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Hay que prever el futuro,
tomar decisiones y acertarlas

“You must foresee the future, take
decisions and get them right”

Figura esencial para entender el desarrollo de la industria proveedora de
automocién en Espafia, José Maria Pujol, presidente de Ficosa, rememora,

desde los valores, una excepcional trayectoria profesional . / A key figure for
understanding the development of the automotive supplier industry in Spain, José Maria
Pujol, president of Ficosa, looks back on an exceptional professional career.
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~— utoRevista.- ;Cuales son sus mas intensos re-
A cuerdosy vivencias del origen del proyecto

que ha fructificado en lo que hoy es Ficosa?

José Maria Pujol.- Vamos a cumplir 70 afios
— en2019.Misvivencias de aquella épocaenla
que naciamos se resumen en primero, ser; después sofar; y
siempre con los ojos abiertos y los pies en el suelo. Primero,
uno tiene que encontrarse a a si mismo. Hace 70 afios, yo era
un crio de 15 afios y entonces no era consciente de ello, pero
estaba buscando saber qué queria ser, conocer en qué tipo
de trabajo disfrutas y te realizas. A partir del momento en
que te encuentras, hay que soflar siempre, pero como he di-
cho, con los ojos abiertos y los pies en el suelo.

AR.- ;Como fue evolucionando un pequeiio taller al ritmo
delaincipiente industria de automocion en los afios 50?
J.M.P.- Empezamos con un taller en el que trabajabamos tres
personas con una competencia nacional potente, donde so-
bresalia el principal dominador del mercado, Castellén SA,
una magnifica empresa. Entonces, SEAT se estaba gestan-
do y buscaba proveedores nacionales, como requisito de la
época. Acudimos a una reunioén con SEAT ala que fui con mi
padre, antes de la cual el responsable de Compras de SEAT
se habfa reunido con Castelldn SA. Nos dijo que nuestro
competidor nos habia despreciado. Aquello fue unaleccidn,
porque aprendimos siempre debes considerarte pequefio y
nunca debes creerte mas de lo que eres. Nunca hay que des-
preciar a nadie.

AR.- Trasla progresiva consolidacién de Ficosa en Espa-
iia, ;como afronta la compaiiia la globalizacion cuando
laacometid enlos afios 90?

J.M.P.- En Ficosa trabajamos con el lema de que “hay que
prever el futuro, tomar decisiones y acertarlas”. La inter-
nacionalizacién es una consecuencia de esa filosofia. El pri-
mer pais al que fuimos fue Portugal, después de habernos
implantado en Bilbao, Madrid, Sevilla, Valencia.. Podiamos
hacerlo de la misma manera. No conocia el pais y fuimos alli
con otro principio fundamental: “no se puede hacer nada
sin el hombre”. Buscamos al hombre y encontramos a un
ingeniero portugués, al que convencimos para incorporar-
lo anuestro proyecto. Empezamos alli igual que habiamos
hecho en Espafia. Con tres personas, Manuel, que asi se lla-
maba, empez6 a trabajar en un garaje de una casa de vecinos
en Oporto. Yo le dije el primer dia: “Lo masimportante es

tu proyecto. No estas supeditado a Pujol y Tarragd. Crea tu
proyecto, con todo nuestro apoyo, y haz tu camino. Cuando
vengaaverte me quitaré mi sombrero espafiol y me pondré
el sombrero portugués”. Trabajo6 con tanto entusiasmoy
dedicacion, que empezd a buscar proyectos en Francia o en
Italia con Fiat, y nunca lo desautoricé.

AR.- ;Cuando se produce el proceso de expansion a
otros paises?

J.M.P.- Volviendo a nuestra idea de prever el futuro, cuando
se constituyo Ficosa con su denominacién actual en los afios
80, desfamiliarizamos la compaiiia, incluyendo a nuevos ac-
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utoRevista.- What are your biggest memo-
ries and experiences from the early days of
the project that has given rise to whatis to-
day Ficosa?

José Maria Pujol.- In 2019 we will celebrate

A

our 70th anniversary. My experiences of that time, when

we started out, consist firstly of being, then dreaming, al-
ways having my eyes open and my feet on the ground. First
off, one needs to find themselves. 70 years ago I was justa
15-year old kid and I wasn’t aware of that, butI was trying
to find out what [ wanted to be and know what type of work
I enjoyed, and then it dawns on you. From that moment
onwards, you have to keep on dreaming. Butas [ have al-
ready mentioned, with your eyes open and your feet on the
ground.

AR.- How did such a small workshop evolve in line with
the emerging automotive industry in the 1950s?

J.M.P.- We started out with a workshop in which three peo-
ple worked. There was a lot of competition on a national
level, led predominantly by Castellén SA, a magnificent
company. At the time, SEAT was taking shape and looking
for national suppliers, as arequirement at the time. We had
ameeting with SEAT that I went to with my father, before
which SEAT’s head of purchasing had met with Castellén
SA. They told us that our competitor had disregarded us,
and that was a lesson, because we learnt that you should
always think of yourself as small and not believe in yourself
too much. You should never disregard anybody.

AR.- After the progressive consolidation of Ficosa in
Spain, how does the company address globalisation
having overcome itin the ‘90s?

J.M.P.- At Ficosa we work with the motto “you must

foresee the future, take decisions and get them right”.
Internationalisation is a consequence of that philosophy.
The first country that we went to was Portugal, after hav-
ing established ourselves in Bilbao, Madrid, Seville and
Valencia, and we were able to do it in the same way. [ didn’t
know the country and we went there in line with another
key principle: “Nothing can be done without people”. So, we
looked for the people and found a Portuguese engineer who
we convinced to join our project. We started out there the
same as we had done in Spain. With three people, Manuel,
as he was called, started to work in a garage of a residential

EN FICOSA NO HAY UN UNICO LiDER, TODOS
SOMOS LIDERES. ESTO ESTA EN LA GENETICA
DE LA COMPANIA DESDE LA RECEPCIONISTA
AL PRESIDENTE / AT FICOSA THERE ISN'T JUST
ONE LEADER, WE'RE ALL LEADERS. THIS IS
IN THE DNA OF THE COMPANY, FROM THE
RECEPTIONIST TO THE PRESIDENT
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HAY UNA FRASE DE KONOSUKE MATSUSHITA
QUE SUELO DECIR EN MI EMPRESAY A LOS
DIRECTIVOS DE PANASONIC. LA FRASE DICE: ‘LO
VIEJO MUERE Y LO JOVEN CRECE'/ “THERE'S A
PHRASE FROM KONOSUKE MATSUSHITA THAT |
OFTEN REPEAT WITHIN MY COMPANY AND TO
PANASONIC EXECUTIVES, THAT “THE OLD DIES
AND THE YOUNG GROWS”

cionistas. Les planteé el proyecto de ir a Europa. Me decian
que no veian una peseta de dividendo, pero sila continua
creacion de fabricas en Espafia y que ahora les hablaba de
conquistar Europa, respecto a los que les afiadi que iba a ser
un desafio muy duro, una guerra que no sabia si ganariamos
ono. Les adverti que Espafia entraria un dia en el Mercado
Comun. Nosotros ya eramos lideres destacados en nuestro
producto en Espafia. La estrategia consistia enir a Europa
antes de que nuestros competidores europeos vinieran a
Espafia, pero para ello era preciso incrementar las inversio-
nes. Les dije que no sabia si ganariamos, pero que ibamos
adisfrutar mucho. Uno de los accionistas, buen amigo mio,
prefirié abandonar la compaiiia.

Abrimos oficinas en Francia, Alemania e Inglaterra, con las
razones sociales en los idiomas de cada uno de los paises. En
Francia éramos franceses, en Alemania, alemanesy en In-
glaterra, ingleses. [bamos montando las filiales sin pedidos
y los clientes ya estaban abastecidos por sus proveedores
locales. Ha costado mucho trabajo, pero hemos triunfado.
Cuando Volkswagen adquiri6 SEAT, de la que éramos pro-
veedores, exigi6 de algunos componentes la norma de ho-
mologacién Baumuster, requisito obligatorio para sus sumi-
nistradores en Alemania.

Conseguimos homologarnos segin la Baumuster, pero nos
enteramos de que habia una diferencia de precio en com-
paracion a nuestra competencia. Me reuni con el maximo
responsable de Compras en este tipo de producto en Wolfs-
burgal que pedi una oportunidad. Me dijo que Volkswagen
no nos compraria naday que nuestra competencia se ibaa
instalar en Espafiay nos iba a aniquilar. Les respondi que
esperaba que Volkswagen pudiera probarnos como provee-
dor algtin diay que la competencia alemana en Espafia seria
bienvenida. Hoy Volkswagen es nuestro primer cliente a
nivel mundial.

AR.- Trasla europeizacion, llegoé la globalizacion.
J.M.P.- Tras superar la proyeccién en Europa que fue un au-
téntico via crucis, fuimos conscientes de que el futuro era el
mundo y se repitio la historia en unos procesos que requie-
ren una dedicacién de dia a dia. Ahora estamos en China,
India, Estados Unidos, Argentina, Brasil, Turquia, siempre
con la misma filosofia: prever el futuro, tomar decisiones y
acertarlas. Y siempre con la premisa de ser, sofiar, siempre
con los ojos abiertos y los pies en el suelo. ;Si esa es la clave
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building in Porto. I said to him on the very first day: “The
mostimportant thing is your project. You're not determined
by Pujol and Tarragé. Create your own project with all our
supportand choose your own direction. When I come to

see you, I'll take off my Spanish hatand I'll put on my Portu-
guese one”. He worked with such enthusiasm and dedication
that he started to seek projects in France and in Italy with
Fiat,and I never undermined him.

AR.- When did the company expand to other countries?
J.M.P.- Going back to our idea of foreseeing the future,
when Ficosa’s current name was established in the 1980s,
we “defamiliarised” the company by including new share-
holders. I put forward the European expansion project

and they told me that they weren’timagining one peseta of
dividend, but the continuous creation of factories in Spain,
and now here was I talking about conquering Europe. I said
itwould be a very tough challenge, a war that[ wasn’t sure
if we would win. I warned them that one day Spain would
enter the common market. We were already leaders for our
productin Spain.

The strategy consisted of establishing ourselves in Europe,
but to do so we had to increase investment. [ told them that
[wasn’t sure if we would carry it off, but that we were going
to enjoy it. One of the shareholders, a good friend of mine,
preferred to abandon the company.

We opened office in France, Germany and England, with
company names in the languages of each one of the coun-
tries. In France we were were French, in Germany, German,
and in England, English. We set up the subsidiaries without
orders and with customers already being supplied by lo-
cal suppliers. We've had to work really hard, but we have
succeeded. When Volkswagen acquired SEAT, of which we
were suppliers, it demanded the Baumuster mark for some
components, an obligatory requirement for its suppliers in

DIOS, FAMILIAY TRABAJO /
GOD, FAMILY AND WORK

©"Soy un hombre de familia,
gue es lo mds importante.
Estoy enamorado hoy como
nunca de mi esposa cuando
vamos hacia los 63 afios de
matrimonio. Soy padre de
siete hijos y tengo 25 nie-
tos. Mi mujer y yo hemos
luchado en la vida de forma
consecuente con nuestros
principios: primero, Dios;
después, la familia; y en ter-
cer lugar, el trabajo. Siempre
digo: “No alteréis el orden,
porque la fe, la luzilumina

y enriquece la familia y el
trabajo”, afirma José Maria
Pujol.

© “I'm a family man, which
is the most important thing
for me. I'm in love with my
wife more than ever and
we're close to celebrating
63 years of marriage. 'm a
father to seven children and
I have 25 grandchildren. My
wife and | have consistently
fought throughout life to
uphold our principles: first,
God; then, family; and in
third place, work. I always
say “Don't change the order,
because faith illuminates
and enriches your family
and work”, says José Maria
Pujol.
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JOSE MARIA PUJOL, ALMA MATER DE FICOSA,
PIONERO EN LA GLOBALIZACION HASTA
CONSTITUIR UNA MULTINACIONAL Y REFERENTE
EN DEFENSA DE LOS INTERESES DEL SECTOR
DURANTE DOS DECADAS AL FRENTE DE SERNAUTO,

Germany. We got Baumuster certification, but
we found out that there was a difference in price
in comparison to our competition. I met with the
head of purchasing for these types of products
in Wolfsburg and asked him for a chance. He told
me that Volkswagen would not buy anything

DIRECTOR OF THE YEAR IN 1996

FUE MERECEDOR DEL PREMIO DIRIGENTE DEL
ANO EN 1996 / JOSE MARIA PUJOL, ALMA MATER OF
FICOSA, A PIONEER IN GLOBALIZATION TO BECOME

A MULTINATIONAL AND BENCHMARK IN DEFENSE OF
THE INTERESTS OF THE SECTOR FOR TWO DECADES
IN FRONT OF SERNAUTO, WAS ALSO AWARDED AS

from us and that our competition was going to
setup in Spain and that they would annihilate
us. I replied saying I hoped that Volkswagen
could give us a chance as a supplier one day and
that German competition in Spain would be a
welcome addition. Today Volkswagen is our
main client worldwide.

de mi forma de liderar? En Ficosa no hay un tnico lider, to-
dos somos lideres. Esto esta en la genética de la compaiiia
desde larecepcionista al presidente. Siempre digo que todos
somos iguales, con responsabilidades distintas.

AR.- ;Qué ha aprendido Ficosa de sus diversos clientes
en el sector de automocion y qué valor les ha aportado?
J.M.P.- Cuando que digo que somos chinos en China o turcos
en Turquia, no hablo de una estrategia, sino de un senti-
miento. Si se hace como estrategia, supone un fracaso. Pues
bien, con los constructores de automéviles es lo mismo. Hay
que adaptarse a sus exigencias para darles la mejor respues-
ta siempre.

AR.- ;Cémo valora su etapa de 20 afios al frente de Ser-
nauto, defendiendo los intereses de la industria espafio-
la de equiposy componentes?

J.M.P.- Han sido dos décadas apasionantes con un equipo
humano maravilloso. Siempre y hoy mas que nunca es nece-
sarialaunidad. Hay que huir de los intereses personales y
pensar siempre que la union hace la fuerza. Fue la unién de
quienes formabamos parte de la Junta Directivay del equipo
que conformaba la asociicion, encabezado por su director
general. La filosofia y la cultura de tu empresala trasladas a
la asociacion. Siempre aplico el lema de Los Tres Mosquete-
ros, que en este caso seria: todos para Sernauto y Sernauto
paratodos.

Insisto en que ha sido una experiencia maravillosay un ver-
dadero honor. El actual equipo estd haciendo también una
importante labor.

AR.- Volviendo a Ficosa, ;qué ha supuesto la entrada
como socio mayoritario de la multinacional japonesa
Panasonic de cara a su futuro?

J.M.P.- Siempre he sido un gran admirador de Japény de la
culturajaponesa.Launién con Panasonic ha sido providen-
cial. Panasonic ha cumplido sus primeros 100 afios de exis-
tencia en 2018 y he procurado conocer a fondo su historia
de sus raices. Ahi surge la figura de su fundador, Konosuke
Matsushita, cuya trayectoria es apasionante. El pequefio de
ocho hermanosy su padre era un agricultor que se arruiné.
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AR.- After Europeanisation came globalisation.
J.M.P.- After overcoming expansion in Europe,
which was areal terrible ordeal, we became aware that the
world was the future and history was repeated in processes
thatrequire daily dedication. We are now present in Chi-

na, India, the United States, Argentina, Brazil and Turkey,
always with the same philosophy: foresee the future, take
decisions and get them right, and always under the premise
of being and dreaming, with your eyes open and your feet on
the ground. Is that the key to my brand of leadership? At Fi-
cosathereisn’tjust one leader, we're all leaders. This is in the
DNA of the company, from the receptionist to the president. I
always say that we are equals with different responsibilities.

AR.- Whathas Ficosalearnt from its different clients in
the automotive sector and what value has it given them?
J.M.P.- When I say that we are Chinese in China and Turkish
in Turkey, I'm not talking about a strategy, but rather a
feeling. Ifitis done by way of a strategy, it will be sure to fail.
With automakers it’s the same - one mustadapt to demands
in order to respond in the best way.

AR.- What’s your view of your time at the helm of Ser-
nauto, defending the interests of the Spanish equipment
and components industry for 20 years?

J.M.P.- They've been two exciting decades with a mar-
vellous team. Today more than ever unity is key. One
must avoid personal interests and always remember that
unity makes you stronger. Such unity was found among
those of us who were part of the Board of Directors and
the team that made up the association, led by the general
director. The philosophy and culture of the company is
transferred to the association. The motto of The Three
Musketeers has always been applicable: All for Sernauto,
and Sernauto for all.

I'm adamant thatithas been a marvellous experience and a
real honour. Our current team is doing really important work.

AR.- Going back to Ficosa, what has the arrival of the
Japanese multinational Panasonic as a majority share-
holder meant for the future?

J.M.P.- I've always been a great admirer of Japan and
Japanese culture. The alliance with Panasonic was prov-
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SIEMPRE DEBES CONSIDERARTE PEQUENO Y NUNCA
DEBES CREERTE MAS DE LO QUE ERES. NUNCA HAY QUE
DESPRECIAR A NADIE / YOU SHOULD ALWAYS THINK OF

YOURSELF AS SMALL AND NOT BELIEVE IN YOURSELF
TOO MUCH. YOU SHOULD NEVER DISREGARD ANYBODY

Alos doce afios dejo6 la escuelay se puso trabajar, con lo que
cual no tenia carrera universitaria ni masters. Desde Ficosa

nos sentimos identificados con él y con su manera de pensar.

En esta nueva era de cambio tecnolégico brutal tan rapido
en nuestro sector y en otros, la unién hace la fuerza. La ima-
ginacion debe actuar muy rapido porque el futuro esta muy
proéximo.

Todo ello, sin olvidar nunca los valores porque si, desgracia-
damente, los traicionamos, desapareceremos.

Hay una frase de Konosuke Matsushita que suelo decir en
miempresay alos directivos de Panasonic. La frase dice: “lo
viejo muere y lo joven crece”, que seriala version de prever
el futuro, tomar decisiones y acertarlas. Por no hacerlo asi
han desaparecido muchas compaiiias que eran auténticos
gigantes. Hace dos afios, inaugurando una fabrica de retro-
visores en Estados Unidos, el director de la fabrica me pre-
gunto que qué eralo que mas me habia gustado. Le respondi
que las personas, pero también me preguntaba que seria

de esa magnifica fabrica dentro de diez o quince afios. En
ese plazo de tiempo, los retrovisores van a desaparecer. Es
muy duro enterrar lo viejo, pero cuando esta fabrica hara el
sustituto del retrovisor. Ahora se ha presentado en el Salén
de San Francisco el Audi e-tron, que incorpora camaras en
lugar de retrovisores, que hemos desarrollado. Es el primer
vehiculo en el mercado que los incorpora. ®
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idential. Panasonic celebrated its 100th
anniversary in 2018 and I have endeavoured
to learn about the history of their origins in
depth. That’s where its founder, Konosuke
Matsushita - whose trajectory is amazing,
comes in. The youngest of eight brothers and
the son of a farmer thatlost everything, at 12
years old he left school and started working,
which meant he didn’t geta degree or a Masters. At Ficosa
we identify with him and his way of thinking. In this new
era of huge and fast technological change in our sector and
in others, unity makes you stronger. Imagination needs to
work fast, because the future is near.

All that without forgetting our values, because if we were
to sadly betray them, we would disappear.

There’s a phrase from Konosuke Matsushita that I often
repeat within my company and to Panasonic executives,
that “the old dies and the young grows”, which is another
version of foreseeing the future, taking decisions and
getting them right. Many companies that were true gi-
ants have disappeared due to the fact they didn’t adhere
to this.

Two years ago, when opening a rear-view mirror factory
in the United States, the factory manager asked me what |
had liked the most. I replied the people, but he also asked
me what would be of this magnificent factory in 10 to 15
years. In that time frame rear-view mirrors are going to
disappear. It’sreally hard to bury the old, but this factory
will then make the substitute for the rear-view mirror.
This has already been seen atan event in San Francisco;
the Audi e-tron has cameras instead of rear-view mirrors,
which we have developed. It’s the first vehicle on the mar-
ket to use them.®
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