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Global Social Contribution Activities 
All HMC offices and facilities located worldwide are 
conducting social contribution activities in areas includ-
ing social welfare, education support, environmental 
protection, and sports to promote balanced develop-
ment of in the communities in which we operate, and 
to become respected members of those communities.

Common Social Contribution Activities 
•	 “Looking for Three-Leaf Clover” Initiative
In order to fulfill its responsibility as an automobile 
manufacturer, HMC decided to expand its support 
scheme for the children of automobile accident vic-
tims. HMC offices in Africa, the Middle East and East-
ern Europe formed partnerships with relevant NGOs 
in the respective regions. The programs include grant-
ing wishes and tour programs for the children. Select-
ed children in Egypt and Azerbaijan had their wishes 
granted, and selected children in Syria and Jordan re-
ceived support for a pilgrimage to Islamic holy sites. In 
Iran, we provided support for education and medical 
services, as well as a living expense subsidy for select-
ed children.

•	 The Global Campaign for Eradication of Poverty
On the International Day for the Eradication of 
Poverty(Oct. 17, 2009), HMC launched the Global 
Campaign for the Eradication of Poverty in all major 
operation sites in countries including Korea, the U.S., 
Germany, China, India and the Czech Republic. The 
employees participated in the ‘White Band Campaign’ 
by wearing white wrist-bands to raise public aware-
ness. Banners with the campaign slogan were hung 
over the major overseas plants and offices. Employees 
also organized fund-raising activities and signed spon-
sorship agreements for supporting children of low in-
come countries. The Happy Move Global Youth Volun-
teer Corps also organized a poverty experience event 
to raise awareness on global poverty issues. 

In the future, HMC plans to focus on the con-
struction of dormitories, donations of school desk and 
chairs, and scholarship support for impoverished chil-
dren in the future. 

Social contribution activities by Conutries
•	 India 
Hyundai Motor India(HMI) established the Hyundai 
Motor India Foundation in 2006, to support develop-
ment of Indian communities and conduct social con-
tribution activities including education, art and culture 
support, donations and volunteer activities. The foun-
dation has been donating educational equipment and 
materials to local schools, and operates mobile medi-
cal centers to provide free medical services. 

The foundation also established the Hyundai Traf-
fic Volunteer Service Corp and the Hyundai Driver 
Training School, which created quality jobs for local 
youths and contributed to improved traffic safety. It 
also sponsored the establishment of dormitory facili-
ties for the industrial skill training center operated 
by the Indian government. HMI made contribution in 
our donation activities with its donation of desks and 
chairs for public schools. Between 2007 and 2009, 
HMI donated 10,000 sets of desks and chairs for 
school children and achieved our initial goal. The desks 
and chairs are made using recycled wood from the 
wooden boxes from packaging, which make the dona-
tion not just socially beneficial, but also environmentally 
friendly.

•	 China
Beijing Hyundai Motor Company(BHMC) is providing 
support for environmental and education initiatives in 
local communities in China. For example, we are pro-
viding financial support and employee volunteer servic-
es for the ‘Hyundai Green Zone China’ project. BHMC 
also sponsored the production of a documentary film, 
titled ‘Sabyun’, on the positive impact of the project. 
BHMC also organized a fund-raising bazaar event 
and used the funds to purchase computers for under-
privileged children. BHMC also sponsored screenings 
of public campaign movies for pre-college school stu-
dents and held a debate program for college students 
in the Beijing area. BHMC also provided disaster relief 
in support of Longnan city in Gansu which suffered 
from record snow. We also provided vehicles for VIPs 
in support of local events.

•	 US
‘Hope on Wheels’ pediatric cancer patient support 
program | ‘Hope on Wheels’ is a pediatric cancer-
patient support program launched by Hyundai Motor 
America(HMA) in 1998. Currently, 780 dealers are 
making contributions to the program. The program has 
two main activities including the ‘Hope on Wheel tour’ 
which focuses on raising funds and awareness of the 

program, and the ‘Hyundai Scholars’ program which 
provides grants for pediatric cancer researchers.
‘Climate Grant’ | The ‘Climate Grant’ is a relatively 
new program designed to promote reforestation. HMA 
launched its first ‘Climate Grants’ program which was 
designed to offset greenhouse gas emissions. Peru, 
Mozambique and Kenya were selected for the offset 
program that provides forest protection and refor-
estation. Additionally, HMA also announced the ‘Gen-
esis Forest project’ in Tocantins, Brazil along with the 
launch of the Genesis model in the U.S. market. The 
project will be carried out for the next 40 years and 
will contribute to the protection and creation of 3,000 
acres of rainforest.
Alabama Shakespeare Festival Sponsorship | Hy-
undai Motor Manufacturing Alabama(HMMA) is one of 
the major sponsors of the Alabama Shakespeare Fes-
tival, which is one of the three largest cultural events 
in Montgomery, Alabama. HMMA began sponsoring 
the event soon after it became a part of the Mont-
gomery community. Classic children’s plays including 
Beauty and the Beast, Peter Pan, and the Three Mus-
keteers were produced through HMMA’s support. In 
2009, HMMA provided funding for a production of the 
Christmas Tales. 

2009 Campaign for Eradica-
tion of Poverty
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Participation on Fund-raising Walks | HMMA em-
ployees are actively participating in fund-raising walk-
ing events. They participated in the ‘March of Dimes’ 
for promotion of child’s health and improved treatment 
and prevention of infantile paralysis, as well as in the 
‘Walk for Babies’. HMMA employees also participated 
in the ‘Walk of Life’ for breast cancer patient support 
and the ‘Heart Walk’ for awareness-raising on preven-
tion of heart diseases.
Habitat for Humanity Sponsorship | HMA and 
HMMA are sponsors of ‘Habitat for Humanity,’ an in-
ternational NGO specializing in the provision of hous-
ing for underprivileged citizens. In addition to financial 
support, the employees and their families contribute as 
volunteer workers for the actual construction of new 
homes for beneficiaries including the disabled, senior 
citizens and low income families

•	 Turkey
Education support is Hyundai Assan Otomotive Sa-
nayi Ve Ticaret A.S.(HAOS)’s priority social contribution 
focus in Turkey. We established the ‘Hyundai Torches’ 
Scholarship Program and have provided financial sup-
port for 80 students as of 2009. HAOS also launched 
the ‘Memorial Forest’ project for the protection of local 
forest. In addition to financing the project, HAOS em-
ployees contributed by planting trees.

•	 Czech Republic
Hyundai Motor Manufacturing Czech Republic(HMMC) 
has launched social contribution activities in wide-
ranging areas including sports, arts, cultural events and 
educational support. For example, HMMC are support-
ing young athletes on youth soccer teams as an offi-
cial sponsor. HMMC also sponsored traditional cultural 
festivals as well as ‘Czech-Korea Day’ events. During 
Saint Nicholas’ day, which is equivalent to Christmas 
in the Czech Republic, HMMC employees visited lo-
cal schools, gave away gifts and stationery, and hosted 
parties for the locals, which significantly boosted the 
festivity of the season.

Jae Man Noh
President, Beijing Hyundai Motor Company (BHMC)

The Chinese automobile market is growing fast as one of the largest mar-
ket in the world. How is BHMC doing in terms of its market share in this 
fast-growing market? 

Lots of people predicted a pessimistic future when HMC created BHMC with Beijing Auto 
in October 2002. There were three reasons for those negative views. First, Korean automobiles 
had an unfavorable reputation for bad quality because Korean cars sold in China during early 
1990’s had quality problems and the companies handled the issues poorly. Secondly, there was 
some skepticism about Beijing Auto because of its mediocre business performance during its 
40 years of history. Lastly, there were so many other global automakers established in the mar-
ket already and many expert thought it was simply too late to enter the market.

However, BHMC proved its potential by producing its first vehicle, the EF Sonata within two 
months of its establishment. In its first year of full operations in 2003, BHMC sold 52,000 EF So-
natas. As of 2009, BHMC’s annual production capacity has increased to 600,000 units. Overall 
sales in China increased to over 570,000 units, making BHMC a major player in the market. 

BHMC managed to become a major competitor in the market along with 
top global automakers in a relatively short period of eight years. 
What is the secret behind its fast growth?

Localization in four management areas, namely products, quality, brand image and sales was 
the key to our success. As a late comer to the market, we needed a great effort to rebuild our im-
age as a manufacturer of high-quality automobiles that are tailored to local consumers. That is 
why we strategically selected the mid-sized Sonata that already had a proven track record as the 
first model to be produced and marketed in China. After establishing a good brand image as 
an upscale brand, we began manufacturing more compact vehicles including the Elantra as the 
second model. In 2004, we achieved combined sales of more than 144,000 in 2004, with only 
two models, which placed BHMC as the fifth largest automobile company in China in only 
our third year of operation.

In addition, we were determined to ensure high product quality by inducing our trusted 
suppliers to establish their own operations in China and by investing significant resource to 
address quality issues and earn the trust of Chinese customers. I also think that our company 
name, which includes ‘Beijing’, carries a certain positive feel as the capital of China and has 
helped us appeal to customers through that positive image. We also made a significant effort to 
manage our dealership with the 4S initiative. The 4S program stands for ‘Sales, Service, Survey 
and parts Storage’ and it was established to alleviate concerns within the after-sales service net-
work. We also provided support to motivate each dealer to strive to penetrate the market.

However, the most important factor in our success was the extensive support from HMC 
to foster BHMC as a strategic center of BHMC’s global operations, as well as organic collabo-
ration with our local partners and the collaboration with the worker’s union in allowing flex-
ible production in response to changing market demands. 

A strong partnership with local communities is often essential in ensuring 
strong growth. What is BHMC’s social contribution plan for strengthening 
its link with the local community?

‘Be a respected corporate citizen by contributing to the better life of Chinese citizens’ is the BH-
MC’s motto for its social contribution activities, and we are focusing on three core areas including 
educational support, environmental protection and disaster relief. In terms of educational sup-
port, we are operating a scholarship scheme and are providing computers and vehicles for educa-
tional use. For environmental protection, we are focusing on tree planting in the Beijing area to 
convert areas in the local environment damaged by industrialization into green zones. We are also 
supporting tree planting in Inner Mongolia to assist in the prevention of desertification.

 Disaster relief is another important social contribution area especially with the recent in-
crease in large scale natural disasters in China. In 2003, we provided free vehicles to aid the 
SARS management effort. Other disaster relief activities have included the provision of a relief 
fund and vehicle support for earthquake victims in Sichuan and the provision of tents for tem-
porary shelters in Waisha, Chenghai. BHMC will continue to increase its social contribution 
activities in order to become a respected company in the eyes of the Chinese public and will 
continue its growth in conjunction with the local community. 

BHMC will continue 
to increase its social 
contribution activities in 
order to become a respected 
company by the Chinese 
public and continue its 
growth along with the local 
community.

interview
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not perform verification of the overall report preparation, it did conduct a detailed review close to the 
level of verification. 

The committee reviewed a draft of the report and provided opinions in its first meeting. The sec-
ond committee meeting comprised of interviews with management and employees, as well as on-
site due diligence of 25 teams within nine division, including the Business Strategy Planning Group, 
the Finance Division, the Sales and Planning Division across the head office, the Ulsan plant, and 
the research institute. On-site due diligence focused on the report preparation process, the credibil-
ity and accuracy of the report’s contents, and the sustainable management system. The third meet-
ing was convened to review the second draft of the report based on the first two meeting’s out-
come. Draft of the review opinion was prepared after the third meeting and was finalized following 
discussions and consensus-building in the fourth meeting.

Review Result and Recommendations 
General 
In general, the 2010 HMC Sustainability Report is systematically organized and well describes the 
company’s direction in terms of sustainable management. The company’s setting up an independent 
committee for a verification-level review of the report for two consecutive years speaks to the sin-
cerity of its commitment to improving the reliability of its report. 

This year’s report is impressive in that various stakeholder engagements were used to identify 
key issues and that the company’s activities are described in a very systematic manner. However, 
there needs to be more explanation about the impact and importance of the selected material is-
sues on the company and its sustainability.  

•	 Sustainable management status
Overall governance for sustainable management is well established, i.e. UN Global Compact, CSR 
Committee, stakeholder dialogues, and the Ethics Committee. However, there seems to be little lack 
of understanding about sustainable management in a few areas and the company is therefore ad-
vised to strengthen relevant staff training. In addition, given the social significance of the CSR Com-
mittee, we expect more detailed descriptions of its activities in the next report. 
 
Financial performance 
Financial performance of HMC, in general, has improved compared to the previous year and relative 
to its competitors despite the global economic recession. Although the overall sales declined very 
slightly due to reduced export volume, while operating income increased significantly, showing im-
provements in profitability. 

HMC continues to strengthen stakeholder engagement endeavors at various levels, including re-
ports, dialogues, and partnerships. In 2007, for the first time in Korea, it set up an Independent Com-
mittee for Sustainability Report Review and included the review outcomes in its report. In 2008, the 
company organized a stakeholder dialogue to facilitate communication between its management 
and the stakeholders. In 2009, the Sustainability Report Verification Committee (hereinafter referred 
to as “the committee”) was put together for a more robust and systematic review of the report. The 
second year the committee was put into action was 2010.

Committee Objective  
The objective of the committee is to perform an independent and comprehensive review of the 
2010 HMC Sustainability Report and all related activities, as well as to present recommendations 
for future improvements. 

Principles of Review 
To achieve the aforementioned objective, the committee applied the AA1000 Accountability Prin-
ciples Standard (“AA1000APS”) and referred to GRI G3 Guidelines for committee operation and 
opinion formulation.
The three principles of AA1000APS are as follows.
•	 �Foundation Principle of Inclusivity : are stakeholders engaged in the organization’s strategic re-

sponse to and execution of sustainability obligations? 
•	 �Principle of Materiality : are issues relevant and important to the organization and stakeholders be-

ing addressed? 
•	 �Principle of Responsiveness : are stakeholder issues that impact sustainable management per-

formance being addressed? 

Scope of Review 
The scope of the review conducted for effective opinions includes the following.
•	 �Contents of the 2010 Sustainability Report 
•	 �Content selection process for the 2010 Sustainability Report
•	 �Strategies, processes, management systems and activities of HMC related to the report 

Committee Operation and Activities 
All activities of the committee were based on its operating guidelines. The committee was run inde-
pendently by the Business Institute for Sustainable Development, with its members presenting opin-
ions in individual capacities, not as representatives of their organizations. Though the committee did 
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This report is particularly informative as it details the company’s growing economic status as a 
global player. Description of improvements in the global production system includes status, capaci-
ties, and contributions of the overseas plants, while global sales figures are broken down into re-
gional contributions. Management performance data is supported by background information for 
better understanding of the stakeholders. 

However, lack of a detailed description on long-term strategic response to the management en-
vironment leaves room for improvement. In other words, more specific information on the company’s 
projections of the global market changes in the next two to three years and the basis for the projec-
tions, as well as its scenarios and strategies would be very helpful in understanding and predicting 
the company’s financial performance in a mid-to-long term perspective. Another area of regret is 
the discussion of quality management. While the report highlights only the customers, internal and 
external stakeholders should also be brought into the picture, as they are impacted by the approach. 
More detailed explanations of the status of quality management would be desirable.

Environmental performance 
This report classifies the company’s environmental management activities into climate change, use 
of sustainable resources, hazardous materials, air quality, and biodiversity. Climate change, one of the 
most important global concerns, is covered with a sufficient amount of in-depth information. In par-
ticular, greenhouse gas reduction methodologies are identified for each stage of the entire vehicle 
process and the company’s endeavors and outcomes are disclosed with qualitative and quantitative 
data. For instance, the report introduces Blue Drive, the company’s low-carbon green technology de-
velopment scheme, and provides status on futuristic vehicle development projects such as electric 
and hydrogen vehicles. Such information goes beyond simply addressing stakeholder curiosity but 
builds trust in the future of HMC. It will be good to a have broad description of any impact the com-
pany’s R&D has on the national energy system or local energy consumption, as well as of any joint 
research projects with other public or private organizations.

One area for improvement is that currently the report only indicates aggregate environmental 
data, including emissions, at a company level. However, given the global, as well as the local, nature 
of environmental concerns, disclosure of more specific data by business site would be desirable.  
Systematic collection and accumulation of diverse and accurate data at the production sites is im-
portant for obtaining reliable environmental information. Through on-site due diligence during the 
verification period, we were able to witness the company’s systematic management of environmen-
tal data, and we look forward to reading more about the company’s environmental information man-
agement system in the future reports. 
Social performance 

•	 HR organization and education 
HMC is stepping up efforts to ensure fairness in HR decisions, to introduce a rational compensation 
system, to collaborate with the UN Global Compact for human rights protection, talent development, 
welfare improvement, and health and safety enhancement. The company also recognizes employees 
as important assets for corporate growth. However, explaining the link between its HR policies and 
sustainable management would have to come first to create context for the specific activities and to 
enhance reliability.

We also expect to read more about staff diversity programs and progress in addition to the 
company’s ongoing efforts in the area of biodiversity. In other words, the many activities in terms of 
female workers, disabled workers, aged workers, and poor performing employees are not fully de-
scribed in the report. Our recommendation is to aggregate these activities into the framework of so-
cial diversity and to share the progress and future challenges in the next report.  

•	 Labor-management collaboration
The report describes the company’s deep commitment to restoring trust and collaboration between 
labor and management through schemes such as setting up a mid-to-long-term roadmap for labor 
relations improvement, organizing regular dialogues, hosting friendship events, and establishing a 
labor-management experts committee. We would also like to ask the company to share in greater 
detail its exemplary collaboration activities with partner companies. Another recommendation is for 
the company to provide a more specific description of the significant improvements in the quality of 
the management-labor dialogue, achieved by constituting reasonable leadership of the labor union. 

•	 Social contributions
The company’s shift from simple charity to customized programs for various recipients is very mean-
ingful as they aim to make fundamentaand lasting changes in the lives of the beneficiaries. The re-
port also provides a good update of the company’s social contributions in local and overseas arenas. 
We expect to read about more active endeavors linked to the company’s philosophy and vision. 

Conclusion 
Ensuring higher reliability becomes more important than ever for HMC as its brand value and repu-
tation. We advise the company to continue to expand the scope of the report to include sustainable 
management activities in the overseas sites for higher reliability of the report.
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Human rights

Principle 1 Businesses should support and respect the protection of 
internationally proclaimed human rights; and

sustainability 

management 

Sustainability man-
agement structure
� 8~11
Ethical manage-
ment and corporate 
governance� 12~13 

society 

Employees� 55~63 
Customers� 64~70
Suppliers� 71~73 
Local Communities
� 74~81

Principle 2 Make sure that they are not complicit in human rights 
abuses.

HMC fully respects the Universal Declaration of Human Rights, and we 
have established internal policies and devices to promote human rights 
including the ethics charter and the employee code of conduct. Details on 
HMC’s policies and philosophy that are relevant to human rights promo-
tion and personal development support can be found at the company’s 
webpage (http://audit.hyundai.com). HMC’s management philosophy, CSR 
charter, and global environmental management philosophy also support 
HMC’s pursuit of mutual benefit and prosperity with all stakeholders.

Labor Standards

Principle 3
Businesses should uphold the freedom of association and 
the effective recognition of the right to collective bargain-
ing;

society 

Employee� 58

Principle 4 the elimination of all forms of forced and compulsory 
labor;

Principle 5 the effective abolition of child labor; and

Principle 6 the elimination of discrimination in respect to employment 
and occupation.

HMC respects the freedom of association and the right to collective bar-
gaining, and abides the labor laws of the countries in which we operate, 
as well as the International Labor Standards created by the International 
Labour Organization. HMC strictly abides by minimal age requirements 
when hiring new employees, and all HMC employees have joined the or-
ganization of their free will. Employees are compensated fairly for the work 
they have conducted at respective operation sites as stated in the agreed 
terms and conditions of their contract and in conjunction with local laws 
and regulations.

Environment 

Principle 7 Businesses should support a precautionary approach to 
environmental challenges;

sustainability 

management

Environmental 
Management� 9

environment

� 28~51

Principle 8 should undertake initiatives to promote greater environ-
mental responsibility; and

Principle 9 should encourage the development and diffusion of 
environmentally friendly technologies.

HMC fully recognizes the importance of good environmental management 
as a core requirement for success and is fully committed for preemptive 
action to tackle environmental issues. HMC’s proactive stance on environ-
mental issues is clearly stated in the Global Environmental Management 
Policy announced in 2003. This year’s sustainability report contains much 
information on positive achievements due to HMC’s preemptive actions on 
tackling climate change, depletion of natural resources, hazardous materi-
als, and air emissions. HMC is focusing on the Blue Drive initiative that is 
focused on vehicle CO2 emissions and the development and widespread 
use of low carbon green technologies.

Anti-Corruption

Principle 10 Businesses should work against corruption in all its forms, 
including extortion and bribery.

sustainability 

management

Ethical 
management and 
corporate 
governance� 12~13

HMC does not condone corruption in all its forms, including extortion and 
bribery. HMC’s policy against corruption is well stated in the ethics charter 
and employee code of conduct. The purchasing division has established its 
own ethics charter to further discourage corruption. The ethics committee, 
which consists of outside directors, was created in 2007, to increase inde-
pendent monitoring and supervision of transparency in internal business 
transactions and regulation compliance. We are also conducting employee 
training on a regular basis to promote higher internal ethical standards and 
we operate a cyber audit office to minimize corruption.

Such efforts contributed to our ‘AA’ rating on fair trade practices in 
2009, awarded by the Fair Trade Commission, which is the highest rating 
given. In recognition of our good work in fair trade compliance, the Fair 
Trade Commission awarded HMC with the ‘Best’ rating in ‘Implementation 
of Fair Trade Agreements with Suppliers’ category.

No. GRI Indicator Description Page

Strategy and Analysis

1.1 Statement from senior decisionmaker about the relevance of 
sustainability to the organization

4~5

1.2 Description of key impacts, risks, and opportunities 17

Organizational Profile

2.1 Name of the organization 2~3

2.2 Primary brands, products, and services 2~3

2.3 Operational structure of the organization 2~3

2.4 Location of organization’s headquarters 2~3

2.5 Number and names of countries where the organization oper-
ates

2~3

2.6 Nature of ownership and legal form 2~3

2.7 Markets served 2~3

2.8 Scale of the reporting organization 2~3, 24~25

2.9 Significant changes during the reporting period 

2.10 Awards received in the reporting period 88

Report Parameters

3.1 Reporting period for information provided cover, report profile

3.2 Date of most recent previous report cover, report profile

3.3 Reporting cycle cover, report profile

3.4 Contact point for questions regarding the report or its contents 89

3.5 Process for defining report content cover, report profile

3.6 Boundary of the report cover, report profile

3.7 State any specific limitations on the scope or boundary of the 
report

cover, report profile

3.8 Basis for reporting on joint ventures, subsidiaries, leased facili-
ties, outsourced operations, and other entities

cover, report profile

3.9 Data measurement techniques and the bases of calculations cover, report profile

3.10 Explanation of any re-statements of information provided in 
earlier reports

cover, report profile

3.11 Significant changes from previous reporting periods cover, report profile

3.12 Table identifying the location of the Standard Disclosures in the 
report

86~87

3.13 Policy and current practice with regard to seeking external 
assurance

82~85

Governance, Commitments, and Engagement

4.1 Governance structure of the organization 12~13

4.2 Whether the Chair of the highest governance body is also an 
executive office

12~13

4.3 State the number of members of the highest governance body 12~13

4.4 Mechanisms for shareholders and employees to provide 
recommendations or direction to the highest governance body

12~13

4.5 Linkage between compensation for members of the upper 
management and the organization's performance

12~13

4.6 Processes in place for the highest governance body to ensure 
conflicts of interest are avoided

4.7 Process for determining the qualifications and expertise of the 
members of the highest governance body

12~13

4.8 Internally developed statements of mission and principles 8~11

4.9 Procedures of the highest governance body for overseeing the 
management of economic, environmental, and social perfor-
mance

8~13

4.10 Processes for evaluating the highest governance body’s own 
performance

8~13

4.11 Explanation of whether and how precautionary approach or 
principle is addresse

8~13

4.12 Externally developed charters to which the organization sub-
scribes

8~13

4.13 Memberships in associations or International/international 
advocacy organization

88

4.14 List of stakeholder groups engaged by the organization 10, 14~17

4.15 Basis for identification and selection of stakeholders with 
whom to engage

14~17

4.16 Approaches to stakeholder engagement, including frequency 
of engagement

14~17

4.17 Key concerns that have been raised through stakeholder 
engagement

14~17

No. GRI Indicator Description Page

Economic

5.1 Management Approach and Performance Indicators 21

EC1 Direct economic value generated and distributed 22~25

EC2 Financial implications for the organization’s activities due to 
climate change

31~42

EC3 Coverage of the organization’s defined benefit plan obligations 60

EC4 Significant financial assistance received from government

EC5 Range of ratios of standard entry level wage compared to local 
minimum wage

EC6 Policy, practices, and proportion of spending on locally-based 
suppliers

71~73

EC7 Procedures for local hiring and proportion of local senior man-
agement 

55~56

EC8 Development and impact of infrastructure investments and 
services provided

74~81

EC9 Understanding and describing significant indirect economic 
impacts

26~27

Environmental

5.2 Management Approach and Performance Indicators 9

EN1 Core Materials used by weight or volume cover,HMC in figures

EN2 Percentage of materials used that are recycled input materials 45

EN3 Direct energy consumption by primary energy source 40

EN4 Indirect energy consumption by primary sourc 40

EN5 Energy saved due to conservation and efficiency improvements 40

EN6 Reductions in energy requirement as a result of energy-
efficient or renewable energy initiatives

40

EN7 Initiatives to reduce indirect energy consumption and reduc-
tions achieved

39~42

EN8 Total water withdrawal by source 45

EN9 Water sources significantly affected by withdrawal of water

EN10 Percentage and total volume of water recycled and reused 45

EN11 Location and size of areas of high biodiversity value

EN12 Description of significant impacts of activities on biodiversity 51

EN13 Habitats protected or restored 51

EN14 Strategies, current actions, and future plans for managing 
impacts on biodiversity

51

EN15 Number of IUCN Red List species and national conservation 
list species

EN16 Total direct and indirect greenhouse gas emissions by weight 39~40

EN17 Other relevant indirect greenhouse gas emissions by weight 39~40

EN18 Initiatives to reduce greenhouse gas emissions and reductions 
achieved

39~42

EN19 Emissions of ozone-depleting substances by weight 46

EN20 NOx, SOx, and other significant air emissions by type and 
weight

50

EN21 Total water discharge by quality and destination cover,HMC in figures

EN22 Total weight of waste by type and disposal method 45

EN23 Total number and volume of significant spills

EN24 Weight of exported, imported, transported, or treated hazardous 
waste under the terms of Basel Convention Annex

EN25 Identity, size, and protected status of water bodies and related 
habitats

EN26 Initiatives to mitigate environmental impacts of products and 
services

32~38

EN27 Percentage of products sold and their packaging materials

EN28 Monetary value of significant fines for noncompliance with 
environmental regulations

EN29 Significant environmental impacts of transporting products and 
other goods

41

EN30 Total environmental protection expenditures and investments cover,HMC in figures

Social Labor Practices and Decent Work

5.3 Management Approach and Performance Indicators 10~11

LA1 Total workforce by employment type, employment contract, and 
region

55~56

LA2 Total number and rate of employee turnover by age group, gen-
der, and region

LA3 Benefits provided to full-time employees 60

No. GRI Indicator Description Page

LA4 Percentage of employees covered by collective bargaining 
agreements

58

LA5 Minimum notice period(s) regarding operational changes

LA6 Percentage of total workforce represented in formal joint 
management-worker health and safety committees

LA7 Rates of injury, occupational diseases, lost days, absenteeism, 
and fatalities 

62~63

LA8 Programs to assist workforce members, their families, or com-
munity members regarding serious diseases

62~63

LA9 Health and safety topics covered in formal agreements with 
trade unions

62~63

LA10 Average hours of training per year per employee 59

LA11 Programs for skills management and lifelong learning 60

LA12 Percentage of employees receiving regular performance and 
career development reviews 

LA13 Composition of governance bodies and breakdown of employ-
ees per category

55~56

LA14 Ratio of basic salary of men to women by employee category

Human Rights

HR1 Percentage and total number of significant investment agree-
ments that include human rights clauses

HR2 Percentage of significant suppliers that have undergone 
screening on human rights and actions taken

HR3 Total hours of employee training on policies/procedures con-
cerning aspects of human rights 

57

HR4 Total number of incidents of discrimination and actions taken

HR5 Operations identified in which the right to exercise freedom of 
association and collective bargaining

58

HR6 Operations identified as having risk for incidents of child labor 
and measures taken

57

HR7 Operations identified as having risk for incidents of forced or 
compulsory labor and measures taken

57

HR8 Percentage of security personnel trained in the organization’s 
policies or procedures

HR9 Total number of violations involving rights of indigenous people 
and actions taken

Society

S01 Effectiveness of any programs/practices that asses and man-
age the impacts of operations

74~81

S02 Total number of business units analyzed for risks related to 
corruption

S03 Percentage of employees trained in organization’s anti-corrup-
tion policies

12~13

S04 Actions taken in response to incidents of corruption

S05 Public policy positions and participation in public policy devel-
opment and lobbying 

S06 Total value of financial and in-kind contributions to political 
parties politicious related institutions

S07 Total number of legal actions for anticompetitive behavior, anti-
trust, and monopoly practice and their outcomes

12~13

S08 Monetary value of significant fines for noncompliance with 
regulations

 Product Responsibility

PR1 Life cycle stages in which health and safety impacts of prod-
ucts and services are assessed for improvement

68~69

PR2 Total number of non-compliance incidents with regulations 
concerning health and safety 

PR3 Type of product and service information required by procedures

PR4 Total number of non-compliance incidents with regulations 
concerning products and services information & Labeling

PR5 Practices related to customer satisfaction including survey 
results on satisfaction 

64~67

PR6 Programs for adherence to standards and voluntary codes 
related to marketing communications

PR7 Total number of non-compliance incidents with regulations 
concerning marketing communications

PR8 Total number of substantiated complaints regarding customer 
privacy and data losses

67

PR9 Monetary value of significant fines for non-compliance with 
laws concerning the provision and use of products and  
services

Our sustainability report has been written in line with GRI guide-
lines since 2003. The table shows where to find information that 
correspond with each GRI Indicator and provide indications of 
how the contents of the report are in line with the GRI index.
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Memberships and Sponsorships

•	 UN Global Compact, UN Global Compact Korea Network

•	 Business Institute for Sustainable Development 

•	 Korea Environmental Management Association

•	 Korea Society for Life Cycle Assessment

•	 Boston College Center for Corporate Citizenship

•	 The 3rd C40 Large Cities Climate Summit

•	 UNEP Tunza International Children and Youth Conference on Environment

•	 2010 B4E (Business for Environment)

List of Awards Received 

Korea �	 •	 � ‘Best’ rating in ‘Implementation of Fair Trade Agreements with 

Suppliers’ in 2009, awarded by the Fair Trade Commission

�	 	 	 •	 �Prime Minister’s Award at the First National Green Tech Awards 

(Feb. 2010) for the development of LPi hybrid system

US	  	 •	 Highest score on the ‘2009 Initial Quality Survey’ by JD Power

	 	 	 •	 �Selected as the ‘Most Reliable Auto Company’ by the  

Consumer Reports

	 	 	 •	 �Genesis wins ‘2009 North American Car of the Year’ at the 

North American International Auto Show

�	 	 	 •	 Tau Engine - ‘Ward's 10 Best Engines’ award

�	 	 	 •	 Sonata - ACEEE's “Green Choices 2010” 

	 	 	 •	 Sonata and Elantra - ‘Fuel Economy Leaders’ by EPA 

UK 		 •	 i30 - the ‘Most Satisfying Car in Britain to Own’  

China	 •	 �Yuedong (Elantra) and Tucson - ranked first in customer 

satisfaction rating in 2009 survey by the China Association for 

Quality

India	 •	 HMI - ‘2009 Automaker of the Year’ by NDTV Car & Bike India 

	 	 	 •	 �i10, Getz and Accent - Highest customer satisfaction rating in 

2009 TNS Automotive survey

2002/2003  	 Sustainability Report 

2003/2004  	 Sustainability Report 

2005 	 Sustainability Report 

2006 	 Sustainability Report 

2007 	 Sustainability Report 

2008 	 Sustainability Report 

2009 	 Sustainability Report 

Reference Materials

CONTACT INFORMATION 

Hyundai Motor Company 
Environmental Strategy Planning Team, 

Business Strategy Planning Group

Address 	 �231 Yangjae-dong, Seocho-gu, Seoul, 

Korea (137-938)

TEL		 82-2-3464-2163~4

FAX 	 82-2-3464-8796

e-mail 	 woogi@hyundai.com

website 	 www.hyundai.comThis report was printed on environmental friendly papers using soybean-based ink.




