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The World of Cole

We guarantee the world's\best B

priced to reflect their true value)\ N
at absolute peak freshness, withfriendly,
knowledgeable serviggalways,

McDonald's

-



http://kr.rd.yahoo.com/search/theme/restaurant/?http://www.bennigans.co.kr/
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@ "Highest Ranked Entry Midsize Car
| in Initial Quality” - 7.D. Power

e

| Learn More ==

Smart Choice

The 2004 Hyundai Sonata is among the best-

equipped cars in its segment, engineered to be

reliable, enjoyable to drive, and appealing to
the eye. With its elegant exterior design, high
level of standard equipment and safety
features, surprisingly large amount of interior
room and America's Best Warranty™, the
Hyundai Advantage™, Sonata is the smartest
choice in the midsize category.

HYUNDAI ADVANTAGE™
AMERICA’S BEST WARRANTY™

10 Year/100,000 Mile Powertrain Protection,
S Year/60,000 Mile Bumper-to-Bumper,
S Year/Unlimited Miles 24-hour
Roadside Assistance

CHAI 2 zero sum game

By B

SONATA

Starting at $15,999

Current Rebates and Incentives
Click Here to See Program Details >

2004 Sonata

$2,000 Manufacturer's Rebate
L QR
0.0% for up to 60 months
—OR—
Lease for $199/month

see dealer for details
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Value Chain
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