm SirSi. Znatelny pokrok
v rozmérech nastal u kufru, ktery je scho-
pen pojmout 295 litrli (o 41 vice), a pokud
vyuzijete sklopeni zadnich sedacek, pak se

Pri cestovani ve dvou snese i20 i kufry navic

At traveling in a couple i20 brings space for some extra luggage

objem zvysi na celkovych 1.060 litrd.

Co se tyce designu, charakteristickou
znamkou je zejména vyrazny bocni prolis
karoserie, ktery tvori dvé linie, jedna ve
spodni ¢asti karoserie, druhd pak ve vysce
nad koly. Celkovy design je méné konzer-
vativni a nenucené elegantni. Predni mas-
ka vychazi do urcité miry z modelu 30, za
povSimnuti stoji vyrazny nasdvaci otvor
a velka nahoru protazena svétla.

Uvnitf nabizi Hyundai i20 jak vétsi pro-
stor, tak fadu prvk(, které podporuji celkovy
komfort. Pfijemny je zejména pfistrojovy
panel s velmi dobre a prehledné Citelnymi
(daji. Pevné calounéni u prednich sedadel,
na které je potieba si nejdrive zvyknout, se
jevi jako pohodIné, a to hlavné diky bocni-

120 v jednom z celkem 10 dostupnych barevnych provedeni /7120 in one of 10 available colours

mu vedeni sedakd i opéradel.

Zakaznici maji na vybér z péti rlznych
motord — tfi zazehowych (1.2 I, 1,4 |,
1,6 1) a dvou dieselovych (1,4 1a 1,6 1), kde
prvni z dvojice nabizi dvé vykonové ver-

ze. Prave motory patfi u modelu i20 mezi

chvalené prvky, stejné
jako pfizniva spotreba
paliva, kterd se napr. u
mimoméstského provo-
zu pohybuje podle verze
auta od 3,7 | do 52 |
na 100 km.

V' soucasnosti se Hy-
undai i20 vyrabi v indic-
ké Chennai, od kvétna
2010 by ale ¢ast vyroby
urCena pro evropsky trh
meéla byt presunuta do
tureckého zévodu HMC
v Izmitu. Hlavnimi kon-
kurenty vozu jsou Skoda
Fabia, Peugeot 207 Ci
Ford Fiesta. Na pocatku roku 2009 byla na
trh uvedena také tridverova verze i20, urce-
na zejména mladSim generacim.

Hyundai Getz, the production of
which was launched in 2002, has been
received with great feedback from
the customers” side, as it presented
a progressive model within Hyundai
cars at that time. No wonder the ex-
pectation was great, when in late 2008
its successor was about to show up.
Hyundai i20 emerged — another from the
"i-series”. Nowadays there is practical-
ly no doubt about its success anymore.

Although Getz is still being produced

for some markets, i20 is attracting more
and more customers. This passenger car
of B segment was introduced at the Paris
Motor Show in October 2008 and its sale
was launched two months later. Developed
in the European Technical Center in
Risselsheim, Germany, the i20 vehicle has
been focused especially on European cus-
tomers and their needs. Besides, majority
of development work was based on the
tests executed on the European roads.

Features that in comparison with the pre-
decessor have been praised by both desi-
gners and critics include especially bigger
dimensions, refined interior and more mo-
dern shapes in general. Compared to Getz,
Hyundai i20 is 115 mm longer and 45 mm
wider. Great progress in dimensions refers
mainly to the luggage cabin, being able to
store 295 liters (41 more). Moreover, if you
fold back seats, then the total volume in-
creases to 1,060 liters.

Concerning design, the car can be easily
distinguished by noticeable side lines, one
in the lower part of the
car body, the other one
in the height above
wheels. Generally the
design is less conserva-
tive and more elegant.
Front mask has been
shaped according to
i30 to some extent; the
large air inlet and big §
stretched  headlamps
are worth noticing too.

Inside the Hyundai
i20 brings more space
as well as a number
of features supporting

overall comfort. The dashboard shows
well-arranged and readable data. You can
enjoy solid upholstery on the front seats
that you have to get used to first, but then
you find comfortable.

Customers may choose from five different
engines — three spark-ignition ones (1.2 |,
141,16 1) and two diesel ones (1.4 | and
1.6 1), while the first from the latter couple
offers two versions of power. It is the engines
that belong to the most appreciated parame-
ters of i20, as well as fuel consumption, which
for instance in case of highway traffic moves
from 3.7 to 5.2 | per 100 km, according to
a vehicle version.

Currently Hyundai 120 is manufactured
in Indian Chennai plant, while from May
2010 the part of production determined
for European market shall be moved to the
Turkish plant in Izmit. Main competitors of
this model include Skoda Fabia, Peugeor 207
or Ford Fiesta. In early 2009 also a three-door
version of i20 was introduced to satisfy ma-
inly younger generation.

Prehledna pristrojova deska ridice potési
Drivers may appreciate a well-arranged dashboard

6 @ HYL' n D H I www.hyundai-motor.cz




HMMC News

02 /2010

Hyundai pomaha zniceneé republice Haiti
Hyundai helping the Earthquake-stricken Haiti

0 katastrofickém zemétieseni, které
postihlo republiku Haiti, bylo fec¢eno
mnoho. Pomoc do postizené oblasti
zacala proudit z riznych sméri. Mezi
témi, kdo se k mezinarodni humanitarni
pomoci pripojili kratce po vypuknuti to-
hoto nesStésti, patii i spoleénost Hyun-
dai Motor Company.

Ve snaze pomoci a projevit solidaritu to-
muto statu vénovala spolecnost v ramci
swch CSR aktivit (socidlng zamérenych
aktivit — Corporate Social Responsibility)

Mezinérodnimu ¢ervenému kiiZi sumu ve :
: devastating
miliénu korun). Nenf to zdaleka prvni dar :
. area started flowing from various di-
nym oblastem po celém svété. Pro piiklad :
uvedme napi. pomoc po zemétieseni v iranu
. time after this disaster broke out, was
v roce 2004, pri rozsahlych lesnich pozérech :
v Recku v roce 2007, po zemétieseni v &in-
ské provincii Se€uan v roce 2008 nebo také :
i po povodnich v Moravskoslezském kraji :
¢ CZK) to the International Committee of the

vysi 100.000 americkych dolar(i (cca 1,8

tohoto druhu, ktery HMC pfinesla postiZe-

v roce 1999, po tsunami v jihovychodni Asii

Ceské republiky v lofiském roce.

There has been a lot said about the
earthquake affecting
Republic of Haiti. Help for the impacted

rections. One of those, who joined the
international humanitarian efforts short

also Hyundai Motor Company.

With the aim to help and express soli-
darity with the country, Hyundai Company
donated 100,000 USD (approx. 1.8 million

Red Cross as one of its traditional CSR
activities. This donation is another one in
the line of similar cases realized all over
the world in the history of Hyundai. For
instance, Hyundai provided a helping hand
after the earthquake in Iran in 1999, after
tsunami in the South-Eastern Asia in 2004,
during extensive forest fire in Greece in
2007, after the earthquake in the Chinese
Sichuan province or also after flood in the
Moravian-Silesian region of the Czech
Republic last year.

HMMC a nove strategie / HMMC and New Strategies

Uplynuly rok v HMMC nebyl vzhle-
dem k obtiZzné situaci na trhu nejjed-
nodussi. Je zfejmé, Ze nyni je potreba
predvidat, uvaZovat do budoucnosti
a stanovovat si cile a strategie vice
nez kdy jindy. Spolecnost HMMC pa-
tii mezi podniky, které takovy pristup
podporuji; proto v poloviné ledna
zorganizovala seminar, jehoZ icelem
bylo zejména pripomenout si cile na
rok 2010 a zvolit strategické cesty, jak
jejich splnéni dosahnout.

Cely semindr probihal v hotelu Hukvaldy
z 15. na 16. ledna 2010. Kromé ¢tyr orga-
nizatori z Oddélent lidskych zdrojti, sekce
vzdélavani, se jej zdcastnilo celkem 38
ceskych a korejskych zaméstnanc zavodu,

-

a to zejména z nejvyssiho vedeni spolec- :
: the market, the elapsed year was notthe
také vySe postavenych Ceskych kolegli z :
. the need of forecasting, considering fu-
ture effects and defining both goals and
uz nasledoval samotny program, ktery byl :
ko- : is one of companies realizing the impor-
tance of such approach; therefore in mid
nakladd. Ty také patfi mezi hlavni priority :
na rok 2010. Kromé prednasek vedenych na :
dana témata vybranymi ¢astniky z HMMC
byl i dostatecny prostor pro diskuse v men- :
sich skupindch, jejichZ vysledkem byla fada :
¢ on 15" and 16" January 2010. Apart from

nosti, z fad vedoucich oddéleni ¢i sekci a

jednotlivych oddéleni. Po Gvodnim proje-
VU a privitani prezidentem Eok Jo Kimem

zaméren na nekolik hlavnich oblasti:
munikaci, produktivitu, kvalitu a snizovani

zlepSovacich napadd.

Seminar byl hodnocen jako velmi (spés-
: tion section) there were total 38 Czech and
: Korean team members attending the event.

ny, a proto jej HMMC planuje poradat pra-
videlné alespof jednou rocné.

With respect to the difficult situation in

easiest one for HMMLC. It is obvious that
strategies is stronger than ever. HMMC

January the company organized a work-
shop, the aim of which was to summari-
ze goals of 2010 and to choose strategic
ways for their fulfillment.

The workshop took place in Hukvaldy hotel

four organizers from HR department (educa-

I ISR SN
E

~:II
il
’ I|,...—

These were mainly the top management
members, heads of departments or sections
and senior Czech members from individual
departments. The opening welcome speech
of HMMC President Eok Jo Kim launched
the workshop program, being concentrated
on four main areas: communication, pro-
ductivity, quality and cost reduction. These
actually present the main priorities for 2010.
Apart from lectures given by chosen HMMC
members on the topics above there was suffi-
cient space for discussions in smaller groups.
These debates have resulted in a number of
improvement proposals.

The seminar was evaluated as successful
and therefore HMMC plans organizing it
regularly, at least once per year.

MANAGEMENT WORKSHOP 2010

January 2010
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Zpravy z IT // IT News

Soucasne projekty // Current Projects

Zacatek roku 2010 prinesl pro ERP
sekci IT oddéleni nékolik dileZitych
tiprav v SAPu, a to predevsim v oblasti
legislativy. \V prvni fadé se jednalo o zvy-
Seni hornf sazby DPH z 19% na 20% a nizs{
sazby DPH 2 9% na 10%. Dale se provadély
zmény v ocerovani socidlniho pojisténi.
Tyto Gpravy nastaveni v reportech probghly
bez vétsich obtizi a dotkly se hned nékolika
modulti (lidské zdroje, finance, fizeni mate-
rialu, prodej).

Hlavnim projektem pro nadchazejici ob-
dobi je priprava na spusténi modelu
Hyundai JC, coZ je viz kategorie MPV
— nastupce Matrixu. ERP sekce pro tyto
Gcely dokoncila na Grovni SAPu propojeni
HMMC a R&D centra (Centra vyzkumu a vy-
voje) v Koreji, a to pro tcely pilotnf vyroby
automobili. Tento novy model JC je vibec
prvni, ktery byl ve své pilotni fazi vyroby
realizovan pfimo v Koreji, ovSem prostred-
nictvim SAPu v HMMC. Znamend to tedy,
Ze se korejsti vyzkumnici pfipojili se svou
vyrobnf linkou do HMMC, data se zpraco-

vavala u nas a fyzicka vyroba automobilu :
: a number of important modifications

probihala v Koreji.

Pro dalSi zvySovani informovanosti Vas -
pracovnikd HMMC - realizovala Infra sekce :
: change included the increase of upper
: VAT rating from 19% to 20% and of lower
. VAT rating from 9% to 10%. Also chan-
prenasel do vSech kantyn HMMC prostred-
: implemented. These modifications in re-

Déle méme za sebou jiz jeden mésic :
vyuzivani systému GCSC, jen nahra- :
: dules (HR, FI, MM, SD).
zadavani pozadavkd na IT oddéleni, a to :
primamné pro sekce ERP a MES. Samotny
: model launch, which is an MPV vehicle
: —successor of Hyundai Matrix. For these
: purposes ERP section finished a mutual

na prelomu ledna a Unora vysilani videoza-
znamu pofadu Autosalon televize Prima,
ktery se po cely tyden v uvedeném Case

nictvim internetu.

dil Helpdesk systém. Ten bude slouZzit pro

GCSC systém byl Fadné otestovan a nasta-
ven a nyni je pripraven pro vyuzivani. V pri-
padé, Ze potrebujete do GCSC pristup, ne-

vahejte a obratte se na Infra sekci. Zéroveii :
bychom Vas (klicové uZivatele i manazery) :
chtéli pozadat, abyste GCSC ddisledné vyu- :
Zivali pro vSechny své poZadavky. Bez fadné
. was realized directly in Korea but via SAP

evidence Vasich pozadavkl je nebudeme

moci realizovat, anebo by mohlo dochazet
. researchers got their production line con-

ke znaénym zpozdénim.

The beginning of 2010 brought

in SAP system, mainly those refer-
ring to legislation. Above all, the main

ges in the social insurance values were

port settings have been realized without
bigger difficulties, involving several mo-

The main project for the upcoming pe-
riod is the preparation for Hyundai JC

SAP connection between HMMC and
R&D Center in Korea with the aim of ve-
hicle pilot production. This new JC model
is the first in history, whose pilot phase

system in HMMC. It means that Korean

nected to HMMC, where the data were
processed, but the physical production of
the vehicle itself was done in Korea.

For further distribution of information to
you — HMMC members — the Infra secti-
on realized a record transfer of Autosalon
show of TV Prima to all canteens. The
broadcasting proceeded during one whole
week at the turn of January and February.

Also, one month of GCSC system
usage has been over. This system repla-
ced Helpdesk and will serve for setting
requests to IT department, primarily to
ERP and MES sections. The GCSC sys-
tem was properly tested and set, being
currently ready to be widely used. In
case you need access to GCSC, do not
hesitate and address Infra section in IT
department. At the same time, let us ask
you (key users and managers) to utilize
GCSC for all your requests. Without pro-
per documentation your requests could
not be realized or major delays might be
caused.

Kia Venga predvedla dealeriim své prodejni moznosti

Druhy lednovy tyden navstivilo
HMMC ve tiech skupinach celkem na
165 prodejcii znacky Kia, pro které si
cesky importér Kia Motors Czech pfi-
pravil €tyii specialni seminare zame-
fené na predstaveni kli¢ovych prvki
nového modelu z noSovické produkce
- vozu Kia Venga. Produktové Skoleni
umoznilo dealeriim zjistit, ¢im je auto
jedineéné, jaké ma jizdni vlastnosti
a technické parametry.

Prodejci si mohli- prohlédnout variabilitu a
prostornost interiéru, vyufZiti zavazadlového
prostoru nebo si povSimnout prvki designu,
které modelu Kia Venga vtiskl designérsky
tym v Risselsheimu v Némecku. Pfedstave-
na jim byla Skala nabizenych barev laku a kli-
tové prvky jednotlivych vybav. Skolitelé vé-
novali pozormnost také systému bezpecnosti
a unikatnim technologiim, kterymi je

auto vybaveno. Semindi byl interaktiv-
ni, a prodejci si tak vyzkouSeli, jak nej-
lépe auto prezentovat. Cast seminaie
nazvana technika jim zprostiedkovala
informace o vSech technickych aspek-
tech provozu vozidla, zatimco v programu
o konkurenci se seznamili s aktualni situaci
na automobilovém trhu a konkurenci Vengy
v jejim segmentu. Na zavér se prodejci jeli s
autem Kia Venga a dalSimi vozy ze segmen-
tu B projet. Podle dealer(l pak v porovnani
s kankurenci vysla Kia Venga jako silny hrac,
kterého je potfeba brat vainé.

During the second week of January
HMMC was visited by total 165 Kia
brand dealers divided into three
groups. They were guests of four spe-
cial workshops organized in HMMC

Jedna ze skupin hosti seminare Kia Venga // One of the Kia Venga workshop guests

Dealers discovered Sales Options of Kia Venga

-

= |
Soucasti programu byla i prohlidka zavodu HMMC

The program included also HMMC site tour

by Kia Motors Czech, which made
the program in order to present key
features of the new model rolling off
NoSovice production line — Kia Venga.
This product training helped the de-
alers in understanding uniqueness
of the car, its driving and technical
parameters.

Dealers had the opportunity to have
a look at variability and space in the inte-
rior, options of the luggage cabin or new
design features that come from Kia Venga
designing team in Riisselsheim, Germany.
They were presented a range of available
car body paints and options of individual

equipment. The trainers also dealt with
safety protection system and key techno-
logies used in the vehicle. The workshop
was pro-active and thus the dealers had
a chance to try presenting the car to a custo-
mer. The technical part of the program was
focused on technical aspects of the car ope-
ration, while the part devoted to competition
presented current situation in the car mar-
ket, namely in the segment of Venga inclu-
ding its competitors. Finally, the dealers took
a ride in Kia Venga and in other B segment
cars too. According to dealers” evaluation,
Kia Venga proved to be a strong player that
has to be taken seriously.
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Jak je neznate // What You Wouldn't Expect

Hasice jsem obdivoval nejen ve filmech uz coby dite
Already as a Chlld I admlred aII Kmds of Flremen

0 tom, Ze mnohé zajmy, kterymi travi-
me sviij volny ¢as, jsou navic zasluzné
a obdivuhodné, nikdo nepochybuje.
Podat pomocnou ruku, riskovat vlast-
ni Zivot a byt uziteény ve chvilich, kdy
vypluje na povrch to nejlepsi i nejhor-
§i z nas, se vSak rozhodne malokdo.
Kdo by se nebal ohné, vody a dalSich
zdivocelych Zivli? Jednim z takovych
novodobych hrdinii, které volame
o pomoc v nejvétsi tisni, je Radan Kri-
Zzek z jednotky Shoru dobrovolnych
hasici Kopfivnice.

Radane, jaky musi byt clovék, aby se
mohl stat dobrovolnym hasicem?

MiiZe jim byt kdokoli, kdo je v dobré fyzic-
ké i psychické kondici. O tom, Ze mé clovék
celkové predpoklady, svédéi uz7 skutecnost,
Ze se nékdo chce dobrovolnym hasicem stét.
VSe ostatni se pak nauci na kurzech a se-
minafich. Mnohd Skoleni jsou povinna. Na
nich dobrovolny hasi¢ zjisti, jak se spravné
zachovat v riiznych kritickych situacich. Pak
existuje fada dalSich odbornych cviceni, ze
kterych si méze nas ¢len vybrat. Jako priklad
uvedu kurz noSeni dychaci techniky, ktera je
potfebné pfi mnohych poZarech. S kolegy
ze sboru jsme nyni v zimé absolvovali kurz
zachrany osob uvizlych v ledu na rybnicich,
v |été to byl kurz vypro§tovani osob z vozidel
a rliznd ndmétova cvicenf..

Pfi kterém nejvétSim zasahu jste
pomahal? A jak prekonavate strach,
ktery clovék prirozené citi?

NaSe jednotka je tzv. JPO2, tzn. Ze vyjiz-
dime k neStésti do péti minut po jeho ohla-
Seni. Plisobime v Kopfivinici a okoli, ale pfi
vétSich neStéstich pomahame i v dalSich
oblastech. Proto nejvétsi zasah jsem zazil
loni pfi povodnich, které postihly Novoji-
¢insko. Ten den si pfesné pamatuji. Volal
mi kolega, abych pfiSel do hasicarny, Ze
bude potfeba vice lidi a kluci jsou v Zenkla-
vé. Tam se vSak situace brzo stabilizovala
a nas nakonec vyslali do Kunina, kde povo-
den fadila dal. Zasahovala tam tehdy nase
ti hasi¢skd auta. Prvnf den (vlastné tu noc)
jsme evakuovali a pomahali hledat lidi ze
zasazenych domovi, po rozednéni jsme
pak odklizeli vzniklé Skody. Kdo to nezazil,
neuveri, co voda dokaZe. Strach si nepfi-
poustim; stejné jako vzdy radime ostatnim
lidem, i pro nds plati, Ze je nutné zachovat

klid a rozvahu, at je to sebetgzsi.

Jak se udrzujete v kondici, kdyz
pravé nemusite aktivné zasahovat pfi
nestéstich?

Kazdy tyden mame trénink a také se
(Eastnime fady soutéZi. Tahle stranka mého
konicku je zabavna. ProtoZe se vSak soutéZe

v sezoné konaji co tyden néjaka, vybirame,
které se zdcastnime. Vede se nam dobre ze-
jména v netradicnich hasitskych soutéZich,
kdy zasahujete podle propozic danych orga-
nizatorem. Dostanete planek situace a podle
té se pak musite zachovat. Je to vZdy néco
jiného ne? klasicky pozarni tok. V kondici
mé navic udrZuje moje dvanéctiletd dcera.
Navstévuje détské sportovni druZstvo hasi-
¢0, které nas oddil vede.

Radan KiiZek (33) pracuje na oddéle-
ni udrZby na svarovné od 1. dubna roku
2009. Své predchozi pracovni zkusenosti
ziskal napr. v Tatre Koprivnice. Do Noso-
vic denné dojiZdi pravé z Koprivnice.

There is no doubt that a number of
hobbies may be admirable and bring
merits. However, there are not so many
people, who are able to risk their lives,
give a helping hand and be of use at the
moments, when it all gets very tough.
Who would not be afraid of fire, water
and other elements? There is one per-
son, who is not, though. We address
this hero to help us under the hardest
circumstances and troubles. His name
is Radan KfiZek and belongs to the unit
of Voluntary Fire Brigade in Kopfivnice.

Radan, what kind of a person does
a man have to be to become a volun-
tary fireman?

Anyone can do it, if his/her both physi-
cal and mental health is alright. General
preconditions for this job include, above
all, the decision of becoming the fireman
itself. Everything else can be taught in
courses and seminars, most of which are
obligatory. At such trainings the voluntary
fireman discovers and learns how to beha-
ve in various serious situations. Then there
is a number of further specialized trainings
that you can choose from. To say an exam-
ple, there is the course focused on wearing
first-aid devices necessary at fire. This
winter me and my colleagues from the unit
passed a course of saving a person stuck in
ice on a pond, while in summer there was
a course held for releasing people from
crashed cars and other specialized courses.

What was the biggest action you
attended? How do you overcome the
fear you may naturally feel?

Our unit is of the kind, where we set off
to an accident within five minutes since it
is announced. We work mainly in Kopfivnice
and its surroundings, but in wider disasters
we help in other areas too. Therefore the
biggest action for me was the last year's flo-
od in Novy Ji¢in district. | remember that day
very well. My colleague called me to come
to the firemen'’s station, because colleagues
are already in Zenklava and more people
are needed. Local situation was quickly
stabilized and thus we were soon sent to
Kunin. Flood was raging there and we used

L

three fire brigade cars to help. First day (first
night, actually) we had to find and evacuate
people from affected locations; later on we
were removing all the damage. If you have
not seen it personally, it is hard to believe
what the water may do. | do not admit any
fear; we follow the rule that the most nee-
ded thing is to stay calm, although it is very
difficult. Itis also advice that we give others.

How do you keep yourself in good
shape, when there is currently no di-
saster calling you?

We have our trainings every week and
we also participate in many competitions.
This is the funny side of my hobby. As there
is usually some competition every week,
we just choose which one to attend. We
do very well especially in non-traditional
firemen’s contests, where we have to act
based on information from the organizer.
You just get a plan of the situation and
have to follow that. It is always a bit diffe-
rent from a usual fire brigade action. Also,
| have a 12-year old daughter, who keeps
me in good shape too. She is a member of
the children sport firemen group supervi-
sed and led by our unit.

Radan Krizek (33) has been wor-
king in the Maintenance department,
Welding since T April 2009. He gai-
ned his previous working experience
e.g. in Tatra Koprivnice. He comes
from Koprivnice.
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Co byste
meéli védeét o...
...PRACOVNICH URAZECH

Co je pracovni araz? Podle platné legislativy se pracov-
nim drazem rozumi poskozeni zdravi nebo smrt, které byly
zaméstnanci zplisobeny nezavisle na jeho vili kratkodo-
bym, nahlym a nasilnym plsobenim vnéjsich vlivi nebo
vlastni télesné sily pfi pInéni pracovnich tkold nebo v pri-
mé souvislosti s nimi.

Co neni pracovni iiraz? Pracovnim Grazem neni posko-
zeni zdravi cestou do zaméstnani a zpét. Za pracovni (raz
se rovnéz nepovazuje zhorSeni zdravotniho stavu zamést-
nance na pracovisti, pokud se tak stalo v diisledku obecné
choroby anebo poSkozeni zdravi pfi mimopracovnich ak-
tivitdch (napf. nasledkem sportovéani nebo $patné Zivoto-
spravy zaméstnance).

Pokud dojde k pracovnimu trazu v dobé prestavky na jidlo,
oddech a/nebo bezpecnostni prestavky v aredlu zaméstna-
vatele, zaméstnanec ma na odskodnéni narok.

KaZdy pracovni draz musi byt zaméstnancem bezprostred-
né po vzniku nahlasen nadfizenému se zapisem do Knihy
Grazll. V pfipadé, Ze zaméstnanec pracovni Uraz nahldsf
opozdéné (napf. aZ na dalSi sméné), nemusi na ngj zameést-
navatel brét zietel a zaméstnanec tak mize pfijit o mozné
odskodnénti (ndhrada mzdy, bolestné, nahrada naklada vy-
naloZenych na léceni a ndhrada Skody).

V/ pfipadé, Ze pfi Uraze bude zaméstnanec vySetfen s po-
zitivnim vysledkem na alkohol nebo jiné omamné latky,
zprosti se zaméstnavatel odpovédnosti za pInéni souvise-
jici s odSkodnénim zaméstnance.

What you should
know about....
..INJURIES AT WORK

What is an injury at work? According to valid legisla-
tion, work injury includes health damage or death caused
to the employee independently on his/her will by sudden
and violent external effects or by his/her physical power
at fulfilling work tasks or at related activities.
What is not an injury at work? Injuries at work do not
include health damage originating on the way from/to
work. Work injury neither presents worsening or the he-
alth status of the employee at a working place, if that re-
sults from general illness or harm caused to health during
leisure time activities (e.g. as a consequence of sports or
poor way of living).

If the work injury happens during the lunch break or safety
break in the employer’s area, the affected employee is en-
titled to the reimbursement.

Every injury at work has to be immediately reported by the
affected employee to his/her superior and recorded in the
Book of Injury Records. In case the employee reports the in-
jury later (e.g. at the following shift), the employer is not ob-
liged to consider this and the employee may therefore lose
potential reimbursement (salary compensation, compensa-
tion of costs paid for treatment and damage compensation).
If a positive result is proved at the alcohol or other drug
test passed by the affected employee, the employer gets
relieved of the responsibility and duties at the employee’s
reimbursement.
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HMMC News

HMMC pokitila prvni €islo ¢asopisu Hyundai Clubu CZ
HMMC celebrated the First Issue of Hyundai Club CZ Magazine

Hyundai Club CZ si v lednu nadélil pozdni vano¢-
ni darek — vydal své prvni €islo magazinu véno-
vaného viemu, co se okolo znaéky Hyundai v CR
i ve svété déje. K tomu navrch pripsal jedno novoroéni
predsevzeti: kazdy rok vydat devét cisel a jedno speciélni
letni dvojéislo. ., Vydani prvniho magazinu bylo hektické,
protoZe ¢lanky a prispevky se do néj chystaly v dobé, kdy
Je kaZdy pohlcen predvanocnim shonem, “ pfibliZil pfipra-
vu magazinu David Pleva z HC CZ. , Nicméné jeden z jeho
vytiskd drZime v ruce, a tak se muzeme se vsemi, co maji
radi vozy Hyundai, podelit o nase dojmy z jizdy vozy této
znacky, o zkusenosti z autobazaru AAA Auto, vyzkouset si
doma uvarit podle recepti korejské kuchyné a prozradit
néco z déni v HMMC,” dodal. Slavnostni kfest probéhl
vHMMC v pondéli 18. ledna 2010 a kitilo se jak jinak, nez
motoristicky” — nealkoholickym pivem, které vyrabi sou-
sedni noSovicky zavod Radegast. Casopis bude dostupny

Zleva: A. Schénova (HMMC), D. Pleva a M. Mattes (HCCZ), Petr Vanek (HMMC)
From the left: A. Schénova (HMMC), D. Pleva and M. Mattes (HCCZ), Petr Vanék (HMMC)

rovnéz v elektronické verzi. Zajima-li Vas, co bylo jeho
obsahem, navstivte wehové stranky http://hyundai.
nitex.cz/zpravodaj_hccz/.

Hyundai Club CZ got a late Christmas gift in
January — they published a first issue of their ma-
gazine devoted to everything related to Hyundai
brand both locally in the Czech Republic and
worldwide. Moreover, they committed to a resolution
of publishing nine issues per year plus a special summer
double issue. “Issuance of the first magazine was hectic,
because the articles were made in time of pre-Christ-
mas preparation,” described David Pleva from HC CZ.
“Nevertheless, we are just holding the first issue in our
hands and therefore everyone, who likes Hyundai brand,
may share with us various impressions from driving
Hyundai cars or experien-
ce with AAA Auto bazaar.
We can also try cooking
Korean meals or reveal
something from HMMC
events,” he added. The
christening took place in
HMMC on 18™ January
2010 and was done with
a typical “motor drink”
— non-alcoholic beer ma-
nufactured in the neighbo-
ring Radegast plant. The
magazine will be avai-
lable also in the electronic
form. If you are interes-
ted in the content, ple-
ase visit the website
http://hyundai.nitex.cz/
zpravodaj_hccz/.

HMMC: Vysledky vyroby a prodeje
HMMC: Production and Sales Results

Opét Vam prinasSime vysledky vyroby a prodeje :
sale in HMMC, this time referring to both last
: quarter of 2009 and the whole elapsed year.

HMMC - tentokrat nejen za posledni tvrtleti roku
2009, ale zaroveii takeé za cely uplynuly rok.

Pred neddvnem byly zaroveri zverejnény vysledky od ofi- :
cidlniho dovozce znatky Hyundai v Ceské republice, tedy
. achieved success of the brand in the Czech market in
: 2009. The results show that last year there were to-
tal 8,416 new Hyundai cars registered in the Czech
8.416 nové registrovanych voz{i Hyundai; kazdy dvacaty :
. brand. The most successful models included Hyundai

od Hyundai Motor Czech, které shrnuji dosazené Uspéchy
znacky na ceském trhu v priibéhu roku 2009. Vyplyva z
nich, 7e v uplynulém roce pfibylo v Ceské republice celkem

prodany viiz tak patfil k této znacce. Jednoznacné neji-

spésnéjSimi modely se staly Hyundai i10 a Hyundai i30,
které se ve svych tfidéch (tedy A a C) v CR za celé obdobf :

We kindly bring you results of production and

Recently also the official Hyundai brand importer, i.e.
Hyundai Motor Czech, published results summarizing

Republic; every twentieth vehicle sold was of Hyundai

i10 and Hyundai i30, as they both occupied a third rank
in the respective segments (A and C) in the 2009 rating

roku 2009 umistily na tfetim misté. in CR.
. . Rijen - Prosinec 2009 Celkem 2009

Obdobi // Period Octolber - November 2009 Total 2009

130 hatchback 24797 86 935

VYROBA i30cw 9282 24 999

PRODUCTION Kia Venga 6014 6 088
celkem / total 40 093 118 022

i30 hatchback 26 776 86 653

PRODEJ i30cw 9066 24 383

SALES Kia Venga 5164 5164
celkem / total 41 006 116 200

1 O @ HYU n D H I www.hyundai-motor.cz
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Korejska obchodni etiketa // Korean Business Etiquette

V HMMC se s korejskou kulturou se-
znamujeme v nejriiznéjSich oblastech.
Pravidla etikety jsou pak jasné dana
a respektovana. Uz jsme se zminovali
o etiketé stolovani nebo o zvycich ty-
kajicich se darki. Svij velky vyznam
nese i korejska obchodni etiketa. Jak
se chovat u obchodni schiizky a cemu
se vyhnout?

Pokud chceme navazat obchodni sty-
ky, je vidy potfeba sjednat si Zzadanou
schiizku dostatecné predem. Dohodnuty
¢as je pak zapotiebi dodrzet a nemit zpoz-
déni, protoZe to Korejci povazuji za urcity
nedostatek respektu. V Zadném pripadé
neni vhodné se za pfipadnym obchodnim
partnerem zastavit neocekdvané a neo-
hlaseni.

Na Gvod je zapotrebi si uvédomit, Ze prvni
schilzka je povaZzovana za Gvodni v pravém
slova smyslu. O obchodu a pripadné spo-
lupréci tedy valnd slova nepadnou — spise
ptijde o prvni dojem, sezndmeni a vzajem-
né predstaveni. Je-li v mistnosti vice osab,
pak vZdy zdravime nejdrive nejstarsiho,
tedy podle korejské hierarchie nejvyse po-
staveného ¢lovéka. Vstupujeme-li vSichni
do mistnosti, pak take uvolnime nejdfive
cestu pravé jemu. A nakonec, podle stej-
neho pravidla, podavame-li si ruce, pak tak
nejdfive ucinime s nejstarsim clenem.

Vizitky je zvykem predavat obéma ruka- :
ma jako vyraz Gcty. Nikdy obdrZenou vizitku
hned neschovavejte — bylo by to povazova- :

no za nezdvorilé az hrubé. Vizitku nejlépe

(napf. prezident).
pravidlem ,méné je vice“. Budete-li

dostdvat otazky, je dobré na né odpovidat
pfimo, jasné a strucné. Casto se stane, Ze

druhu stranu, z obavy pred ,ztratou tva-
fe” korejsti kolegové neradi odpovidajf

otazku ,ano”, budte obezietni — skutec-

Vam mohou napovédét, nakolik jste zau-
jali. Pokud se Vam na rozloucenou Korejci

k jejich spokojenosti.

In HMMC we all face Korean culture
in miscellaneous aspects. Rules of the
etiquette are clearly defined and re-

: spected. We have already dealt with
poloZte pred sebe, peclivé si ji prohlédné-
te a nikdy si na ni nic nepiSte. Vzajemna :
vmeéna vizitek byva také optimalni cas :
k tomu si ujasnit, jak korejského kolegu
oslovovat. Ne vzdy je totiZ doporuceno po- :
uzivat jména, casto byva dobré oslovovat :
podle pozice, kterou dany clovék zastava

dining etiquette or with customs at
gift giving in this magazine. There is
the business etiquette that holds gre-
at importance too. How to behave at
a meeting and what to avoid?

If we plan establishing new business
contacts, it is always necessary to arran-

. ge a meeting well in advance. The time
U samotného jednani je dobré fidit se

agreed upon has to be followed with no

: delay, as that is considered a lack of re-
: spect by Koreans. In no way one shall visit
: a potential business partner unexpected
se Korejci vyptavaji na véci, kterym ne-
rozumi, které si chtéji doplnit — v tomto :
byvaji velmi pfimi a neostychaji se. Na

and unannounced.
First it has to be explained that the initial
meeting is just the opening one. That me-

: ans that business is not likely to be discus-
. sed too much, since it will be more about
slovem ,ne”. Pokud Vam tedy odpovi na

introducing oneself and getting to know

: each other. If there are more people in the
nost mize byt trochu jind. Jakmile vSak :
schiizka skoni, existuji jisté indicie, které :

room, we shall always greet first the ol-
dest person, i.e. the most important one

according to Korean hierarchy. If we enter
. aroom together, we let this person go first.
dlouze a pomalu ukloni, miZete to povazo-
vat za Uspéch. Kratky a rychly tkon pak ale :
naopak naznacuje, ze jednani neprobéhlo :

The same rule is applied at hand-shaking;
if we shake hands, then the oldest one is
first in the line.

Business cards should be delivered

with both hands to show your respect. The
received card shall never be taken away
and hidden immediately, because that
would be seen as impolite or even rude.
The best way is to put the card in front of
you, examine it carefully but never write
anything on it. Mutual exchange of busi-
ness cards is usually the best timing for
you to make sure how to call your busine-
ss partner. It is not always recommended
to use their names, but more frequently
they should be called with their position
(e.g. president).

At the meeting itself it is good to follow
the rule of “less is more”. Should you get
questions, reply directly, clearly and brie-
fly. It may often happen that Koreans ask
about things they don't understand and
need clarification, because they are very
direct. On the other hand, worried about
“losing their face”, they do not like “no”
answers. Therefore, if you are told “yes”
to your question, remember that the reality
might be a bit different. However, as soon
as the meeting is over, there are certain in-
dications that may tell you how much you
impressed the other party. If Koreans take
a long and slow bow at the end, it may be
considered success. Short and fast bow,
however, may tell you that the meeting did
not satisfy them.

Benefity: Cestovni kancelare // Benefits: Travel Agencies

Védéli jste, Ze z titulu zaméstnance
HMMC miiZete uplatnit slevy na za-
jezdy vybranych cestovnich kance-
1a¥i? Vyhody mohou vyuZit HMMC za-
méstnanci po zkuSebni dobé. V ramci
spoluprace s CK Orbix, Exim Tours a
CEDOK je miiZete Eerpat nasledovné.

ORBIX

CK Orbix zprostfedkovava zajezdy nékolika
ceskych ale i némeckych €i rakouskych ces-
tovnich kanceldfi. V pripadé, Ze si objed-
nate zajezd u nékteré ze spolupracujicich
cestovnich kancelafi prostrednictvim CK
Orbix, ziskate slevu 3% ze zakladni ceny
zajezdu. Uvedend sleva se vztahuje také na
spolucestujici osoby a plati jak pro katalo-
gové tak pro ,last minute” nabidky. CK Or-
bix déle zaméstnanciim nabizi slevu 5% na
jazykové pobyty z nabidky Student Agency.

Spolupracujici cestovni kancelaie s
CK Orbix:

Alex, Alexandria, Apollon, Canaria Travel,
BLUE SKY Travel, Cedok EMMA, ESO,
EXIM tours, Firo tour, Mayer&Crocus, Ne-
ckermann, Nev-Dama, Plustour, Red Green
Tours, Redok, Ruefa reisen, Time travel,
Tusla, VTT, WORLD Travel. Rakouské a né-
mecké CK: TUI, Gulet, Airtours, THOMAS
COOK, Neckermann reisen, DERTOUR, Me-
ier’s, ITS Billa Resisen, Jahn Reisen, FTI,
1-2 Fly, ADAC.

Kontakt: Stanislava Slavikové,

tel: 542 541 571, zajezdy@orbix.cz

EXIM TOURS

Slevu 11% z ceny béZného zajezdu a 8% na
Llast minute” Ize uplatnit na pobockach CK
Exim Tours po predloZeni zaméstnanecké
ID karty. Uvedené slevy plati také na jedno-
ho rodinného pfislusnika.

Kontakt: Eva LaStovickova,

tel: 731 598 539, hyundai@orbix.cz

CEDOK

Zaméstnanci, ktefi maji sjednano penzijni
pfipojisténi u CSOB, mohou vyuZit slevu 7%
ze zakladni ceny pobytovych zajezd(, dale
vrezimu last minute” k leteckym zéjezdim
slevu 500 K¢ a k autokarovym zajezddm
300 K¢ za osobu. Sleva se vztahuje pouze
na zéjezdy z vybranych katalogti CEDOK.
Slevu Ize uplatnit na pobogkach CK CEDOK
po predloZeni smlouvy na penzijni pfipojis-
téni CSOB a zaméstnanecké ID karty.
Kontakt: Veronika Tich4,

tel: 596 121 363, veronika.ticha@cedok.cz

UPOZORNENI: Uvedené slevy nelze
kombinovat se slevami za véasny nakup a
dalSimi  zvyhodnénymi nabidkami. Pokud
si objednate zajezd s CK CEDOK & Exim
Tours prostiednictvim spolecnosti Orbix,
ziskate pouze 3% slevu! Vice informaci o
nabidkach jednotlivych cestovnich kanceld-
ff naleznete na Intranetu/Benefits/Cestovni
kancelare.

Did you know that as an HMMC

: employee you may utilize discounts for
: travelling with specific travel agenci-
. es? Such advantages are available
: for employees after probation period.
: They result from the cooperation with
: Orbix, Exim Tours and CEDOK travel
: agencies and offer the following:

: ORBIX

: Orbix travel agency arranges tours of se-
: veral Czech, German and Austrian travel
agencies. In case you order a tour at some
* of the cooperating agencies via Orbix travel
: agency, you shall get 3% discount from the
basic price. This discount shall be applied
* also on co-travelling persons, being valid
: both for catalogue tours and “last minu-
te” offers. Orbix agency also provides 5%
* discount for language stays organized by
: Student Agency.

: Agencies Cooperating with Orbix:

¢ Alex, Alexandria, Apollon, Canaria Travel,
: BLUE SKY Travel, Cedok EMMA, ESO,
* EXIM tours, Firo tour, Mayer&Crocus,
. Neckermann,
: Green Tours, Redok, Ruefa reisen, Time
. travel, Tusla, VTT, WORLD Travel._German
. and Austrian agencies: TUI, Gulet, Airtours,
: THOMAS COOK, Neckermann

Nev-Dama, Plustour, Red

reisen,

DERTOUR, Meier’s, ITS Billa Resisen, Jahn
: Reisen, FTI, 1-2 Fly, ADAC.
. Contact: Stanislava Slavikova,

tel: 542 541 571, zajezdy@orhix.cz

EXIM TOURS

After submitting your ID card at CK Exim
Tours branch you may get 11% discount
from a common tour price and 8% discount
from “last minute” tour price. The discounts
above are valid also for one relative.
Contact: Eva LaStovickova,

tel: 731 598 539, hyundai@orbix.cz

CEDOK

Employees, who have pension insurance
concluded at CSOB, may use 7% discount
from the basic price of tours, 500 CZK dis-
count from the “last minute” tours (per
person) and 300 CZK discount from the bus
tours (per person). The discount refers only
to the tours from specific CEDOK catalo-
gues. You just need to submit your ID card
and CSOB pension insurance contract.
Contact: Veronika Ticha,

tel: 596 121 363, veronika.ticha@cedok.cz

NOTE: The discounts mentioned above
cannot be combined with discounts for ear-
ly purchase or with other favorable offers.
Remember that if you order a tour with
CEDOK or Exim Tours agency via Orbix, you
will get just 3% discount! More informati-
on about offers of respective travel agenci-
es can be found on the Intranet in Benefits
section, Travel Agencies.
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Tipy na vikendy // Weekend Tips

Ivo Petr - Jordansko 19.2. (18:00) Kiub Atlantik
Masopust na hradé 20. 2. (10:00 - 16:00) Slezskoostravsky hrad lidové zvyky, pisné a tance
W nkowce X FBK| 20. 2. (17:00) Méstska sportovni hala Dubina utkani florbalové Fortuna extraligy
Boleslav
Pohadkovy karneval m Diim kultury Akord Ostrava Zabreh Akce pro déti

KryStof - T-Music Tour2010 | 26.2.(20000 | CEZArema [  komcert/ |
BK NH Ostrava X BK Dééin 21.2.(17:30) utkani Matonni NBL /

Georges Bizet - Carmen 21.2.(19:00) RRadlounnalDyoreRs
Vila Amalka 28. 2. (10:00, 15:00) Divadlo loutek Ostrava détské predstaveni
m 6. 3. (20:00) Kulturni diim K-Trio Diskotékové hity 70. - 90. let

Adolphe Adam - Giselle |  7.3.(17:00) | Divadlo Jifiho Myrona /

[ | | i
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Védeéli jste, ze ...?
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Autorem je zaméstnanec HMMC // Prepared by an HMMC Employee

Hyundai je Eislo jedna v Turec- :
ku. Spolecnosti se zde vibec poprvé :
podafilo obsadit nejvyssi pricku v ka- :

tegorii osobnich vozd. Velkd poptav-

Hyundai sesadit z vrcholu Renault,

trhu ve vySi 16,4%.

HMMC News: vydava Hyundai Motor Manufacturing Czech, s.r.o. pro zaméstnance spole¢nosti
Adresa: Priimyslova zona Nosovice, Nizni Lhoty 700, 739 51, Ceska republika, tel.: +420 596 141 660, fax: +420 596 141 901, www.hyundai-motor.cz

Evidenéni ¢islo: MK CR E 18145

www.hyundai-motor.cz

@& HYUNDAI

Hyundai is number one in
Turkey. The company topped
the Turkish passenger vehicle

market for the first time ever.
ka po jejich malych autech pomohla :

A strong demand for its small

: cars helped Hyundai unseat
ktery se na pozici nejvétsiho prodejce :
automobild v této zemi drzel 11 let. :
Prodeje automobilky Hyundai za rok :
2009 v Turecku poskoCily o zévrat- :
nych 112% na 60,645 vozil. Tento v- :
sledek predstavuje podil na mistnim :

Renault as the biggest car sel-
ler in the country in 11 years.
Hyundai's 2009 sales in Turkey
leaped a huge 112% to 60,645
units. This represents a local
market share of 16.4%.
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