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THE PORT AlffllORnY OF NY & NJ 

FOi Administrator 

March 24, 2016 

Mr. William Mckeown 

Re: Freedom of Information Reference No. 16444 

Dear Mr. Mckeown: 

This is in response to your October 31 , 2015 request, which has been processed under the Port 
Authority's Freedom oflnformation Code, copy enclosed, for copies of all advertising contracts 
between the Port Authority and any entity, and the amount of revenue generated by 
advertisements in the Federal Inspection Stations FIS in terminals Band Cat Newark Libetiy 
International Airpo1t between the years 2003 and 2015. 

Material responsive to your request can be found on the Port Authority' s website at 
http://corpinfo.panynj.gov/documents/16444-C/. Paper copies of the available records are 
available upon request. 

We have searched our files and found no documents related to the amount ofrevenue generated 
by adve1tisements in the Federal Inspection Stations FIS in Terminals B and C at Newark 
Liberty International Airport between the years 2003 and 2015. 

Please refer to the above FOI reference number in any future c01Tespondence relating to your 
request. 

t'i Y truJ, .b:&_·s, 
! ' . 

.. ! l 

l(,~ . ()/ IL. 
Danny'N I . -
FOI Administrat& 

Enclosure 

4 World trade Center, 18th ffoor 
150 Greenwich Street 
New York, NY /0007 
T. 212 435 3642 F: 2 12 435 7555 



THE PORT AUTHORITY OF NEW YORK AND NE\V JERSEY 
MEMORANDUM 

TO: 
FROM: 
DATE: 
SUBJECT: 

COPY TO: 

Karen Eastman 
Larry Waxman 
August 25, 2005 
ADVERTISING OPPORTUNITIES FOR PORT 
AUTHOIUTY OF NEW YORK AND NEW JERSEY AND 
PATH FACILITIES, INCLUDING OUTDOOR AND OUT­
OF-HOME LOCATIONS, CONTRACT AW ARD NUMBER 
R000007920 
See below: 

Transmitted herewith is the original contract as described above with JCDecaux Airport, 
· Inc., New York, NY. This is Port Authority revenue generating contract, beginning 

September I, 2005 for a 10-year period, plus the option to renew for one 5-year period. 
This agreement will provide Minimum Annual Guarantee (MAG) revenue of 
approximately $39.4 Million. Conformed copies of this contract are being distributed as 
follows: 

D. Mancuso 
R. Hsu 
W. Fung 
C. Tse 

J. Ceterko 
T. Storch (2 copies) 
L. Waxman 
PSD Files 

R. Bickley (4 copies) 
S. Bush (4 copies) 
K. Bransky 
F. Dimola (4 copies) 
K. Kirchman 
S. Laurenti 
S. Napolitano 
F. Pita 
J. Riopel 
H. Somerwitz 
J. Wilson 



~ PORJ AUTHORITY OF NY & NJ 

OVERNIGHT DELIVERY AND FAX: 646-834-1206 
August 16, 2005 

JCDecaux Airport, Inc. 
3 Park Avenue, 33rd Floor 
New York, NY, 10016 

Attn: Mr. Bernard Parisot, Co-Chief Executive Officer 

RE: ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY OF NEW 
YORK AND NEW JERSEY AND PATH FACILITIES, INCLUDING 
OUTDOOR AND OUT-OF-HOME LOCATIONS, CONTRACT AW ARD, 
LETTER OF ACCEPTANCE. 
CONTRACT AW ARD NUMBER: R000007920 

Dear Mr. Parisot: 

The Port Authority of New York and New Jersey ("the Authority") hereby 
accepts the proposal of JCDecaux Airport, Inc. (JCDecaux) for Advertising at all 
Port Authority and PATH Facilities, as more fully described in the Contract 
document. 

As a condition precedent to the establishment of the Contract, the following three 
(3) conditions must be met to the satisfaction of the Port Authority and become 
part of the final contract: 

a. JCDecaux shall issue, within 7 business days of receipt of this letter, a 
clean Confirmed, Irrevocable Letter of Credit issued by a banking 
institution satisfactory to the Port Authority and having its main office 
within the Port of New York District in favor of the Port Authority in the 
amount of Eight Million dollars ($8,000,000.00) which shall be subject to 
the letter of credit provisions _as outlined in the Port Authority's RFP, 
section 15. Letter of Credit, page 38. Prior to its execution, a draft of said 
Letter of Credit is to be sent to: 

Mr. Steve Borrelli, Manager 
Credit, Collections and Receivables 
Port Authority of New York and New Jersey 
225 Park A venue South, 12th Floor 
NY,NY, 10003 

One Madison Avenue, 7th fl. 
New York. NY I 00 IO 
T. 212 435 7000 



~ PORT AU1110RITY OF NY & NJ 

b. JCDecaux North America shall issue, within 7 business days of receipt of 
this letter, a parental guarantee as attached, Exhibit One, which agrees to 
the payment of all lawful claims of JCDecaux Airport, Inc. , including the 
payment of all lawful claims of subcontractors arising out of the 
performance of this Contract. Said Guarantee is to be sent to: 

Mr. Herbert Somerwitz 
Chief, Contracts Division 
Law Department 
Port Authority of New York and New Jersey 
225 Park Avenue South, 14th Floor 
NY,NY, 10003 

c. JCDecaux shall pay within 3 business days after signing this Acceptance 
Letter a Contract Signing Fee of Twenty Million dollars ($20,000,000.). 
Said Contract Signing Fee shall be wired in the payee name of The Port 
Authority of New York and New Jersey, Commerce Bank, ABA number 
026013673, Account number 5950011618. 

The Contract shall be for a ten (10) year period beginning on September 1, 2005 
and ending on August 31, 2015. The Authority shall also have the option to 
extend this contract for one option period of five (5) years. 

The Contract between the parties shall consist of the following Items 1 through!; 9 .#L.. 
in case of conflict between any of the Items, the earlier listed Item shall take 
precedence over the later listed item: 

1. This Letter of Acceptance. 
2. JCDecaux's letter dated August 15, 2005. 
3. JCDecaux's Best and Final Offer letter dated July 19, 2005. 
4. Proposed Abatement Schedule for Non-Airport Outdoor Advertising 

(Tunnels, Bridges & Port Facilities) letter dated Jttly 19, 2005 J"l,Jd' IP.J 2-.doS° ~ 
5. JCDecaux's Best and Final Offer letter, undated, but received by 

Procurement dated July 11, 2005, summarizing the IO-year Contract 
Signing Fee, Total Guaranteed Payments, and Projected Payments, 
including spreadsheet. 

6. JCDecaux's response to the Port Authority's Clarifications and Concerns, 
dated July 6, 2005, Volumes One and Two, titled Questions and Answer 
Presentation. 

7. The Port Authority's Letter dated June 27, 2005, titled Clarifications, 
Concerns and Presentation. 

8. JCDecaux's Proposal submitted! on June 13, 2005. 
9. The Port Authority's Request for Proposal dated May 26, 2005, including 

Addenda 1 through 5. 



~ PORT AUIHORITT OF NY & NJ 

It is understood between the Authority and JCDecaux that the minimum 
annual guarantee fees are unconditional with the exception of the minimum 
annual guarantee fees associated with non-airport outdoor advertising as 
referenced in Contract Item# 4. Note that the annual guarantee fee for airports 
is modified in accordance with Item #2. 

It is also understood that JCDecaux will have the option of requesting that the 
Authority exercise its right to terminate or revoke its existing advertising 
agreements with other than JCDecaux, so that JCDecaux can assume 
responsibility for advertising at those facilities. In the event of such early 
termination, JCDecaux: will be responsible for reimbursing the Authority or 
the existing contractor for the unamortized investment remaining in 
advertising displays and for any other cancellation costs payable under those 
Contracts. 

It is further understood between the Authority and JCDecaux that this contract 
award is non-exclusive as to advertising opportunities at the Port Authority 
and PATH facilities. 

All payments to the Authority shall be remitted to: 
The Port Authority of New York and New Jersey 
P. 0. Box 95000-1517 
Philadelphia, PA, 19195-1517 

All portions of the payments due from JCDecaux under the Contract that are 
payable to third parties pursuant to separate agreements with the Authority 
shall be made directly to those third parties pursuant to instructions from the 
Authority. The Authority will inform JCDecaux: of all such Agreements. Such 
Agreements are typically between the Authority and tenant airlines. 

For the purposes of this contract, Contract Number R000007920 has been 
assigned to this Agreement. Kindly use this number on all payments and 
other matters relating to this contract. 

Your Contract Administrator for this Agreement is: Mr. Francis DiMola, 
Director of Real Estate or his Appointee, located at 225 Park Avenue South, 
19th Floor, NY, NY, 10003, telephone number 212-435-6658. If you have any 
other procurement questions pertaining to this contract, contact Mr. T. J. 
Storch, Contracts Manager, One Madison Avenue, ?1h Floor, NY, NY, 10010, 
telephone number 212-435-3936. 

If you are in agreement with the abov~, please indicate such agreement by 
signing the two Originals of this letter and returning both signed Originals to 
the attention of Mr. T. J. Storch, Procurement Department, at the above 
address. After the Director of Procurement signs both Originals, one fully 



~ PORT AIJlllORnY OF NY & NJ 

executed original will be returned to you. If you have any questions, Mr. 
Storch can be reached at 212-435-3936. 

Sincerely, 

THE PORT AUTHORJTY OF 
NEW YORK AND NEW JERSEY 

BY: ~LaL 
7 

DIRECTOR OF PROCUREMENT 

DATE: '?{µ.) of 

AGREED: 

JCDECA~;:-

BY: . \ b\j l 
• 

TITLE: _.>.<Ct'-""O'--_,,C,""'-'E;-'.J( ...... )'------­

DATE: f}u~f 19 2005 

Attachment, Exhibit One 

Copy to: 
OVERNIGHT DELIVERY AND FAX: 212-805-9299 
Edward C. Wallace 
Greenberg Traurig 
MetLife Building 
200 Park A venue 
New York, NY 10166 
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JCDecaux 

TITLE: 

GUARANTEE AGREEMENT 

ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY OF 
NEW YORK AND NEW JERSEY AND PATH FACILITIES, 
INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

CONTRACT: NUMBER R000007920 

In order to induce THE PORT AUTHORITY OF NEW YORK AND NEW 
JERSEY to accept the proposal submitted by JCDecaux Airport, Inc. on Contract for 
ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY OF NEW YORK AND 
NEW JERSEY AND PATH FACILITIES, INCLUDING OUTDOOR AND OUT-OF­
HOME LOCATIONS I CONTRACT NUMBER R000007920, JCDecaux North 
America, Inc., the undersigned, which has a material financial interest in the 
aforementioned corporation submitting said proposal, warrants, undertakes and 
guarantees that JCDecaux Airport, Inc. shall well and faithfully do and perform the 
things agreed by it to be done and performed according to the true terms and true intent 
and meaning of said Contract, including the payment of all lawful claims of 
subcontractors, materialmen and workmen arising out of the performance of said 
Contract. 

This undertaking is for the benefit of THE PORT AUTHORITY OF NEW 
YORK AND NEW JERSEY and all .subcontractors, materialmen and workmen having 
lawful claims arising out of the performance of said Contract, and all such 
subcontractors, materialmen and workmen (as well as THE PORT AUTHORITY OF 
NEW YORK AND NEW JERSEY itself) shall have a direct right of action upon this 
undertaking; but the rights and equities of such subcontractors, materialmen and 
workmen shall be subject and subordinate to those of THE PORT AUTHORITY OF 
NEW YORK AND NEW JERSEY. 

This undertaking and guarantee shall be in no way impaired or affected by any 
extension of time, modification, amendment, omission, addition or change in or to the 
said Contract or the services to be performed thereunder, or by any payment thereunder 
before the time required therein, any waiver of any provision or condition thereof 
(whether precedent or subsequent) or by any assignment, subletting or other transfer 
thereof, or of any part thereof, or of any services to be performed, or any moneys due or 
to become due thereunder; and JCDecaux North America, Inc. does hereby waive notice 
of any and all of such extensions, modifications, omissions, additions, changes, 
payments, waivers, assignments, subcontractors and transfers, and does hereby expressly 
stipulate and agree that any and all things done and omitted to be done by and in relation 
to assignees, subcontracts and other transferees shall have the same effect as to 
JCDecaux North America Inc., as though done by or in relation to JCDecaux Airport, 
Inc. 

JCDecaux North America 
3 Park Avenue. 33rd Floor · New York. NY 10016 · USA 
Telephone: 646 834 1 200 · Fax: 646 834 1.201 · www.jcdecauxna.com 
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JCDecaux 

All the terms and conditions of the above guarantee are contained in this 
instrument, and this instrument may be changed only by express provisions of a writing 
signed by the party to be charged therewith. 

IN WITNESS WHEREOF, the aforementioned guaranteeing corporation, 
JCDecaux North America, Inc. has caused its corporate seal to be affixed hereto and this 
instrument to be executed by its duly authorized officer this 19th day of August, 2005. 

JCDecaux North America, Inc. 

BY: 
Bernard Parisot 
President & Co-CEO 
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THIS CLEAN IRREVOCABLE STANDBY LETTER OF CREDI·r SHALL BE 
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UNLESS WE HAVE NOTIFIED YOU IN WRITTING NOT LESS THAN SIXTY (60) 
DAYS BEFORE SUCH DATE THAT WE ELECT NOT TO EXTEND THE LETTER OF 
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RECEIPT BY YOU OF :3UCH NOTICE. YOU MAY DHAL·I ON US AT ~iIGHT FOR TH'.-:. 
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AUTHOR I ZED SIGNfiTURf~;' 
PAGE :l '-31884566 
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JCDecaux 

TITLE: 

Certificate of Secretary 

ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY OF 
NEW YORK AND NEW JERSEY AND PATH FACILITIES, 
INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

CONTRACT: NUMBER R000007920 

I, Laurence Raoult, Secretary of JCDecaux North America, Inc. a corporation 
organized and existing under the laws of the State of Delaware (the "Corporation"), do 
hereby certify as follows: 

1. That the following is a fully, true and correct copy of the resolution adopted by 
unanimous vote of the stockholders representing the holders of all the outstanding shares 
of such Corporation entitled to vote, present at a special meeting of stockholders duly 
called and held on the 19th date of August, 2005, in accordance with law and charter and 
by-laws of the said Corporation; and that the said resolution has not been altered or 
repealed, and is now in full force and effect: 

"RESOLVED, that in order to induce The port Authority of New York and New 
Jersey to accept the Proposal submitted by JCDecaux Airport, Inc. on Contract 
NUMBER R000007920, said contract being entitled ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NEW YORK AND NEW JERSEY 
AND PATH FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME 
LOCATIONS, this Corporation shall guarantee the obligation of JCDecaux Airport, Inc. 
under such Contract; and it be further 

"RESOLVED, that in the judgment of the stockholders of this Corporation such 
action will effectuate the purposes and objects of this Corporation, inure to its benefit 
and promote, enhance and develop its business, interest and assets; and it further 

"RESOLVED, that the President or Vice-President of this Corporation be and 
he/she hereby is authorized and directed to make, execute and deliver on behalf and in 
the name of this Corporation a' contract of guaranty, guaranteeing such obligations; and 
be it further 

"RESOLVED, that the officers of this Corporation and each of them are hereby 
authorized and directed to take such steps, execute such documents and perform such 
other acts and things as may be necessary and convenient for the purpose of effecting 
such contract of guaranty." 

JCDecaux North America 
3 Park Avenue. 33rd Floor · New York, NY 10016 · USA 
Telephone: 646 834 1200 - Fax: 646 834 1 201 · www.jcdecauxna.com 



2. That the purpose of this certificate is to induce The Port Authority of New 
York and New Jersey to accept the aforementioned proposal and with the intent that the 
Port Authority, its agents and representatives, shall rely on the truth of the matters 
contained herein. 

IN WITNESS WHEREOF, I have signed my name and affixed the corporate seal this 
19th day of August, 2005. 

Secretary 
JCDecaux North America, Inc. 



ACKNOWLEDGEMENT 

State of ~A/4'1~ ) 
( __ /" )ss.: 

County of r,e,./ 1,-,A:) 
- On this /~ day of v(~ , 200 5', before me personally 

came and appeared ~ ;fa~ , to me known, who, being by me duly 

sworn, did depose and say that h@esides at .2 tJO t1~ ? ~ {~,.... ~'[ ,Jf / tJtJ,2./ 
that he@is the ~ ~OJ-"'/. . 

ofJC£2aaay ~,r,;t:£ ~~he corporation described in and which executed the 

foregoing instrument; that h~knows the seal of said corporation; that the seal affixed to said 

instrument is such seal; that it was so affixed by order of the directors of said corporation; and 

that h@igned ru@name thereto by like order . 

. (Seal) 

STACEY L. FERRIS 
NotarY Public, State of New York 

No. 01 FE6111803 
Qualified In New York County 

Commission Expires June 28, 2M8 



Greenberg 
Traurig 

August 18, 2005 

The Port Authority of NY and NJ 
One Madison A venue 
Purchasing Services Division - 7 th Floor 
New York, New York 10048 

RE: 

Gentlemen: 

OPINION ON CORPORATE GUARANTEE 

ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY 
OF NEW YORK AND NEW JERSEY AND PATH FACILITIES, 
INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 
I CONTRACT: NUMBER R000007920 (THE "CONTRACT") 

In conjunction with your consideration of the proposal submitted on the above Contract 
by JCDecaux Airport, Inc., our client JCDecaux North America, Inc. ("JCDNA") has requested 
us to give you our opinion, to be relied upon by you, as to the validity and enforceability of 
JCDNA's contract of guarantee submitted with said proposal which would support the 
contractor's obligations under the Contract. 

The contract of guarantee is valid and enforceable under the law of the State or States 
applicable thereto and is in accordance with the charter, by-laws and resolutions of the 
guaranteeing corporation, and the execution thereof is valid and proper and meets with all the 
requirements of said law and said corporation's charter, by-laws and resolutions. 

Very truly yours, 

GREE 

By: 

ny-srvO l\1112415 I v02 

Greenberg Traurig, LLP I Attorneys at Law I Met Li fe Building I 200 Park Avenue I N ew York. NY 10166 I Tel 212.801.9200 I Fax 212.80 1.6400 I www.gtlaw.com 
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· JCDecaux 

Mr. Francis DiMola 
Director of Real Estate 

August 15, 2005 

The Port Authority of New York and New Jersey 
225 Park A venue South, 19th Floor 
New York, NY l 0003 

Re: Advertising Opportunities for the Port Authority Facilities 
Contract# R000007920 

Dear Mr. DiMo1a, 

Foll.owing our meeting this morning, I am enclosing the formula which we propose to 
use to determine the applicable MAG for JFK arid LGA airports for the p~riod from 
September 1st through December 31st of this year: 

• Total Airport MAG offered by JCDecaux for Year 1: 
• Cµrrent MAO-received by the P ANYNJ from 

Clear ChaDI1,el ,Airport for Newark: 
• Proposed MAG for JFK and LGA until JCDecaux 

asswnes responsibility for EWR (01/01/06) 

Full Year 
$35.0 M 

$14.0M 

$21.0 M 

4 months 
$11.67 M 

$4.67 M 

$7.0M 

For the peried from September I~\ through December 31, 2005, JCDecaux will therefore 
make monthly MAG payments equal to··1112th of $21 million.for JFK and LGA, i.e. 
$1. 75 million, or 70%:.of Gross Receipts for tbatmonth~ wluchever is greate{, During 
that same period, the P ANYN1 will still.teceiye MAG payments fi:Qm CCA for EWR at 
a monthly rate of 1/12th of $14 million. i,e. $L17million. 

Please let me know if you need any further information to finalize· this po inf. 

Sincerely, 

Bernard J?arisot 
President & Co-CEO 

.JCQ-e;.,au>: North F.rnr:,nc:.u 
3 Park A\1enue ..... )J~d F!0 0 1 NE:·V./ Yi.!tk. t,rr '1 J t}1(:; US.A 
Teiepl1on;:; li.Jf fiJ.; 1 200 · Fnx. 1~.:tf$ 8~3·~ ; 20: · \'l":,r.-v. ictlecati;.ina.rnm 
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JCDecaux 
Mr. T.J. Storch 
Port Autlwrity of New York and New Jersey 
Procurement Department ·. 
One Madison A venue, ?'h Floor 
New York, NY 10023 

July 19, 2005 

Re: Advertising Opportunities for the Port Authority Facilities 
Proposal #7920 ("RFP"), Best and Final Off er 

Dear Mr. Storch, 

Thank you for providing·us with the opporti.J,nity to finalize our proposal for the 
RFP. 

With respectto digital signageat the airports (Prestige Digital Network and 
Electronic Art System), we uru.:!:etstand your concern that the proposed 25% 
percentage rent might.prove too low on·a lqng:-term basis despite the high capital 
investment and capital maintenance required for this evolving.technology. 
Accordingly, we are prepared to double the.percentage to 50%. 

As for percentage rent fo,r t:taclitional airp:ort signage-0ur 70% proposal truly 
reflected our best possible offer~ 1bispercentagerent will be the highest of any 
U.S. airport advertising concession. The.small reduction .. from our turrent 
contract leve1s:feflects our significant commitmeat to invest new capital. 
Because of the resulting increase in,revenue, actual dollar amounts received by 
the Port will be sig:nifica:ntl.y hlgher than they are now. 

We hope that by responding to your concern about the digital signage rent we 
have satisfied your main concern. We remain at your disposal shouid you have 
any fµrther qllestitm. 

Sincerely. 

Bernard. Parisot 
President & co-CEO 

JCDecaux !'lcnh Arnericc1 
3 Part< Avenue. 23rd Floor - r,Jew York, NY 10016 . USA 
Telephone: 646 834 i 2L10 - F?x: 646 834 i 20·1 - www.;cdecauxnc.1.·;;orn 
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Sent via em ail and FAX (212) 435 3585 

Mr. Herb Somerwitz 
Chief /Contracts 
Law Department 
225 Park A venue South, l 41

h Fl. 
New York, NY 10003 

Dear Mr. Somerwitz, 

July 18, 2005 

This letter responds to your request for the "general principles" which would govern 
the approval of exterior signage at airport and non-airport locations. 

• Airports 
We believe there is no meaningful contingency with respect to airports other 
than factors in the Port's control. Our proposal to generate new revenues is 
based on tlie aqthorization of the types and general locations of exterior signage 
we have proposed. The PortAutltority will have the right to review the 
proposed signage in detail and to condition its approval on design or location 
.modifications. in addition,. the Port Authority will retain its current approval 
right over advertising display content. 

• Non-airport Outdoor Advertising 
The same "general:principles" described above will apply. However,. since the 
Port Authority c.µmot coiittQl third p~ approvals~ i_frequir~d; we have 
attached a potential abatement schedule which shows how'the MAG wouldoe 
impacted if a location is denied and no alternative found. 

We are honoretJ. lo have b~n a long;-tirne airport partner-of the·Port Authority. 
Working with the Port we have been able t.o make JFK and LGA the highest 
revenue per passenger airports in the U.S. We are confident we can significantly 
increase revenue with creative new displays. 

We remain at your disposal for any further information. 

Sincerely, 

Bernard Parisot 
President & Co-CEO 

cc:. T.J. Storch 

JCDeG:aux N.crtn Amenr.:a 
3 Park Avenue. 38rd Floer · New Yon~. NY 100 16 · USA 
Telephor.e. 6.46 834 1200 · Fax. 646 8:'34 1201 · 'INN-qccjecauxna.com 
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PROPOSED ABATEMENT SCHEDULE 

Non-Airport Ou~door Advertising 
(Tunnels, Bridges and Port Facilities) 

Holland Tunnel 
Above tollbooth 

Lincoln Tunnei 
2 Above tollbooth racing west 
3 Above tollbooth 

4 Abo.ve tunnel entrance 
5 Above 1unnel entrance 
6 Above tunnel enfrance 
7 W.all on th~ nght side before tunnel entrance 

Washington Bridge 
8 Above tollboolh facing west 

9 Above tollbooth facing east 

10 On PA technical area. between lanes 
11 Above lower level lo Plaza 

Goeth_als Bridge 
12 Interchange north of tollbooth 

13 Interchange north or tollbooth 
14 Adrnlnlsiration Building facing NJ 
15 Admlnlstrati_on Building lijclng NY 
16 C~n !rel !:;land w~t of train tracks 

17 North Sida of highway. west of toll 
1 l3 South side of highway, west of loll 

Outerbridge 
19 North slde of highway 
20 North side of highway 

21 Abo"e tollbooth 
22 North of highway. between tollbooth and bridge 

Bayonne Bridge 
23 North of highway. esst of Margareth street abulement 

24 Above tollbooth 
25 Sou1h of highway, ea~t of tollbooth 

NJ Marine Terminals 
Locations to be determined 

26-35 (10 locations of equal value) 

Dakironics Pro Star Video Display 

Oaktronics Pro Star Video Display 
Bulletin 

Stretched Banner 
Stretched Banner 
Slretched Banner 
Stretched ,Bonner 

Daktronics Pro Sfi3r Vld~o Display 
Bulletin 

V-Shaped Bulletin Structure (2 face:.) 

2-sided Bullelin on Pylon 

V-Sheped Bulletin Structure (2 faces) 
3-aided Bulletin Slructur.e 
Wrap 
Wrap 

2-slded bulletin 
V-shaped Bulletin slructur$ (2 faros) 
V-shaped Bulletin structure (2 faces) 

V-shaped Bulletin structure (2 faces) 

V-shaped BullE1lin structure (2 fat:e$) 
2--sided Bulletin 

V·shaped Bulletin structure (2 faces) 

V-stiaped Bullelin structure (2 faces) 
2'-sided Bull~tln ' 

V·shapGd Bulletin structure (2 races) 

2-sided or V-3haped Bulletins 

8.7'"/o 

8.7% 
2.4•1., 

2.4% 
2 .4% 
2.4% 
2.4"1. 

8.7b,:'. 

2.4% 
4.8% 
4.a·~ 

4.3% 
2.9o/. 

1.4% 
1.4% 
2.9•/ • 

. 2 .9% 
2.9% 

1.9% 
1.9'1. 
1.9% 
1.9% 

1.3% 
1.3% 
1.3% 

/ -1./ 

1.9% per locanon 

l 



Out of Home 
Media 

Argentina 

Australia 

Austria 

Belgiuin 

Bosnia 

Brazil 

Bulgaria 

Canada 

Chile 

Croatia 

Czech Republic 

""'nmark 

, ,ntand 

France 

Germany 

Hong Kong 

Hungary 

Iceland 

na1y 

Japan 

Korea 

Luxembourg 

Macao 

Malaysia 

Mexico 

Netherlands 

Norway 

Poland 

Portugal 

Singapore 

Slovakia 

Slovenia 

Span, 

Sweden 

Switzerland 

Thailand 

United Kingdom 

· 'nited States 

Jguay 

Yugoslavia 

r ··;:.· 
JCDecaux 

Mr. T.J. Storch 
Port Authority of New York and New Jersey 
Procurement Department 
One Madison A venue, ih Floor 
New York, NY 10023 

Re: Advertising Opportunities for the Port Authority Facilities 
Proposal #7920 ("RFP"), Best and Final Offer 

Dear Mr. Storch, 
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We are pleased to submit our Best and Final Offer ("BAFO") to the RFP in response to 
your July 7, 2005 request. This BAFO represents the highest amount ever offered for a 
comparable opportunity, and includes the highest amount ever offered for aitport 
advertising in the history of American airports. Our 10 and 15-year proposals can be 
summarized as follows: 

10-year 15-year 

Total Guaranteed Payments 1 $495M $830 M 2 

Contract Signing Fee $20M $30M 2 

Projected Payments 1 $728M $1.26 Bn 

This BAFO increases our total guaranteed payments over our initial proposal by 24% 
over 10 years and 38% over 15 years. Our proposal now includes a Contract Signing 
Fee rather than an Advance Revenue Payment, thereby guaranteeing significant 
payments to the Port Authority throughout the early years of the Concession. 

(1) Including Contract Signing Fee 
(2) JCDecaux will pay $30 million as Contract Signing Fee instead of $20 million if the Port Authority 

agrees to a straight 15-year contract as opposed to 10 years + one 5-year extension at the PA's option 

JCDecaux North America 
3 Park Avenue. 33rd Floor - New York, NY 10016 - USA 
Telephone: 646 834 1200 - Fax: 646 834 1201 - www.jcdecauxna.com 
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JCDecaux 

Our BAFO delivers more revenue to the Port Authority than our original proposal in 
every category of facilities and particularly enhances PATH, Bus Terminals and 
Outdoor Advertising revenues. The increases are summarized as follows: 

Initial 10-year Offer 10-year BAFO 
MAG %Fee MAG % Fee CSF 

Airports $350M 70% 3 $375M 70% 3 $15.8 M 
PATH $7.0M 65% $15.6 M 65% $0.7 M 
Bus Terminals $3.0M 65% $7.8M 65% S0.3M 
Outdoor Advertising $40:M 50% $77M 65% 4 $3.2 M 

Total $400M $475.4 M $20M 

Initial 15-year Offer 15-year BAFO 
MAG %Fee MAG %Fee CSF 5 

Airports $525M 70% 3 $625M 70% 3 $23.4 M 
PATH $11.0 M 65% $29.1 M 65% $1.1 M 
Bus Terminals $5.0M 65% $14.3 M 65% $0.5M 
Outdoor Advertising $60M 50% $132M 65% 4 $5.0M 

Total $601 M $800.4 M $30M 

Our proposal is based on the successful implementation of pioneering advertising in 
world's leading airports including JFK and LGA. We have significantly increased our 
payment offer while maintaining the full scope of high-quality equipment and 
maintenance set forth in our original proposal. This includes for example: 

• PowerPoles 
• Prestige Digital Network 
• The Wave 
• Airport Amenity Units 
• The Electronic Art Tunnel 
• Giant Digital Displays 
• , Jet bridge branding (inside and outside) 
• Spectacular outdoor signage such as the Unipole, backlit Wilmotte displays, 

Foster spectaculars and the VanWyck entrance lawn 3D installation. 

(3) 25% on Prestige Digital Network and Electronic Art System 
(4) 50% on Giant Digital Displays 
(5) Contract Signing Fee assuming a straight 15-year contract 
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JCDecaux 

Additionally, we have increased our Capital Investment plan by including $4 million to 
be spent in Year 11 of the Concession. 

Consistent with your letter dated July 8, 2005 in response to our question, our BAFO 
assumes that the Port Authority has reviewed our proposal and found it reasonably 
acceptable and that the Port Authority will act in good faith to approve the proposed 
signage or, where approval is not feasible (for example due to legal or policy or 
technical requirements), the Port Authority will approve alternate sites of comparable 
value, and will provide for appropriate adjustments when site approvals are delayed. 

As the recognized world leader in innovative, high-quality out-of-home advertising, 
JCDecaux is uniquely qualified to be the Port Authority's media partner as you embark 
on your ambitious, visionary IO-year strategic plan. The unprecedented level of this 
Best and Final Offer demonstrates our confidence in our ability to consistently deliver 
record revenues to the Port Authority, while contributing to the enhancement of the 
travelers' experience. We look forward to the opportunity to continue serving the Port 
Authority for years to come. 

Sincerely, 

Bernard Parisot 
Co-Chief Executive Officer 

-Luc De aux 
o-ChiefEx cutive Officer 



The Port Authomy of New York and N- J........, . Request For l'n)l)ONI 17920 • Advertiaina nn,vvtunitiea F« Port Authol'ity FecilitiN / . 
Sumrnuv ol Minimum Annual Guerentv and Rawnue Proiectiom -
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-T- ooaai P-1ocl 
JCDecaux v-1 v-2 v-, Y-4 

I 
v-s v .. ,. Y-7 v .. ,. Y-9 Y-10 S..b-Tot.i v-11 YNr12 v-1, 

! 
Y-14 v-1, Sub-Tot.i Tot.i 

ConlrKt y.,,,,. 
110 Years Wllh one S-Year oooon""""" 
I 

1l Conlrllet Signing FM (not lncl\Kled • 1*1 of Vie MAG) $ 20,000,000 $ 20.000.000 s 20.000.000 
Advulced ,.._,.,. Pern-t (Included•• put of Vie MAG) s 

r . 
-..., Annual Guarantv !MAGI 
~ $35,000000 $ 35,000,000 $35,000.000 $35,000,000 s 35,000,000 $ 40,000,000 $ 40,000,000 s 40000,000 $ 40,000.000 s 40000.000 s 375,000,000 s 50000,000 s 50.000000 S 50,000,000 ~: 50,000,000 s 50,ooo ... , $ 250,000 000 s 825 000,000 ,.,, PATH·~~ Journal ~B· s 200,000 S 1,000,000 $ 1700,000 S 1,700.000 s 2,200,000 $ 2~··000 s 2.200.000 $ 2~ ,000 s 2,200 000 s 15600,000 s 2.700000 S 2.700,000 s 2700,000 s 2.700000 s 2.700,000 S 13500,000 s 29,100,000 31 PA Bus Terminal & GW ....., e Bus Station s 200,000 s 400,000 s 600,000 s 800,000 s 800000 s 1.000.000 $ 1.000000 s 1,000,000 s I 000000 s 1.000.000 $ 7800000 s 1300000 s 1 ,~ ,000 s 1 300 000 SI 1300,000 s 1,300.000 s s~~ooo s 14,.-,000 OuldOor Advlfllsing (Includes Tl.Meis, 

9,000000 S 
I '41 -.,andPortFaciltiesl $ 4 000000 IS 7,000000 $ 7.000000 S 7,000,000 s 7000000 s 9000.000 $ 9000,000 s 9000,000 .s 9,000000 S nooo.ooo. $ It 000 000 s 11,000000 s It 000000 S! 11000000 s 11 000000 S 55,000,000 s 132.000,000 

Tot.iMAG $39200000 I s 42,aoo,000 $43800000 S"-500000 ..... ._000 S 52.200000 S ~200,000 s 52.,.,,.000 S 52.200 000 S 52.20CI. 000 s 47$.400000 s 1""""000 S """"000 I 85.0IIQOOO $ 15.000.000 • l!l.000 000 $325000000 • 800400000 . 
PrOjeCIMI 5allee . 

IMPQns S 55,020,000 $65.540 000 S 73,500,000 sn.200.000 s 81100000 S 85, 120.000 s 89,400,000 s SG,850,000 s 98.S50.000 S 103.500.000 $ 822780000 S 108 600,000 S 11 .. 100000 $ 119 750,000 S 25. 760,000 S 132050000 $600=•000 S 1,423 040,000 PATH lincludlna Journal"""""'' s ' S 700,000 S 2700,000 S 3,200,000 s 3,500000 S 3,675.000 s 3.860000 $ 4050,000 s 4,250,000 s 4,470.000 s 30,405.000 $ uoo.ooo s 4,950,000 s 6..<UU.000 $ S,460.000 s 5,750000 S 28,060,000 s 56,465,000 PA Bus Termk,al & GW Brldoe Bus Station $ 500,000 $ 1,100.000 S 1.300000 $ 1.500,000 s 1,700 000 s 1785000 s 1,875,000 $ 1,970000 $ 2,070,000 $ 2.170,000 s 15,970.000 s 2.280000 s 2.400.000 s 2.500,000 2.650,000 s 2770.000 $ 12.600.000 s 28,570,000 Outdoor Advei1lsing (lnclldes T-. 
Brt..._ and Port FacllUesl $15100,000 $15.900000 $18700,000 $17,<MOOO s 18400000 S 19300,000 s 20.300 000 s 21,300 000 s 22400000 Is 23,500,000 s 190 400.000 $ 2 .. 700000 s 25,900000 s 27"'11>00(1 $128 600000 Is 30.000000 s1:is400000 Is 328,800000 

Total- $70620000 $13 240.000 SM200000 $99400000 S 104.704!,C>!>O $109~000 S 115.as ooo $121170 000 $ 127.270 000 $133 MODOO S 1 05tSUDOO S 140.BII. 000 S1U.3!14000 I 1susa.ooo I 81A70.000 a 110.m.111111 S 775,320 000 ! S 1 13,4,17! 000 

' l 
I 

PrOjeCIMI Port Autllorltr ~ ... lLll!..!!ll. 
i flmm!II 

~ Airports 
Stalics...,•- 70% - "'"lal•~no- 25% $38,010,000 $44.870000 $ 50,000,000 $52'ill0000 s 55125,000 s 57,881.250 s 60775,313 s 63,814,078 s 67,004,782 s 70,355,021 s 560.335.444 $ 73872m s n.568.411 s 81,444,731 S 85,518,968 s 89,792,818 $408,19G,699 s 968,529,142 

PATH line•~ Journal -~,al Al .... .,,.,.. 15% s $ 455.000 s 1,755 000 S 2,080,000 $ 2.275,000 $ 2388750 s 2,509,000 $ 2,632 500 s 2.762,500 $ 2.IIOI- ~ 19763.250 $ 3,055,000 s 3 217 500 s 3,380,000 $ 3,549,000 s 3,737500 S 16,939000 $ 36 702,250 

PA 9us Tanninal & GW ~~ Bus Stltlon Al·-·- IS'JI. s 325,000 s 715,000 $ 845,000 s 975,000 s 1105000 S 1160.250 s 1,218,750 $ 1 ?Jltl,500 s 1,345.500 $ 1 410 . .!IIUU J 1" $ 1482.000 s 1.560.000 S 1625000 s l.1.a.500 Ji 1,800-•• S 8.190000 $ 18,570,500 

Slalic signage 85% . °'*1oor Adller1lslng (1nC:IUOeS T1mels, 
I t- ,...._ 

Bl1dge$ and Port Facllllles) Oigllal slgnage S0% $ 9""" '88 S 9,838,702 S 10.328.537 $10,844964 $ 11387212 $ 11958573 $ 12,554,401 $ 13,182 121 $ 13841-277 s 14.533.299 s 117 833.313 $ 15,259,953 S 18~951 S 16,824,098 S 17665,303 $ 18 548 568 S 84320874 S 202154188 
Total Projeclad Port Au111on1y - $477M.2H $55,871,702 $52,ffl,537 SN3911,9M s 19 892.212 s 73 318823 $ n.057,414 s 80 909199 s 14954,009 s 19,204,310 S 700!112 507 S 93,IU,725 S 98.3111112 S 103,2711 '30 s t oa453 rn S 11317t.3M $517 U.'I 573 S 1.225 951 OIO 

' • 
Capital ,,,_tmenl/ AH....- I 

I 

11\JfOOfts $10700000 s 900,000 s 400000 IS 800.000 $ 1.200.000 s 14,000.000 s 2,400.000 I s 2,400.000 s 16,400,000 PATH (inco,mno Journal Squa,e) s . $ 700,000 s 700,000 s 450,000 ' 's 460,000 s 1,150,000 PA Bus Terminal & GW Bridge Bus Stalion s 300,000 IS 300,000 s 150.000 s 150,000 s 450.000 °'*1oor Adllertislng (Includes TunnelS, 
811'""'• and Port Facllltles) S 5,000000 $ 5 000,000 $ 1,000.000 • s 1000.000 s s·ooo.ooo 

Total C."""' ln-1 $11000000 S 1,600,000 s - s 400,000 s 600,000 s 1.200.000 s - s - s - $ . s 20000000 s .. 000000 $ - s . s) . s . s 4000000 $ 24"""000 
l 

NOlel: J; 
11 ITha ConlraCI SIQninO Fee wil be $30 000 000 f the Port Au-- aarees IO a - 15 -, term. Instead ol 10 """'" no .. a 5 -- extension at 1118 Port - ITTVIIrVS OUIHXI. _1 
"'' , AssU'llina 1118 assels will become avaiallla on Se1><-r 1. 2007 I I I I I 31 IA.«>....,., the assels wm become avaial>Je on Ju1Y I, 2006 I I I I 

-4 41 IAssu~ the assets will become avallal>le on Januan, I. 2006 I I I I I 



Submitted to: 
The Port Authority of NV & NJ 
Purchasing Services Division 
Attn: T J. Storch 
One Madison Avenue, jth Floor ' 
New York, NV 10010 

Submitted by:, 
JCDecaux Airport, Inc. 
3 Pa,rk Avenue; 33rd Floor 
New York, NV 10016 

Contact Name: 
Ber·oard Parisot, co-CEO 
Jec!,n-Luc Decaux, CQ-CEO 

• Tel. (646) 834-1300 

~a~< (646) 834-1206 ' 

Bernard.Parisot@jcdecauxna.com. 
Jean-Luc.Decaux@je,decauxl')a.com 

Question and Answer .Pr~sentat~on 
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Question 1 
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The Port Authority of NY & NJ 

JCDecaux 



The Port Authority of NY & NJ 

Answer 1 

JCDecaux will work with any organization or company that has the potential to 
g~n~rate revenue for The Port. If approached by the sponsorship concession~ire~ · 

. ' .-

We would propose working in the same manner as with an Advertisin.g.Agency . 
. A: fair marke.t rate would be agreed .upon for the signage opportunity in question. 

: . . . . 

. . ~·· . . 

:) :~,, ~f~~Hti~MV~~·Q§9.r~hip are-diff~r~nt sides 
{if'. . ~~,?Cciin~alld th3ftKfi~i'1f~: ,~._'::'ll[~--, ~: ·~~~~~JiJl!J.;! ,-.. .. 
if·. . :~~~uit i's to _ have·;iiCllecaux .manage ·both thes.e..-C:omptf ·en · 1 

• f · ':iu1£f~f~~f~i~~~!'i11!( l;;;;l 
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The Port Authority of NY & NJ 
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The Port Authority of NY & NJ 
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The Port Authority of N:Y & NJ 
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Chart 8: How valuable are the following .benefits to you? 

Category Exclusivity 78% 

· On-site Signage ·. 56% 

Title of a Proprietary Area 53% 

Broadcast Ad Opportunities 50% 

ID in Property 's Media Buy 45% 

Access to Property-provided Research 41% 

Rigf1t to Property Marks/Logos 38% 

Access to Property Mailing List/Database 36°/o 

ID in Property Collateral Materials· 33o/o 

Tickets and Hospitality 33°/o 

Percent of respondents who ranked the factor a 9 or a 10 on a 1 O·-rJoint 
scale; where 10 is extremely valuable 
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The Por1 Authority of NY & NJ 
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The Port Authority of NY & NJ 
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The Port Authority of NY & NJ 
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The Port Authority of N.Y & NJ . 

JCDecaux 



The Port Authority of NY & NJ 
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The Port Authority of NY & NJ 
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The Port Authority of NY & NJ 

a";de~facto right of first refusal on 
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It was late November 2004, and Jean-Frani;ois Decaux, co-CEO of JCDecaux, looked out from his 
office . window over the rain-swept company's headquarters in Plaisir, just outside Paris, 
contemplating the next big move in the development of the family company. Started by his father in 
1964, JCDecaux had grown rapidly to become the 1.arg~t -out.door advertising company in Europe 
and the second largest in the world. Over 150 million1 people passed JCDecaux' s outdoor adverti.smg 
displays every day: As he waited for his brother, Jean-Olarles Decaux, this year's Oiairman and co­
CEO, to arrive, he reflected on how they might continue this success. Should they grow the business 
organically, or make another major acquisition? Should they focus on Europe or build a stronger 
position in the Americas and Asia? Should they focus on their traditional strength, street furniture, 
where they had long ranked number one in the w~rld, or continue to expand into other segments of 
outdoor advertising? And what about their home market?· How shoul'1 they prepare for the 2007 
regulation change allowing retail advertising on television, until now fo~biddeh in France? 

And more pressing, what would happen in the upcoming bid for the $1 billion New York City 
contract, the biggest ever offered in the industry? The result of the bid was just days away. His 
brother entered the room but Jean-Frani;ois did nof notice. His mind was in New York. 

The Outdoor Advertising Industry2 
· 

· In 200.3, outdoor advertising sales wotldwide reached €16.16 billion ($18.31 billion) (see Exhibit 1), 
representing 5% of worldwide advertising spend, _estimated at €321 billion ($.364 billion). Outdoor 
advertising spend was most significant in the Asia-Pacific region with 9°/? of overall adve~g 
spend, with Eui~pe at 7%, North America at 4% and South America at 1%.5 

Outdoor advertising consisted of four principal types: billboards, transport, street furniture, and 
ambient. Billboard advertising was the most important and most traditional form of outdoor 
advertising, accounting for 50% c,f total world outdoor advertising dollars. Billboards. were 
prominently displayed near the principle com.muter routes into cities. Billboard .. sites Wel'e typically 
leased from private landowners and, to a lesser Etxtent, from city and railway authorities. Contracts 
were short term, normally 5 to 6 years, . and often allowed for automatic renewal The quality of 
billboards had incre~ed over time; in a4dition, an increasing number were being illuminated, which 
enlarged the audience size by an estimated '40% and enabled companies to make better use of ~ted 
sites. Multi image billboards were also becoming widespread. Some of these were based on rotating 
triangular bobbins that allowed three separate images to be displayed in succession, and others we.re 

Professor Jolm Wells, ~ r of the HBS Europe Research Cenler Vm=t Dessain, apd Research Assistant Monika Stachowiak prepared Ibis 
C86e. HBS cases are developed soldy as the basis for class discussion- Cases arc not intended to serve as endoo:sements, sources of primary data, 
or illustxations of effective or ineffective management:. 

Copyright C 2005 President and Fellows oI Harvard College. To order copies or request pecnissi.cn to reproduce materials, call 1~7685, 
write Harvard Business School Publishing, Boston, MA 02163, or go to http://www1,bsp.har,,ard.edu. No part of this publication may be 
reproduced, stored in a retrieval system. used in a spreadsheet, or tra.tl61Xlitt!!d in any fonn or by any means-electronic,. mechanical, 
photocopying, rea,rding. or otherwise-without the peon!ssion oI Harvard Business SchooL 
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based on a spool that allowed even more image~, to he scrolled. Sophisticated timing devices allowed 
the different images to be displayed at specific times in the day to catch different target audiences. 
Finally, giant digital TV screens. that could download satellite content and display an infinite range of 
images were being installed in high traffic locations . . 

.. 
Transport advertising consisted of advertising in or on buses or subway cars; inside bus, subway 

and train stations; and inside airports and ferry terminals. It accounted for 26% of the outside 
advertising market, The largest segment of this market was airport advertising. Transport authorities 
typically bid concession rights and collected a proportion of the advertising revenues, which ranged 
from 50% to 70%. Contracts lasted for 5 to 10 years. 

Street furniture advertising (bus ·shelters, free-standing information panels, large-format 
advertising panels, multi-service columns, etc.) was the most recent and the fastest growing segment 
of ~utdoor advei;tising, accounting for 18% of the total. The share of street furniture advertising of 
total outdoor advertising amounted to 17% in the u.s:, 25% in the V.K. and 33% in France! Street 
furniture was irtst.alled primarily in city center locations and along major commuting routes. It was 
considered effective since it placed advertising panels in locatio~·where advertising was otherwise 
typically prohibited or significantly restricted. It also targeted the relatively rich urban population 
Potential suppliers were typically required by the city or town government to bid for the concession 
to supply and m~tain .a specific range of street furniture free of charge for a fixed period ranging 
from 8 to 25 years. In return the successful bidder was granted the right to sell the advertising space. 
Contracts often required that some of the advertising space'·be reserved for public infomu~.tion such 
as maps, and many.cities ~d towns also stipulated the supply of non-advertising furniture such as 
trash bins, benches, and signage. In other instances, an advertising fee wa~ also 1evied by the city or 
town. About 30°Ai of street furniture contracts specified revenue sharing, and in 2003, 14% of 
JCDecaux's advertising revenues were paid out as advertising fees. Street furniture suppliers did 
business primarily With cities and towns, but conqacts with private mall owners were on the 
increase. 

Other outdoor advertising, such as advertising on shopping trolleys or in gas stations, was 
referred to as "ambient media" and accounted for the remaining 6% of the outdoor advertising 
market. 

Outdoor advertising had been growing faster than !3dvertising as a whole (broadcast and cable 
TV, radio, newspapers, magazines, cinema), and· this trend was expected to continue with growth 
rates between:4% and 5% per y~. Tr~ds benefiting outdoor advertising included the fragmentation 
of traditional in-home media (see Exhibit 2), consumers spending more time out of their homes, 
increasing quality of technologically advanced outdoor displays, and increasing sophistication of 
audience me~ment ~ques (including GPS monitoring of sample audiences) to help match 
techniques used in other media. Outdoor aqvertising was also a cost effective way of reaching 
consumers; according to the Outdoor Advertising Association, for every €1.000 spent on advertising 
in the United Kingdom in 2003, outdoor reached 461,270 adults, radio 283,568 and television 118,68a5. 
While the demand for outdoor adverti.sing was growing, the supply of advertising space was 
constrained by regulation and local government policies, so concessions grew more valuable. 

In some respects, outdoor advertising competed with other media for advertising money, but it 
was also seen as a complement. Indeed, outd.opr advertising was often just one part of media 
campaigns since multiple media had proven to be an effective way of capturing consumer attention. 

2 
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Advertisers 

A wide range of companies used otildoor advertising as part of their marketing mix including 
local products and service providers, national brand advertisers and global brand advertisers. 
National brand advertisers often purchased outdoor advertising in locations in cities anc,i to\\rns that 
were reprei;entative of their core target audience to support national advertising campaigns. Outdoor 
advertising was also frequently used to support local promotions. In most European countries, 
outdoor advertising slots lasted 7 days; they lasted 15 days in . Spain and the U.K, though. 
Advertising campaigns typically lasted '7 to 28 days but longer campaigns of six months to three · 
years were common for corporate image advertising. 

Airport advertising was particularly sought after given the demographics and the captive nature 
. of the audience. Adyertisers contracted for individual airports and networks of key airports 
through.out the world . 

. The advertiser typically supplied the media to the advertising company which then assured that it 
was displayed in the locations agreed upon for the time stipulated in the contract. · · 

Regulation 

outdoor advertising was subject to a wide array of statutory provisions and restrictions, which 
varied between c.ountries and towns. Most countries had strict laws governing where advertising 
. could be placed,· and planning permission was typically required. 1his was a lengthy process 
requirix)g public hearings. Local municipalities also enforced by-laws governing advertising. 

The bidding proces.s for supply of street furniture was a complex and often politically sensitive 
process. The law varied significantly from country to country and was often ambiguous. Since street 
furniture contracts did rtot require towns or cities to make any payments, they were not strictly 
public contracts and were therefore not subject to statutory bidding processes. Indeed, some courts in 
Germany and France _had taken th~ view that street furniture contracts were merely the granting of a 
right to use the public domain. However, open bids were becoming the norm, catalyzed by new 
European directives~ and by allegations by new~apers and aggrieved comp~titors of unfair 
practices. In 1992, for example, a Belgian court examined JCDecaux and several other outdoor 
advertising companies on charges of unlawful campaign contributions.6 

• 

Although there were many players. in ¢.e outdoor adv~sing business, and many alternate 
advertising channels, the competition authorities took a keen interest in the industry. A decision in 
July 1998 by .the French antitrust ·authorities .meant that street furniture contracts could _no longer 
include automatic renewal provisions, nor preferential rights to install additional structures identical 
to those covered by previous contracts. When JCDecaux, the market leader in street ·furniture in 
France, bought Avenir' s billboard and transport bus:inesses in France in 1999, the French Ministry of 
the Economy, Finance and Industry, imposed· conditions on JCDecaux, effectively reducing the 
number of billboard panels of the combined entity and limiting the discounts ·that could be given on 
combined packages of street furniture and bi).lboard advertising. The UK. Monopolie~ and Merg~ 
Co~iori also had set hurdles preventing J.CDecaux from completing an acquisition of its biggest 
British competitor, the ~ore Group, in 1998.7 

• 

Operations and Supply 

Outdoor advertising companies typically subcontracted ·the manufacture of street furniture and 
equipment to third party suppliers. However, they typically installed and maintained the equipment 

3 



705-458 JCDecaux 

themselves, and also managed the distribution and posting of advertising media. This was a 
significant logistics challenge given the frequency of change and the large number of facings 
involv~d. 

Outdoor Advertising Companies 

There were hundreds of outdoor advertising compani~s ·throughout the world in 2004, but the top 
three, Clear Channel Outdoor, JCDecaux, and Viacom Outdoor, controlled 31 %1 of the world market. 
In addition, there were numerous national champions who held strong shares in their home markets. 
Up until the middle of the 1990s the industry was relatively fragmented and considered the stepchild 
of the media industry. However, the increasing interest in the sector drove the large media 
conglomerates Clear Channel and Viacom to significantly invest in outdoor advertising. 

JCDecaux 
Jean-Oaude Decaux,_ the founder of the company, recalled the origins of his namesake company: 

I did not like studying, and was never good at school. I also preferred to do small jobs 
instead of p4tying with my schoolmates. My parents owned a shoe shop in Beauvais and I 

· used to work there on Saturdays. One summer, when th_ey planned to close the shop. for a 
whole month while they were on vacation in Morocco, I convinced my dad to leave it open 
and let me -run it. I was then free to manage the family business just on my own! For instance, I 
stayed open on Sundays! Orie day, I took my scooter and posted advertisements ''Buy shoes at 
Decaux" on utility poles around the town-and business boomed. 1 didn't think this could be 
illegal-but when my parents came back, my dad ~as furious to see that the utility poles 
company was expecting him in court! And·so I was fired from the shoe shop. 

Other shopkeepers, however, liked the idea of outqoor advertising and they encouraged me 
to do the same for them, this time legally of couxse. I was too young to start a company, 
though, so my dad had to give me ~sion to "emancipate." I had then launched_my first 
advertising company at age 18. 

Soon however, the French gov~ent announced a ban on advertising on major roads 
outside cities. This was a blow to my company. I was 19 years old and I had a year to find 
another business. One rainy day in Paris as I was watching people standing in the rain at a bus 
stop, this new idea struck me. Why not build a shel~r and advertise on it? I called it 
"Abribus."2 I would supply the bus shelter and maintain it for free, and in return, I would get 
the right to. advertise. 

I saw a great example of what I was trying to build in a 'Paris street. I took a picture and 
sent thousands of copies to municipalities in France tp generate interest. I then built a sample 
bus shelter, loaded it onto the back of a truck and drove it round France to show anyone that 
was interested. Louis Pradel, the Mayor of Lyon, said he would see me. I explained the concept 

1 Adapted. by case writers from the Exhibit 1/ Table 3, JCDecaux, 2000 - 2003 Annual Reports (Neuilly-sur-Seine: JCDecaux, 
2000 - 2003). 

2 "Abri" is French for "shelter" or "protection." The word that Jean-Claude Decaux invented soon became the de-facto word in 
France for bus shelters in place of the French word uarret de bus." 
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and he climbed up on the truck to take a look When I said I would build and maintain them 
free of charge, he laughed, "Lets giv~jt a try."8 

,, 

Jean-Claude Decaux and his brother personally installed the first bus shelter on the de Guillotiere 
Bridge and 39 more soon followed. The experiment was a success and the street furniture advertising 
medium was born. A second city soon followed, and from there JCDecaux grew quickly, negotiating 
exclusive, long-term contracts with numerous cities throughout France. Jean-Claude's son, Jean­
Frarn;ois Decaux explained: 

· My father believed that it was in city centers that we could reach people with higher 
income. By working ~m an exclusivity basis we could create a uniqu!i! nc~tionwide advertising 
network for our clients. It was~ in the municipality's interest to grant a long-term contract 
to one player and be able to supervise a unified street furniture network. It was a win-win 
play: we provided the city with high quality service and equipment in exchange for the 
advertising space we could sell to our clients.9 

The company grew rapidly. In 1972, JCDecaux won its first contract for street furniture in Paris. 
As part of this con~act, it introduced its first freestanding information panel A host of innovations 
followed, including decorative columns and a range of public amenities such as outdoor automatic 
public toilets and newspaper kiosks. 

In the 1970s JCDecaux ventured beyond France into Portugal and Belgium, and in the 1980s :into 
Germany and Holland. In the 1990s the company moved into Spain and the U.K., and planned 
moving beyond Europe into Asia Pacific and the Americas. This international e,q,ansion was driven 
by Jeari daude's two sons, Jean-Fran~ois and Jean-Charles Decaux. Explained Jean-Fran~ois Decaux: 

When I joined the company in 19~2 at the age of 23, I directly moved to Germany to set up 
JCDecaux's subsidiary. It was a tough start. I stayed for almost nine years winning contracts in 
major Germ.an cities. When the Berlin Wall fell in 1989, we were the first outdoor company to 
venture to the former commwtlst block. Our competitors were afraid to move so q:uicl4y.10 

Jean-Charles iidded : 

I joined JCDecaux ten years after my brother, in 1992, and settled in Spain for a few years. 
Unlike other · countries, where .the . street furniture concept was a nov~lty, our Spanish · · 
competitors had already copied it and built the first bus shelters in big cities. We had to 
innovate to establish our presence in the ~ountry. As Spanish cities lacked a recycling solution, 
I offered them a free tecycling service for ~s and batteries as long as I could advertise on the 
recycling bins. They liked the idea and in 1994, we won the Madrid contract; other c~ties 
followed rapidly.11 

Outside France, JCDecaux often joint ventured with local competitors to enter n~w markets and 
often bought out joint venture partners over time. J~aux also purchased sm~ int~rests ~ local, 
typically family-owned companies and subsequently increased these. stakes. Examples included 
Gewista, the leading outdoor advertising· company in Austria, in which JCDecaux increased its stake 
to 67% in 2003, and Wall AG, one of Ge:rmanrs leading street furniture providers, in which 
JCDecaux held a 35% stake. JCDeca~ al'so acquired small local competitors with valu~ble 
concessions such as Alma Quattro in Serbia-Montenegro, which held the street furniture contract for 
the city of Belgrade. (See Exluoit 3.) . 

JCDecaux entered the Asia-Pacific region in the early 1990s. During the following decade, it won 
street furniture contr~cts in Sydney, Singapore, Bangkok, Hong Kong, Macao, Yo}cohama and Seoul. 
Je;m-0\arles recalled: 
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The street furniture concept was unknown in Asia and it took us several years to convince 
Asian municipalities of its benefits. After seven years of negotiations, the government of the 
Republic of Singapore agreed to. tender the street furniture concession on an exclusivity basis 
for ten.years. In Japan, where street furniture advertising was forbidden, we lobbied-for three 
years· ·to change the regulations. Meanwhile, we entered the market with Japanese retailers. 
Now; . with new regulations, we expect to gradually 'increase JCDecaux's street furniture 
market share· m Japan. In November 2004, we won the Yol,cohama tender. Asia is a very 
promising region and we hope to be in mainland Ouna so~n. u 

In 1994, JCDecaux entered the street furniture business in the U.$. when it w~n a 20-year 
concession for San Francisco's 27 public toilets and ·over 100 advertising kiosks. Jean-Franc;ois Decawc 
explained: · 

No-one else was offering automatic toilets. There were huge concerns about vandalism and 
graffiti, but we kne,,• we could do it. San Francisco became our showcase city in the US; it 
proved thaf we were able to provide an American city with a complex, high quality product 
and also service it properly.13 

• ·· 

Market Consolidation Phase 

In the middle of .the 1_990s, the fast growing outdoor advertising market began to ·attract the 
attentio.r:i of U.S. media and ad~ertising groups. This was partly driven by soaring costs of traditional 
media, and by the increasing fragmentation of traditional JV cllannels- Outdoo:i:. advertising offered a 
cost effective alternative to capture consumer attention. The sector was alsq consolidating as a result 
of the growing complexity and higher upfront costs.of contracts. (See Exhibit f.) As a result, during 
the late 1990s,· two new entrants, Oear Channel and Viacom, built major positions in the indu~try 
through a series of aggressive acquisitions. (See Exhibit 5.) 

Clear Channel Comm~cations Inc. The San Antonio, Texas-based diversified media 
group primarily strong in radio broadcasting and live entertainment entered the outdoor advertising 
business in April 1997 with the acquisition of Eller Media Corp(?ration. In early 1998, Oear Channel 
acquired Universal Outdoor and combined the two entities giving the company coverage in 33 major 
U.S. markets: In the summer of 1998, after an acrimonious battle with JCDecaux., Clear Channel 
acquired the More Group, _a U.K.-based ·outdoor giant operating in _25 countries. Soon after, Clear 
Channel entered the French market, buying Sirocco and .Dauphin, both important players in. the 
outdoor advertising sector. In 2000, the company bought 80% of France Rail Publicite, a transport 
outdoor advertising company with concessions on buses, trams and railway stations. In July 2001, 
France's biggest retailer, Carrefour, chose Clear Ch.am}el to develop and instaU advertising billboards 
in 2,700 parking lots of its hypermarkets in 11 European countries. The 10-year contract represented 
an investment o(- around €100 million and w as expected to generate a tum.over of around €1 billion 
In the same month, Eller Media Corporation officially changed its name to Oear Channel Outdoor. In 
2002, 0e!ll' Channel completed the acquisition of the Ackerley Group, the fourth-hu:gest U.S. outdoor 
advertiser. , 

In 2003, Clear dumnel Outdoor, based in Phoo-Ilix, Arizona, represented 24% of its parent's total 
revenu e. It operated in all three of the m ajor outdoor segments-billboards, transport, street 
furniture-with more than 750,000 displays in 65 countries. The compa~y was present in 46 U.S. 
markets, and daily reached more than half the adults in the United States.H · 

Viacom Inc. The New York-based diversified entertainment and communications company 
had interests in cable networks (M1V, VHl, Nickelodeon, BET and Comedy Central), television 
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broadcasting (CBS and UPN), production and syndication (Paramount TV), film (Paramount 
Pictures), video distribution (Blockbuster), publishing (Simon & Schuster) and ovvned over 180 radio 
stations. ·: 

Viacom ente1:"ed the outdoor advertising business as a result of its $37 billion acquisition of CBS 
Corporation in September 1999. As part of the deal, it picked up a 64% stake in Infinity Broadcasting, 
a radio and outdoor advertising company. Subsequently, in June 2000, it bought Giraudy, one of 
France's main billboard players. It acquired the balance of Infinity Broadcasting in 2001. 

Viacom Outdoor accounted for approximately 7°/o of Viacom lnc.'s consolidated revenues. It had 
outdoor advertising operations ~ more than 90 markets in North America, including all 50 of the 
largest metropolitan markets in the U.S., 14 of the 15 largest metropolitan markets in Canada and all 
of the 45 largest metropolitan markets in Mexico. Additionally, Viacom Outdoor had the exclusive 
rights to manage advertising space within the London Underground and on more than 90% of the 
buses in London and the United Kingdom.15 (See Exhibit 6 for Oear Channel's and Viacom's 
financials.) · 

JCDecaux' s Response 

In the face of growing competition, JCDecaux continued to innovate. In October 1998, spotting an 
interesting niche market, the company signed its first contract to install street furniture in shopping 
malls in the United States with the largest mall operator, the Simon Group. This first deal initiated a 
series of long-term contracts with prime shopping malls in the U.S .. The company also moved to 
protect its European base by attempting to buy the London-based More Group, but lost the deal to 
Oear' Channel. After the unsuccessful attempt to block Oeilf Oi.anners moves into Europe; JCDecaux 
decided to bid for the French-based A venir Group in June 1999 .. The Group included the Avenir and 
Mills & Allen billboard companies, and three airport advertising companies, Sky Sites, AP Systemes 
and Pearl & Dean. Avehir was the billboard leader in France, and Mills and Allen owned almost 20% 
of Britain's billboard. market. The airp.ort advertising divisions held concessions at London Heathrow, 
New York's JFK and Hong Kong's Chek Lap Kok. Jean-Fran~is Decaux explained: 

In 1999 we faced a major challenge:. grow or sell out. We received a very attractive offer 
from one of the major media Group and my dad, who was approaching retii'ement, generously 
left the decision to my brother Jean-Qlarles and me. We decided we wanted to grow. With the 
Avenir acquisition, we doubled :Our size .. We also gained more international exposure and 
higher vjsibility with a series of new products for the advertisers. hi fact, the three \;usiness 
lines~ complementary. They also help us to maintain a national network; if we lose a street 
furniture contract, we can still provide an. advertiser with national coverage with our 
billboards.16 

· 

The A venir acquisition was financed with .debt: Following the acquisition+ the company embarked 
upon a major integration program, beginning in France, by merging all administrative functions of 
logistics and operations. In June 2001, J~ux decided to float 27% of its shares. 

In July 2001, JCDecaux expanded in the- U.S. by winning a $750 million contract in partnership 
with Viacom Outdoor in Los Angeles. In 2002, in partnership with. V~com again, they won the 
Vancouver concession. Also in 2002, working alone,JCDe.caux won the 20-year Chicago concession to 
supply 2,175 bus shelters and other street fumiture.17 In 2003, jCDe<:aux acquired 50% of Wall USA, 
the subsidiary of Wall AG . in Germany, which held the Boston street furniture contract until 2021. 
Jean-Fran(:ois Decaux explained the company strategy in the U.S.: 
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We partnered with Viacom in cities where the company was incumbent and politics played 
an important role. Viacom lacked our street furniture skills, so both companies were better off 
joining forces. Chicago was different. I knew that the city mayor highly valued quality and that 

18 • 
there was no incumbent. . 

By 2004, JCDec~ux's business had spr~ into 3.,500 citi~ in 43 countries, and the company had 
passed Viacom Outdoor to become the second largest outdoor advertiser in the world after Clear 
Channel in the USA. (See Exhibit 7.) Almost 60°/o of JCDecaux's 2003 revenues derived from outside 
France. The company was valued at €4.26 billion ($5.65 billion) in late November 2004 and employed 
6,900 people worldwide. 

Lines of Business in 2004 

. Street Furniture JCDecaux competed in all segments of outdoo~ aqvertising, but its greatest 
strength was in street furniture where it was number one in the world. (See Appendix for some 
pictures of the JCDecaux street furniture.) Street furniture genera:te4 54% of JCDecaux's revenues in 
2003 and 88% of its operating income. (See Exhibit 8.) In 2004, JCDecaux held concessions in 1.,500 
cities in~ conntries with a total of 291,000 advertising f~.19 It operated concessions in 34 of the top 
50 cities in the European Union and 4 of the top 6 largest urban areas in the United States. Although 
the Asian street furniture market was still very fragmented ~d deregulated, JCDecaux looked ahead 
to gradually gain a foothold in ~e region. (See Exhibits 9a and 9b.) The company also had contracts 
with 565 malls throughout the wo.rld.20 With its broad coverage, JCDecaux could offer its advertisers 
high reach and Wgeted audiences. For instance its Distingo® service in France provided adv~ing 
facings specifically targeted to sophisticated urban women. 

As of December 2003, the average term left to nm on JCDecaux's street furniture contracts was 
nine years. In 2003, JCDecaux won 85% of its competitive bids for new and renewal contracts. In 2004, 
15.9% of the portfolio, weighted by revenues, was scheduled to come up for renewal. The potential 
for expanding the portfolio was also extensive; new street concessions were coming up for bid in a 
number of major cities including New York City, Toronto, London, Milan, Rome, Warsaw, Sao Paulo, 
Beijing, Shanghai and Taipei 

Billboards JCDecaux generated 28% of its revenues from billboard advertising in 2003 and 9% 
of its operating income, and was the number one in Europe in 2004. In 2004, it controlled 189,000 
panels in 25 European countries and 3,000 European C:i,ties of more than 10,000 people. 52,000 of these 
panels were in 1'.rance; 37% of JCDecaux's French billboards were illuminated compared to 25% for 
competitors.21 

• 

Tran~port Transport accounted for 18% of JCDecaux's revenues in 2093 and 3% of.operating 
income. JCDecaux was the world's leading airport advertising business with concessions in 153 
airports, 101 of them in Europe (44 in France). JCDecaux reached 30% of all airport traffic through its 
concessions. (See Exhibit 10.) Airports accounted for f;)Vo-thirds of J0)ecaux's t:ransport sales. The 
company also operated concessions in over 150 mass transit systems in 250 cities throughout Europe, 
South America and Asia Pacific. JCDecaux managed over 150,000 large advertising panels in the 
transport segment, of which 23,000 were in airports. These numbers excluded approximately 500,000 
small~scale advertisements on airport luggage . t:rolleys, and in buses, trams and metros.n Jean­
Fran~ois Decaux explained the strategic advantage of transp·ort advertising: 
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building at Roissy, Paris' largest airport. It is impossible to miss! It brought us a lot of ri.ew 
customers. 

Advertisers 

Because of the broad appeal of outdoor advertising, many advertisers used the medium, and 
JCDecaux had a very broad customer base. Few customers accounted for more than 1 % of sales, and 
the mix of sectors was broadly in line with the'industry average. (See Exhibit 11.) 

France was an exception to the average because retailers were not allowed to advertise on TV, so 
they traditionally used outdoor media in their promotional campaigns. As a result of a growing 
pressure from the European Commission in Brussels, those regulations were set to change in January 
2007, most likely entailing major changes· for the advertising companies.23 

Because of its broad geographic scope, JCDecaux. was able to offer global advertisers ~ensive 
reach. Jn January 2003, JCDecaux signed a five-year contract with Unilever for outdoor advertising in 
22 European cities. The contract was estimated to generate $120 million in revenue. In March 2003, 
JCDecaux entered into a four-year alliance with Masterfoods for outdoor advertising campaigns to be 
displayed in 16 European countries.24 

JCDecaux scored highly in audience measurements allowing it to ask for price premiums over its 
main competitors. David McEvoy, the Senior U.K Marketing Director, commented: 

Our street furniture is typically better located than our competitors, better lit and better 
maintained, In the U.K, on average, we reach 28% more audience per display than our closest 
competitor. And that is just an· average. In Birmingham, for instance, our facings are 75% more 
effective. This allows us.to charge a healthy price premium.25 

· . . 

Management Structure and Corporate Values 

The company was led by an Executive Board composed of five members: the two eldest sons of 
the founder, Jean-Fran~ois and Jean-Olarles (c~Os), Robert Caudron (Chief Operating Officer), 
~rard Degonse (Chief Financial Officer), and Jeremy Male (Managing Director of Northem and 
Central Elµ'Opean Operajions). ~ becaux brothers alternated every year as Chairman of the 
Executive Board. The Executive Board reported to a Supervisory Board of six members chaired by 
Jean-Oaude Decaux. (See Exhibit 12 for the Executive and Supervisory Boards' profiles.) Jean­
Fran~is Decaux commented: 

In preparation to become a public company in 2001 and maintain our success in the outdoor 
advertising, we needed the backing of our shareholders. A strong Executive and Supervisory 
Board gave us a lot .of o-echbility. Our management would soon be more multicultural' to 
reflect further developments.in the U.S. and A.sia.26 

JCDecaux operated a country structure with local management boards in each country composed 
of a· cOW\try manager in charge of development, a head of operations, a head, of sales and marketing 
and a head of finance. In larger regions, such as Asia, each country manager reported to a regional 
manager. In smaller regions, such as Europe, country managers. reported directly to one of the 
Decaux brothers. 

Within a country, operations and concession relations were structured along regional lines to 
serve · local ~tamers while sales and marketing was organized. along lines of business. 

9 



70~58 JCDecau1' 

Administration was performed at the nationaPlevel and R&D was centralized globally in Plaisir, 23 
miles outside Paris. 

Si.nee the company's first days; Jean-Claude Decaux had stressed the importance of putting_the 
customer first, working hard, and getting the job done. The management style was therefore 
aggressi~e and pragmatic, and the Decaux had frequent c-0ntact with employees at all levels of the 
organization. Although Jean-Claude himself .no longer held an executive position, he could of~ still 
be found out in the field at 7 a.m. ta1king to the operations people. The Executive Management team 
followed suit. G~rard Degonse, Executive Board Member and Ouef Financial Executive explained: · 

Oµr focus has always been on the service and the product we provide to our clients. Jcar:i­
Oaude Decaux and his sons are a tremendous source of inspiration in this regard. They lead 
by example and have always shown strong commitment to the company and its employees. 
We have never had a layoff. All of us have easy access to the family and open communication 
is our standard. There are no family mysteries and no ~erarchy per se. What counts most are 
results, not academic theory. You go out in the field and you will see the JCDecaux vans 
everywhere( ... ) and the peopl~ are proud to wear the J~ux unifomi.:21 

Bidding for New Concessions 

The bidding process for a new street furniture or airport concession was a lengthy and elaborate 
process. JCDecaux might start preparing the grounds for a future contract as early as a decade in 
advance. The work began with building an understanding of the target city's :,treet furniture needs. 
The next step was to !:\Waken interest and awareness among municipality officials of the advantages 
that the street furniture could bring to the city. S~e most contracts went out to an open bid, it was 
important to ensure that the municipality had a clear idea of ·the criteria they should be setting for 
evaluating potential suppliers. The request for proposal (RFP) was only the last stage in a very long 
process, and typically lasted three or four months. . 

The criteria for bidders normally included i) quality; innovation and design, ii) track r~cord in 
building out a big city iii) track record in maintenance, and iv) final package of furniture and price. 

Manufacturing and Operations 

JCDecaux subcontracted the manufa~e of street furniture and billboard structures to a variety 
of suppliers. The Industrial Department in Plaisir purchased almost 75% of ~ street furniture and 
spare parts for Europe. In the Americas and Asia-Pacific procurement was generally done locally. No , 
individual supplier accounted for more than 10% of total manufacturing costs in· 2003, and the top 
three accounted for less than 20%. Eighty percent of the Industrial Department's purchases were 
made with 80 suppliezs, 9% of the total supplier base. Much of the street furniture was also 
assembled by third party contractors, although more complicated items such as auto~tic toilets and 
rotating decorative columns were assembled in-house: All quality control inspections, installation 
and repairs were carried out by in-house technicians.28 Of JCDecaux's 6,915 employ~, 4,380 were 
employed in operations in 2004: (See Exhibit 13 for ·an overview of JCDecaux employees.) The 
majority of these employees worked in the street furniture segment of ~ business. They were 
responsible for final assembly, installation and maintenance of street furniture, and for posting the 
media. Given the huge number of panels and the frequency with which they were changed (once a 
week in some instances), the media posting exercise was an extensive logistics operation. Each week, 
advertisers sent advertising posters to JCDecaux's preparation facilities where they were joined 
together into full sized posters and, for long term posters, laminated. They were then sorted and 
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rolled for distribution throughout the network. The company operated two main preparation 
facilities in France, in Lyon and Plaisir, iµid several othe~ facilities across the world. 

Field operations personnel typically worked alone from a distinctively painted JCDecaux van, and 
were assigned their own territory, which they had to service and maintain. Regional supervisors 
checked the quality of their work · making sure that strict cleanliness, on-time delivery and 
maintenance standards were respected. They were linked to headquarters via mobile phone. Van 
location was also tracked in France via GPS. . 

Robert Caudron, Executive Board Member and Otlef Operating Officer explained: 

JCDecau.x's operations are like a strict military organization. Errors cost money ( ... ) it's 
written into our contracts, so we aim to avoid them. Our error rate is less than 1 %. Every job is 
well defined and we provide proper training for it. We measure it and reward it. If someone is 
capable of delivering more output than the standard, we pay bonuses. The best ~ rewarded 
wit;h up to 15% of their fixed salary.2' 

In j.ts drive to improve productivity, JCDecaux received ISO 9001 certification in 2003, and 
installed SAP to help control all manufacturing and logistics processes. 

When starting a new contract abroad, JCDecaux placed an experienced French manager in market 
to take control of the operations. This manager was responsible for hiring a team from the local 
workforce. Once the new team was trained and up and running, the French manager moved on. 

Sales and Marketing 

. JCDecaux sold its advertising through its own sales forces for the three business lines. Advertising 
on street furniture and billboards. was sold locally and airport advertising was managed globally. 
Historically JCDecaux did not offer discounts off list price for street furniture advertising. However, 
it offered discounts on billboard and transport, in line With industry practices. JCDecaux also tended · 
to sell" street furniture advertising directly to advertisers. Albert Asseraf, Director of Strategy and 
Marketing, explained, ;'One of the key advantages of JCDecaux is its strong links with advertisers 
who acknowledge _the quality differential of its Street Furniture. Panel quality drives audience, and 
audience drives revenues"00 

To .direct developinent'efforts, aru:l mai.Ii.tain client satisfaction, each subsidiary was encouraged to 
conduct annual client satisfaction surveys. In France, at the end of 2003, the Marketing Department 
conducted a satisfaction survey of 100 advertisers, 40 advertising agencies and 8 media agencies. In 
the U.K., JCDecaux's Sales and Marketing was voted the best sales and marketing team from 2002 
through 2004 by Campaign, the main advertising ind~try title in the United Kingdom. · 

R&D 

From its fotmdation, JCDecaux was a committed innovator, and invested significantly in 
developing new ideas. Approximately 130. pe:ople worked in its R&D department and their efforts 
had led to a string of innovations including the original bus shelters (1964), the first free standing 
p~ls (1972), the logistics capability to offer severi day campaigns _(1973), the first back illuminated 
display panels (1973), the first scrolling panels (1976), the first automatic outside toilets (1980; in .their 
sixth generation in 2004), the first "infobus" panels informing bus passengers when the next bus· was 
due to arrive (1991), automatic detection systems for signaling repair needs (1999), voice recognition 
directories for airports and shopping malls (2000), and a computerized bicycle management system 
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tha~ made free bicycles available to city dwellePs, first in Vienna and Lyon (2003). JCDecaux worked 
closely with internationally acclaimed designers and architects to design its furniture, including Lord 
Norman Foster, Philippe Starck, R<;>bert AM. Stern, Mario Bellini, Martin Szekely and Philip Cox. 

JCDe~aux spent €20.6 million on R&D in 2000, €13.8 million in 2001, €9.8 million in 2002, and €8.3 
million in 2003. Jeru,,.-Fran~ois Decaux explained: 

The reduction in R&D is partly a result of accumulati.J:tg a broad variety of street furniture 
designs and prototypes over the years. Billboards and transport advertising also requires less 
innovation than street furniture. If we win a strategic contract, as for example in New York, the 
R&D spend would increase significantly.31 

Human Resources 

To maintain quality, JCDecaux was committed to hµ-ing full time st~f rather than part time 
employees. To attract management talent, JCDecaux worked with a number of universities and 
organized 139 internships at the company in 2003 ranging from a few weeks to a year. According to 
Gerard Degonse, JCDecaux looked for "action oriented. initiators, who are able to run 
autonomously." 

JCDecaux provided extensive training programs for its s~ including mtegrations seminars to 
help new hires assimilate the corporate culture. The company ran a training center at headquarters in 
Plaisir, which offered a wide range of courses on outdoor advertising. In 2003, more than 2,500 
trainees received a total of 30,000 hours of continuing education, at a cost of €1.8 million. 32 

In 2004, J~aux launched JCD Media Academy, a program to train sales representatives and 
sales managers allowing them to share product knowledge and develop a shared professional culture 
as Well i!S giving them the opportunity to enhance their careers; 

Since October.1998, the working hours of the majority of French employees were limited to 35 per 
week. Employee turnover amounted to 12%.33 

JCDecaux operated a profit sharing scheme. The principles govem.i.ng. the ammmt paid out varied 
by subsidiary. In France, €5.8 million were paid out in profit sharjng in each of the years 2001 
through 2003, representing an ·average of approximately €1,800 per employee. At the IPO, employees 
had also received option shares, exercisable by 2004 .. 34 

Finance, Infonnation Technology 

JCDecaux was relatively financially conservative, and had been virtually debt free until it 
acquired Avenir in 1999. In July 2000, the company refinanced t~s acquisition through credit 
facilities and a p'°-vate placement in the U.S. 

The cash flow profile of street furniture .business required extensive upfront capital investment, 
$2-$3 of capital for every $1 of annual . revenues in the first year, but was strongly cash positive 
thereafter. Typical bids delivered a 20% internal rate of return. The cost of bids was relatively small, 
between $300,000 and $500,000.35 

· 

To support its broad logistics operations JCDecaux had an extensive IT system. Much of the 
software had been developed in-house integrating operations from sales bookings, posting; invoicing 
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and creditors' payments. Budget, reporting and consolidation processes were also fully integrated. Jn 
addition, a yield management program was used to optimize sales. 

The New York Contract 

New York (NY) had long represented.a major opportunity for modem street furniture. In the early 
1990s, Manhattan-based Gannet Outdoor Group was operating the city's contract, which was due to 
expire in 1995. Jean-Fran~ois Decaux first approached the New York City administration in 1992. The 
municipality decided to test JCDecaux's automated public toilets at three locations in Manhattan on a 
four-monfl1 trial basis. In 1994, JCDecaux committed to take part in the next street furniture ~id in 
New York City .. At that time, OSI (Outdoor Systems·Inc.), former Gannet Outdoor, operated nearly 
75% of .the estimated 14,000 bus stop shelters throughout the U.S .. However, the RFP for a 20-year 
franchise was not released until early 1997. The contract for 3,300 bus shelters, 330 newsstan~ and 30 
automatic public toilets was estimated at $1 billion in advertising revenues.36 

The NYC contract short list included JCDecaux, the More Group, TDI and 051 To the surprise of 
all, the RFP was withdrawn in April 1998, after Mayor Rudolph Giuliani decided to rewrite the 
tender documents. In the meantime, the city just extended the existing contract with 05131 

JCDecaux had to wait six more years for the next New York RFP, by which time the incumbent 
OSI had become· part of Viacom. In early,2004, Viacom announced that it would bid on the New York 
contract on its own, without a partner. In response, JCDecaux formed a 70/30 joint venture with NBC 
Universal. The venture-natned NBCDecaux-jointly submitted a proposal to New York City on 
September 15, 2004.

31 
NBC Universal, majority owned by General Electric, operated the prime 

television networlc and a valuable portfolio of news and entertainment networks in the New York 
area. 

As Jean-Franc;ois sat down with his brother Jean-Charles, the upcoming bid was the first order of 
discussion. This was the largest bid ever offered in their industry, and ob~g the concession--or 
not-would significantly impact the future of JCDecaux. 
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Exhibit 1 Outdoor Advertising Market 

By Type of Advertising 1999 2000 2001 2002 2003 

Billboard · Euro millions nla 9,345 9,599 9,101 8,082 
Transport Euro millions nla 4,867 4,999 4,930 4,202 
Street Furniture Euro millions nla 3,115 3,199 3,413 2,909 
Ambient media Euro mHlions n/a 2,142 2,200 1,517 970 
Total Euro millions nla 19,469 19,997 18,961 16,163 

Billboard % of total nla 48% 48% 48% 50% 
Transport % of total n/a 25% 25% 26% 26% 
Street Furniture % of total n/a 16% 16% 18% 18% 
Ambient media % of total n/a 11% 11% 8% So/q 
Total %of total nla 100% . 100% 100% 100% 

Source: JCDecaux's estimates adapted by case writers. 

By Region 1999 2000 2001 2002 2003 

Europe Euromlllions 4,732 6,210 6;588 6,211 5,298 
Asia Pacific Euro millions 5,405 6,53.9 6,706 . 6,225 5,108 
Americas Euro millions 5,037 6,236 . 6,178 5,823 5,052 
Other Euro millions 313 484 525 702 704 
Total Euro millions 15,487 19,469 19,997 18,961 16,1~ 

Europe % of total 31% 32% 33% 33% 33% 
Asia Pacific % of total 35% 34% 34% 33% 32% 
Americas % of total 33% 32% - 31% 31% 31% 
Other %of total 2% 2% 3% 4% 4% 

Total % of total 100% 100% 100% 100% 100% 

Source: JCDecaux information available from 2.eni.thOptirnedia, Advatising ~diture ForW1Sts (London: ZenithOptimedia, 
July 2004). 

BICom2anI Nationality -1999 2000 2001 2002 2003 
Euro millions 

Clear Channel Outdoor USA 1,252 1,676 1,954 1,971 1,914 
JCDecaux France 1,208 1,417 1,543 1,578 1,544 
lnfinityNiacom Outdoor USA n/a 1,865 1,845 1,696 1,539 
Lamar USA 417 746 768 822 713 
DSM/Stroer Germany n/a 440 44-0 463 396 
Atfichage Holding Switzerland 168 198 212 205 191 
Maiden U.K.. 102 132 129 130 127 
Metrobus France 116 117 125 133 132 

Outdoor advertising 19,469 19,997 18,961 16,163 
All adverti.slng 356,000 347,000 325,000 321,000 

Source: JCDecaux. 2000 - 2003 Arurual Reports (Neuilly-sur-Seine : JCDecaux, 2000 - 2003). 
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Exhibit 2 Trends Affecting Outdoor Advertising 

lncre:,used Choice of ht Home Media 
(USA: 1970 -1987) 

530"k 

198% 

13% S3% 

81-4% 

Dally Radio Magazines TV Stations Home 
Newspapers Stations f{eceiving 

Cable 

705-458 

Source: TCDecaux, Group: Market Fragmentation, ·JCDecaux Web site, http://www.jcdecaux.com/anglais/groupe/ 
inarche/ fragmentation/index.htm, accessed November 24, 2004. 

Number of Vehicles per 1000 Inhabitants as of January 1 

European Union 
Germany 
Belgium 
Spain 
France 
Italy 

, United Kingdom 

1990 

454 
512 
419 
403 
4~ 
507 
454 

1995 
473 
529 
463 
430 
520 
541 
474 

1999 

545 
554 
498 
522 
548 
608 
516 

2003 

568 
583 
523 
562 
587 
656 
554 

Source: Adapted from Committee of the French Automobile· Producers (CCFA), "Automobile Density by Country," CCFA 
Web site, http://www.ccfa.fr/tab/mul.htm, accesse(i October15, 2004. 
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Source: JCDecaux. . 
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Exhibit 3 JCDecaux Acquisitions and Joint Ventures 

Date 

Jun-99 

Jan-01 

Feb-01 

Feb-01 

Mar-01 

Mar-01 

Apr-01 

Jun-01 

Dec-01 

Jul-01 

Oct-01 

Aug-01 

Jan-02 

Jan-02 

Apr-02 

May-02 

Oct-02 

Nov-02 

Nov-02 

May-04 

Apr-03 

Aug-03 

Oct-03 

Oct-03 

Nov-03 

Sep-04 

Geography 

· Global 

Finland 

Norway 

Sweden 

Spain 

Portugal 

Austria 

Mexico 

Detail 
Acquired Avenrr, the outdoor advertising division of Havas Media Communication for 885 
million euros 

Took <tomplete control of Maximedia dy, number one in Finland {60% share) 

Acquired TOI Media Norge (Viacom group) 

Acquired Xpomera 

Acquired 49% of Planigrama 

Acquired a majority stake in Red 
Acquired a controlling interest in Gewista, Austria's leading outdoor advertising company (40% 
share) 

JV with UDC • 8 year advertising concession in 9 airports in South Western Mexico 
Acquired 11.1 % of Wall_ AG (concessions in Berlin, Boston, Dusseldort, Amsterdam, Moscow, 

Germany Istanbul) 

Japan JV with Mitsubishi Group to install street furniture in shopping malls 

China JV with Nolasco : 20 year street furniture concession in Macau 

Korea JV with Poong Group: taxi shelters in ~eoul 

Gennany Acquired Klett family minority stake in KlettDecaux 

USA JV with Viacom Outdoor - street furniture concession in Los Angeles 

Pan Europe Signed pan-European advertising business alliance with Unilever 

Central Europe JV with Affichage 1:ioldings in Central Europe 

Czech/Slovakia Gewista acquired two outdoor adve.rtising Cl)mpanies in the Czech .Republic and Slovakia 

Spain Acquir~d Femaining 51% interest In Planigrama 

Italy 

Canada 

Serbia 

Austria 

Gennany 

.USA 

Spain 

USA 

Merged Italian operations with IGP in Italy to form IGP Decaux, the number one outdoor 
advertising company in Italy · 

JCV with Viacom Outdoor. 20 year street furniture concession in Vancouver 

Acquired Alma Quattro, the leading outdoor advertising company in Serbia-Montenegro 

Increased stake in Gewista to 67% 
Increased stake in Wall AG to 35% 

Acquired 50% of Wall USA 

Acquired remaining 25% of JCDecaux & Sign 

NBCDecaux 

Source : JCDecaux. 
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Exhibit 4 Market Consolidation (outd~r a~vertising revenues in 1997 and 2003 in $ million) 

1997 2003 

2174 

17531748 

810 

Source: JCDecaux. 

Exhibit 5 Clear Channel and Viacom Acquisitions, 1996-2000 

Cl~r a,annel COl!l.muntc.atlons Inc. 

France Rail Publfcit~ (8096) 
French Railways Advertiser · 

·Plakanda 
Sw iss and Polish 

outdoor ai::lvertiser 

07/99 
" l100 mn 

Cleai· Channel Outdoor 

03/98 
$ 735 mn 

04/97 
$1.15 b n 

02/98 
$! .6 bn 

05/02 
$745 mn 

Ackerley Group 
u.s. fourth-largest 
outdo.or advertiser 

T1,e More Group 
UK-largest outdoor advertiser 

Universal Outdoor 
U.S. outdoor advertiser 

11/99 

Dauphin 
French outdoor 

advertiser . 

Sirocco 
French outdoor 

advertiser 

Eller Medi a Corporation 
Blllboerd operator 

07/9'$ 
$SOOmn 

Patri ck Media 
Chicago- based 

outdoor 'advertiser 

705-458 
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Giraudy 

Viacom Inc. 

09~9 
$ 37 bn 

36'11. 
2 001 

JCDecaux 

Infinity Bro adcastlng 
Radio and outdoor advertisli;1g 

Frenc h outdoor advertiser CBS Corporat1on 
U.S. TV broadcasting 

Gannett Outdoor 
Outdoor advertiser 

64% 
1.996 

Infinity Broadcasting 
Radio and outdoor ~dvertlslng 

02/96 
$300 mn 

:rot Media 

Outdoor Systems Inc. 
u.s . . outdoor advertiser 

Outdoor advertiser 

3M outdoor 08/96 
$690mn 

1997 
U.S. outdoor advertiser 

Van Wagner (Canadian) 
and Mediacom (U.S.) 
Outdoor advertisers 

Source: Compiled by case Wl'\tet's from McKay, Peter. uGannett agrees to sell billboard ad division," The Washington Post, July 
10, 1996, Cousteau, Libie ... Alerte A Decaux City, .. Enjl!ltt !es Ec11os, November 26, 1996, Wilke,.MichaeJ. "Stage is !let 
for more linkups at radio, outdoor : Oear Channel purchase of Eller Media," AdTJerlising Agt:, March 3, 1997, Kirk, Jim . 
.. 3M selling billboards to Outdoor Systems," Chicago Sun-Times, May 2, 1997, Brodesser, Claude. "Out-of-home 
advertising- a billion for billboards, "Mediaweek, May 6, 1997, "Plus Business," Chicago Sun-Times, September 19, 
1997, "Oear Oumnel Communications: Stock Deal is completed to buy Universal Outdoor," The Wall Street Juurnal, 
April 2, 1998, "Reaching :new heights of success - Matleting Outdoor Advertising, .. Financial Times, May 28, 1999, 
"Viacom will buy CBS in marriage of media titans, u Rtutas News, September 7, 1999, Wrobel, Justy:na. "Plakanda 
acquisitions help close the gap with AMS, N Warsaw Business Journal, June 26, 2000, "Oear Channel Communications: 
Purchase of Ackerley approved by FCC with some q>nditio:ns," The Wall Stmrl Jownal, May 30, 2002, via Factiva, 
accessed October 2004. 

Exhibit 6 Competitor Financials 

Viacom .Group 1999 2000 2001 2002 2003 

Sales($ million) $12,859 $20,044 $23,223 $24,606 $26,585 
Net Income ($ million) $334 -$816 -$224 $726 $1.417 

Viacom Outdoor 1999 2000 2001 2002 2003 
Sales ($ milli?n) . n/a n/a $1,650 $1,633 $1 ,748 

Operating Income ($mil(ion) n/a n/a -$91 . $218 $206 

18 



JCDecaux 

Viacom Segment Data in 2003 

Television 
Video 
_ Cable Networks 
Entertainment 
Radio 
Outdoor 

Sales Net Income 
$ millions'· 

$7,761 
$5,912 
$5,645 
$4,101 . 
$2,098 
$1,748 

Operating Income 
$ millions 

$1,238 
-$848 

$2,172 
$271 
$975 
$208 

Operating Income 
% of sales 

16% 
-14% 
38% 

1°/o 
46% 
12% 

Source: Viacom, 2001- 2003 Annual Reports (New Yor.k: Viacom, 2001- 2003). 

Clear Channel Group 1999 2000 2001 2002 

Sales {$ million) $2,678 $5,345 $7,970 $8,421 
Net Income ($millions) $72 $249 -$1,144 $725 

Clear Channel Outdoor 2001 2002 
Sales{$ mn) $1,748 $1,860 
OperatinS Income ($} -$32 $169 

705-458 

2003 
· $8,931 · 

$1,146 

2003 
$2,174 

$201 

Clear Channel SeS!!!ent Data in 2003 Sales Net Income Oeerating Income Operating Income 
$ millions $millions "lo of sales 

Radio Broadcasting $3,695 $1.~ 38% 
Live Entertainment $2,647 $130 5% 
Outdoor $2,175 $201 9% 
Other $557 $51 9% 

Scnuce: Oear Channel, 2001 - 2003 Annual Reports (San Antonio: Clear Channel, 2001 - 2003). 

Exhibit 7 JCDecaux Market Share 

In 1999 Street Furniture Billboards Transport Total 

France 88% 29% 8% ' 39% 

United Kingdom 22% 35% 14% 22% 

Gennany 28% n/a 15% 

Iberian peninsula 59% 38% 18% 42% 

Italy 10% 2% 5% 

Benelux 53% 35% n/a 39% 

Northern Europe 54% 34% 12% 30% 

Other Western Europe 51% 25% 8% 28% 

ln2001 Furniture Billboards Trans~ort Total 
Western Europe 
France 87% 29% 11% 35% 
United Kingdom 25% 31% 20% 24% 
Gennany 21% 2% 11% 10% 
Iberian peninsula 56% 33% 22% 39% 
Italy 5% 18% 59% 21% 
Benelux 53% 33% 0% 34% 
Northern Europe 59% 36% 31% 43% 

19 



705-458 JCDecaux 

·1n1001 Furniture Billboards Transeort Total 
Other Western Europe 24% 45% 31% 37% 
Total Western Europe 40% 24% 22% 27% 

East Europe · 22% 16% 54% 19% 
Latin Amerioa 1% 0% 0% 00/o 
Asia Pacific 27% 1 o/o 38% 27% 
Total Other Regions 36% 20% 24% 25% 

Note: Iberian P~ ula (Spain and Portugal), Benelux (Netherlands, Belgium and Luxemburg), Northern Europe (Sweden, 
Norway, Finland, Denmark and Iceland), Other Western Europe (I.rela.nd and Austria). Analysis excludes Bulgaria, 
Canada, Chile, USA, Japan, South Korea, Mexico, Malaysia, Macau, Swttz.erland. 

Source: JCDecaux. 
Exhibit 8 JCDecaux Financial Performance 

1996 1997 1998 1999 2000 .. 2001 2002 2003 
€ millions € millions €millions €millions €mflllons € millions €mi1Uons € millions 

Sales 461 506 556 932 1,417 1,543 1,578 1,54:4 
EBITDA 207 2 13 230 280 386 3n 405 · 417 
Operating profit 133 136 142 183 238 201 211 230 
Net income (group share) 77 82 75 · 60 20 10 26 41 

Total assets 683 T12 678 2,152 2,541 2,918 2,730 2,758 
Debt 52 35 74 1,082 1,296 1,416 1,249 1,262 
Shareholders Equity 432 508 351 449 624 1,322 1,313 1,334 

Street Furniture 
Sales 461 506 556 627 726 798 840 837 
EBITDA 207 213 230 250 294 306 340 349 
Operating profit 133 136 142 155 180 169 189 203 

Billboards 
Sales 0 0 0 362 384 41 1 443 428 
EBITOA 0 0 0 48 66 48 55 54 
Operating profit 0 0 0 31 45 18 23 20 

Transport 
Sales 0 0 0 220 307 334 295 279 
EBITDA 0 0 0 16 28 23 10 14 
Operating profit 0 0 0 12 21 14 ·1 6 

Sales by Geography 
France n/a n/a 301.2 558.3 581.1 591.8 570.9 555.a 
United Kingdom n/a n/a 35.9 166.6 213.4 220.9 231 .6 220.3 
Rest of Europe n/a n/a 216 346.6 401 .2 516.1 568.9 574.9 
Asia Pacific 0 0 0 73.1 115.5 111 102.1 86.6 
Americas n/a n/a 2.9 63.5 105.9 103.4 104.2 106.2 

Sales breakdown by Line of Business 

1996 1997 1998 1999 2000 2001 2002 2003 
Street Furniture 100% 100% 100% 67% 51% 52% 53% 54% 
Billboards 0% 0% 0% 39% 27% 27% 28% 28% 
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1996 1997 1998 1999 2000 2001 2002 2003 

Ttansport 00/o 0%" 0% 24% 22% 22% 19% 18% 

Operating Profit Breakdown by Line of Business . 

1996 1997 1998 1999 2000 2001 2002 2003 
Street Furniture 100% 100% 100% 85% 76% 84% 900/o 88% 
Billboards OOlo 0% 0% 17% 19% 9% 11% 9% 
Transport ·0010 0% 0% 6% 9% 7% 0% 3% 

Sales Breakdown by Region 
1996 1997 1998 1999 2000 2001 2002 2003 

France 0% 0% 54% 60% 41% 36% 36% 36% 
United Kingdom 0% 0% 6% 18% 15% 14% 15% 14%. 
Rest of Europe n/a n/a 39% 37% 28% 33% 36o/o 37% 
Asia Pacific 0% 0% 0% 8% 8% 7% 6% 6% 

Americas. n/a n/a 1% 7% 7% 7% 7% 7% 

Source: JC~ux, 1999 - 2003 J\nnual Reports (Neuilly-sur-Seine : JCDecaux, 1999 - 2003). 

Exhibit 9a - Street Furniture Concession Holders-Top SO European Cities 

Rank City Country Population in millions Concession Holder 

1 London U.K 7.17 Clear Channel (Adshel)/JCDecaux 

2 Ber1in Germany 3.39. Wall (1) 

3 Madrid Spain 2.94 JCDecaux/Cemusa 

.4 Rome Italy 2.55 None 

5 Paris France 2.13 JCDecaux 

6 Hamt:>urg Germany 1.73 JCDecaux 

7 Vienna Austria 1.55 JCDecaux(2) 

8 Barcelona Spain 1.50 JCDecaux 

9 Milan Italy 1.26 IGPDecaux(3) 

10 Munich Germany 1.23 JCDecaux 

11 Naples Italy 1.00 IGPDecaux(3) 

12 Brussels Belgium 0.98 JCDecaux 

13 Binning ham U.K. 0.98 JCDecaux/Clear Channel (Adshel) 

14 Cologne Germany 0.97 JCDecaux 

15 Turin Italy 0.87 IGPOecaux 

16 Marseille France 0.80 JCDecaux 

17 Stockholm Sweden 0.76 JCDecaux/Clear Channel (Adshel) 

18 Athens Greece ·o.1s Alma 

19 Valencia Spain 0.74 JCOecaux/Cemusa 

20 Amsterdam Netherlands 0.74 JCDecaux 

21 Leeds U.K. 0.72 Clear Channel (Adshel) 

22 Palermo Italy 0.69 None 
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23 Seville Spain 0.68 JCDecaux( 4)/Cemusa 

24 Frankfurt Germany 0.64 Stroer 

25 Saragossa Spain 0.61 JCDecaux 

26 Genoa Italy 0.61 Cemusa 

27 Rotterdam Netherlands 0.60 Viacom 

28 Es~n . Germany 0.59 Stroer 

29 Dortmund _Germany 0.59 Wall/Ruhfus 

30 Stuttgart Germany 0.59 JCDecaux 

31 Glasgow U.K 0.58 JCDecaux 

32 DQsseldorf Germany 0.57 JCDecaux/Wall(1) 

33 Lisbon Portugal 0.56 JCDecaux/Cemusa 

34 Helsinki Finland 0.56 JCDecaux 

35 Bremen Germany 0.54 JCDecaux 

36 Malaga Spain 0.52 Cemusa 

37 Hanover Germany · 0.52 Stroer 

38 Sheffield U.K. 0.51 JCDecaux/Clear Channel (Adshel) 

39 Duisburg Germany 0.51 Stroer 

40 Copenhagen Denmark 0.50 JCDecaux/Clear ChaMel (Adshel) 

41 Dublin Ireland o .. 50 Clear Channel (Adshel) 

42 Leipzig Germany 0.49 JCDecaux 

43 Nuremburg Germany 0.49 JCDecaux 

44 Dresden Germany 0.48 JCDecaux 

45 Gothenburg Sweden 0.47 JCDecaux 

46 .Bradford U.K. 0.47 JCDeca~Clear Channel (Adshel) 

47 The Hague Netherlands 0.47 JCDecaux 

48 Antwerp . Selgium 0.45 JCDecaux 

49 Edinburgh U.K. 0.45 JCDecaux/Clear Channel (Adshel) 

50 Lyon France 0.45 JCDecaux 

Note: (1) JCDecaux owns 35% of Wall's share capital, (2) JCDecaux is present in Vienna through its subsidiary Gewista, of 
which it owns 67"/o of the share capital, (3) JCDecaux owns 32,35% of the share capital of IGPDecaux, (4) JCDecaux is 
present in Seville through its subsidiary Planigrama. 

Source: JCDecaux. 

Exhibit 9b Street Furniture Concession Holders-Top 20 American Cities 

Rank Qty Street furniture Malls (2) 

1 New York tend~r in progress JCDecaux 
2 Los Angeles . Vi~com Decaux JCDecaux 
3 Chicago JCOecaux JCDecaux 
4 Philadelphia Viacom JCDecaux 
5 San Francisco . JCDecaux JCDecaux 
6 Boston Wall Inc/JCDecaux (1) JCDecaux 
7 Washington, DC Clear Channel JCDecaux 
8 Dallas no street furniture program JCD~ux 
9 Detroit · no street furniture program JCDecaux 
10 Atlanta Viacom JCDecaux 
11 Houston no street furniture program JCDecaux 
12 Seattle - Tacoma no advertising bus shelters JCDecaux 
13 Cleveland no street furniture program JCDecaux 
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Rank City Street furniture Malls (2) 
14 Minneapolis-St. Paul no street furniture program n/a 
15 Miami Sarmiento/CCU JCDecaux 
16 Tampa-Sarasota no street furniture program JCDecaux 
17 Phoenix Viacom JCDecaux 
18 Denver Vi~m JCDecaux 
19 Sacramento no street tum~ure program JGDecaux 
20 St Louis Wall Inc/JCDecaux (1) JCDecaux 

Note: JCDecaux strategy and business concept exclude cities without visible downtown areas. 
(1) JCDec!iux owns 50% ofWall IIui 
(2) Some compeijtors may operah! malls in the same city 

Source: JCDecaux. 

Exhibit10 Airport Concession Holders-Top 10 World Airports 

~aal Passengers 
Rank Ci!! in millions Concession Holder 

1 London 119 JCDecaux 

2 Tokyo · 90 Local company 
3 · Chicago 87 Clear Channel (TMI) 
4 New York 83 JCDecaux 

s Atlanta 79 Clear Channel (TM!) 

6 Paris 70 JCDecaux 

7 Los Angeles 61 Upcoming bid 

8 Dallas 58 Clear Channel (TMl}/JCDecaux 

9 Frankfurt 48 JCDecaux/Fraport 

10 Houston 42 JCDecaux 

Source: JCDecaux. 

Exhibit 11 JCDecaux Advertisers b.y Customer and Industry 

Comean! Industry % U!.2®3 
Unilever l=ood and beverc(ge 2.0% 
PSA Peugeot Citroen Automobile 1.6% 
France Telecom Group Telecom and technology 1.4% 

Ford Motors Automobile 1.2% 

L'Oreal Luxury and beauty products 1.2% 
Nestle Food and beverage. 1.1% 

Vodafone Group Telecom and technology 1.1% 

LVMH Luxury products 1.1% 
Renault/Nissan Automobile 1.1% 
Hennes & Mauritz. Fashion 0.8% 

Industry 2000 2001 · 2002 
Leisure, entertainment, film 13.6'% 12.4% 14.1% 

705-458 

2003 

14.0% 
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Retail stores 
\ 

6.6%0 8.3% 9.4% 10.2% 
Food and beverage 8.6% 10.3% 9.6% 8.9% 
Luxury and beauty products 8.0% 8.7% 8.6% 8.8% 
Automobile 7.2% 8.1% 8.9% 8.5% 
Fashion ··. 6.3% 7.0% 7.3% 7.3% 
Banking, finance 7.2% 7.6% 7.2% 7.1% 
Telecom, technology 9.4% 7.7% 6.5% 7.0% 
Services 6.4% 5.4% 5.4% 5.3% 
Travel 5.8% 5.9% 5.4% 5.3% 
Wine and spirits 3.5% 3.3% 3.9% 3.9% 
Beer 2.5% 2.2°k 2 .. 1% 2.2% 
Tobacco 2.4% 2.3% iO% 1'.6% 
Oth~r {Restaurants, Government & othe.r) 7.4% 8.9% 9.0% 8.9% 

Source: JCDecaux. 

Exhibit12 JCDecaux Leadership 

Executive Board profiles 

Jean-Fran~ois Decaux - Chairman of the Executive Board and Co-Chief Executive Officer. He 
joined the Group in 1982, and lived in Germany to create and develop the German subsidiary. He 
then developed subsidiaries in Northern and Central Europe, primarily through organic growth. 
More recently, he succeeded in establishing operations in the United States, as well as in Australia 
ahead of the Olympic games. 

Jean-Charles Decaux - Co-Chief Executive Officer. He joined the Gro~ in 1989 and moved to 
Spain to set up and develop the Spanish subsidiary. He then 'developed subsidiaries in Soutl)em 
Europe, Asia and South America, chiefly through organic growth. He has also served as Chairman 
and Chief Executive Officer of Avenir since June 1999. 

Gerard Degonse - Chief Financial Officer. He joined the Group in June 2000, after holding 
positions as CFO-Treasurer of Elf-Aquitaine and VP Treasurer-Company Secretary of Euro Disney. In 
2004, he was elected the Financ,e Director of the Year in France.3 

Robert Cauchon - Chief Operating Officer. HE joined the Croup in 1984 as Finance Director and 
became Managing Director of JCDecaux Services and President of the Group in 1995. Prior to joining 
JCDecaux, he worked for Ciments Fran~ais and Etemit, where he was responsible for financial 
operations and investments. 

Jeremy Male - Managing Director of Northern and Central European Operations. He joined the 
Group in A~gust 2()00. Prior to this, he was Managing Director of European Operations for Viacom 
Affichage an~ held a series of management positions in food processing groups .such as Jacobs 
Suchard and Tchibo. · · 

Supervisory Board profiles 

Jean-Claude Decaux - Founder of the JCDecaux Group, he ·has been the Outi.rman of the 
Supervisory Board since October 9, 2000. 

3 The Finance Director of the Year Award was set up in 2000 by Le Figaro (the French daily newspaper), the DFCG (the French 
association of financial directors and controllers) and Hudson (hwnan capital management colI}pany) to increase the 
recognitiOn of this position in Prance. 
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Jean-Pierre Decaux - Vice-Chairman of the Supervisory Board since October 9, 209(}. He was 
previously Chairman of the Group's sub'sidiary Regie Publicitaire de Mobilier Urbain (RPMU). 

Christian Blanc - Member of the Supervisory Board since October 9, 2000. He is also a Member of 
the French Parli~inent and holds directorships in Carrefour France, Thomson Multimedia France, 
Coface Fr.µ,.ce and Cap Gemini France. 

Xavier de Sarrau - Member of the Supervisory Board since May 14, 2003. An attorney-at-law, 
holding a doctorate in tax law and a degree ·from the HEC school of business administration, he 
previously ·served as President of the Andersen Gr011p for Europe, Africa and the Middle East before 
talcing responsibility for support functions worldwide within the same group. He is a former member 
of the French National Bar Assoctation (Conseil National de Barreaux) and is a Knight of the Legion 
of Honor. · 

Pierre-Alain Pariente - Member of the Supervisory Board SJI1ce October 9, 2000. He held various 
positions in the JCDecaux Group between 1970 and February 2000, notably as Sales Director of the 
Subsidiary Regie Publicitaire de Mobilier Urbain (RPMU). · 

Prof. Lothar Spath;... Member of the Supervisory Board since May 14, 2003. He is Vice-President of 
Merrill Lynch Europe, where he is responsi],le for Germany. HE served as Chairman of the Board of 
Management oi Jenoptik AG until June 2003. From 1978 to 199t he was Prime Minister of the State of 
Baden-Wiirtemberg, of which Stuttgart is the capital. 

Source: JCDecaux, 2003 Annual Reports (Neuilly-sur-Seine : JCDecaux, 2lm). 

Exhibit13 JCDecaux Employees, as of December 31 

1998 1999 2000 . . 2.001 2002 2003. 

Technical 4,297 4,295 4,369 4,667 4,539 4.3~0 
Concession Relations . 424 452 437 447 420 406 

Research and Development 104 175 199 134 124 107 

Sales and Marketing 638 768 899 1,042 1,033 1,057 

Management and Administration 717 an 878 . 1,046 963 965 

Total 6,180 6,501.. 6;782 7,336 7,079 6,915 

France 3,44() .3.~ 3,504 3,495 3,340 3,194 

Outside France 2,740 3,019 3,278 3,841 3,739 3,721 

Total 6,H!O 6,501 6;782 7;336 7,079 6,915 

Technical 69.5% 66.1% · 64.4% 63.6% 64.1% 63.S°lc, 

Concession Relations 6;9°A, 7.0% 6.4% 6.1% 5.90/o 5.9% 

- Research and Development 1.7%· 2.7% 2.9°/c 1.8% 1.8% 1.5% 

Sales and Marketing 10.3% 1 L8cyo · 13.3% 14.2% 14.6% 15.3% 

· Management anc:j Administration 11.6% 12.5% 12.9% 14.3% · 13.S°/o 14,0% 

France 55.7% 53.6% 51.7% 41.6% 47.2'%, 462% 
Outside France · 44.3% 46.4% 48.3% 52.4% 52.8% 53.8% 

Source: JCDecaux, 2000 - 2003 Annual Reports (Neuilly~~: JCDecaux, 2000 - 2003). 
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Appendix - Street FumHu:re in the U.S. 

· San Francisco 

Stin Francisco 
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Chicago 
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San Francisco 

Source: JCDecaux. 
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~ PORTAlllHORrrYOFNY&NJ 

June 27, 2005 

VIA FAX ·646-834-1206 and email to Bernard. Parisot@).jcdecauxna.com 

Mi. Bemaid Parisot, co-CEO 
JCDecaux Airport, Inc. 
3 Park Avenue, 33rd Floor 
New York, NY 10006 

RE: ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY 
FACILITIES, PROPOSAL #7920, CLARIFICATIONS, CONCERNS AND 
PRESENTATION 

Dear Mr. Parisot: 

Thank you for submitting your response for the above referenced proposal. We 
would like to invite you and key staff that will be assigned to this operation for a 
discussion of your proposal and a question and answer period on Wednesday, July 
6, 2005 at 2:00 PM at 225 Park Avenue South, 91

h Floor, New York, NY, 10003. 
A photo ID is required for access to the building. In this discussion , please allow 
a 15-minute opening presentation highlighting the key points of your firm's 
proposal. Questions, answers and closing statements should take approximately 
one and one-half hours. 

A list of individuals who will attend this presentation should be emailed to 
tjstorch@.panynj.gov by 2:00 PM on Tuesday, July 5, 2005. 

As we are still evaluating your proposal, the following items need to be 
addressed. Your response to these issues will assist the Review Committee to 
make a better determination on the evaluation of your proposal. 

l . You understand that the Port Authority intends to award separate 
agreements for Sponsorship and Advertising. How and where do you see 
sponsorship co-existing with JCDecaux 's advertising contract? 

2. The RFP was clear that this agreement will be non-exclusive, yet your 
proposal provided financial terms (i.e. MAG and% rent) that were 
conditioned on certain advertising assets being made available exclusively 
to JCDecaux. How do you address this conflict and what is your financial 
proposal based on the non-exclusively of this agreement? 

3. Aie your percentage fees payable to the Port Authori ty on a "pay or 
payable" basis? If no, how are your proposing payment? 

Ont! Madison Avt•nuc. 7th II. 
New YOik, NY 10()10 
r· 212 4j5 1000 
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4. The financial proposal to the Port Authority is based on a MAG or a Gross 
Receipts Percentage (Pgs. 81-82). Define the components of Gross 
Receipts and any deductions that would reduce these gross receipts. 

5. Please explain more cleaily JCDecaux's approach to the Bus Tenninai, 
PATH, and George Washington Bridge Bus Station. We noticed that they 
have been lumped together and not treated as separa~e entities, and that 
your MAG and projected revenues are very conservative. We need 
clarification and an idea of the specific new programs you are proposing 
for each of these facilities. 

6. The termination dates of the existing agreements for specific Port 
Authority facilities are noted on page 76, Attachment D. If the Port 
Authority Bus Terminal and PATH were made available sooner than 2006 
(interior), 20 I 6 ( exterior), and 2007 (PATH), what would your new MAG 
and projected revenue proposal be for those facilities. 

7. We also noted that in your proposal it takes approximately 3 years to reach 
the current levels of revenues that PA TH and P ABT are achieving now, 
both on a MAG and percentage of sales. What are your assumptions? Why 
does it take so long to achieve the current revenue stream on those two 
facilities? 

8. You noted that JCDecaux would work with the Port Authority and 
. interested content providers to deploy a digital screen network in the new 

PA TH rail cars. Please describe what your plans are for this, and any 
relevant applications in which your company has had the lead role. Also, 
did you include this application in your revenue assumptions for PA TH? 

9. JCDecaux did not address the Downtown Heliport or Essex County 
Recycling Facility. What are your plans for those two facilities? 

l 0. Your proposal shows higher income at the airports, but a smaller 
percentage paid to the Port Authority under your current contract with us. 
Please explain why. 

I 1. Explain your staffing plan and how you would manage the broad range of 
facilities covered under this contract, including airport, transit, terminal, 
and new out-of-home installations at the Port Authority's facilities. 

12. The new technologies you point to in your proposal sound interesting. 
Please provide more detail on their current use, experience and 
deployment plans for all Port Authority Facilities. 
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13. Your company is offering a lower percentage on the new technology, the 
"Electronic Art System" and "Prestige Digital Network," please explain 
why this is proposed at 25%? Where is this new technology presently in 
use, in locations relevant to the RFP? What are the projected gross 
receipts from these items? 

Your response to the above questions must also be submitted in writing, due at the 
time of JCDecaux's presentation. In addition this offer to make a presentation to 
the Review Committee shall not be construed to be an acceptance of your 
proposal. If you have any questions, contact me at (212) 435-3936. 

Very truly yours, 

~~ 
-T.4- ~{or~h 
Senior Contracts Manager 
Priority Procurements Division 
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JCDecaux 

Mr. T.J Storch 
Port Authority of New York and New Jersey 
Purchasing Services Division 
One Madison A venue, ?1h Floor 
New York, NY 10010 

RE: Letter of Transmittal 

Dear Mr. Storch: 

June 13, 2005 

We are pleased to submit our proposal in response to the Request for Proposal for 
"Advertising Opportunities for Port Authority of NY & NJ and PATH Facilities, 
including Outdoor and Out-of-Home Locations," Number: 0000007920. We 
welcome this opportunity to expand our relationship with the Port Authority 
beyond the two New York Airports where we have been operating the advertising 
concession for the last 9 and 15 years. 

JCDecaux is uniquely qualified to offer a total solution to provide advertising to 
the Port Authority of NY & NJ Facilities . 

• JCDecaux - Number 1 in Airport Advertising worldwide 
150 airports and more than 250 Transport contracts in metros, buses, trains, 
and subways (157,000 faces) 

• JCDecaux - Number 1 in Billboard Advertising in Europe 
(197,000 faces) 

• JCDecaux - Number 1 Street Furniture advertising company worldwide 
(304,000 faces) 

JCDecaux manages advertising concessions in six of the top ten aviation markets 
in the world- New York, London, Paris, Frankfurt, Houston and Dallas. We 
have been working with the Port Authority of NY & NJ since 1990 when we were 
awarded the contract at JFK International Airport. We have operated and 
managed the interior and exterior advertising program at LaGuardia since 1996. 

In our Billboard programs, we are constantly striving for both quality of product 
and the best possible sites for our panels. The combination of our specific 
selection of high quality locations, quality of product and JCDecaux 's 
commitment to innovation is second to none in the industry. 

JCDecaux 's transport advertising covers 4 continents, including 9 underground 
networks, 1,800 buses and 200 trams. Our expertise is realized through the 
157,000 transport panels we manage in 20 different countries around the world. 

JCDecaux North America 
3 Park Avenue, 33rd Floor · New York, NY 10016 • USA 
Telephone. 646 834 1200 · Fax: 646 834 1201 · www.jcdecauxna.com 
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JCDecaux has the experience and qualifications to offer a total solution to provide 
advertising to the Port Authority of NY & NJ Facilities. Our creative and 
complete package of traditional and non-traditional, out-of-home and outdoor 
advertising will maximize revenue to the Port Authority. We will be responsible 
for the entire development, implementation and management of these advertising 
concepts. JCDecaux will sell the advertising space for all locations and have full 
responsibility for all advertising displays. As one complete package, we can 
deliver more than $1.8 billion in revenue to the Port Authority over the next 20 
years. 

JCDecaux Airport, Inc. is submitting a proposal for Advertising Opportunities for 
Port Authority of NY & NJ and PATH Facilities, including Outdoor and Out-of­
Home Locations as a single entity. 

1. This proposal is being submitted by: 

JCDecaux Airport, Inc. 
3 Park Avenue, 33rd Floor 
New York, NY 10016 

2. The following individual is authorized to negotiate and execute the 
Contract with The Port Authority of NY & NJ on behalf of JCDecaux 
Airport, Inc.: 

Bernard Parisot 
co-CEO 
Tel. 646-834-1300 
Fax 646-834-1306 

3. The Port Authority of NY & NJ should submit all questions and inquires 
regarding the proposal to: 

Bernard Parisot 
co-CEO 
Tel. 646-834-1300 
Fax 646-834-1306 

4. The following is a list of our proposed subcontractors: 

S & J Electrical Contractors, Inc. 
34 Ravenswood Lane 
Scotch Plains, NJ 07076 
908-322-1 12 1 \ 
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Kleinberg Electric, Inc. 
437 West 16th Street 
New York, NY 10011 
212-206-1140 

Electric Corporation 
30-30 Northern Blvd. 
Long Island City, NY 11101 
718-784-9015 

5. JCDecaux Airport, Inc. is a Delaware Corporation founded on June 22, 1990. 

Names and residences of JCDecaux Airport, Inc. 's officers: 

Bernard Parisot 
co-CEO 
66 Barlow Lane 
Rye, NY I 0580 

Jean-Luc Decaux 
President & co-CEO 
51 Elm A venue 
Larchmont, NY 10538 

Laurence Raoult 
Secretary & CFO 
200 East 64th Street 
New York, NY 10021 

Directly following you will find a true copy of JCDecaux 's Certificate of 
Incorporation. 

6. Following you will find the Exceptions to the General Contract Provisions. 
At this time, JCDecaux makes no specific exceptions to the General Contract 
Provisions, however, the contract is missing material terms, e.g. location of 
billboards or terms of contract. Therefore, we have assumed that such terms will 
be incorporated into a completed contract in a reasonable manner. 
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We are proud of our accomplishments over the more than 24 combined years 
working for the Port Authority. JCDecaux has excelled in our sales performance, 
increasing revenues at an average annual compound rate of 16% at JFK and 
17. 7% at LGA. This represents the highest revenues per passenger in any airport 
throughout the United States. Our NY/NJ Team has proven that JCDecaux staff 
is the most experienced, most dedicated and provides constant innovation to better 
serve the Port and your customers. 

We look forward to building on these solid accomplishments and expanding our 
role to provide the Port Authority the most successful advertising program in its 
history. 

Sincerely, 

Bernard Parisot 
co-CEO 

\ 



The Port Authority of NY & NJ I JCDecaux 

A. Let ter of Transmittal 

JCDecaux 

June 6. 2005 

I, Laurence Raoult, Secretary of JCDecaux Airport, Inc., hereby declare that the copy 
furnished is a true copy of the Certificate of Incorporation, and have affixed a corporate 
seal thereto. 

1 



The Port Authority of NY & NJ I JCDecaux 

A. Letter of Transmittal 

State of Delaw.ire 

Office of the Secretary of State PAG£ 

I , EDWAR D J. FREEL . . SECRETARY OF STATE O F TliZ STATE OF 

DELAWARE. DO HiREBY CERTIFY "SKY SITES, INC . " IS DULY 

INCORPORATBD UNDiR THE LAWS OF. T~B STATS OF DELAWARE AND IS IN 

GOOD STANDINC , AND fµs° A. L80A.L CORPO.lt).1B .BXISTENCE SO FAR AS THE 
,; ; )..,; :: -

RBCOR.DS OF.,zi"rH-l''S OFFlCB SHOW. AS OF TKl! FOORTH DAY OP OCT088R, 
i---o·- ..... .r,, ~ ~ 

A . D . 1 9 f9 . ·~ -,,. 
I' 

1! . • : Am> f -.:Qb ·"HBRBBY FURTHKR CBll·TIP'Y THAT TBB SAID •sxY SITES. 

INC . • . wi~.; ;»coRPORATID PN THB TWBNTY-S'~COUD DAY OP JUNE, A . 0. 

199 0 . · ·, · 

~ . :· 
AXD 'I DO HBRBBY PUJtTl(Ul Cl!tRTU'Y TUT T3E ANNUAL RBP9RTS B1'VB 

BI!B. i'_ILBD TO DATB. 

1'HD l . PO .. RB~BSY FORTRBR CSHTIPY THAT TRE PRAKCBISB TAXES 

HAVB BBBH PAID TO DATB . .. 

22HO~O 8J OO 

9914\1442 

E:dwa,d f. r"l't"I, St"rrrta,y of St atr 
0006HO 

,\UTHENll<."ATION. 
10 - 04·99 

DATc. 
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The Port Authority of NY & NJ 

A. Letter of Transmittal 

I JCDecaux 

.·. 
ti. PlcuC' iJJdlare lbc fee, a MuaachwcWI C01"p0fu1ou woulJ bt: required 10 pa)' 10 rqi.b{er 10 do busine,1 In lhc ILak o( 

illcorporMiou: .$. :)._ 'S () . O O · 

13. Attllcmd to 1bls ~ tbaD Ix'. a c.crtlfl.cate of Lcpl E:mUocr ol lUCb foreign co~aoa iMtJCd by• oGla:r • 
.-::'! ~ l1ltbomrd In die ltalr. OC' C:OUDIJl in wbidl IUdt roraan COi ponlion ..,. orpna.ed Of' odltt ~ ol 
lcpl e:xucare accq,ubk r.o the Sccrttary. 1r IUCh c:atl.flalf.c oc other C\'id.eno! of such lesl1 aiatcoc:e ls lo .. ,.... adla' 
a.i l!!Dplb. a tl'llllSlildon tbrtcd, uoda olllh ol the tnmlator. stlllD mo be an.ached 

~~- -· •.• ·- ---- ·- .. _ • 19 ....;...L.'F/_ 
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The Port Authority of NY & NJ 

A. Letter of Transmittal 
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The Port Authority of NY & NJ JCDecaux 

A. Letter of Transmittal 

CCR Tli:!CA.TE Of AMEND\ii::.NT 

Cf..RT!f-'iCATE Of rt-,;CORPOR.A110>f 

SKY SlTES. INC. n corpo;ation organized an<l existing under and by virtue of th<! 
UGn~r"!! Corporarivn I .aw of th<! Sc.at~ of Delaware, DOES HEREBY CERTlFY: 

FIRST: That the 13.:>ard of Dir~lors of S'.<.y S itcs, Inc. by unanimoU5 written consent of it.3 
mcmbas. filed with the minutes of the board, duly adopLed reso'.utions sec-.ing for-.h a propo.;ed 
il ,ncmfo1enl to the Ce, lificacc of Incorpora!ion of said corporation., d;:clilring said amen<L.-nent to 
be ndvisnble and c;-il liug a u1ecti:1g of the stockholder.s of said corporation for C<lnsideration 
thcrco: ·rhc resolution ,ct!ing forth the proposed amendment is as follows: 

"RESOLVED, tlut effective as of the d::it.c hereof, the Ceruficat¢ of Incorporation of the 
Corporntion shall be.! nmcndcd hy changing /\rticle FIRST ther=of in its ~ntirety to read as follows: 

FIRST: The n.imc oflhc corporation is JCDECAUX Airport., Inc." 

S[~CONO: That thcrca.t\cr, pursuant to rcso_lulioa of its Board of Directors, a special ~ecting 
of the stockh<'ldcrs of s.iid c-0cporat..ion 1,4,-a.s duty called nnd held, upon notice in accordance wi.th 
Seer io11 222 o ( die Gen en,\ Corporation Law of the State of Delaware at wh..ich meeting the 
nccc.'.S.U)' number of shares as required by statut!: were voted in favor of the amendment. 

TlfmO: That said amendment was duly adopted in accordance with the provisions of 
Section 242 of the General Corpomtion Law oft.he State of Delaware. 

IN WITNESS \\t1-IEREOF, $,1.ltl Sky Sites, lnc. has caused lhis certificate tg,ee signed by Joseph 
Evans, it.i Prc:.idcnt, and at.rested by Jonar.,an Lapin, ils Secretary, Lhis ~day of May 2001. 

uy: --- - - ·-·-·. CCCClary 
:TH:~Sl:.... ~ .-· S . 

Namc:)6,.. 'an I apin 
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The Port Authority of NY & NJ 

A. Letter of Transmitta l 

Office of the Secretary of State 

;. , HARRIET S1'!ITB wrnos·o~ . sec~'!A::i.Y 0: STATE OF TH:: sr.11..rE 0: 

DELAWA.RE' DO aE.REBY CERTIFY 'I HE. ATTAC!iED IS A TRUE: A.Nu CO?.RS~T 

~0-Jv·~ ~CJf--~ 
H,,rrier Smith Windsor, Secretary of StAu: 

2234:HO 8t00 AUTSZNTICA·rroN: 1215355 

01031 l235 DATE: 05 - 27-01 
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The Port Authority of NY & NJ I JCDecaux 

A. Letter of Transmittal 

State of Delaware 

Office of the Secretary of State i>.l.C.: 

DELAl-lARli:, DO HER.EBY CERTIF"Y " 9K'l SITES, INC." IS DULY 

I . 
INCORPORATED UNDER TI!li: LA'><S OF TI!E 9'!'J\.TE. OF 0f;LA'Rk<.C:rro !S IN 

GOOD STANDING AND HAS A LEClAL CORPORATE: li:XISTENCE sJ FJUt... AS TH.S . , . 
. l 

RECORDS OP THIS OFF ICE SHOW. AS OF THE TH!Rl"EE:Nni DA.Y O?" ·.w.I'- Y , 

A.O. 2 000. 

AND I DO HER.E:BY FVRTiiER CERTIP'Y TRJ'.T THE SAID "SKY SITES. 

INC . " WAS INCOR?ORJI.TED ON THE TWENTY - Sl:.CONO DAY OF ..:"UNE. A. 0. 

1990. 

ANO I DO H'ERE'B'i FURTiiER C8RTIP¥ THA1' TiiE ·~vt:ro.N., REPORTS HAVE 

BEEN FILED TO DATE 

A:ID I 00 HEREBY F'URTH.ER CERTifY TH.A.T THE FR.ANCHtS!:: T.P.XF.S 

HAVE BEEN PAID TO D~TE. 

2234090 8300 

00l)SS99o 
AL'THEl'mCATION 

DATE: 
07 - l'.l-00 

, 
) 
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The Port Authority of NY & NJ I JCDecaux 

B. Executive Summary 

JCDecaux is the world leader in airport and outdoor advertising . We have a well regarded 
reputation for quality, creativity, and the ability to maximize revenue for our public authority 
and municipal partners. 

JCDecaux has been the successful advertising concessionaire at JFK and LGA airports for 
many years. We are proud of our performance, having made these two airports the con­
sistent U.S. leaders in revenue per passenger. With $17 million in 2005, Kennedy Airport 
received the highest advertising revenues of any U.S. airport. 

We welcome this opportunity to broaden our relationship with the Port Authority to include 
all of your properties in a single advertising c,oncession . JCDecaux is uniquely qualified to 
design and successfully implement a total solution that will maximize revenue while keeping 
the interests of the Authority and the public in mind. 

Consistent with the Port Authority's Vision for the Region, our plan is based on a ten-year 
base term, with two 5-year extension options. This long-term approach allows for major 
capital and strategic investments into spectacular displays and technology that could not 
be made under a short-term contract. JCDecaux is prepared to make a $20 million capital 
investment for this concession . 

The financial return to the Port Authority will reach unprecedented levels: 

10-Year Total 15-Year Total 20-Year Total 

Projected Revenue $1 .034 billion $1 . 792 billion $2.759 billion 

Guaranteed Payment to PANYNJ $400 million $601 million $802 million 

Projected Payment to PANYNJ $683 million $1.185 billion $1.824 billion 

In addition, JCDecaux will make an upfront payment of $50 million upon execution 
of the contract, to be recouped from the Minimum Annual Guarantee in years 1 and 2 of 
the concession . 

8 
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The Port Authority of NY & NJ I JCD~caux 

B. Executive Summary 

Designing the Plan 

The Port Authority's properties can be grouped into thre~ main categories to evaluate and 
maximize advertising potential: 

- Airports 
- PATH trains and Bus Terminals 
- Tunnels, Bridges and Marine Terminals 

JCDecaux has carefully analyzed the characteristics of each venue's demographics and 
physical layout. We have identified the categories of advertisers that will be interested in 
each demographic and designed our advertising plan accordingly. 

• Airports 
The 3 major New York / New Jersey airports present significant opportunities for 
revenue growth based on additional innovative signage. The introduction of these new 
products will double advertising revenues at the airports within the next 3 years : 

- Exterior signage 
There is a high demand from advertisers for spectacular outdoor displays at the 
airports. JCDecaux is the only company with a track record in developing these 
types of lucrative opportunities, both in the United States and worldwide. Large 
backlit displays, stretched banners, spectacular 3-D installations, AirTrain car 
wrapping and jet-bridge branding are amongst the successes we have implemented 
around the world, and will be a success for the P.A .. 

- New indoor products 
Our proposal includes the deployment of several brand new products that will 
r evolutionize airport advertising as we know it: 
• PowerPoles - a network of electronic equipment recharging stations 
• Prestige Digital Network - featuring state-of-the-art 57" LCD screens 
• Business First Network - strategically located backlit scrolling units 
• LightBags - a fun, contextual product for the bag claim area 
• The Wave - a monumental undulating banner bringing art and advertising together 

- New Terminals 
The construction of new terminals at JFK - new American Airlines Terminal 8, future 
JetBlue Terminal 5 - will allow the introduction of spectacular, state-of-the-art 
advertising installations developed in conjunction with the Port, the airlines and the 
architects. 

JCDecaux is currently working on the installation of new displays in the section of the 
new Terminal 8 that is due to open this summer. In addition, JCDecaux, American 
Airlines and The New York Public Art Foundation have combined to develop the most 
stunning visual concept to appear at JFK since the opening of the Eero Saarinen TWA 
terminal in 1962. Thirty-two digital LCD screens would be installed in the connecting '-·· 
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corridor between the new Terminal 8 and Concourse C. The screens will provide a 
canvass for world-renowned artists to display their work in a digital electronic 
format. The New York Public Art Foundation will commission the Artists and 
JCDecaux will be responsible for the commercial element by securing multi-year 
sponsorship revenues from Corporations. This installation, in the words of the 
Terminal's manager, "will become as recogn.izable to our Terminal and JFK as the 
Ticker Tape sign is to Times Square" (see letter on Page 170 of this Proposal). 

• PATH Trains and Bus Terminals 
The PATH trains and stations present a significant opportunity to increase revenues by 
introducing new advertising products that are similar to those deployed at the airports. 
The demographics of the PATH users are very close to the airport patrons. Synergies 
should therefore be developed. 

The replacement of all PATH train cars provides an opportunity to significantly upgrade 
the advertising offering, with the possible introduction of digital screens that would 
display a mix of news, weather and advertising. 

The construction of the new, iconic Calatrava World Trade Center Transportation Hub will 
provide an extraordinary opportunity to create a sensible "ArtVertising" program fully 
integrated within the stunning architecture that will be respectful of the historical 
significance of the location. 

The existing programs at the Bus Terminals will be continued, with an emphasis on 
special events and packaging with our regional malls advertising program. 

• Tunnels, Bridges and Marine Terminals 
The tunnels, bridges and marine terminals operated by the Port Authority offer 
significant opportunities for lucrative and tasteful outdoor advertising signage. They 
provide access to a full cross section of the area's demographics. As such, they will be 
of high interest for America's largest outdoor advertising spenders - consumer products, 
automotive and media in particular. JCDecaux proposes developing those opportunities 
in a manner that will maximize revenue while minimizing the number of signs erected, 
limiting visual clutter. 

- Giant Digital Displays 
The toll plazas at the New Jersey entrances to the George Washington Bridge, 
Lincoln Tunnel and Holland Tunnel offer the best opportunities for advertisers. 
We are proposing to install bulletin-size LED panels (13' x 40') above the tollbooths 
at these locations. These state-of-the-art signs will carry a loop of several short 
messages. Advertisers will pay a premium to be featured on these high-value 
displays that will deliver more than 100 million viewers every year. In addition to 
significant revenues, the Port Authority will receive the use of up to 10% of the 
screen time for its own non-commercial messaging. The screens can also be used 
by the authorities for emergency messaging, a significant security feature. 
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- Traditional Billboards 
We have identified 16 locations near and around the 4 bridges and 2 tunnels where 
traditional billboard structures could be erected. We have also assumed that at least 
10 more structures could be erected on Port Commerce property facing freeways and 
other major arteries. 

- Other Opportunities 
Other opportunities would include the use of wraps and stretched banners on 
existing buildings and walls, along with the potential to use temporary barricades at 
construction sites. We will also develop non-traditional Out-of-Home opportunities 
such as leaflet/samples distribution at tollbooths, event-related banner programs, 
etc. 

• Sponsorships 
Advertisers today seek more than just a traditional poster campaign. They design 
complex plans that combine several media. They want to immerse their target audience 
in an environment that establishes an emotional link between them and the brand. 
They want to place their product directly in front of the audience . 

JCDecaux is attuned to this growing segment of the advertising business. We work with 
advertisers worldwide to develop multi-prong campaigns that combine traditional 
signage with exhibits, displays, sampling and other types of "ambient media". We also 
put together packages that include art or specific cause sponsoring by corporations. 
The possibilities are limitless; demand is there and growing. JCDecaux will continue 
developing these activities at the airports, and extend them to the other properties of 
the Port Authority. 

Implementing the Plan 
JCDecaux is uniquely positioned to implement our ambitious plan for this advertising con­
cession. We are the only Out-of-Home advertising company in the United States that em­
ploys its own design, engineering, procurement and quality assurance organization . In do­
ing so, we fully control the quality and timing of production and installation of our products. 
Our talented team of professionals routinely designs, produces and installs our innovative 
displays for our airport, street furniture and mall advertising programs throughout North 
America. 

When awarded this new concession, we will be fully staffed and equipped to hit the ground 
running. JCDecaux is already present in the two New York airports, JFK and LGA. Expand­
ing our presence to Newark Liberty will be seamless. Assuming the timely receipt of all 
necessary permits and approvals, the overall rollout of our plan for the airports, tunnels, 
bridges and marine terminals should be completed within 12 months of the contract start 
date. Initial installations will begin promptly, guaranteeing significant revenue increases in 
the first year. Implementation of the PATH program will start immediately upon availability 
of the facilities in 2007. 

. .__., 

·, .... _. 
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• Local Manufacturing 
JCDecaux is committed to using local New York and New Jersey vendors for the 
procurement of components and production of the advertising displays to the fullest 
extent possible. We have a large database of qualified vendors and suppliers in the area 
whom we ro~tinely engage for the production of our signs and street furniture. 

• Union Labor 
For the construction, installation and maintenance phases of this program, only union 
affiliated subcontractor and personnel will be utilized. For this project, we plan to use 
members from IBEW Local 3 (Electrical), Local 137 (Sheet Metal & Poster Hangers) and 
!BEW Local 164 (Electrical). 

JCDecaux already works with local unions at JFK and LGA. Please see letter of reference 
from the Sheet Metal Worker's International Association Local Union 137 on Page (71) of 
this proposal. 

• MBE/WBE participation plan 
JCDecaux is committed to exceeding the participation requirements set by the RFP. We 
have already screened and pre-qualified several firms that could provide installation and 
electrical connection services. 

JCDecaux has a history of working with MBE/WBE firms for our airport and street 
furniture programs. We are a corporate member of the Airport Minority Advisory Council 
(AMAC) . . 

• Sales and Marketing 
John F. Kennedy International Airport is the most important gate of entry to America 
- "Where America Greats the World". Newark Liberty International Airport is an 
important international gateway from Europe and Asia as well. 

JCDecaux is the only Out-of-Home advertising company with a true international airport · 
advertising division. With airport concessions and sales offices in London, Hong Kong, 
Paris, Frankfurt, New York, Milan, Rome, Barcelona, Miami and more, JCDecaux has 
daily access to the world's most influential rriedia buyers and corporate advertisers. 
Shanghai selected JCDecaux in 2004 to run their advertising concession for 15 years 
because of our ability to bring international advertisers to their airport. RBS (Royal 
Bank of Scotland) has bought multi-airport, multimillion doJlar campaigns with 
JCDecaux, including $1.5 million at JFK and LGA in 2005 alone. 

International advertising sales at JFK accounted for $5 million or 31 % of the revenue in 
2004, but were minimal at Newark. We will further develop international sales at JFK, 
and bring them to where they should be in Newark. 

Our talented national and local sales teams consistently outperform the competition . 
In 2004, sales were up 6% at JFK and 3% at LGA, while they were down 2% at EWR. 
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Our sales this year in LGA are up almost 50% over last year. 

Our sales, sales administration and marketing teams are overwhelmingly recognized 
by the advertising community as the clear leaders in the industry (see Customer 
Satisfaction Survey results on page (174)). We will reinforce this talented team with 
additional resources to ensure that no opportunity to generate revenue from the new 
properties is left untapped. Our roster of local, national and international airport, mall 
and street furniture advertising clients covers a very broad spectrum and will allow us to 
quickly build up revenues from the new facilities. 

Qualifications 
JCDecaux is uniquely qualified to implement a plan that meets the goals and vision of this 
RFP: 

• #1 Worldwide in Transport Advertising (airports, subways, buses and trains) 
• # 1 Worldwide in Street Furniture Advertising 
• #1 in Europe in Billboard Advertising 

An international leader, our company has the largest presence of all Out-of-Home advertis­
ing companies in world capital cities and major international airports . 

JCDecaux's approach to the Out-of-Home business is characterized by: 

• Constant innovation to better serve the public and advertisers 
• Highest quality standards - in designs, construction and maintenance 
• Best advertising products - we deliver the highest value to advertisers; in turn, we get 

the highest rates for our products 
• Highest yield - we deliver more revenue to our Public Authority partners . 
• Ability to work with Public Authorities and maximize revenues for them while respecting 

their primary mission 
• Financial strength - a family company listed on the Paris Euronext stock exchange, 

JCDecaux is the most profitable of the three largest OOH companies in the world . 

Please refer to Section H3 of this proposal for a detailed presentation of our U.S. and world­
wide activities . 

\ 
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Your Partners to Build the Future 
As the Port Authority embarks on its new ten-year strategic plan, JCDecaux is tremendously 
excited at the thought of being part of this visionary momentum. As the Port Authority's 
long-term partner, we will be able to develop with you and for you ambitious, cutting-edge 
solutions that will maximize revenue and contribute to your goal of making the Port Author­
ity a world-class, multi-faceted organization serving the region, the nation and the world. 

Your future is our future, and this motivates us to think out-of-the-box to find solutions that 
match the new thinking that guides the Port Authority in its "Vision for the Region". We 
hope this will transpire as you read this carefully crafted proposal. 
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C. Terms of Discussion 

9. ATTACHMENTS 

A TI ACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any information (including information 
contained in any proposal, Proposers qualification, ideas, models, drawings, or other 
material communicated or exhibited by us or on our behalf) is not to impose any 
obligations whatsoever on the Port Authority or entitle us to any compensation therefor 
(except to the extent specifically provided in such written agreement, if any, as may be 
entered into between the Port Authority and us). Any such information given to the Port 
Authority before, with or after this letter, either orally or in writing, is not given in 
confidence. Such information may be used, or disclosed to others, for any purpose at any 
time without obligation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
connection with this Agreement, shall be void and of no effect. This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation of the Port Authority. · 

Notwuhstanding the above, and without assuming any legal obligation, the Port 
Authority will employ reasonable efforts, subject to the provisions of the Port 
Authority's Freedom of InformaJion Resolution adopted by its Committee on 
Operations on April 11, 1996, not to disclose to any competitor of the undersigned, 
information submitted which are trade secrets or is maintained for the regulation or 
supervision of commercial enterprise which, if disdosed, would cause substantial 
injury to the competitive position of the enterprise, and which information is identified 
by the Proposer as proprietary, which may be disdosed by the undersigned to the Port 
Authority as part of or in connection with the submission of a proposal 

, co-CEO 

(Title) 

June 8, 2005 

(Date) 
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D. Contractor's Integrity Provisions 

Contractor's Integrity Provisions 

JCDecaux understands that by signing the Letter of Transmittal, we make the certifications 
in the "Contractor's Integdty Provisions." 
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f. Organization Chart 

Company Organization Chart 

JCDecaux S.A. 

JCDecaux North America, Inc. 

JCDecaux Airport, Inc. 
35 Airport Properties In the US. 

JCDecaux Mallscape, LlC 
99 Premier Shopping Malls 

JCDecaux Chicago, LLC 
City of Chicago 

JCDecaux San Francisco, LLC 
City of San Francisco 

ViacomDecaux 
City of. Los Angeles 
so" Joint Venture 

Wall USA,lnc 
Boston/St. Louis 
so" Ownership 

ViacomDecaux 
City of Vancouver 
50% Joint Venture 

JCDecaux Airport, Inc. is a 100% owned subsidiary of JCDecaux North America. 
JCDecaux North America is a holding company for all of JCDecaux's activities in the United 
States and Canada. It is 100% owned by JCDecaux S.A .. 
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Corporate Management Organization 

JCDecaux North America 
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The Port Authority of NY & NJ I JC~ecaux 

G. Business Plan 

a. A Vision for Today and the Future 

JCDecaux is uniquely qualified to be the Port Authority's partner for the development of a 
successful, innovative out-of-home and outdoor advertising program. We propose a total 
solution that will maximize revenue for the Port Authority while keeping the interests of the 
Port Authority's customers in mind and enhancing the Port Authority's image. 

We l1ave successfully developed and managed similar programs all over the world in more 
than 150 airports, 1500 cities and multiple train, subway and tram systems. We have also 
done it rigt1t r,E:'.'(: i:1 '\;t::1.·: York. at JFI, and LGA airports for 15 and 9 years l't::Spect1 1.1-:::ly. 
Tt11s visioriary RFP 1101'/ offers a very unique opportunity to bring these programs one step 
further. 

The adv~_rti~inf~arke~pia~~ ·is'.ir,~cons~ari(eYolution:,- ~ew techn.ology ,·:_changes. ir,, lifesfyle 
~ryd co,n_s~mer 'h~bl~·.11~i~~;, f~s.mof1-·a~d .. s9d~_l . .'trert~s··infliJen(:e how. ~qvert,iser$· ··: . . ·, :: ' .. 
con\rhun.i~t:~ with th~W:t~rget';(Qdiences .. Jq_t>ecaµ,c c6i,tinuously monitors' '1nd·:evail:Jat:e$ 
the marketplac·e~ We corist:aritly acfapt-oU{offedrig to.best meet. - e\1~h.'anticipate - those 
changing de.mands. 

Media fragment~tion is quickly increasing advertisers' demand for Out-of-Home advert·isirrn 
("OOH"). With 6% growth foreca5ited for 2005, it is the fastest growing media in the U.S. 
OOH has become the last broadcast,med1um that can not be turned off. Unlike television 
with TIVO or satellite ra·dio, consumers cannot avoicl seeing a well-placed advertising . 
display. 

OOH has traditionally beeri a relatively low-_erid medium in the U.S. Hence its small share 
of total advertising spending: 2 to 3% compared with 6% in Europe. To increa_se its 
market share, OOH must improve its quality, bring accountability and demonstrate a return 
on investment.for advertisers. Through the .development of high-quality advertising 
products in airports, shopping malls and city streets throughout the U.S., JCDecaux is 
recognized as the undisputed leader in the .advancement of the medium. We are growing 
Out-of-.Home from a niche media into a mainstream one. 

Whether it is radro, television or Out-of-Home messages, our environment is cluttered. This 
makes it difficult for 'any advertising message to really stand out. Unique or spectacular 
advertising is required to catch our ~ttention long or often enough to efficiently deliver the 
advertiser's message. JCDecaux has built a solid reputation as the most innovative OOH 
company in the field. We introdti~ed the first wall wraps in airports in 1999. We continued 
with t,igh-density, top-quality nE!tworks of scrolling advertising panels in the best shopping 
malls, Most recently, we introduced dramatic wallscape installations and the largest backlit 
scrolling advertising panels ever bui lt (400 square feet) . 
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JCDecaux knows what it takes to deliv er value to advertisers. . . 

Advertisers demand more than just a traditional poster campaign. They design complex 
plans. that .combine several media. They want to immerse thei r target audience in an 
environment that establishes an emotional link between them and the brand. They want to 
create an experience. JCDecaux works with clients and agen~ies worldwid.e to do just that. 
In fact; we have .a .division dedicated tq developing this type. of opportunities - JCDecaux 
Innovate ..;. _~rways on theJodkout for n~w products ancUdec:is. We pride ourselves on being 
very rnr1.ovatlve put when We see. a.go9d q·uality product.elsewhere, we do not hesitate to 
enter-into a\ partner'ship to :benefit our clients. . . . . . . . ,, . , : . . ·.~ •. . . . . . . ... . . . : . 

As we have proven in the past, we do not want to be a mere concessionaire to the Port 
Authority. We want to work together in partnership with you to maximize the ever changing 
potential of your real assets as a medium. As you build the new spectacular World Trade 
Center transportation hub, as you replace the PATH cars, as you open new terminals at the 
airports, we will be there by your side with the most creative, profitable ideas. We will 
never lose sight of the fact that your primary function is to serve the public, not the 
advertisers. 
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b. Maximizing the Port Authority's Assets and Media Potential 

b.1 Aviation 

The current airport advertising programs at JFK, LGA and to a lesser extent EWR, are well 
developed in terms of traditional indoor advertising displays. On the other hand, 
exterior opportunities are underdeveloped when compared to other internationai airports. 
At Heathrow (London) for instance, outdoor signs account for 40% of the total advertising 
revenues. This is to be cornpare_d with 5 to 8% at LGA and JFK, and currently none in EWR. 
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New l nteth.ilw Product~ 

Prestige Digital Neh"JOrk 
This network of state-of-the-art, 57" LCD screens will be the first digital advertising network 
in an airport. Placed in high~visibility locations, these screens will deliver HDTV quality 
images. High-end advertisers will pay top dollar to be featured on these screens that will 
shed a prestigious light on their brands and products. 

Business Firs.t Networks 
JCD¢caux irive.nted the vertical scrolling advertising unit. These units were first installed at 
L(;AJn early 200.5 and have already generated signifi~ant revenue this ye?)r. We wffl expand 
this n¢fy/ork tb JFK a:f)d EWR. These scrolling ad displays will ,be strategically located near 
firS,fcla·ss ci,eck~in and .ftequent flyer lounges-at each airport. These uni~ are perceived by 

. . major, ~,.dvertis.ers. as. ·deli.ver.ing the highest val.ue customer and comrtiaiid·the biggest price. 
'. Networks dfthes~ same Li nits installed at the·two:washit(gfoi.l, DC airports in 2003 have : 
5.irigle~an'.didly·cfelivered a S~J!>/o in'crease in sale{fr1 2'Qb4'. . .. : • . . . ·.. . 

i>o~~.r,~bj~s • . . ••. · . .· •. . ·. . .. '. . . .• . ·.· . . . . . . . . 
• 1CD~c~u~' h~·s ·gesigneq:t:he first-:ever bra.nde.~ .r.e.th9t°tj~ s~ation for. tra.v~Jers; These tHghly 
· at,tf.:a~tjvtt~ip~k~ will .be_ lq~a~ed in .key dwell, q_reas. ~r:id:ri~ar gat¢ . hotc:I :ropms; Tne.y .are . . 
d:e:§iiirt¢~f.tif help··the hprrieg trav.eler by provigiri'g,th~fri ''easy a¢ce§s.f'tq re9harg~ tt1eir cell 

.· · .Ph91i~~,.' ja:p.top,s aryd 'PDAs •. No,l)lore:?i_ttirig ontt1~·f1~9r, ne),Ct;to ,{po.wer o'utlett ;Most . 
. i irnpdtt~htjyj they°:.wufbe a·hi9Ji_x isibilify9pp9rfyritfy-(6r:a major adyeft:isetwn6:.vlill p~y a 

•. p_te,mi\ttn{P:·s_pons.or 'these ~fii.tibns. Several: pot~~tiaf'cli<itj't.S'.h~ve alr¢ady expressed strong 
. . lnte.t~st;;fqf:~thi$ ·new. prqduct. . ; . . 

•. • -, • • ., • .~ •. • • I . • • ' • '• 
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Electronic Art System 
JC~ecaux, American Airlines and The New York Public Art Foundation have combined to 
develop the most stunning visual concept to present itself at JFK since the opening of Eero 
Saarinen TWA terminal in 1962. 

The concept is to install sixty-four digital LCD screens in the connecting corridor between 
the new terminal 8 and Concourse C. The screens wHI provide a canvass for world-renowned 
artists to display their::.work in a digital electronic format. The New York Public Art 
Foundation wilt supply the Artists and JCDecaux wiit be responsible .for the commercial 
element by securing multi year sponsorshi_p revenue.s from Corporations 

LightB,ags 
JCDecaux first designed.this new advertising .fixture for our Frankfurt, Germany Airport and 
has ~.ecently deployed it in Seattle-Tacoma .International Airport. These innovative ad dis­
pla.ys_ art; .d~sfgned to-Jook· like··st,1ittases ·and an~ pl~c:ed on baggage carous~ls. This 
contextual°, att:rattive forrnat'is not only unique hut atso ·attractive to the eye. We .. strongly 
believ~ this unlt will reinvigorate:advettising sales-in the bag-claim areas, traditidnally not 
favb{tt,at _by advertisers in larg.e;airports. 

l : • • • ·••· •:, 

The Wave 
JCDecaux has developed a very striking q:mcept for an undulating banner. This product has 
the potential to become an attraction of iconic proportions, merging art and .advertising. 
We are proposing to install this spectaci.ilar unit in the atrilir;ns:of Ti and the·new T.8 at JFK. 
These dispiays will be sold at a premium to companies seeking to position the.mselves as 
high-e_nd brands. · 
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Ne,,\· E:xted tH ~ roduct& 
Exterior advertising is one of t he f astest grow ing segments of airport advertising. 
JCDecaux is_:~he global leader in designing and installing t hese unique and high 
profile signs at airports around the wo_rld • 

Over the last ten years, JCDecaux has been far ahead of the competition. At JFK, over $10 
million has been generated from leading global brands who paid a premium to advertise 
on the three exterior sites that were custom designed and built by JCDecaux. There are no 
other signs like these at a U.S. airport. 

In 2005, JFK and LGA will generate over $1.8 million from existing outdoor signs. 

There are many more opportunities to generate revenues at all three NY/NJ area airports 
with this kind of signage. JCDecaux has surveyed each location and forecasts that tt1ere is 
at least $ 3 mill ion more in revenue to be attained annually. 

The real revenue opportunity at the airports is to develop high quality and high-value 
exterior sites. The displays must be tasteful and attract the select advertisers who are 
willing to pay a premium for this type of exposure. 

~- . ~ ·. . .. · . . . .. 

The ¢xterior: advertising· location.s we are recommending include: 

John F~· K~nnedy_Irit~rnational Airport · 
• Departure side of tb~ :3 ·existing Jf=K exterior sites on the Van Wyck Expressway 
• AirTrain car.s extedor wraps 
• Sky brjd.ge.s·exter:_ior wraps . 
• Jetbr;dges exteri9r .. wraps 
• 30. installations· oh lawn 
• Large 3_.sided Va~ Wytk entrance Uni pole structure in central location 
• Welcoming Ionic Bea.con structure 

. . .. ' . ;' 

- LaGuardia Afrpi>rt. , -• · ._ ·_ ·_ . . 
. · • Sc:rollihg_bac:kiit signs on\the sidewalk outside the departure entrance to terminals · 

• Two large fronMit c:ifsplays on the Central Terminal Parking Garage . 
• ·Largebackl)t signs outside tfie CTB, Delta Flight Center, Marine Air ~nd U.S. Airways 

· . ter""!na,ls . _. . . -· ·. _ 
• Jet: bridges exterior wraps 

New.ark Ub~l1:y ·~nternational l'jrpor.t 
• ~~(ge( bad<li.t ·signs in_ front of Terminals· A, Band C 

• 
. - Afrfrain·:cars:~xterior· wraps ... · . . 
• Jet b~idge~ exterior·wraps . . ·< .. '. . . . . . 

A full description of these opportunities is included in Section D of the business plan ; 24 
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b.2 Port Authority Trans-Hudson (PATH) 

Maximize revenue from the. existing inventory of displays 
• The existing inventory of displays both inside the cars and on the platforms will be fully 

utilized. first and then gradually upgraded to respond to adverti'sers' demand. 
• New displays will oe install~d inside new cats as they are put into service. The current 

format will' 'be retained to insure consistency with other r.eg1onai'train adv.e.rtising 
prog·rams (LIRR" Metro North). . . 

• Platform-advert'isir,g displays will be kept in the same format, at least for a period of 
time, to make i.t easier for advertisers to purchase full regional coverage. . . . ' , . : . . . . 

Implement:new Premium Networks throughout ttie PATH stations 
• JCDecaux will create several new Premium Networks to attract more revenue from 

existihg advertisers and provide opportunities for new clients . . · 
• These new networks will deliver more value than the existing products: . 

-All ·advertising panels will be located in highly visible locations an.d positioned 
perpendicular to pedestrian traffic. . · · 

-The advertising panels will display 4'x6' backlit posters behind safety glass, rather 
than the i;:urrent non-lit glued posters. 
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- Our well-tested scrolling mechanism can display several campaigns simultaneously. 
This way, we can maximize the return on carefully selected high-value locations. 

-These are the same panels that we will install i_n t he airports for our Business First 
Network. Considering the similarity of audiences, this will provide opportunities for 
campaigns to cover the ah-ports and PATH at the same time . 

• The panels installed in each PATH stati.on w_lH be selected to achieve ideal reach and 
frequency of the audience. Thanks to scrolling technology, 53 units located in 9 PATH 
stations will · provide 120 advertising . face$; · They will be sold as 4 netwotks of 30 faces 
each, providing 100% coverage of the .audience. . 

Develop wall wrap locations. . . . 
• Back in 19~~, J;<::D,~c:aux piOhE!ered the use of wal!: wraps in transportation facilities. We 

wofked togeth~r'with ~M ·to-develop .materials that can be easily installed on various 
. surfaces, and ,removed ·c;1t-the encl of the <;:~(Tlpaign wJthovt damaging the walL This 
ne~ te~hnology ,has quickly beconie·a maiQt' reve:nue iouite. Adverti$ers like the · 
fli::!Xibl_licy, Uniquefres's a,:id spectacular asp~ct of these 111Stallati6fJS~ .. 
. . . ·' . . . . . . . ~. . . . . : . . . . . . 

• VJ~believe: thc:11: the sanie,-teth~ique, can _be.·ps~dtnside and outsipe the PATH statio11s. 
We( haY.e ideritifi~:d'severarhighl•(visible Watfs in -y9rlo(;ls PATH stations that will provide 
a t9r.eat oppc;,ituriitv. for a·~v~rf'i~ers. seekil).~i tQ· Make a ·si,ect~cu1~r statement; uke the 
Preh)iUm Ne,t»".O.rk~, it is 11ke_ly°thatadv~·lfis~rs··present at the airpiirts will _be interested 
6y ihese. epport:~hjties as well, ··. . . . . .. . . . . ' 

. . ,: 
1. · '. 

D,evel~P-c;,ther. ~ypes <>f: tta~it~~mafadverti~Htif.C!i$.plays . . . · • · 
• We:wili ·work 'with the PATH,l~ams:to iderjtify ·s.uitable lbt;atiohS for other types of 

dispiays, such as medium-si;ze cards rTl()LJ~ted in ·vertlcal frames set on the m·iddle 
section of large escalator banks. 

Devel o p alternative media opportunities . 
• By working with clients arid the PATH personnel we will develop specific products and 

services that might be of interest to' PATH patrons. We will creatively use alternative 
media solutions that are friendly arid entertaining for the public, such: as floor stickers, 
sampling, product placement in custom booths or vending machine~, etc. 

Deploy digital d isplays ins ide cars, and on platforms 
• The replacement of the eritire fleet of PA.TH cars provides a unique opportunity to 

co{lsider deploying stat~-of-the-.art display technology. JCDecaux will work together 
with the Port Authority and intere~te·d content.and technology providers on the 
deployment of a digital screen network inside the cars.. The screens would display a 
mix of news, weather, entertainment ahq cit.her useful content funded· by 
advertising . 
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The new Wor ld Trade Center Tr ansportation H.ub 
• As the .new Santiago Calatrava-designed World Trade Center Transportation Hub is 

develo()'ed,. ifwill b.ecofne a ri'l~Jbr attraction visited by millions of commuters and 
tourists every year; .Tliis will rt1'ake it.a very attragive venue for advertisers . . 

• The symboli<: ~sped of tne loc:auo·h make·s i(particularly imp·ortant that advertising 
displayed there t,e pr~sente?t:I Jnthe most tasteful mam,er. . . . . 

• JCDecaux has. worl<ed w.ith art hitects ail over. th~ woHcl on simliar p.rqjects. We will 
. woirk with t_fie·Port~uthority.'s -~earn~ as wen-as ttie ri'ew·hUb's architects to design a 

program that will be on par w.ith :th~ grand ·archjte~ture and e_xtraordinary. meaning of 
the location; . ' .. . . 
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b .3 Tunnels, Bridges, Terminals and Port Commerce 

-:Phe· tunnels, bridges and marine·'terminals owned· and operated by the Port"Authority·offef'.: 
significant opportunities for lucrative outdoor advertising signage. JCDecaux proposes to · 
develop these opportunities in a manner that will maximize revenue while minimizing the · 
number of signs erected - and therefore visual clutter. 

Our plan comprises of various types of displays, from traditional billboards to state-of-the­
art electronic signs. In all instances, our aim is to maximize the revenue opportunity 
offered by each specific location. 

The opportunities described below are merely the ones that we have been abl.e to identify 
within the brief timefrarne offered during this RFP process. Upon award of the concession, 

.JCDecaux will immediately confirm and e?(pand this selection of opportt,inities. · 
. . . . .. •. . . . . . , . . .. . . . . ' 

Giant Di'gital Displays 
· • The toll-plazas at the New Jersey entrances to the Washington Bridge, Lincoln Tunnel 

· a~d Holland Tunnel provide the·opportunity that advertisers desperately seek: an 
almost captive audience. With several minutes of waiting time, the opportunity to 
reach the average morning c_omr;nuter is particularly coveted . 

• In order to maximize revenue from this opportunity, JCDecaux proposes to install 
bulletih-:-siz_e LED panels (13'x 40') above the Washington Bridge, Lincoln Tunnel and 
Holland tunnel tollbooths. 

• These electronic displays will carry a loop of several advertisers. Messages can be 
modified iri real time, allowing customization depending on time of day, specific events 
or weather conditions; · 

• Up to 10% of the display time will be offered to the Port Authority to broadcast its own 
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non-commercial messages. The screens can also be used by the authorities for 
emergency response messaging. 

• Revenues from an individual sign at each location will be several times more than what 
would be generated from traditional static signs. 

Bulletins 
• We have identified 16 potential locations near and around the 4 bridges and 2 tunnels 

where Bulletins can be erected. 
• We have assumed that at least 10 bulletins could be erected on Port Commerce 

Property. These sites will face freeways and other major arteries in order to reach the 
largest possible audience. 

Wall Wraps/Stretched Banners 
. • We ~ave identified several locations on existing building's and walls that could 

accommodate highly visible, spectacular wall wraps and/or stretched banners of 
various dimensions. 

Tempo.rary Signage 
• We anticipate that over the course of this advertising concession several pf the Port 

Authority's sites will be under construction and may provide lucrative opportunities 
to display advertising campaigns on temporary barricades. 

Alternativ:e ·M~di~ 
• S<:>f:le of the_ Port Authority's venues offer opportunities for non-tra~itional Out-Of-Home 

qu;np~igns, such as sample/leaflet distribution at tollbooths, laser shows on a bridge, 
event-related banner programs, etc. . . . . 

• JCDecaux's marketing department will work together with the Port Authority's staff to 
clev~lop these opportunities in a way that is consistent.with applicable laws. and 
regli!:a'tions as well as pubHc safety requirements. . 

Bus r~rr,i.ln~ls. .. . .· . . 
• · JCbec;~tix will· contih~e to operate the existing ·signage programs cit the two Port 

Aut~Qfity's bus· terminals, arip expand them as dema~d from adverti~ers_ .grows. 
,;·, .; . ·. ~ f , ' ... . -- -· . ,,. ·...,.. .,,~ · .... . ... 
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b.4 Other Opportunities 

Sponsorships 
Sponsorship marketing is a vibrant and growing sector of the overall advertising business. 
According to the industry's trade body, the IEG, North American companies will spend over 
$12 billion in sponsorship marketing in 2005. This is an increase of 8 .8% over 2004. The 
great majority of this business, almost 70%, i,s spent on sports marketing with the balance 
comprised of entertainment, the arts and specific cause marketing. 

The chaUeng~ .is how to leverage your assets to create a new business opportunity that 
maximizes revenue through sponsorship programs. To do this, one must examine the 
drivtng forces behind sponsors' decisions to enter into a contract. IEG iri collaboration with 
Performance Research conduct an annual survey of over three thousand sponsors to ask 
this question . . Advertising signage is ranked as the second most important reason for a 
spons~r to support a property:. The most important factor in decidlng to sponsor a property 
or product is category exclusivity. 

JCDecaux is the only company that has the right combination of advertising signage experi­
ence, working knowledge of your key assets, existing advertiser/sponsor relationships and 
the necessary ·resources to deliver innovative sponsorship packages. ,_ / 

We will. draw upon our experiences in sponsorship marketing campaigns throughout the 
worid to implement your program. We have recently developed sponsorship programs at the 
Hong Kong. M~ss-,trarisit system for Hs~c and for Vodaphone at Heathrow Airport. 

. . . . . . " . . .. ·.,,. . . . 

.,. ~; :" . 
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HSBC Sponsorship Campaign - Hong Kong Mass Transit System 

I JC~ecaux 
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e,. Capital Investment and Projected Revenue: 

Capital Investment 

Airports 
Path & Bus Terminals 
Tunnels, Bridaes and Marine Terminals 

Total Caoital Investment 

Revenue Projections 
(in $milliori) 

Pc1th ~:eul 
. Year . · Airoorts Te.f'rllJlals 

.. ,. 
2006 53.9 0.3 . 

2007 63,3 .U . 

. -2008 73.5 3.6 
2009 . 77.2 . 4.5. 

: .. .·: 

2010. 81.1 5.0 . 

2011 . 85.1 5.4 

2012 . . 89A 5.:7. 

· ... i.:d13 :~ 
., 

" 

.. $:() . ga:a 
.. . ,.· .. ,. . . 

2014: ... 98.5 ,6.3 

. 201!( 103.5 ,, 6,6· 
".·,: 

1o~year ~19;3 ti:4 
Total .· .·. 

. ,· .. ,, , .. 

2016 108.6 . 6.9 

2017 .. .114.1 - T3 .. .. 
2018 119.8 7.6 

2019.-.:. 125.8. 8:0 . 
•·. 

132~0 BA - 2020 · 

. ·15-year 
.. Total . . _. 

1,419,6 52~s 

2021 .138.7 8.8 

2022 145.6 9:3 .. 

2023 152.9 9.7 

2024 .. 160 .. 5 10.2 

.202$: : .. 168.:5 . 
: 

10;7 
·2~-ye~r- 2,1~5.8 · 131;3 

Total . 

$14 million 
$1 million 
$5 million 

· $20 million 

Tunnels, Bridges 
&Marine · . 

; .. Terminals Total 

15 .. 1 · .69.3 

15.9. .80.3 
. "· . 
16.7 93.8 

17.5 99.2 . 

18,4 104,5 

19.3 . 109.9 .. 

20.3 . 115.4 

21:.3 121;1 
. 22.4 .. 127.2 

Z3.5 . 133.~ 
.. 

.190.5 1,054.2 

.... 24:7 140.2 

25.9 . 147.3 

27.2 154.6 

28.6 162.4 

30.0. -170.4 

32,6.9 1,829.1 

" 

. 31.5. 179.0 .. 
33,1 .· 188;0 · 

34.7 .· 197.3 

36.4 207.1 

38.3 2ti\5 

·500.9 2,818.0 
" 

r-~-
J JCDecaux 

··- .. ~ 

' ' / 

32 



The Port Authority of NY & NJ I J~Decaux 

G. Business Plan 

d. Designs: 

One way JCDecaux stands ahead of our competitors is by t he design and engineering that 
goes int o our advertising displays. Our program will be truly integrated and respectful of 
t he Port Authority's properties character and primary function. JCDecaux understands the 
overrid ing importance of serving the passengers and maintaining the proper aesthetics of 
a public place. \Ve have kept these issues at the forefront as we designed our advertising 
program and products. 

JCDecaux's experience combined with our emphasis on quality design results in a beautiful 
co llection of advertising displays for the Port Authority Facilities and Property. 

Pre.stig.e Digi~ai\toit.$,:(PDU) :-_.;:··_ ·. · · · · -..._' · : . : . 
:·,..--:--_.;,..,., ;: ·.. :JCDecau,(has de·ilgned and will instailthe.first' 

. . ·i_o;io.nc6.~rse:1qig.ftai .a.dv.ertis1ng .netw6.rk ever; Jf-K, L~A _and 
~· ,_•, .~,,• •, :• t • . : ' .; , I• ' ,• .. • 'I . ', ' , ,, ' ' ' I ' l. : .. •, • ... ' • ' ' ' ' \ ' ', ''' 

· f:.WRl Will have the·se:·neW U)•1Jt5 ··strate{Ji.cally .pfacecf ln -tilghly 
·v isible locations tri the concourses. Tn~y will provide fuli . 

. :cove.rage. to all departing a'nd arriviri;g passeng~rs. 

f~'e , b~·s¢ ·of the Prestige Digital L!nit is- desig,nef~-after our 
·:Airport Amenity Uni~, creating a uniform look throughotJt 
. ·e>~r.:~~W prop~¢t ·lfp.~~: , Jp_ics·. ~t~~-an_t~ -~itye(~Jti'~t~llic base 

w'ill be 'outfitted wtth:two state'Ib'f-th~".att 57''1'. LCD scre~ns 
·ffi

0

0Unted ~bacl< t; b:it'ck. All' 6f°the s~·e;~s in eath. ter~ihal 
wm be syntbroni.:i.~d tq ~isptay the same co.n~-nt at tli-e 
§ame· 'time:-.'.i-he e::o'ntenti ·w,1_1 ~on~ist ·or ah' ai:lvertlsing , l~QP 
,of up to 6 semi-q_olmated ~dvertlsing spots la,stlng a.60ut 
10 seconds· each. These video spots will be HDTV-quality to 
n,ijke ~he v~ty mo~t-of the :high ·sc,reer, resolution. 

JCDecaux will work with oar advertising clients and use our extensive technical exp~rience 
to create tasteful, ' hi_gh".'ifnp~ct graplii.c n,~ssages. : 

. . 

To managE: this content, JCDecaux has developed SAMS, a proprietary narrowcasting ap-
pli c~tion I t i~ a ful l· blown· content cn:~ation , schedulin'g, d istribution and ptaybacJ... system 
indudinf1 ..'ldvanced contro l and monitoring fun~tionalit1es . SAMS 1~ curt ently used at JFK 1 i 
Jof;n Wcryne A.1roort in Orange County, as well as many ai r·ports in Europe and Asia . 

An i_ndustrial PC, housed within the structure, controls both screens and the content play­
back. The system is protected from power surges and short power outages by an uninter­
ruptible power supply. 
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All PDUs within a terminal will be networked together and connected to the JCDecaux 
system via a secured Internet VPN connection. JCDecaux will work with the Port Authority 
to define the best way to network the screens: existing airport backbone, Wifi, dedicated 
cats or fiber. 

Our Network Operating Center (NOC) is hosted in our state-of-the-art data center in 
Manhattan. All content prpgramming, sch¢dUli11g .and monitoring operations will be done 
there. Communication between the NOC and th.~ local playback system is encrypted in the 
standc1rd secured SSL protocol and all servers a"re 'pr.otected by several layers of firewalls; 

. isolating them from malicious attac~s arid_ viruses.: 
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-~<i. 57W/ /DIAG 35.S 6" 

-+ 3.50" 8 13.7 5• 

_J_ 
67.06" 

--1-- - 55.62"---I 

APPROXIMATE MAX. WEIGHT~ 650 LBS 

ELECTRICAL -120 VAC "15 AMP DRAW . 

MATERIALS - UNIT CONSTRUC"FED OF CARBON STEEL AND ALUMINUM 

.. ~:~~~~:~ ;:i~~u..S::INLESS STEEL ACCEt:iTS ~O · 

. .., . : 
FINISH -ARCHITECTURAL_ GRADE POWDER COAT AND BRUSHED F.INISHES · 

WHER'E,APPLICABlE. . . 

--+--+-- -17.00" 

l 
33.00" 

. . . . . - . . . . . . . . ' . . .. ~ . 
PIMENSIO,NS ~ f:OR REF~RENCE ONL '( - C0.l)I_SUL T JCQ ENGINEEBING OEP-!. FO~ ACTUAL DIMENSIONS 

r-: 
.JCDecaux PDN-1 3 

REV. 06/01/05 
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PowerPole Network 

' 
.. .. ·--. 

. 

fl,..> 

lr u 
·-I . 

4•~ 

i-1 .. ·r · 
·~ x'ia. 

"' ', . 
~ .. > 

~ 
~-

,---~ 
' JCDecaux 

JFK, LaGuardia and Newark w ill be the 
first airports in the country to receive 
this new, innovative product designed 
with both passengers and advertisers in. 
mind. Hos '· :i i r ji. ·1 E-. pa~sen~H:;rs hc.1vt~ 
.--, p;::r~P: nc.eci r. f1~ .. :rustr~-1l ion of De tnr~ 
sruci· m ~,n a:morr. with their c.eli ph r:.,n'::. 
laptop t;r F'Dt, :Jut. of puwer. The 
current solution is to sit on the floor 
next to a power outlet when one can 
be found. The Pov,e1Po!e solves this 
issue by p.-c.widing pmver outlets at 
standing level, ciose to passenger· dwell 
areas such as gate hold rooms and food 
courts . 

The illuminated sphere at the top of the pcile will b~ sold as part of the sponsorship package 
a$sOciateq Y'{ith the service. The structure combines elegance ~nd functronality. Its compact 
size and fpotprint ensures that multiple structt.Jres can be installed without creating addi~ 
tiona.1 clutter in the gate hold areas. 

Each ·u.riit: wjJI be .equipped with four grounded llOV power outlets and a surge protector. .. . . . . > . . ·. . 
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ILLUMINATED 

18.00" SPHERE 

96.00' 

DIA 

1 
,s.oo· 

~______.__.______l 

38.00' 

6.oo· 

-i2.oo· 
---------24.00" 

DIA 

t----+-+-- -1s.oo· 
DIA 

l-14.oo·-l 
DIA 

AP~OXJMA TE MAX. WEIGHT - 150 LBS 

ELECTRICAL - 120 VAC 5 AMP DRAW 

MATERIALS·· UNIT CONSTRUCTED OF STEEL COLUMN WITH 
ALUMINUM AND CARBON STEEL ACCENTS. 

RECHARGING 
OUTlETS 

(4) 110VAC 

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE. 

DIMEN$10N_S ARE FOR REF.ERENCE ONLY - CONSULT JCD ENGINEERI_NG DEPT. FOR ACTUAL DIMENSIONS 

f"j"Zl)e(dux CD-03 

POWER POLE-RECHARGING STATION 
DESIGN - CUSTOM 

REV. 06/01/05 
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The Wave 
JC_Decaux has developed a unique concept for an undulating banner t hat will become an 
attraction of iconic proportions. It consists of up to 40 individual squares that combine to 
form a single large image. A mechanical drive integrated into the suspension system on top 
of the unit activates the display. The whole movement can be described as a sinuous wave, 
precisely driven by the motorized mechanism. Please see the animated 3D rendering in the 
enclosed CD-Rom. 

The distance between the squares makes the whole display almost transparent, allowing it 
to perfectly integrate within the terminal without interfering with the architectural integrity. 
We believe it will quickly establish itself as a unique architectural feature in its own right. 

We are proposing to install two of these units in JFK, in the ticketing areas of Terminal 1 and 
the new Terminal 8. 
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475• 
(39'-r) 

_l 

' 5• 
TYP 

I 42· I 
--I SOUAREI-­

AD PANEL 

~ ~ 2.so· 

APPROXiMATE MAX. WEIGHT· 3000 LBS 

ELECTRICAL · 120. VAC 20 AMP DRAW 

MATERIALS- UNIT CONSl'RUCTED OF 'CARBON smi::; ALUMINUM 
EXTRUDE.D PROFILES AND.STAiNLESS STEEL. 

FINISH· ARCH!TECWRAL GRADE POWDER COAT WHERE APPLICABLE. 

, , ... 
DIMENSIONS ARE FOR REFERENCE ONLY -.'.CONSULT JCO ENGINEERING DEPT. FOR ACTUAL DIMENSIONS 

' " • • · -- f • • • • • • _,_ ' • • • ' • ... , • •• • ' 

r.=-
JCDE'CilUX CD-01 

.. ·. :~ 
WAVE - 42~;s.a AD. s'1iE 4 x fo. GRID 

DESIGN - CUSTOM 
REV. 06/01/05 

PANEL 
WIDTH 
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Electronic Art System 
JCDecaux and our proud partners at American Airlines have developed a concept that will 
become the centerp iece attraction at the new Terminal 8 due to open in summer 2005. 

The "Electronic Art Syst~m" will combine the latest digital screen technology, cutting edge 
art and commercial content in a highly stylized groundbreaking combination. 

Located in the connecting corridor between the main Terminal and Concourse C, the 
inspiration was Helmut Jahn's colorful neon light experience at Chicago O'Hare. Our concept 
was to replicate this visual display with a far more dynamic arid entertaining experience for 
the passenger thatresonated with the vibrancy and energy of New York City and the region. 
Thirty two 40" LCD digital displays tiled together in a portrait configuration on each side of 
terminal will project a series of eye-catching moving images that will be seen by passengers 
as they make their way through the walkway. 

The system will allow for one unique sound source to be played in synchronization with the 
video content. 

JCDecaux has partn_ered with The New York Public Art Foundation who will be responsible 
for commissioning world-renowned artists for the project on a regular basis. This will ensure 
the art display remain "fresh" and vibrant to travelers. · · · 

Several major corp9rations have already expressed interest in sponsoring the "Electronic Art 
System'.' thereby ensuring that the operati~m will not or:ily benefit passengers and staff with 
beautiful works of art but also generate substantial· revenqe _streams. . . .. . ·: .. . . . . '. . 
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LightBag Displays 
:)11:· : .1ghtS;:1g :..: n t • :nt ,.,,1 "' •: 1:r 
t·=:iriSluce.nl sullC'~F~ t\ ,:-1t ·, ,~; t.•:.- i'l,~, ... ..:n 

on baggc-ige carc,usels in airpor\ ::;ri 1v;:,1r 

areas. The advertising copy is printed 
on 3M vinyl mounted on bot h sides. 
The ti·,:n-slucent sl,ei! can bE: paint<:.>d i,, 

match the ae1,1ertis1ng copy s colo r iol' d 
stunning effect. This fun new format is 
both contex~ual and aesthetically 
pleasing. We strongly believe that the 
introduction of this. new display will 

llifiifiiJifj .. lill•iil•...:· boost baggage claim revenues. 
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---- -- 39'1/2------

·* 

27"1/2 

DISPLAY 36" X 24" 
. " 

._.,. _____ 45'.1/2 ------~ 

3/4" 
·t11.oo·--ll 

14.oo·----l 

• 
APPROXIMA.TE MAX.' WEIGHT - 80 LBS 

. . 

. ELECTR'ICAL- .120VAC 1·AMP DRAW . . ~ ' , . 

* HANDLE IS NOT FOR LIFTING ·'.. ·, 

· JCD~aux C D-04 

• • uc;HfsAs -24_;. ·x 36" Ad:sizs-6'.owslE ·s,6Eb -- · 
' .. ,, DESIGN -~ CUSTOM . . ,, 

¢""' .'·' 

· REV. 06/01/05 · 
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Vertical Scrolling Displays 

Lliil' •.. -.h 

JCt · aJ, i.1 ent•.:<1 !n~:: t..; 
1

('_ :.~~1t t lr -· ':'•,_;·,·iJ 11< ,'\:..,·/cr~!s:r·~~J 

Disr,!ay Unit, one of our most popular displays. Tl,,.. unit :·1°'p !,,y ,; 
',, ... star,ctard···,',:e poc:te:r~ .-,r, a s::roll!ng looo. The movement of 
the creative adds visual excitement, enhancing the traveler's 
experience and delivering more value to the advertisers. Wit h 
thou~ands or scr0ll1ng unit~ r1lre-ady 111 optrdt1on 1n Cik- U.S sno 
worldwide, 1CDeldlJX has pef'l',:;cted U1ic- Lechnoiogy ,,nd niade lt 
mtally reliable. 

The structure comes in a variety of configurations - a 
free-standing., double:--sided unit, and a wall-mounted unit. We 
plan to install these µnits at the PATH stations and all th·ree 
Airport facilities at Key locations in order to maximize the 
potential revenue. per location. 
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~L 
~ 

~ 
C") 

~ 
""' 

DOOR 73" 3/4 X 52" 5/8 

VISIBLE 46" X 67" 

,_ 

«> ..-

. .... 52!'5/8 .1 

APRROXIMAiJ~ MAX. WElpHT - 725 LBS 

ELE(;.TRICAL 0 :1~:YAQ 4 ~J? DRAW (FD<ED) . 
. · . · · 120VAc~·~P DRAW (SCROLLING> . . . . , ·: .- . .. . . 

MATERJA($- u~1.r 4¢~ri,'f~tidr:go oE CARBON srEEL AND ALl)MINUM 
· . . •. EXT~µQE'.0):"RQFILES, :ST~INLESS STEEL ACCENTS AND 

· T:Et.lf:!:$,Eb .SAEEJY. GLASS, 

-s:f' -... ..... 
~ 
a, 

FINISH - ARCHITECTU~L GRADE POWDER COAT AND SRUSHED FINISHES 
. . . WHERE APPLICABLE, . . .. . . 

SEE FA--01 ~OR BAs1c:_ANC~~R1NG. 

* -B~K ON SINGli Sib~[) PANEL (SSP) 

r-- .......... i---

~ ,_.,.. 

/* 

· . · 8" 1/4 
--\~:::~ )~AX-WIDTH 
~ OFSTRUCTU RE 

DIMENSIGNs:ME.FOR REEERENCE ONtY·- CONSULT.°:.iCD.ENGiNEERfNG D'EPT, FOR ACTUAL DIMiiNSIONS 
r.:-

J(Decaux F-01 
··' ',.: 
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Curved Column Unit 

The Curved Column Unit was initially developed by JCDecaux 
for its mall advertising division. It has proven highly 
successful both in revenue-producing and aesthetic terms. 
The display allows placing signs in locations where a 
freestanding unit might not fit. 

Measuring 6 · • .:i · t1 ls curvr::(1 slgn ii; rnc,unted :,n r1 1.ulumn. 
These S rucrn, ..-,, ar(- ri101,11t.ed r.o lc:S5 thc1·1 f!•ar·t fE:pl from 
the grouno t( ~ ns· r, a:- gr,C'd .1is wi1ity. as 1,11P.1i .=s to µ,::· ,,ent a riv 

hindrance t1r ,·,1·,:,; t EH le. tc·r p,:.ssen9ers. 

We have already 1n::;tal1ecl these disolays m JFK anG \1'1£- plan 
to introduce them to LC.A.. 
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The Port Authority of NY & NJ ! JCDecaux 

G, Business Plan 

s·____A_I __ 50·~·5,s ~.I 

VISIBLE 46~ X 67" 

APPROXIMATE MAX. WEIGHT <300 LBS 
. (MOUNTING BRACKET NOT INCLUDED) 

· ELECTR;C.AL -120 VAC 4 AMP DRAW 

o . 

MATERIALS - UNIT CONSTRUCTED oi=:cARBON STEEL AND ALUMINUM 
EXTRUDED PROFILES . . STAINLESS STEEL. ACCENTS AN.D 
TEMPERED SAFETY GLASS. 

FiNISH -ARCHITECTURAL GRADE POWDER COAT AND BRUSHED FINISHES 
WHERE; Al"PLICABLE. 

SEE FA-10 FOR BASIC ANCHORING. 

0 

0 

DIMENSIOf':lS AREf.OR·~EFEl;m-•JCE O!'l.L Y - CQJ>!SULJ. JCC? ENG,1.NE;ERlr,.1¢ DEP.T. ·FQR AGJU~_DIME"!SJO.NS 
r::-::--· 

JCDecaux F-10 
.,. ,.·· . REV~ 'o6J01/05 
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The Port Authority of NY & NJ I JCDecaux 

G. Business Plan ·-----·-----------·----- ---------.... - ---· 

1/3 and 3/3 Kiosk 

A variation on the Curved Column Unit, 1'·€,S': it~~::.:t;;.nr!:r·,-i. 

, ,:··. cc Lhi ir-· cc-i i; he pl-3ced in front. o f c0•11n 1P~ r 1 '::'•. ::' r-1at 
i :> ·et, suc!:i.cb oL.r- ve i tl .--~al scroll inc_. cls pioys r.11;1t1t rwr !it. ,)~ 

p,·c'•-•S(->l,1• T!'rt:":2 ,;f thesf. urn rs pidt ·~d roqr=,.thet f<)rn , .:'It I e l 0.oc'lri :· 

-~ ·,:1:;,dric,,l i-.'.1 f:. ~k. These displays, a staple of our advertising 
programs, have recently been installed in the British Airways 
ticketing area in Terminal 7 at JFK. 

47 



• 

• 

I =· 
The Port .Authority of NY & NJ I JCDecaux 

G. Business Plan 
·---·-- - ---·-------·-····--------------

7" 

53" DIA. 

,. 43" 

N --.,-

I N 

APPROXIMATE MAX. WEIGHT· 575 LBS 

ELECTRlcAL • 120 V AC 4 AMF.' ClRAW 

40" DIA. 

1 
I 

MATERIAt:S , u~ii- coNSTRUCiEp oF CARB~N STEEL AND ALUM1t-1uM 
.EXTRUDED PROFILES: STAIIIJLESS STEEL ACCENTS AND 
TEMPERED SAFETY GLASS. . . . 

FINiSH • ARCHITECTURAL GRADE POWDER COAT AND BRUSHED FINISHES 
WHERE APPLICAeLE. 

SEE FA-:32 FOR BASIC ANCHORING. 

D1MENs10Ns ARE:FoRREFERENce 6NLv, :coNsuL r Jco ENGINEERING oEPi. FOR Ac1.uAuiiMeNs10Ns . 
• ' • , • •' • • ... • , · . .... , • . • • ,, • >, • ,, · ·> ... • •• "' ... ~-· . .. - - ·~ . . • • • • . 

..ONE THIRD k(osK' ' -. . 
. DESIGN - CLASSIC 

··. ·REV:06101'/os 
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The Port Authority of NY &. NJ I JC~caux 

G. Business Plan 

53"DIA. 

40" DIA. 

M'PROXIM.tffi MA>C \'.l'EIGHT - 1700 LBS 

EtECTRICAL - 120 VACA AMP oRAw eAcH; ii AMP DRAW TOTAL · 

. MATERIALS ' UNIT CONSTRUCTED OF° CARBON STEEL AND ALUMINUM 
. .. EXTRUE>ED PROFltES. ,SJAINLESS .STEELACCENTSANP : 

TEMPE~EO SAFETY GLASS. . . . . , 

.. FINISH ; :itJi~t?i.~i~E POWDER COAT AND !3Rl:!SHED"FINISHES . 

. SEE FA-30 FQR BASIC ANCHORING. 

. . 

pJMENSJON;AAE FOR REF,E~ENCE ONl y - CONSUtTJCOENGiNEERINGDEP,J. F.OR ACTWAt-DIMENSIO~S . 
r.:-·· 

JCDecaux F-30 

. . .. THREE 1lilRD~~y~fNl:>R.l~At KIQ:Sk . 
. DESIGN - CLASSIC 

. ... . ,, .. ,,v, .•• :; f1 .... . 

· f'{EV,·os10110.s 
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The Port Authority of NY & NJ ,-·· 
· JCDecaux 

G. Business Plan 
·------·- - - --- - -·-----

Airport Amenity Units 
W~ have developed the Airport Amenity Unit (AAU) with two goals in mind: 

• Provide useful service to passengers where needed 
• Position diorama-size advertising panels in high-traffic locations, head-on to the 

viewing public 

Our AAU's have many functional base alternatives with double sided backlit dioramas 
mounted on top. One side has a scrolling face that can accommodate up to three 
advertisers at the same time. The other side is a traditional static poster. Versatile bases 
can be fitted as desktops with electric plug-ins for laptops and cell phones; newspaper 
dispensers; recycling containers; coffee tables with integrated litter bins; or even an "iPod 
station" that would allow users to download the latest hits while waiting to board the plane . 

This summer we are installing AAU's in the new American Terminal 8 at JFK. Our new 
design plans. include the intro.duction of this unit thn;>.ughout JFK and LGA, and Newark. 
We have already installed these units in Seattle, Orange County and Des Moines . 
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The Port Authority of NY & NJ 

G. Business Plan 

!"""·----67" 5116 ----- -~1 

~ VISIBLE 41" X 60" 
.;; 

..ai...x 

. 66" 

APPROXIMATE MAX. WEIGHT· 700 LBS · 

ELECTRICAL· 12Q VAC:4,tJ,11=1 DRAW (F!XEO) 
· - 1_20 VAC 8 AMP ORAi// (SCROLLING) 

I 

1 
J 

6" 

MATERIALS - UNIT.~ONS;UCTED OF CARBON STEEL ANO ALUMINUM 
· EXTRUDED PROFILES. STAINLESS STEEL ACCENTS·AND 
TEMPERED SAFETY GLASS. . · 

FINISH - ~CEHR~:J~~;~t'i'.'°E POWDER COAT AND BRUSHED FINISHES 

"BLANK PANEL:ON SINGLE SIDED UNIT: ~ 

SEE MU·A-01 FOR BASIC ANCHORING:· 

I J~~ecaux 

--1a·1,er 

* 

DIMENSiONS AR~ F.QR REFrE~l;NCE ONL~: CONSULT JCO E;NGl~EERING DEPT. F.OR ACTUAL, DIMENSIONS 

r::· 
JCOecaLx AAU-02 

. . AAU -BASIC . REV. 06/01/05 
DESIGN.: AIRPORT AMENIT¥ UNIT 
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The Port Authority of NY & NJ JCDecaux 

G. Business Plan 

Diorama 

-------------- --- ·-------·--·-----

For all new Diorama installations we are introducing a new 
state-of-the-art slim line Diorama unit measuring only two 
and a quarter inches deep. (.()f!'.L~·. tr, tr.;;· -~rai::':.· ! ,J ·r·, i,; 
,.unen!.ly fe:un cl th;OLJghcu: •'h:(11 ,-rnt: ,_a,, :1irp,_,:-_~: , our 
new diorama features safety glass in front of the poster 
instead of Plexiglas. T hf ! ,°':',uit !c ,, r, ,; ,cl, u ,soer· !nJ! :c·r 
tt1t2 aa~. c1P d a niuch 11 101 ;~ du iabic prvld(, 1c., ,· ycu 

Dioramas will be wall-mounted, and only placed where 
they can be seen head-on by the traveling public . 
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The Port Authority of NY & NJ I JC~ecaux 

G. Business Plan 

,c==== ==_J 
L2.62DOOR 

i----1 .. --- 68.00 ------

- f4-- 4.00 

VISIBLE 60.00 X 41.00 

APPROXIMATE MAX. WEIGHT - 250 LBS 
ELECTRICAL 120 VAC 4 AMP DRAW 
SEE SSA02 FOR BASIC ANCHORING . 

49.00 

4.00 

11-300 

DIMENSIONS ARE FOR REFERENCE: ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENS10NS ·~ . ~ ..... ... ' \. . . . ... . ~ 

JCDecaux SS02 

DJORAMA _. SINGLE 
DESIGN - DIORAMA STANDARD 

. 
REV. 06/01/05 
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The Port Authority of NY & NJ 
r~- - · 
I JCDecaux 

G. Business Pl an 

Spect acula r- Disp lays 

! f . .:: ':, ";; id 1 t};;', rJ,1;,;'i< · 1il tnni1 ,r.HE::Ci u;1iLs L:i:l 1 I Dt \· -~i'. 
,,1··u ·H ,· d or irt->f :-:-,?. • (i11, (,.! Each is strategically 
placed to deliver mass audience reach while 
providing creative impact. 

As with the dioramas, JCDecdtP-'- i.'.: cJ;·vc~lo pin9 it~; 
C" • . n Pi-;"~ ·; f spE·dacw 21 r disp'avs Ti:es~ units r'in:: 
tr!!n , uni'y ,i ewer;·. and m ost of J·hem t b E: safet-v 

giass fr1stea(i ut Plex iglas to prntect rhe post er 

We will place these displays in prominent 
locations in main passenger arteries, concourse 
heads, next to VIP lounges and baggage claim 
carousels throughout JFK, LGA and EWR. The 
structure comes ih a variety of configurati0ns 
including: 4' x 10'; 6 x 6' arid 6' x 12' . 
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The Port Authority of NY & NJ 

G. Business Plan 

r 
120.00" 

40.00" 

112.00" 

APPROXIMATE MAX. WEIGHT--350 LBS 

ELECTRICAL-120VAC 10 AMP DRAW 

4.oo·-

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM 
EXTRUDED PROFILES WITH CLEAR POLYCARBONATE. 

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE. 

-

~ ~---

: JCDecaux 

-- r4.0 O" 114.00" 

t 

48.0 o· 

_J 
~ ~2.63~ 

DOOR 

DIMENSIONS ARE·F..OR REFERENCE ONLY - CONSULT JCD. ENGINEERING.DEPT. F.OR ACT.UAi..DIMENSLQNS . 

JCDecaux SS-19 

DIORAMA- 4i x 10' SPECTACULAR 
DESIGN - DIORAMA STANDARD 

REV. d6/01/05 
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The Port Authority of NY & NJ r J~~ecaux 

G. Business Plan 

r 74.00" ---}-
4.oo·-

66.00" 

66.00" 

APPROXIMATE MAX. WEIGHT - 450 LBS 
ELECTRICAL· 120 VAC 6 AMP DRAW 

~ 

i 
4.00" 

t 

74.0 o· 

MATERIAt.:S - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM 
EXTRUDED PROFILES WITH TEMPERED SAFETY GLASS. 

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE. 

--1 l-- 2.63" 
DOOR 

DIMENSION.$ ABE: FQR REFERENCE ONLY : C_ONSUL T JCD E;,NGINEERING DEPT. FOR AG:f"UAL. DIME;NSIONS . 

JCDecaux SS-15 

. Di(fRAMA .: 6' x 6' SPECTACULAR 
DESIGN '" DIORAMA STANDARD 

.... ·:·i..~ . -: 

REV: 06/01/05 
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The Port Authority of NY & NJ 

G. Business Plan 

146.00"--- ----.-I·~ 

4.oo·-

66.00" 

132.00" 

. . 

. APPROX!MATE\MA)(. WEIG.HT s.850 LBS ·· · 

·E~ECTRICAL - 120VAC, 20 AMP DRAW . 

3.oo·--
TYP 

MATERIALS - UNIT CONSTRUC:TED OF CARBQN .ST~EL AND ALUMINUM 
. . EXTRUDED. PROFILES WITH TE.MPERED S~FETY GLASS. 

· FINISH ~ ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE. 

,--

f-~~Decaux 

r 4.00" l 19.00" 
t 

80.00" 

· .3.00" 
DOOR 

.so·-"---

DIME,NSiONS AR!; foR-Rl:;i=ERENCE ONLY- . CONSULT JCD ENGINEERIN~ DEf.>T. FORAGTUAL DiMEN.$10NS · 

'Jcoecaux SS-26 

. ·:. DIORAMA:.(t'.x12· .· · .. 
DESIGN - DIORAMA PICTURE FRAME 

REV, .06/01/05 
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The Port Authority of NY & NJ 

G. Business Plan 
·-------·--------------

·wraps 
t . 

r:., l · :'0 :·. • •\ , •:. : :r,.· Large, head-on wall wraps are highly coveted by advertisers who view 
them as perfect opportunities to separate themselves from the general visual clutter that 
tends to prevail in transit facilities. As such, they crJn:m::i.-1rl ,1 -?1\ h1~:r· orkes 

\\J,3 1! vv · ·-;!;~, f·;,iV':- tVJtJ ;~,\ :i!f !CH131 DenefitS . tj 't':?.y t:iC r10t Crt~:1 r· ... _.,i-... ,7 i!nq..-/ liiTH~nt '. (_., traft- j , Ci··., . 

-.·,hen th,: !ocation i~ ncJt under contract. th,:: wall can b,:'; l<:•ti' 0·:t,011 Exact measurements 
and advanced posting techniques ensure that the wall facades are free of any "bubbling", to 
further assure a quality visual experience. 

We plan to install these displays in all 3 of the Port Authority's airports as well as PATH 
stations . 

\ .. . 
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The Port Authority of NY &. NJ ! JCDecaux 

G. Business Plan 

Banners 
·:-·,:..~~: Jc·1!~-.·f=-: f{~(,r,at ~.c r,vast~s ~:an bf.: pi o:·:'-?_;d ~r1 rn~ 1t. ·. :-t!i: .. ;:J~:h ... :'i~ bt1lc; ,...:)1., .... \,·~.::: '·lt-.r··:'-

t•·1c, c~1\ .. · .. hlt: t1l9h,. ·q:~,pacr ·\'·vf~·h(_\t Jt. cre;,t;n\:_. ai~ r::1p;..~ct 1;1t~~i1t 1·r, t .-ctffi,_· ~)E:·~".::r .c1ln~3 r.rt L'.:: 
rd .,~ic;;i ~c, . .,;:-,,·:ni\r tJ'>,··~'i cc:;n t)":": trlst:alled OS .:;i'~f: :- ! ' ! ,.:; :td~. 1 0 1 H\tt, {)f ~·~.:/::.'f'd 1 S!Yt8!i~:r h?f;f:C:r~ 

s'.L-- ::;,-- :,,.l.j,:- .-,,,.,,'a rc:;1.11 c-:re0tin9 a domination r-:fr,:-0 

We currently install banners throughout the terminals at JFK and LGA airports, and will 
expand this product to EWR as well. 13anners can also be used for temporary campaigns, 
on outdoor locations, hanging from lampposts or other vertical structures. 
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The Port Authority of NY & NJ 
f"--- ··· 
I 

· JCDecaux 

G. Business Plan 
----------------..-·-··-----..,...--....... - ··--··---~---· .. ----------·--·------

Stretched banners 
Stretched banners can be placed on outdoor walls, allowing wrapping of any vertical surface 
for a spec:tac:ular effoct. WP. 11rnposf\ to use this tP.c:hnique in particular at the New Jersey 
entrance of the Lincoln Tunnel. 
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The Port Authority of NY & NJ 

G. Business Plan 
·----------

Exhibits 
W~ will offer exhibit opportunities throughout JFK, LGA and EWR Airports, as well as major 
PATH stations such as 33th street, Hoboken, and the World Trade Center. , •>/:q .,.-Jor·· v,·t~· 

Exhibits are highly coveted by advertisers because they allow communication and 
interaction with the affluent airport and PATH audience. Below are examples of what has 
been done in _JCDecaux's airports. 
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The Port Autho rvty of NY & NJ 

G. Business Plan 
---- ·------

JetBridges 
Jetbridges are the newest form of airport advertising and have tremendous visual 
·,mpact. \,lfc, I,'. \", . ·_, !. ' _ 1 l"'~.-.. \, r 0. · ' '' I I · • '-· 1 >·.r··, "r ..c -f·· ,·r-, ;-·1 t/· ,:. !-,:,. 'TJ '1 i ' I~ t '1· ) I ff-01"', ~l t·,,::, - ,·. t , j ·:, r• ' ,. • . . ,~. 1.t> • ·~~··j' . •., • ; ... , . I , ', _\ • .', . , , ,;\:'. (l , t-., Cl ,( 

ciil~w' 2.dv,; ;Ti Se1s : __ : !1(\ tn!:: fi;-st ~-::r·0 ia,_, : 1,\':-.-:->-J~':it::, rr:1,,1;- 2 :-s SE'.L These powerful ads are 
available in different sizes and formats . 

. . / 
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The Port Authority of NY & NJ 

G. Business Plan 

HSBC Sponsorship Campaign - Hong Kong Airpor t 

Gcbecaux 
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The Port Authority of NY & NJ 
r--··· 
~ JCDec~ux 

G. Business Plan 

Daktronics Pro Star Video Display Plus 
JC!)ecaµx will install the most dynamic, eye-catching and technologically advanced LED 
Video display units availaqle in the market today. Three Q;;:iklron ics ProStar Video Pius 
Displays wi ll be piace.d above the roilbooths at the George Washingtor, Brlc1ge, Lincoln 
Tunnel and Holland Tunnel. These spectacular digital displays measure 12 x 385' and 
guarantee e)<celle·nt v islbWty and image ·quali ty from up to 300 feet away. 

With trillions of different colors to dazzle audiences, outdoor ProStar technology creates 
unsurpassed crisp, clear imagery at wide viewing angles. Daktronics unique calibration 

. process further enhances displays by adjusting the intensity of individual modules. The 
module design_ incJudes lpuvers t!lat add contrast to the display face, reducing glare and 
keepin£J the display bright even in direct sunlight. Screen intensity automatically adjusts 

. with . outside luminosity. 

·. Control systems give the ability fo adjust color, gamma and brightness settings, 
. guaranteeing tha~ c:1 disp.(ay lqoks like new throughout its lifetime. · · . ~ •, : . . . . . . 

JCDecaux wUJwork wlth ~ach ac.lvertiser to design the most effective creative and ma·ke the 
most of tllJ t'l:;Q scre~n :¢ha~q:~ristk:s. We will' also ~ork_ with KeyFrame, a divi,sion of 

· Da.ktronics that spedaliz.es .ir)yided graphic creation~ 

. To .· manage. the video content; JGD,ec:aux-will use its proprietary.narrowcasting application 
callectSAM$. 'It is a .fuil:-bfown conterit'ci-~ation-, scheduling, .· distribution and playback 
system indliairig ~dvanted. control and monitoring functionalities. . . . . - . . 

Our Network Operati~g C~ntei(NOC) is host¢d a~ the state-of-the art JCOecaux. data center. 
All cqntenf prograrriming, scheduling .and monitoring operations Will .be done there. · All 
cornpdnents (eJectric~I;. networks, servers, etc;) are highly redundant in order to ensure 
high availability of the systems. Communicatjbn between the NOC and the local playback 
system is encrypted in. the stanpard secured SSL protocol and all servers are protected by 
several·layers o(firewa!ls, isolating them from malicious a.ttacks and viruses . 
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The Port Authorit y of NY &. NJ 

G. Business Plan 

Backlit Wi lmotte Display 

Jean-Michel Wilmotte designed this world 
famous structure. Mr. Wilmotte's portfolio 
of accomplishments includes work for the 
Louvre, Paris, design for the interior layout 
for the new Inchon Airport in Seoul Korea 
(award winner) and designs for Cartier 
Jewelers. 

This unit measures approximately l O' x 2U ' 

exdud\ng the base which ls custom t>uiH. Tt 
is a back iliuminate.d s\gn finished in brushed 
aium inum with a glazed door. 

- r . ~- .: 

. . : ~' ... 
~ : : < 
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G. Business Plan 

D 

0 
16.00"-~"­
DIA j 

rn--
H 
!\ 

I' 
11 
" l! 

i! 
·1 

--

APPROXIMATE MAX, WEIGHT - TBD LBS 

ELECTRICAL - 120 VAC XX AMP DRAW 

··--·-- --· 

VISiBLE 
19'-81/4"x9'-101/8~ · · 

II .. 

21' 3/4" 

·----.. 

.. 

MATERIAL~ - ~~R~~~~r:~gii~~8o;i~~;~~~:~~BLsf~i~~~~~ · 
F !NISH - AR~HITECTURAL GRADE POWDER COAT WHERES APPLICABLE 

l ~~Decaux 

-------------

-· -~, --
11 
1· 
I 

f:: r:::=:, 

! 
I 

00 
I 

I 

-. . r=f '". !I. [ -
jf: r . ----:= 

l 
12' -9" 
MAX 

GROUND 

DIMENSIONS ARE FORHEFERENCE ONLY ·- CONSULT JCD·ENGINEERING D~PT. FOR ACTUAL DIMENSIONS . .... .. . /. . . . . - . . . -. . . . . . . ,. ... -.......... .... ·-~ . . . ...... . ' . . : . : . . :. . 

JCD~caux CD-05 

. siu'..soAR-D 2"-'to•)< io· .. 
bESIGf\J .. W.ILMOTTE 

·. REV. 06/01/05 
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The Port Authority of NY & NJ I JC~ecaux 

G. Business Plan 

Foster Ambassadoria l Beacon 

At JF I,, JC~ii:.·LnUX , . . :11111sL.:1i! ,11'1,·. (1 1 \!1•· n,)s l el-:-Jc!1l• ; •• '·.,1•1, ;·,;; 

.:,c~ri-,r aa·'':·rtising d1soiays of -1 ,yaw~-_,-, 1n tt- c' "·nd,1 

World-renowned architect, Sir Norman Foster, designed the unit. Its 
sleek lines and curved advertising facade sit on top of a custom built 
base that, with a large integrated LED sign, can display the time and 
any message the Port desires. 

JCDecaux commissioned the unit. Its vertical size (30'x10') would 
complement the specific location chosen to ensure esthetic integrity 
is maintained and directional signage messaging is n'ot compromised. 
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G. Business Plan 
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MATERIALS - UNITCONSlRUCTED OF CARBON STEEL AND ALUMINUM 
. EXTRUl)ED PROFILES WITH TEMPERED SAFETY GLASS. 

FU·4iSH ~· ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE 

3.15" 

l _ , 

98.44" 

I 
___ _J 

DIMENSIONS ARl; .F0R REFERENCE ONLY - , CONSULT JGD ENGINEERING DEPT. F.ORACTU/~LDIMEt',ISiONS 
• • .... • •••••• , .. 1 1· - ·,·· · , •. ·, : ' • • •. • . , ' • • •• • · . "< • • • , ... . ...... . 

.--
. JCDecaux CD-06 

·co(UMN - FOSTER. AMBASSADORIAL'Bl;J.\CON •·. RE\f:'06/01i05 
' ' 
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The Port Authority of NY & NJ l JC~ecaux 

G. Bu si ness Plan 
---------------------·-·- ·---··----

Unipole - 3 - sided ( 27'x 36' ) 

I I l Designed and installed by our offices in Amsterdam, Holland, 
this unit will be another fi rst in U.S . airports. The unit is a three 
sided display mounted on a centered pole structure. Illumination 
is provided by a network of elegant lamps mounted at the 
bottom of the display. 

The location of ttii s unit was specifically -identified at JFK 
to ensure 360:-degree visibiltty and therefore enable us to · 
command a high rate policy for the location. 
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! The Port Authority of NY & NJ r JCDecaux 

G. Business Plan 
·-------------------·----

Foster Spectacular (20' x 60' ) 
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Giant Front- lit Display (20' x 90' ) 
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The Port Authority of NY & NJ r JCDecaux 

G. Business Plan 
---- ·------·------···-------- ·----------·---

e . Implementation Plan: Engineering, Production &. Installation 

JCDecaux is the only Out-of-Home advertising company in the United States with 
its own design, engineering, procurement and quality assurance organization. 

This talented team of seasoned professionals routinely designs, produces and instalis 
high-quality, innovative advertising displays for our airport, street furniture and mall 
advertising programs throughout North America. 

We will set that team into motion immediately upon award of the Port Authority's 
advertising concession. They will finalize designs, obtain necessary permits and 
approvals, and procure components and assemblies for our custom displays from U.S., 
preferably New Jersey and New York-based, vendors. The first new structures will be 
installed within months of the award. 

Design and Engineering . . . 
. • JCDecaqx will utilize its ovm internal Research & Develqprnent department in the U.S. 

for the design and engineering of our proprietary ~.isplays. . 
• JCpecaux will develop al.I detailed production dr~Wings,. electric~! s~hematiGs., 

marn.ifacturing and foundation/stn.ictural specifications, Which Wilfbe. ·sealed by licensed 
engineering firms based upon the PANYNJ requirements. . 

• All of pur. advertising fixtures are made cif high quaiity ma.terials. and c_apable to 
withst~P.d the harshness of "public .life" for m·a·ny years: bqth indoor and outdoo.i-. They 
are aiso designed for easy mairitehahce ancl repair, ensuring that they will always be 
kept iri "as,'hew'; condition by o~i- tr~ined m~iintenance teams. . . . 

Supplier Sourcing 
~ our very experienced procurement team will _spurce qualified vendors that can 

fabricate and 1rista11 · our designs, based on JCDec:auxts. stringent specifications and 
. under. our strict supervision. . . . . .· .. 
• Our te·arn has 15 years of experience 1,1tUizing the .NYC ml::!tro supplier base. 
• We.apply thorough and stringent seiectidn criterii:3for.our vendors and s~ppliers: 

available .eq~ipment and tooling, staff structure and experience, firiandal ~iability, MRP 
and design software, safety practices, quality as§urance systems, trade ' license. 
union affiliations and .MBE/WBE certification from the Port Authority. 

• Our selection process is based on an extensive review; an~lysis and stringent 
rating system, to select the best overall qualified compani~s. 

• Second and third tier suppliers providing custom commodities and services will be 
sourced and screened by JCDecaux as well. 

• Continuous and systematic coordination with all selected vendors will be a priority on 
production and installation planning, material selections, finishing, quality inspections, 
product handling and logistics. 
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Quality Assu rance 
~ Based upon the globally recognized ISO 9001 :2.000 Standard, a systematic and 

comprehensive quality program will be developed and applied to the entire project 
implementation process: design, supplier selection, manufacturing, installation and 
maintenance. 

Installation 
• On-staff JC.Decaux supervi~ors and project managers will oversee the instal.lation of our 

advertising fixtures.. . . 
• We will work directly·with local unions, including IBEW. Local 3 (Electrical), IBEW Local 

137 (She~t Metal & Poster Hange,rs) a11d IBEW Local 164 (Electrical). 
• We will utilize PANYNJ-certified M/WBE contractors to exceed the Port's particip.atiori . . . 

requirements. 
• We will work within PANYNJ and TSA's security requirements to ensure safety for our 

teams andthe public at all times. 
• We will endeavor fo minimize impact on the public by working during off-peak hours. 
• We will ensure that all Port procedures are folio.wed from the TAA submitted to final 

punch lists . 
• We will keep our. contact person. at the Port Authority informed at all times of the 

progress and completion of the work. 

73 



• 

• 

The . Port Authority of NY & NJ 
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: JCDecaux 

G. Business Plan 

f . MBE/WBE Participation Plan 

MQE/WB·E -program Experience 
As we do with many of our public works contracts in. North America, we promote the use 
of quarified MBE/WBE partners. We work closely with these companies to ensure that 
manufacturing, constr~cti01i; and, installations are ·911 synchronized . . For our Chicago 
Street Furniture Program we exclusively used MBE/WBE firms for electrical; concrete, and 
installation work tor morethan 172s advertising . structures that have been installed to date . 
The Chicago RFP required hiring 25°/o MBE firms and 5% WBE. We have exceeded that 
thres.hold, achieving a minority firm participation rate of over 31 % and women firm 
participation greater than 6%. 

JCDecaux is a corporate member of the Airport Minority Advisory Council (AMAC). As a 
long-term .executive committee member; JCDecaux is actively involved in ongoing Airport 
Business Diversity Conferences thata_re organized by the FAA arid AMAC. We have also en­
tered into MBE relationships with local companies to handle facilities management. _JCDe­
caux and its. MBE/WBE partners work together in the direct operation of each project and 
we sha·:re in the revenue potential of the advertising concession. 

Local Contractor Par~icipation 
As part of our plan we have already identified 3 potential MBE/WBE certified companies in 
NY and NJ for this project. These capable companies can coordinate the construction, 
electrical work, installation, and testing of the structures. 

For the construction, installation, and maintenance phases of this program only union 
affiliated subc.ontractors and personnel will be _utilized. For this project we plan to use 
members from !BEW Local 3 (Electrical), Local 137 (Sheet Metal & Poster Hangers) and 
IBEW Local 164 (Electrical) . 
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For The Port Authority of NY & NJ Advertising Program JCDecaux is fully committed to 
exceeding the MBE goal of 12% and the WBE goal of 5%. We look forward to working 
with our MBE/WBE partners in the operation of the Port Authority of NY & NJ advertising 
program. 

See letters and information regarding potential MBE/WBE subcontracting firms for 
installation that we have qualified so far. These profiles include established companies in 
New York City and New Jersey that can install the advertising fixtures that are required in 
fulfilling the contract. We will make our final selection of companies based upon the specific 
task and expertise required for each installation. 
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May 25, 2005 

JCDecaux North America 
Attn: Bill Haddock 
Director of Materials Management 
440 Route 17 North 
Suite 10 
Hasbrouck Heights; NJ 07064 

Dear Bill, 

Kleinberg Electric is a Woman's Business Enterprise electrical contracting corporation, with offices at 437 
West 16th Street; New Yprk: Kleinberg Electric has been in existence since 1979 and performs electrical 
contracting work for~ public works .projects. The continued vitality of Kleinberg Electric as an ongoing .. 
entity is dependent upon continued close management of the corporation by Carol Kleinberg as assisted by 

"aul Kleinberg. · 

Kleinberg Electric, Inc. is presentlyworking on various Port Authority projects. We are a union shop 
etnployingover l50Local No. 3, I.B.E:w. members familiar with all the rules and regulations required when 
working atthe Pbrt.Authority of NY & NJ. 

Based upon our meetings with Eric Selby and yourself. I feel confident that Kleinberg Electric, Inc. as part of 
your team will mak~ this. project a success. We would be proud to \York with JCDecaux in their efforts to 
significantly improve the appearance of the Port Authority facilities. 

Thank you for including Kleinberg Electric, Inc. as part of your Port Authority of NY & NJ Advertising 
Program proposal. If you need any additional information regarding our company we would be glad to 
provide it. 

,.,Sincerely~Yours, .,,./;.. 

L!A.~iti _,, . ; 
Carol K1einb . ~ 
President 

•• 
kkinbE:ra E:IE:ctric inc. 437 West 16th Street New York. NY 10011 (212) 206-1140 FAX (212) 206-6754 licensed electrical contractor 
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May 25. 2005 

JCDecaux North Americ.$ 
Attn: Bill HlidJ~k 
Direcror l'f Maierial-. Managemt:nl 
440 Route l 7 North 
$Hile ] 0 
Hasbrouck Heights. NJ 07064 

Dear Bill. 

Kleinber'f Electrfo is a Woman's ~~usiJlei.'S Ent~tprise~lc~kil_contract~ng.corporution. wit~ otlices ~t 4.3"7 
West 161 Stre~ New York. Kleinberg Electric has been III cx1stcoce since 19.79 and performs electncal 
contraciing work for, public works proj~'-ts. The cotJtim1cd vitality of Kleinberg Electric as an ongoing 
eptity is.qepclld~nt upon contim1~ close I?\llJlagement of the corporation by Carol Kleinber:g ac; assiste41'y 
'Paui Kleiutier~v . . 

. . ~ 

Kleinberg Electric, inc. is·prese.ntJy "rorking oh 'Varipus Port Authority proje&. W e are a. union strop 
employing over 150 Local No. 3, I.B.E.W. members.familiar with all the rules and regulations requirecl when 
working at the Pon Auihority of NY & NJ. 

Based upo11 OU[ meetings with Eric SeJhy and yourself. 1 focJ confident tJ1at Kleinberg Electric, Inc. as part of 
your team will make this project a success. We would be proud to work with JCDecaux in their eJTorts to 
significautly inlprove the arrxar~ce of tl)_e Port Authorjly fuci li~es. 

Thank· you for 'fuclu<linB "Kic.inhcrg Electric, Inc. us part of yuur Port Authority of NY & NJ Advortising 
Progrrun proposal. If you ·need any addhiom1l information regarding our company WC would be glad to 
provide it. 
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~~J) 
ELECTRICAL CONTRACTORS, INC. 

Commercial * industrial * Communications 
34 Ravenswood Lane * Scotch Plains, NJ 07076 

Main Office 
908-322- 1 121 
908-322-4 709 Fax 

May 25, 2005 

JCDecaux North America 
Attn: Bill Haddock 
Director of Materials Management 
440 Route 17 North, Suite 10 
Hasbrouck Heights, NJ 07604 

Dear Bill, 

Lie.# 7114-

Newark Office 
973-242-4284 

Fax 973-242-5738 

Thank you for including S&J Electrical Contractors,. Int. as a potential contractor for the Port 
Authority of NY & NJ Advertising Program. We would .be proud to woi'k with JCDecaux to 
significantly improve the appearance of our airport as weU .as the experience of people frorrl' all 
over the world who pass through Newark Liberty International Airport. 

In our meeting with you and Eric Buchman, you asked S&J ElectrlcalContractors, Inc. to.consider 
the complete installation of advertising signs. ~ased on these discussions, I feel confident in 

· offering S&J Electrical Contractors, Inc., services to execute this projee( I .am sure that we can 
exceed your production and quality expectations, as well· ~s meet your,qemanding schedule; . . · 

. ' . . . ;·.. . . . . 

. If awarded this project, S&J Electrical, Contractors,. Inc., will ded.icate a portion of our 6,000 
square foot Roselle Warehouse' and 60. plus staff to· the .successful .installation of the advertising 

... signs. Our experienced personnel can fully supervise and _implement the process from initial 
prototype work through installation. Our significant supplier base, most of which are .located in 
New Jersey, further bolstersthis .. · · · · · · 

. . 

S&J Electrical Contractors, Inc. is a union shop employing Locals 102 and 164 members · who 
have multi-jurisdictional experience in all aspects of Electrical, Communications, · and Fiber 
Optics. Our expertise is particularly well suited for this program based on our ability to fully 
manage virtually any size project so if can be readily installed. As part of our comprehensive 
approach, each advertising sign will be, fully inspected and tested. Among the many companies 
that have benefited from this "turn kef; approach are Continental Airlines; The Haskell Company, 
and Air Canada Airlines. · · · 

We look forward to working with you on the development of this project. 

/ 

' ' ,/ 
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S&~J' .~,- ~ 
~LECTRICAL CONTRACTORS, INC. 

Main Office. 

Commercial * Industrial * Communications 
::\4 RavC'n-;wood Lant> • Scotc-h Plains, N,J 07076 

Q(}f\ 322-1121 
908-322 -.4709 Fa.x 

May 25, 2005 

JCDecaux North America 
Attn: Bill. Haddock 
Director of. Materials Management 
440 Route 17 North, Suite 10 
Hasbrouei< Heights! NJ 07604 

Dear BUI, 

r J~~ecaux 

Lie.# 7114 

Nt'wark Office 
973-242-4284 

FttF 973-212·5738 

Thank you. for Including S~ Ei.~trical Contractors, Inc. ·~· a Pot~ntial contractor for the Port 
Authority .of NY & NJ Advertising. Prograrri .. we 'f'O~ld be proud to work WJth Jc'iDe~ux to 
signlftcant!y lf0Pf<1V~ tH.e app~raric;_e of our airport a$. well as the e;&:pe.rience pf pe.pple from aJI 
w~r ~h~·ws:i~c'fwtid pas.s thrriuli!h Newark.llbel'.fy lnter~~omil Airport. · . . . · . . 

In. our meeting with you and Etip i3uchmari, you asked.·S~. Ete:ctn~I Contractots; inc. fo.conslcier 
the complete. installation. of advertising S.lgns. Based on the$e discussions, l teer conffdent In 
offering S&J Electripjii ·:CQntractois: Inc., $ervices te> e~uteihis project I am sure th?t we can 
~xceed your pr~u~on i:i't'.IO-Quallty-exl)et:tations; fliweil ~meet yo~r ctel"ll~nding~~e:~a_re. . ·. . . ... . .- . . .. ·.. .. . .· . . . 
If awc,fd~d th!S ptaject, S.&.J ;}ectri~I Gori~tors, Inc., will ded.ic<;1te< a portiory of our 6 ;000 
scjua're foot Roselle Waretiouse and 60,plUs staff to the t.\lt;.cessful lnstallaµon dfthe adverf.ts1f,g 
signs. our experien~ed personnel. can fully supervise. arid' jmplernent tti.e pr6.cess: ftwn. :initial 
prototype work through installation. Our significant supplier base, most of· which are located in 
New Jersey, furthe1 bolsters this. · 

S&J Electrical Con(raclors, Inc. is a union shop· .employing Locals 102 and 164 members.who 
have multi-jurisdictional experience in all · aspects of Electrical, Communications, and Fiber 
OpVcs. O\Jr expertise is J>articul~rfy. viell suited for this. program based on our abillty to tu.Hy 
manage illrttially any slze proJ~t SO it can be . readily Installed, As part of our C'Ol:np(et'lehstve 
approach. eath adverti!,ing .sign will be f~tly inspected and tested; Among the many cqii)panles 
that have. benefited fn.'>01 ttiis "turn key· approach are Continental Aitlines. The Haskei! 'Company, 
and Alr Ganada Airfi,nes! . 

We look forward to working with you o.r. the de-..elopment of this proje<:t. 
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May 25, 2005 

JCDecaux North America 
Mr. William Haddock 
Director of Materials Management 
440 Route 17 North 
Suite 10 
Hasbrouck Heights, NJ 07604 

Re Port Authority of NY & NJ Advertising Project 

Dear Bill: 

Thank you for including Quantum Electric Corp. as part of the Port Authority of NY &NJ Advertising 
proposaL After meeting with you at our office to review the scope, scheduling, and expectations 
required for a job of this magnitude we feel confident in our ability and look forward to partnering with 
JC Decailx in. New York City. · · 

• Quantum Electric Corp. is an IBEW Local #3 union shop and a NYC certified MBE. We currently 
employ between sixty and one hundred highly qualified field personnel with the support ot one of New 
York City's most experienced management teams. 

• 

ff awarded the project, Quantum Electric Corp. would provide a dedicated team consisting of a project 
executive, field supervisor, and 3-5 man crew who would work on the New York City project. It has 
been our experience that by maintaining a set crew, the learning curve and subseq*nt efficiency in 
which a particular project is performed is greatly incr,easeq. · .· · · . · . 

We are proud to be considered for the Port Authority of NY & NJ Advertising project and welcome the 
opportunity to work together in the future. 

Should you require any additional information, please do not he'sitate to contact the undersigned. 

/tr':---
Gary ~~lass 

30-30 Northern Blvd, Long Island Cit y. NY 11101 •718-784-8010•FAX 71 B-784-9015•www.quantumec.com 
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J(" Decaux N1ir1h :\mcrip 
Mr. William J latlJock 
Dm:~lor of Mah:n,iis Manag.<?1J1<"1.1·1 
4'10 ~Ouk· 17 Nonh 
~uitc 10 
HaslJrouck J lcights. NJ 0760.J 

Re l'mU\uthonty of NY & '.'-11 Adv<."n1s111g Project 

Dear Bill : 

! JCDecaux 

Thank you for includmg Quantum Ucctric Corp. as pan of thee l'on Authority of NY &NJ Adv.~nising 
prn\;O!U!L Aller mccttng with you at our office to review the scope, id 1edulmg. an& ~xp¢c\~tioi-is 
I C(\ur(dj for l\ job Of thi~ nlilgnttudc Wt: feel ¢onfi<lent iri o\Jr abiljtJ ~nd look forw11riU.i·partncr°ing \\"iU\ 
J( l1ccaux iii New York c,iy. · · 

(.)ua-ntum Ekcinc Corp. is nn rBEW I .ocal #3 union shop and!! NYC certifie~ M.RE. W,;:, .c4rrently 
cn1ploy bcrw·een sixty .and om: hundred highly qualified fleld personnel with thll supp-on-of oitt: of N.::w 
Ymk City's ino1:1t .experienced ma~agcment teams. . . . 

ifawardetl the project. l)uantum Electric Corp. W(lUld provide ll dedicated team consisting Qf a project 
e;c~u1tveJ1eld su.per\•1sor: an'd 3-5 iiian crew wrQ wpuld. WoJk OTI th~ New Yi,rk. (;j,typr~j_,:c~ ~I has 
been QU( e~.:riencc !ha~ by Jn.ttniaining 3 Set Ol'CW, the Jcaming cur.ve arid SUbJlt;qUeal¢.(fi_cicnCy io 
·~vhich a p»rtiauiar Jll l>i..-ct IS pcr.fonncd I~ !:,'T'Catiy irit~c:ise'd. 

We ;m' prvud tt, be cons1(krct.i fi.1fthe Pon t.\11th1>rity of NY & NJ A,i-·er11smg project and wckoim; the 
op;in.):tunityto work to_gcther in thl· frnurc. · 

. '-hN1ld you rcq11ir<1 any addilional infom1a1ion.· pleas~ do not hesitate l!> contact the uoder:,igni:d., . . 

-·- ----···· . --. .. --· ··----------------------- ·- ---- --~· .. -·-----~-
J :--; .1 ~ "~T ··. l: r: . ~-· .. :.·;· t :.;.in f_: 1~ji<1nd ~;\t y. (•lY ·, .., ~ 0 '": "7 i 8 "/f1/\ .9(J: Q• :r.· 718-7f~ ·~0 1 fi • w v,r./1: f1Udfl.l.urn~c c·,·.,-i•, 
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. Sheet Metal Workers' I11ternational Association 
SIGN MANUFACTURERS AND ERECTORS 

ANTHONY MASTANDUNO STEVE DODD 
• Vice President 

RICH.A.RD OUARESIMA 

LOCAL UNION No. 137 Business Representat!ve 
New Jersey 

Financial 
Secretary-Treasurer 

May 26, 2005 

21-42 44!h Drive 

Long Island City, N.Y. 11101 

PAUL COLLINS JR. 
President & 

Business Manager 

The Port Authority of New York & New Jersey 
Purchasing Services Division 
One Madison A venue, 7th Floor 
New York, NY 10010 

ATTN: T.J. Storch 

Phone (718) 937 -4514 

Fax (718) 937·4113 

DANTE DANO, JR. 
Business Representative 

New York 

• REF: Advertising Opportunities RFP number 0000007920 

• 

Dear Mr. Storch: 

We are pleased to submit this letter to confirm our long-term relationship with JCDecaux. 

Sheet Metal Workers' International Association Local Union 137 represents the employees that 
perfonn the function of the changing of advertising media and the cleaning and maintaining of 
the advertising structures for JCDecaux at JFK and LGA airports. 

\Ve have worked with the management representatives of the company to fai rly provide good 
salaries, healthcare benefits and pensions for our membership through difTicult times including 
the Gulf War.and 911, which have had significant impact on airport advertising. We have 
worked with JCDecaux through the many physical changes that have taken place to secure our 
New York airports since 1990. 

We have found them to be reasonable and fair employers that have taken an interest in the 
wellbeing of their employees and their families and have demonstrated their civic corporate 
responsibility . 

---------------------AFflUATEDWlTH---------------------
Suiiding ;u\d Conmuction Tn.dc::: Council of G~.i,et New Yon(• ~& md Con10"Ucticnin.dt!J Council of N~u.w Md Surrolt Countlel • 

Bui1$ri& and Con:ovctlo.~ Tr.dt-i Cound o(W.,-td\c:net 1lnd tautna..m • Eun COW'\'}' 8uil4in& ;and CQfntsuc:l.lon T,.•dfl Council • 

Elbb(.th uid.,.K'W"liiry Boikling T,tldct of Oniori Cou.n.ty • NewYort Stll•Aft-CI() • Ntw'l'Ofk CttyCffltnJ ubor Coundl • N~Y~ MCQII Tn~~ Disvkt Coutl<.iJ 

Nr,,w,'(0'1( $Qt.e &ii-ding and ConstnJct!on Tn.de Covn,-11.Afl--CIO • N•wYctrlc SUJ.o C~ilol the Sht"tt MtulWort.:en' lntffnit~ Anocbt!On 

New jtrsty Su.t• COU11dJ cJ V\c: Shut H(t.ll Wci+.c:N° ln tem.."tion~l AuodatiOn • \Jtl!Ol'I Libel ~nd Stnice Tr.i.de, Coul'ICii ol Grnt•r Nt'W York and l<>ng hbnd 



We are pleased to. support JCDecaux's efforts to secure a new contract for advertising on behalf 
of the P ANY &NJ which would be of benefit to our membership. . . . . . . . 

As always, if you ,should have any questions, pl.ease feel free to contact my office; 

Sicerely, . . ' . 

QJ, ' . 
p~ jl~JJ,. . 

. J>resident/BJJ$iness Manager 

PC):jc . 

-2- ' 
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... i~'( ~JJ\5,/,.~ir, 'N(' 
1.:~ ·" f>rr-s~ 1c1 11 

May 26. JODS 

PAUL CO, LINS .1R. 

The Port Authority of New York & Ne,~ krsey 
, Purchasin!.\ Services Division 

One Madi~on /\ vcrt;11:. 71
" Floor. 

Nev., York. NY 10010 

ATTN: T. J ; Storch 

RER: I\Jvcrlising Opportunitit•s RFP number (1000007•)20 

Dear Mr. StQrch.: 

137 
~ I H::·>· ;;; l)\ JD ' 
·o·.,~ ~<:: .;:j~ ,:: n l···· 
"·;"'"= .)\•' !.<.: .-

Cl .;..•.ft~~ U At,1(i ,JP 

(.< ; !1/' ,r.·~f. 'f,p. ,1::;&•Hn' 
!'~\'. .. .,..,,'.\ 

We arc plea.~ed tb suhri11t this ktter 10 conlir111 our long-tenn rdatio11Shi r with .H.;Uecau:< . 

Sht•et Metal Workers' lntlc'mational :\ss11ciatit;n I t)cul ! 1ninn l 17 rcpr('scn1" the emplny1:,·s thai 
pcr(~frrn the· function of thi.: changing or adv..:r\i:;ing nwdin and the: ..:kani ng a11d m;iintai r,ing iif 
th~· advcrti~ing &tnJl:fUn'.~ ft,r .JCDecaux ;:it .JFX and LCiA airp<>n:-; 

We have worked witii the management reprc-scnli:lli \'i.:s nt' the n1mpan~ Ii• fair!! pro\ id¢ good 
. saluri~:-.. he,.ilthc.ire bcnc!itiand prnsions ror (1ur mcmbt:rship th rough clifficuh time:; iru:lnding 
the Gulf War and 911 . which hu~c had significalll impacr on uirpo11 a,h crcising. Wr? h,l\'e 
\\Orkcd with JCDecaux through the many r,hysical drnngc~ 1h111 h:n c takt.'n plai.:..: to senm.: uur 
l',;c\~ York <l.irp1.1m since J 9()() 

\!,: c huv~· fomid them 10 b'-· rcastinnbk: ..ind l:1ir .:mploycr~ tha1 han: 1akc11 ,,n im,:rc:,I in the 
wd llx:in!! \l r thei r' t'.mployct·i: and thl•ir famiiks and ha\ c d,mmnstra1i.:d dwir ei \'ic corporal<: 
n:spon..,ibili1y. 

~ ..... , ..,,_., -.....,, ..... ....... ~.,.,.., .,: __ .~ ,,.... -.. ,,..-,.:,.;_~ 1.w"", .... ir ........ ,~-:.,., .. _.\'<,,,ro~ • ,h,-,,., .,. .• ,..--.:,- c.- · · 
~ .......... ~· ... • , . , .. ,,... •• ,....,..._J•,.l'o'Yl,~~ ......... "-v- · (.,._, :.(",,,.,. !lo,_,.~'f -11 :..Q.,~~-.....\. ..._-.,c..,...,...,, 

,,~.,__., _.->,~~~N· .. •:.i.-.,::-,~ · Jl,... t,....,. \!•j• 1'lt~,•?~,-~ Y, € «.,1,.,l~(..,,..,..._•1 •N.,... J .. 'i !"\-~ t>,~· t,',....,.._ . 
,1 ... ~~ ... . ""' ... ("'$ '.~*"""-<..~ "..o--,:::-.~r, ~. u,,....~1::.o,<:"'"......,.,,1...., 0.-.•• ..... ...,.._...,""-_ __,,,, ,. __ 

, ...... ·f• ·a,~ ::,_., •,t.,., •,1 , " ' ... "Ui'~ •• 1 \• •'""'V"",_.J.~,..:. \ .. (o' •i,.t' .. A l.,~w"l · ... , ... :,v- ,- , .__.J,1 (.n-,,.:-f<:-,~;, .... t ...., .... .... " 

'{! 
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The Port Authority of NY & NJ I JCDecaux 

1
~ H .1 Revenue to the Port Authority 

JCDecaux is pleased to offer a $400 million guaranteed payment plus a revenue sharing for­
mula that will yield unprecedented financial benefits for the Port Authority, which we believe 
will exceed $680 million over 10 years. We will pay $50 million on the day we sign the 
contract as an advance against MAG. 

Contractual Term 

Consistent with the Port Authority's Vision for the Region, our plan is based on a ten-year 
base term, with two 5-year extension options. This long-term approach allows for major 
capital investments into spectacular displays and technology that could not be made under 
a short-term contract. Overall, JCDecaux is planning to invest $20 million into this conces-
sion. 

Minimum Annual Guarantee -- $400 Million 

JCDecaux is offering -Minimum Annual Guarantees that will total $400 million over the initial 
10-year term, $601 million over 15 years and $802 million over 20 years: · 

(In $millio:n) 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 10-Year 
TOTAL 

Airports 35.0 35.0 35.0 35.0 35.0 35.0 35.0 35.0 35.0 35.0 350.0 

Path & Bus Terminal 0.2 0 .6 0.8 1.2 1.2 1.2 1.2 1.2 1.2 1.2 10.0 

Tunnels, Bridges and Marine Terminal 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 40.0 

Total MAG 39.2 39.6 39.8 40.2 40.2 40.2 40.2 40.2 40.2 40.2 400.0 

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 
20-Year 
TOTAL 

Airports 35.0 35.0 35.0 35:0 35.0 35.0 35.0 35.0 35.0 35.0 700.0 

Path & Bus Terminal 1.2 1.2 1.2 1.2 1.2 1.2 1.2 1.2 1.2 1.2 22.0 

Tunnels, Bridaes and Marine Terminal 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 4.0 80.0 

Total MAG 40.2 40.2 40.2 40.2 40.2 40.2 40.2 40.2 40.2 40.2 802.0 

Gross Receipts Percentage Fee 

JCDecaux will pay Percentage Fees on Gross Receipts against the Minimum Annual Guaran­
tee, at the following rates: 

Airoorts 70%* 
Path & Bus Terminal 65% 
Tunnels, Bridges and Marine Terminals 50% 

* Except the "Electronic Art System" and "Prestige Digital Network" for which the 
Percentage Fee shall be 25% of Gross Receipts 
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The Port Authority of NY & NJ I JC~ecaux 

H .1 Revenue to the Port Authority 

Projected Percentage Fee Payments to the Port Authority 

Based on our projected revenues, JCDecaux expects paying the following amounts to the 
Port Authority 

(In $million) 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 10-Year 
TOTAL 

Airports 37.7 44.3 50.0 52.5 55.1 57.9 60.8 63.8 67.0 70.4 559.5 

Path & Bus Terminal 0.2 0.7 2.4 2 .9 3.3 3.5 3.7 3.9 4.1 4.3 28.9 

Tunnels, Bridaes and Marine Terminals 7.6 7.9 8.3 8.8 9.2 9.7 10.1 10.7 11.2 11.7 95.2 

Total Percentage Fee 45.5 52.9 60.7 64.2 67.6 71.1 74.6 78.4 82.3 86.4 683.6 

(In $million) 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 20-Year 
TOTAL 

Airports 73.9 77.6 81.4 85.5 89.8 94.3 99.0 103.9 109.1 114.6 1 ,488.7 

Path & Bus Terminal 4.5 4.7 5.0 5.2 5.5 5.7 6.0 6.3 6.7 7.0 85.5 

Tunnels, Bridoes and Marine Terminals 12.3 12.9 13.6 14.3 15.0 15.7 16.5 17.4 18.2 19.1 250.3 

Total Percentage Fee 90.7 95.2 100.0 105.0 110.3 115.8 121.6 127.6 134.0 140.7 1,824.5 

Upfront Payment 

JCDecaux will pay $50 million to the Port Authority upon execution of a contract for the full 
program offered here. This amount shall be recouped from initial MAG payments due to the 
Port in the first two years of the concession. 

Assumptions 

JCDecaux's proposal is based on the following assumptions: 

1. The advertising displays listed in the charts following this section are authorized and 
permitted (including airline approvals where required) at the locations shown or 
described in this proposal, by January 1st, 2006 (except for the PATH: July 1, 2007). 

2. The Port Authority will cooperate in good faith with JCDecaux to facilitate the grant of 
federal, state or municipal permits where needed. 

3. For each display installation, the Port Authority will cooperate in good faith with 
JCDecaux to provide access to the nearest electrical power connection point. 

4 . The Port Authority will authorize JCDecaux to install the different types of advertising 
structures proposed, including ad panels with scrolling poster mechanisms, 
PowerPoles, LCD screens and giant Daktronics LED screens. 

5. The Port Authority will not grant rights similar to those granted under this concession 
to another company for the same properties, nor will the Port Authority compete with 
JCDecaux by offering competing products or services directly to advertisers. 

6. Gross Receipts are assumed to be net of Agency Commissions (which typically are 
never actually paid but are withheld by the ad agency) and "pass through" 
production and other ancillary costs which are borne by the advertisers but 
sometimes billed to the advertisers by the concessionaire. 
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The Port Authority of NY & NJ 

H .1 Revenue to the Port Authority 

I JC~ecaux 

7. JCDecaux will pay on a monthly basis the larger of one-twelfth of the MAG or the 
Percentage Fee calculated by applying the relevant percentage figure to Gross 
Receipts for each category of properties for the preceding month. 

8. There will be an annual true up of payments made so that total payments for the year 
will be the larger of the MAG or the Percentage Fee calculated by applying the 
relevant percentage figure to total annual Gross Receipts for each category of 
properties. 

9. Current laws and regulations affecting advertising (permits, taxes, etc.) remai n in 
effect. 

10. All amounts shown in this proposal are in nominal U.S. dollars 
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The Port Authority of NY & NJ I JCDecaux 

H .1 Revenue to the Port Authority 

John F. Kennedy International Airport 

Interior Displays 
(Please refer to maps on pages 113 to 133 for locations) 

Tvoe of Display T1 T2 T3 T4 T6 T7 OldT8 NewT8 Total 

Diorama 23 2 15 9 12 29 13 0 103 

Airoort Amenity Unit 0 4 1 0 1 0 1 7 14 

Vertical Disnlavs 5 2 8 9 4 17 3 11 59 

Business First scroller 2 1 3 2 0 3 1 2 14 

Prestioe Dioital Network Unit 4 3 3 3 4 3 2 2 24 

4' x 10' backlit disolav 13 2 12 0 0 1 7 0 35 

6' x 6' backlit disolav 3 5 0 0 0 4 0 6 18 

6' x 12' backlit displav 0 0 0 6 0 2 0 0 8 

Custom Soectacular backlit 10 0 0 6 1 0 3 3 23 

Wall Wran 49 8 18 41 34 46 38 7 241 

Banner 15 0 0 25 4 3 0 0 47 

The Wave 1 0 0 0 0 0 0 1 I 2 

PowerPole 7 6 8 8 8 5 6 6 54 

Exhibit 3 1 2 1 2 3 0 2 14 

Baa Deck Diorama 0 0 0. 7 0 0 0 0 7 

LiahtBaa 5 2 14 7 9 8 9 0 54 

Jet Bridaes interior wrappino 11 10 16 17 20 12 11 17 114 

Total 151 46 100 141 99 136 94 64 831 

I ___ ./ 

• 
84 



The Port Authority of NY & NJ l JCDecaux 

H .1 Revenue to the Port Authority 

John F. Kennedy International Airport 

Exterior Displays 
(Please refer to map on page 110 for locations) 

Unit# Location Display Type Ad Size 
1 Van Wvck exoressway New backlit display 90'W x 20'H 
2 Van Wvck exoresswav New backlit dlsolav 103'W x 6'H 
3 Van Wvck expressway New backlit displav 103'W x 6'H 
4 Tl exterior Qlass wall Clino wrap on Qlass 
5 Tl AirTrain connector Clino wrap on Qlass 
6 Delta AirTrain connector Clino wrap on qlass 
7 T7 BA AlrTrain connector Clina wrap on alass 
8 T4 Garage Stretched banner 
9 Roadway inner loop Unipole 3-sided spectacular 36'W x 27'H 
10 Van Wvck - arrivals Foster Ambassadorial Beacon lO'W x 30'H 
11 Van Wvck - arrivals Foster Spectacular 60'W x 20'H 
12 Van Wvck - arrivals Existina backlit disPlav 103'W x 6'H 
13 Van Wyck - arrivals ExlstinQ backlit displav 103'W x 6'H 
14 Van Wyck - arrivals ExistinQ backlit display 90'W x 20'H 
15 Van Wvck - Lawn 3D Installation 
16 114 Jet BridQes Exterior brandlna 
17 AirTrain cars Exterior wraplng 
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The Port Authority of NY & NJ I JCDecaux 

H .1 Revenue to the Port Authority 

Newark Liberty International Airport 

Interior Displays 
(Please refer to maps on pages 136 to 14 7 for locations) 

Type of Display Terminal A Terminal 8 Terminal C AirTrain TotaJ Airport 

Diorama 29 57 51 60 197 

Double diorama 0 4 0 0 4 

Vertical Diorama 0 14 0 0 14 

2-sided oedestal Diorama 14 3 0 0 17 

Small ve·stibule diorama 0 0 26 0 26 
6x6 15 18 55 10 98 
7 x 11 3 0 1 0 4 
Overhead soectacular 0 0 22 0 22 
Wallwraos 3 11 3 0 17 
Sofitwraos 9 1 11 2 23 
Window clina 7 4 0 0 11 

Floor Exhibit 3 3 3 0 9 
Interior Banners 0 6 0 0 6 
Exterior Banners 0 0 0 1 1 
Visitor Information Center 3 3 2 0 8 

• Interior Banners 3 3 3 0 9 
PowerPoles 12 12 16 0 40 
PDNU 6 6 11 0 23 
Vertical scroller 3 6 3 0 12 
Business First 3 3 5 0 11 
Liaht Baas 9 15 13 0 37 
Jet Bridqes Interior wrappinr:i 26 25 48 n/a 99 

Total Displavs 119 166 222 87 594 

• '··-- ·-·""' 
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The Port Authority of NY & NJ 

H .1 Revenue to the Port Authority 

Newark Liberty International Airport 

Exterior Displays 
(Please refer to map on page 134 for locations) 

Unit# Location Display Type 
1 Front of Terminal A bulldino Backlit Wllmotte Display 
2 Front of Terminal B buildino Backlit Wilmotte Display 
3 Front of Terminal C bulldino Backlit Wilmotte Displav 
4 Exit Booth Banner 
5 All Jet Bridoes Exterior brandino 
6 AlrTrain cars Exterior wrapping 

I JCDecaux 

Ad Size 
20'W x 10'H 
20'W x lO'H 
20'W x lO'H 
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H .1 Revenue to the Port Authority 

PATH 
32nd Street Station 

Unit# Location Display Type Ad Size 
1 Track bulkhead Freestandina Sinale sided scrollina panel 46"W x 67"H 
2 Track bulkhead Freestandina Sinale sided scrollina oanel 46"W x 67"H 
3 Track bulkhead Freestandina Sinale sided scrollina oanel 46"W x 67"H 
4 Station wall Wall-mounted sinale-sided scrollinq oanel 46,"W x 67"H 
5 Station wall Wall-mounted sinale-sided scrollina panel 46"Wx 67"H 
6 Station wall Wall-mounted single-sided scrollina oanel 46"Wx 67"H 
7 Station wall Wall-mounted sinale-sided scrollina oanel 46"W x 67"H 
8 Station wall Wall-mounted sinqle-sided scrollinq panel 46"Wx 67"H 
9 Station wall Wall-mounted sinale-sided scrollina panel 46"W x 67"H 
10 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H 

23nd Street Station 

Unit# Location Display Type Ad Size 
11 Station wall Wall-mounted sinqle-sided scrollinq oanel 46"Wx 67"H 
12 Station wall Wall-mounted single-sided scrolling panel 46"Wx 67"H 

14th Street Station 

Unit# Location Display Type Ad Size 
13 Station wall Wall-mounted sinqle-sided scrollinq panel 46"W x 67"H 
14 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H ·-~ ·· 

9th Street Station 

Unit# Location Display Type Ad Size 
15 Station wall Wall-mounted sinqle-sided scrollinq panel 46"W x 67"H 
16 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H 

Christopher Station 

Unit# Location Display Type Ad Size 
17 Station wall Wall-mounted single-sided scrollina oanel 46"W x 67"H 
18 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H 

Hoboken Station 

Unit# Location Display Type Ad Size 
19 Track bulkhead Freestandinq Single sided scrollina oanel 46"W x 67"H 
20 Track bulkhead Freestandino Sinale sided scrollina oanel 46"W x 67"H 
21 Track bulkhead Freestandina Sinale sided scrollina oanel 46"W x 67"H 
22 Track bulkhead Freestandina Sinqle sided scrollinq oanel 46"W x67"H 
23 Track bulkhead Freestandinq Sinqle sided scrollinq panel 46"W x67"H 
24 Track bulkhead Freestandinq Single sided scrolling panel 46"W x 67"H 
25 Station wall Wall-mounted sinale-sided scrollina oanel 46"W x 67"H 
26 Station wall Wall-mounted sinale-sided scrollinq oanel 46"W x 67"H 
27 Station wall Wall-mounted sinqle-sided scrollinq panel 46"Wx 67"H 
28 Station wall Wall-mounted single-sided scrollina panel 46"W x 67"H 
29 Station wall Wall-mounted single-sided scrollina oanel 46"W x 67"H • 30 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H 
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The Port Authority of NY & NJ I JCDecaux 

H .1 Revenue to the Port Authorit y 

PATH 
Pavonia I Newport 

Unit# Location Display Type Ad Size 
31 Station corridors Freestandino double-sided scrollino oanel 46-W x 67"H 
32 Station corridors Freestandino double-sided scroll ino panel 46"W x 67"H 
33 Station wall Wall-mounted sinole-sided scrollino oanel 46-W x 67"H 
34 Station wall Wall-mounted single-sided scrollina oanel 46-W x 67"H 
35 Station wall Wall-mounted sinole-sided scrollino oanel 46-W x 67"H 
36 Escalator soffit Wrap 
37 Corridor Wrap 
38 Corridor Wrao 
39 Corridor Wrap 
40 Corridor Wrap 

Journal Square 

Unit# Location Dlsolav TvD& Ad Size 
41 Station corridors Freestandino double-sided scrollino oanel 46-W x67"H 
42 Station corridors Freestandino double-sided scrollina oanel 46"W x 67"H 
43 Station wall Wall-mounted sinole-sided scrollino panel 46"W x 67"H 
44 Station wall Wall-mounted sinale-slded scrollina oanel 46-W x 67"H 
45 Station wall Wall-mounted sinole-sided scrollino panel 46-W x 67"H 
46 Escalator soffit Wrap 

Exchange Place 

Unit # Location Dlsolay Type Ad Size 
47 Station corridors Freestandino double-sided scrolllno oanel 46"Wx67"H 
48 Station corridors Freestandlno double-sided scrolllno oanel 46-W x 67"H 
49 Stat ion wall Wall-mounted sinole-sided scrolllno panel 46-W x 67"H 
50 Station wall Wall-mounted sinole-sided scrolllno oanel 46-W x 67"H 
51 Station wall Wall-mounted sinole-sided scrolllno panel 46-W x 67"H 
52 Escalator soffi t Wrap 
53 Escalator soffit Wrap 
54 Station wall Wrap 
55 Station wall Wrao 
56 Exterior soffit Wrap 

World Trade Center 

Unit # Location Disolav Type Ad Size 
57 Station corridors Freestandino Sinole sided scrolllno panel 46"W x 67"H 
58 Station corridors Freestandino Sinole sided scrolllno oanel 46-W x67"H 
59 Station corridors Freestandino Sinole sided scrollino panel 46-W x 67"H 
60 Station corridors Freestandino Sinole sided scrollino oanel 46-W x67"H 
61 Station corridors Freestandino Sinole sided scrollina oanel 46"W x 67"H 
62 Station corridors Freestandino Sinole sided scrollino panel 46"W x 67"H 
63 Station corridors Freestanding Single sided scrollina oanel 46-W x 67"H 
64 Station corridors Freestandino Sinole sided scrollino panel 46-W x 67"H 
65 Escalator soffit Wrap 
66 Escalator soffit Wrap 
67 Station wall Wrap 
68 Station wall Wrap 
69 Stat ion wall Wrap 
70 Station wall Wrao 
71 Station wall Wrap 
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H .1 Revenue to the Port Authority 

Holland Tunnel 
(Please refer to page 167 for locations) 

New Jersey Side 

Unit# Location Display Type Ad Size 
1 Above tollbooth Daktronics Pro Star Video Display 38.5'W x 12'H 

Lincoln Tunnel 
(Please refer to maps on pages 168-169 for locations) 

New Jersey Side 

Unit# Location Display Type Ad Size 
2 Above tollbooth, facinQ west Daktronics Pro Star Video Display 38.5'W x 12'H 
3 Above tollbooth Bulletin 40'W x 13'H 
4 Above tunnel entrance Stretched banner 30'W x 20'H 
5 Above tunnel entrance Stretched banner 30'W x 20'H 
6 Above tunnel entrance Stretched banner 30'W x 20'H 
7 Wall on right side before tunnel entrance Stretched banner 60'W x 20'H 

Washington Bridge 
(Please refer to map on page 170 for locations) 

New Jersey Side 

Unit# Location Display Type Ad Size 
8 Above tollbooth, facina west Daktronics Pro Star Video Disolav 38.5'W x 12'H 
9 Above tollbooth, facina east Bulletin 40'W x 13'H 
10 On PA technical area between lanes V-shaped bulletin structure (2 faces) 48'W x 14'H 
11 Above lower-level too plaza 2-sided bulletin on pylon 48'W x 14'H 

Goethals Bridge 
(Please refer to map on page 171 for locations) 

New Jersey Side 

Unit# Location Display Type Ad Size 
12 lnterchanoe north of toll booth V-shaoed bulletin structure (2 faces) 48'W x 14'H 
13 Interchange north of toll booth 3-sided bulletin structure 48'W x 14'H 

New York Side 

Unit# Location Display Type Ad Size 
14 Administration buildina facina NJ Wrao 40'Wx 13'H 
15 Administration buildinQ facino NY Wrao 40'W x 13'H 
16 Central island west of train tracks 2-sided bulletin 48'W x 14'H 
17 North side of hiohwav. west of toll V-shaoed bulletin structure (2 faces) 48'W x 14'H 
18 South side of highway, west of toll V-shaped bulletin structure (2 faces) 48'W x 14'H 

' 

• , .. _ M_ ...... 
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H .1 Revenue to the Port Authority 

Outerbridqe 
(Please refer to map on page 172 for locations) 

New Jersey Side 

Unit# Location Display Tvpe Ad Size 
19 North side of hlahwav V-shaoed bulletin structure <2 faces) 48'W x 14'H 
20 North side of highway V-shaped bulletin structure (2 faces) 48'W x 14'H 

New York Side 

Unit# Location Display Type Ad Size 
21 Above tollbooth 2-sided bulletin 48'W x 14'H 
22 North of highway between tollbooth and bridge V-shaped bulletin structure (2 faces) 48'W x 14'H 

Bayonne Bridge 
(Please refer to map on page 173 ror locations) 

New Jersey Side 

Unit# Location Ad Size 
23 North of hi hwa east of Mar areth St. abutement 2 faces 48'W x 14'H 

New York Side 

Unit# Location Display Tvoe Ad Size 
24 Above tollbooth 2-slded bulletin 48'W x 14'H 
25 South of hiahwav east of tollbooth V-shaoed bulletin structure (2 faces) 48'W x 14'H 

Marine Tennlnats 

New Jersey Side 

Unit# Location Ad Size 
26 - 35 Locations to be determined ed bulletins 48'W x 14'H 
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The Port Authority of NV & .. NJ ·· 

H.2 Marketing Stra~egy and Approach 

DESIGNING THE ADVERTISING PLAN 

f JCD~caux 

Evaluating the Market 
Different advertisers targ~t different dernographic;s: business or leisure, domestic or 
international, consumer br professlonal, gender and ethnicity, are a few examples of the 
parameters that matter. JCDecaux analiz'es the .data to match the tight advertisers to the 
right audience, with the right product; 

The pqrtfolio of assets that the Port Authority i.s offering for advert.ising oppoi1:unitle's 
through t his RFP is very diverse fro.m this stand point. Ih order to maximize revenues from 

. th~ir advertt$i11g potential, it i~· jmpoi1art to properly analyze anc1 evaluate each venue. 
. . . .. . . ~ . . . . . . . . . . : . . . 

. . . . 

JCDecaux does not orily rely oh our extensive e~'.f,erieni:e with airports, transit systems .:and 
cities worldwiqe to design our prqgrants and evaluate ~a~h fadlties pot~ntial. We cqpdut;~. 
Very ~pecift~ research.; U$1ng sophistkatecl ·n{ar~et .res~arch tools, and .?ervites that i:iNwide 
us w ith precise information on the demographics cif each facility's patrons: , . . . 

Arbitr.on~s Scarbor,otighTM Denn;,graphic Data des<;:f.ibes the travelers in terms of 
.demciQK'IPhr~ profile$; fif~sty1¢ ch~tact~rtstlcs;a110 g,urcha5;e intentions. T.his data is 
updated ~pifr~¢.rl.Y,· . .· , . • .· · , .' ',> · • · · . . 

Mapl'.nfo""' is ·~ cehsti$-.;;baset:I re$earc.h . to.oL ari~lyzing lotatniarket consumer demographics 
. down. to.the·iip code/b.f<;itkgrt>~J{level. : . .. . . . . . . 

' . .. ;_~; ~ . . 

.~Mapfufo .··· 

ii~hn F. l(e~~edyAlrpo·rt · 

ii:ip;,~ux·p.rimaiyC011erage area, . 
· (area )Nh•re s·6%:rof all air tr.welers 

used JFK as a polrtt:'of.departure):. 

• ~attlmore,W~shington· . 
. lnternjltioi1~l~i1P,?rt • 

· • JCDeca'ultprimary coverage area '. 
·. (area where 55%+;ot'allalr travelers 

use BWI as a poi'\t of d~partute). 
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H.2 Marketing Strategy and Appr~ach 

I J~~ecaux 

Identifying Potential Advertisers 
Onff we t,ave estaUHshi;Ci tr1e faciiity:s dernographk~., WE: t:hP il identify the pote'1tini 
?dvertiser s that t2<rg,::it U1<.•sc aud1e11u~s . using additional sophisticated tools: 

ProCD/Select Business is a database containing every business in the U.S. and is used to 
target specific local· business locations, and categories~ 

.p · ~ _row 
Advertising Database is a comprehensive n~ti~nal database of advertising clients, their key 
d~cision makers, and their advertising agencies. 

liJtvertisingD~ta6as~ · .. ·.· 

. ~ . . . . . . 

Ad sare·s~Fax is a w~ekb/update bf the-latest ·news concemihg ad.vertisers and their ·. 
marketing plans·. 1t proyJdes iriforrnatlpn on new ad campaign$, the media' types'oelng · 
cons.iqered, and specific cbntact)nformatfon fo"r proposals. 

; .. . . . . . ,• . . .. 

$Al.ES D IAI TM 

De~ig~ing t~e Advertising Program . . 
The ·next step is. to d~sigt.'lan advertising program that wiU-deliver maximum value to th.e 
adv~rti.sers, convey their message efficie'ntly ·to ':theirtarget audience, .enhancing the public's 
experience without interfering with the primary function :o.r the location. · In order to analyze 

. the asset opportunities at each facility, we follow· these t~ree simple steps: 

1 . Look at each venue individually 
·. 2. Study th~ envi_:ronfuent, physicaf structure, passenger$ movement-and demographics 
. 3. (:f~at:e ~ustem ac;fvertising prodl,cts ttia.t n.t . . . . 

. ·:·. .. . . . . . . . . ' .. 

This metfiodplogy results in plans that can b~ quite:diff~r~ntfr.a,n one venue to the other. 
The plan~W.e,have devised for the Port Authority's :a5,sets)s-~;reftection of this. The products 
w~ are . proposing to. di=ploy inside the airport: terniinalS-:are· not the same as the ones we 
propose to·implementon outdoor locations. On the other -ha.nd, bee:;ause of the similariti.es 
in demographics, the PATH Will receive certain products that arethe same as in the airports . 
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H. 2 Marketing Strategy and App~oach 

DETAILED PLAN BY FACILITY 

A~ijPORTS 

JCDecaux has b.een successfully working at JFK.and LGA airports for many years and 
already know the passenger demographics at these .airports quite well. Ne~ertheless, 
we con:sta,ntly monitor their evolµtion, as new trends may appear ~hat could attract new 
categories of advertisers. · New technqlogy and a constant search .for new ideas tt,lat can 
stir. advertiser:s' interests h.as le.ad to .the development of new products that produce 
more revenue. Our plah for the New York/New )ersey airpo~ is a good example of our 
approach. 

Demographics 

LaGuardia 
. . . . . 

Traveletth~i'acteristks · 
NV OM.A adults depart:ingfrom LaGµardia. ~irport 
Trav~l~rs';d~m9graphiGs.at ~Guardia are ver}'-desjrable. They 

. ar~ ~18fi.1y educ;at_t:~;!~~ent,-.vi~n a~t1ve1ite:sty1es •. a.n,fthey · 
· irifluerice:n:raJcir i:,prehase·<ieti.slorisfor,the hdme a.rid business. 

M.,\e- ..... ' h •male 
~,-:,. g.9,~ 

Percent of Traveler~ by Age 

Household.ln~ome. 
. All LaGuardla TravelerJ -

NYDMA-

18-24 "' . · . . •·· .. .. • 

. 25·34 2°" . . ' 

. Empfoym.ent Clm~~eristlcs 
% of pro{es:s\ona\~.flying in the NY OMA whc> depart 

. fo1m La Guardia. . .· · . · . ·· · . . · · 
·Atf9-t1.1:~)~~e,rsJJli9g¢:s . . 48% 
Healthcare l>ractitioner_s· · 44% 
FlnjnctY~rspec:1~.iitts , , 4i% 
IT professio~~ls ·.:. 40% 

.. P!!rtentage 'of travelers ~y Ra,,e• . .., .. · . ,, . .···· · ·, ..... ·• 

..,, .. ,- ~·- r,.,,... ____ ...._ . .. - . ........ ...-

Educatio..n · · · 
Post .er.actuate .gegree 

· College·Grc1du~te + 

White 6i% 

Index 
. 186 

155 
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H.2 Marketing Strategy c3nd Approach 

John F. Ken nedy lnternationat Airport · 

Traveler Purchasing and Lifestyle Highlights 
JFK re~d,t::s lop managers and business decision makers. 

Corporate Purchasing 
Business"tra:.;el or convention arrangement? 
Tel¢phdn~ and communications equipment 
H1i~ith care.programs 
lnforrriatf on Tect,nolc:>gy 
Office equipmer.it . 

Financial . .. 
lndi~'idu~i employment inconie $100K+ . 
Markefvalue of owned·home is $1,ooo;ooo+ 
value of ho~seholc;i's investment exceeds $500,000 
Hbuset,~!rl lfas r~al ~state property 
Househ6"1d has 111orieyinadcetfunds 
Household has mutuaHunds · · . 
Househ6ld has stocks or st~k option~ 

Index 
408 
275 
272 
240 
232 

Index 
. 262 

237 
224 

. 173 
149 
146 
143 

T~i::hh.o,l~gy · . ..·· . . . Index . 
HoutehoJH. spent $3,000+ on computer Nirdware (yr) 323 

· Hocis'~fjo}d.:speo_t $21500+ on int~inetpurchases (yr) . . 259 

Newark International Airport 

Traveler Purchasing and Lifestyle Highlights 
Newark travelers buy mor-c luxury items and spend more on 
entertainment, jewelry and cosmetic produtts than most adults 
in the New York DMA. · 

.Automotive 
·TheYaccountfor47% of all the households in the NY DMA who 

plan to P.ay $45;ooq+ fc:>r a new vehicle next yiar. 
• They are 76% fTlOre likely to buy a new luxury vehicle next year 

, than the average adult fri the _NY Df,./IA. · 
; • They also represent 60% of all nf!W Audi. owners in tf)e NY DMA. 

I Appar_el . . . Index 
ii.. Spent.$506+ o_n me.n's casual sportswear (yr) . 193 

Spent $500-t on wor:rien's shoes (yr) . 191 
Spent $500+ cm meri'.s busirie~s clothing (yr) 175 
spent $5oo+ cin men's shoes (yr) . J64 
Spent $5oo+ori men'S:women's ca~ual sportswear (yr) 155 

I Spent $500+ on women's business ~lathing (yr) . . i5_2 

I Jewe(" · · · ... · , · . . . 
I ; ·~§o/o' o7E~~'f~male t_r~y~lers ~~VE; puf~~ased Je~elry Ic1st year . . 
f • EW~.travele~S. represent 2.9% ofall the adul~ m.the:NY OMA who 
! . bought over $560 ...jojth:of.finejewelry lasfyear. ·_.·· ·• · . 

__ / 

· HoliS'e~oldAp.eiit.$109.+ on long distance phone bill (mo) ' i14 
. i-ious~hpld sperit $i50+ on cellula_r pnone biU (mo) i22 

cre<11t:~tds . . · . . ·. ·. ··. · ...... 
i : . . ·. . . . ... I Cosmetics . . . ·.. . . ... __ ./ 
1 •· 81% cif EW.R femal~ travelers boughtpetfu'me,S';cosm'etit and skin 

· ~ 91;%:i~gU!~rly charge their eredlbfards. . . . 
-~ Tf;\~~umper qp~:eahoice; of credit;p.aym_ent af!1oryg business 

travelers:Jn thet-JYDMA,depaiiing;ftorhJFKi~-VJ~A-Gold/ 
Platinum with41% share, fciliewed by Master(arp.G0,ld/ 
Platlnun'l-38%, American Express Gold/Pla'tinur:n.:i5%, · 
and.b1scover0 20%. ·.. . · .•. 

· • They.are:hvo.tirnes i:nore likely to use tlie_i~ American Express 
Gold/Plati~um card than the-average adult in the NY DMA. 

Leisure/A(tivify 
Partic!p;,it~s' in sail boating 
Pa.rtidpa.te,~ in snow skiing 
Stayed at_ ~n upscale h~tel (yr) 
P1ri.icip;itl:!s in power boating 
Piays'tenriis · 
Belc5hgs toa health club 

Y.acation 
~pent $5,090+ on la~t vacation (yr) 
Plan to.:traveloutside the U.S. next year 
Rla:n to ta.ke a golf Of tennis vacation next year 
i:>ian to t.ake an allainclusive resort trip next year 

Source, ioo4_The Arbttron Company/Scarbourgh Research CorpJVNU . 

Index · 
221 

215 
199 
179 
178 
169 

Index 
:m 
218 

165 
164 

• 1 . ca.re products la~tyear. . . . · . 
! • EWR travelers are. 72% mo.re likely to spend over $500 on 
I cosmetic prodO.ct~'tfian the ayerag~ cldult in the NY DMA. 

i Recreatlon/Entertainn,,~nt 
. I Vi~ite(l,Disneyla(ld (yr} . 
I V1sitedJJn'lver.saJ Stu9l.(?.S7[op\ngeles (yr) 
1. Attended 0.S.ppen·t~~~Js (yr) . . · · 

Attended.symphor\y toric_ert (yr) , ·. 
Visited Atlantic city Ca~inos )+ ti,mes (yr} 

Index 
264 
188 
178 
1n 
154 

I • They are 53% more iikelyto go _t6 the moJiesthree times a.month I thari most adults in the New Yor.k.DMA. . .. . . 

I 
! 

Top Travei DestlriaUon~ 
Domestic (yr) Index 
Las Vegas 231 
Los Angeles 227 
Sa h i=-ra ncisc.o 215 
Florida Keys . i81 
Philadelphia 174 

Foreign (3 yrs) 
Japan, China 
Hawaii 
Israel 
UK 
France 
Italy 

Index 
226 

2;26 
217 
214 

209 
231 
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The Port Authority of NY & NJ 

H.2 Marketing Strategy and Appr<?ach 

The statistics you just r.ead, show that the average t rav~iers are highly educated, affluent 
ha\'e active .lifestyles arid ir\fluence major purchase decisions for the home and business. 
As such, they are prime targets for specific categories of advertisers, as demonstrated by 
the following charts showin~ our current client base at JFK and LGA. 
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H. 2 Marketing Strategy and Approach 

Further analysis of the buying trends, lifestyle and personal priorities of this particular 
audience shows that some categories of advertisers could be further developed in the 
future.. Our choice of new advertising display types and locations is guided by the~e 
findings. Here are some examples: 

1. l\utomotive 
Automotive is the largest category nationwide for OOH with $282 milli.on in expenc;Htures 
in 2004. JCDecaux has recen~ly ~roken the luxury car category for airports. BMW,Jaguar, 
Lexus, Range Rover are aHJqDecaux airport adv~rtisers. To further develop this. c~tegory, 
we need to provide large format,ho;riiof)tal displays (indoor and outdoor) that allqW the(tl to 
showcase th_eir product m6s~ iffe:c~iv~1y: .· · · · ' · · · · .· ·. · · · 

100 
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The Port Authority of NY & ·NJ I JCDecaux 

H. 2 Marketing Strategy and Approach 

2 . Fina.ncial 
Personal finance companies are eager to reach the most elusive but also most sought after 
ot'all target a~diemces: business executives. Our ''Business First" network is aimed at 
efficiently deliv¢fing that sp'ecific audience. These elegant vertical backlit displays will be 
located near bijsiiless lounges and first class check-in counters, attracting the attention of 
the most affluent flyers . 
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H.2 Marketing Strategy and Approach 

3. Duty Free 
Advertising displays located near Duty Free stores generated more than a million dollars 
at JFK in. 2004. These advertisers are specifically tar:-geting international travel.ers • . As a 
growing international hub, this program will be installed at Newark Liberty International 
Airport. 

Top Duty Free advertisers 
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The Port Authority of NY & NJ 

H.2 Market ing Strategy and Approach 

I JCD~caux 

4 . Technology 
Technology .companies - electronics, IT, telecommunica~ion products and services - like to 
showcase themselves in a way that reflects the perception they want their target audience 
to have of their brand. We have created Sev'eral new products that will achieve thls goa t: 

• Our new Po1,-verPoie Netvvork concept will a!low a brand to associate themselves with a 
servlc~ that ls technology related, i .e; recfiarg ing your laptop, ce.11 phone or PDA. This 
will generate a positive feel for the brand t ha't sponsors this "life.~savih·g'' service . 

" Olir ·Prestige D1g,tal Network will prov id~ a screen manufactu rer the opportunity to 
· showci;i~e their In test screen "live" in front of an audience known to be early new 

techriotogy adopters. . 
• Qui' j;pp~JMP3 d.9tk.in g statiOI) Airpo.rt.Arn~1;y, Unit will_ provjd~ an MP3 rr.a~ufach:ir1=r an 
'op.~ori;u~r.ity for i1i t,era·ctiv;e adverti~1hg:With .~~e ·sam~ t.~t h~od~r:i.~~.d at.H:Henc~. . : .. 

103 



• 

• 

Th~ Port Aut hority of NY & NJ 
,. 

H.2 Marketing Strategy and Approach 

s~ Fashion 
Fashion advertising is one of the top category revenue generators across asian and 
europea_n airpo~s. Thi!5 is not currently the case in the U.S.. On~ reason is tt~e la~k. of 
high-quality_ displays in most U.S. airport advertising programs. Luxury fashion brands 
spend significant clmounts of money on advertising, yet are very se.lective in terms of Out­
of-Home expos1.Jre: The displays have to be up to par with the upscale, luxury quality 
of their brand and products. JCDecaux has a history of working with these brands and 
successfully cbnviqcing them to use outdoor advertising. The following brands all .advertise 
in o·ur malls and on our San Francisco and Chicago street furniture: . 

Ch~nel . · ___ , 
Burb~rry 
Ui;:tlirni~~9-

· Giorgio . 
·Ar t:nqni 
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The Port Authority of NY & NJ i 'JC~ecaux 

~ H.2. Marketing Strategy and Approach 

By bringing the same quality displays to the .airports, JCDecaux will be able to attract 
more _and mote of this category's money: large bac.klit posters behind glass instead of 
polycarbonate; HDTV:·quality Prestige Digital Units; large-scale banners; mall-style vertical 
scrolling displays . 

... , 

..• ·.N~t~~tiit~;#tt;ifiA~j~·· s.tatu¥~:;aqlJ~~rna~#n~t~ir~IViitj•~e·~ast 
Coastr.fr9'1'.n\~s.i~fti ·-P~t.:!:iciJlar,:,39~¢,r. tfl~ Year$.1,Jco~-~~~1S b;is· bl,litt;JFK. i~tp-:.t,n~ :#I · : · -· .· .. 

. !~tli~~;f~~~I)i~~!ftr~f :.tt~{!i;;~1[ri~tfllt!J1,fF~llj:ii!i1t~ii~~?~as 
. ad.V~Jiei?eis.;,t~:kNijvia/R. Jtbe~au~. has ;,t-tj.~di¢~t$d' t~arri'. dea1rii~.p_rjijj~tll,y ':w1th ir:1t~b1a.tiona1 
. ~dv~_~f~~·J'.~_~s~cj}p .. Eut~Pe.. and the~re~t' 'pf th:~' _wo.rlg/ .A);fob~fican(pefc.enta.JJ~ q( $aj~s 
.iithiey~cf: fgrJF,K's ·Terd.lfnals· 1, 4 a.:nd 7 are. bas~d-oversea~iano r~~µlre ·a very: ~pecific . 
s.~les·-~nd_ ~1{t_k~ting, ~ppro~ch; JCD~caux ha_s.n\astered if!t~rn~ti9nM $~!es,: an~ cart ~risure gr~at:er s'u'&es_s °for. N~War~:.: ~ . . . . . '. :.: ·. . . . . . . , . . . . . 
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H.2 Marketing Strategy and Approach 

I JC~ecaux 

International advertisers are often looking to make a statement with their advertising 
campaigns. Our plan fo r JFk, LG/\ and EWR lncludes sever::il µrndu,:.ls tl,a t v\'il1 genE1c:1t.:.' 
au2ncion and s.-:r:e;3 t~ a tmzz. for ~xample: 

• The Wave, our und.l!lat ing banner. which we propose lor JFK T1 and the new TS . 
• Instailing a large .three~dirn~rision,al structure at a prorninent locc1tiop at the entrance of 

JFK, as Samsung has d0ne in Paris and Li~bon. . · 
• Wr~pping all jet brtdg~s in~id.e ~hd l::>Utsi<;ie.a.t all three airports1 as done by HSBC in 

London ~r1ci Hqng Kong,._ ah'd Rf;3S infrarikfl,irt. . ·. . . 
• Dominatfori packages': .A 9'00d ~).<JHnplels the multi-wrap pack"ge purchased by RBS iP 

Terminal 7. ·. Another .example. is the 1()~~r.natiorYal arrivals meeting .and greeting area at 
TL · H~re-; Ma~terCard is cµirently pres~rit-'11.ith a rnulti-wrap, .mutti~banners prograrn. 

• Wr~pp'tri9- the AtrTrain cars. . . . . 

Thi$ type of programsgeMerat¢ multf-miUion, tnult:l~yearcinfra~~, and,present the biggest 
potential ior interior- reveh_qe .gro'w~t, atJtte NY /Nf~irports; :with .q.ur iriternational network. 
of top. 1J.Vorl¢!. aHi>o:rts, )Cb.e·~~ux)s unjquely pOsitioned to clos:e t.hrs kind of deaL We have 

. already :ggqe :it irfs.ev~r{:il airpdrt:s wt.life npj:le_9four~otnpetit9rs have. . . 
. ;, -':· .. : . ,. ·. . . . . . . . , . . . ·' . ' ·. . ,. · . . . ; .··. . . \ ..... 
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H.2 Marketing Strategy and Approach 

.. . :·.: . · ... ; ' ~ ,...,.,; ,: -1,· . 

TQp)~~,'"~~iQ~~I A(IVEt~~~-e~-

H~~+~ L,::: . 

AeroMexicq 
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H.2 rviarketing Strategy and Approach 

I JCDecaux 

7 . Exhibits 
. Adv.ertisers are constantly loqking for creative brand interc;1ction and experiences for 

consumers. JCDecclux has. successfully developed a number of solutions to satisfy that 
need. Exhibits, pfomotions, and samplings are all partof our new marketing strategy 
through the use of arnbient media to reach consumers by providing brand experience. 
These. ~xhiJ>its· .are most effectJve W.heo: placed post_-security. People are more relaxed and 
receptive dLJring their dwell titn.~, waiting for their: plane to depart. . ' . ~· . . , . 

8 ~J\}~~-,?-,~t·~;·~~~; :~ii()~<;{ .,'.> ?: i ··: < ·-; ... :··i:: . . . . . "• '-';·- ·. '<·:·~ ... 

o~~~\f~}--~~:~Fr-t~iw~J is ce·rtain1v i:ne most sbu·ght after new program in our t>o'rttono. 
cu.rren;t,tf ~v~ilab.f~ rn/~~~~-~r;l· and1D.lllles _Air1iortsi~ ·D .. ~,, -LGA in New Y~r:k a,nd L~gan . 
Interri~tfonal .Aitp.qrt iri BO$tOn, it_cov~rs th.e entire "E~stern. Power Corridor/' Th:$ ai::ldition 
of JFK and EWR to this network wili make it the most powerful product ever to reach 
business travelers. · · · 

This premier networ~ consists of ;;t~ndard( b·acklit scro11!!)9 -faces located d.ire~tl.y outside 
or en route to.every. business'lourig~<;>r shutde area. ,~ .ith few media opt{6ns. that deliver 
such an up-market, high speridin~p:iuclience, JCDecaux has ·developed this· pFogram for 
those Premier Adverti'sers Wtio w~;lit td targetthis. .el.u~iv.e market segment: aMW recently 
purchased the entire Business First Network, generating more than. $S00,00.0· 1n sales per 

. month. Enclosed is a c:opy of the brochure designed to sell this premier network . 
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H.2 Marketing Strategy and Approach 

\ Jc~ecaux 

9. Prestige Digital Network - First Ever -

Our Prestige Digital Network, like the "Business,-first Network" will address the need for 
the displays to be more attractive and dynamic. While dioramas have and will be around 
for many years to come, innovation will rejuvenate the medium and re-launch what was 
once the most dynamic force behind airport advertising. This technolog'f will deliver greater 
flexibility to advertisers, wh.ile reducing. ptodlJctio.il costs and enabling quicker campaign 
turnarounds. Sold in a network~ providing total c:overa.ge of the airport and its terminals, 
this high'ciµality new medium will attracf liew· advertisers arid additional revenue. 
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John F. Kennedy International Airport -Exterior Sites 

I JC~ecaux 
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John F. Kennedy International Airport -Exterior Sites 
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H.2 Marketing .Strategy an_d Approach 

John F. Kennedy International Airport - Term.inal 1 
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John F. Kennedy International Airport - Terminal 1 
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H.2 Marketing Strategy and Approach 

John F. Kennedy International Ajrport - Terminal 1 
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John F. Kennedy International Airport - Terminal 1 
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H .2 Marketing Strategy and Approach 

John f. Kennedy International Airport - Terminal 2 
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John F. Kennedy International Airport - Terminal 3 
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John F. Ken nedy International Airport - Terminal 3 

IJ~oecaux 

·_../ 

120 



,_. 

l . 

, r. :CIJ>vo<i€o1.;,.,u,;;,';',,·.·· 
!l ~cioller . 
·1- ·o,orame 
if ughtbow~n ,t.lndard ul\lt i.lu)" ,: 

I 
IP Oft..;i• s1c1~ sc,oll~, 
r S.Mer 

- . r..'.fr~~l;llat 

I • .......;,.;,. 
.. II" ,'Mlt~~ .. !l· 

· I!' . 8uJ.in~s First Scroller · 
. , I :0 ~;<!o,W(>ps . 

"..-· ·~ 11 .lNrip e Exhibit 

N , . Exhibits• .l0(1tlo,:i.s to),~ flm11ltt:d 
t,-.i. with t,rmlnal on a cas~·bt:;<as~ b..ul1 

.. 

{ 

Oepartur~s level 
' . ii II . II . ·. · Ticketlng Levei 

' 

. , .• · . .r:.1. · ............ 'fl,..~ L'..,: I r , .. 

'"' "Z.,.__. -i'·Y · -I 

..,.., 

OAllU 

~ 

\..! I ..... 0 
'3 . :r :::, N CD .,, 

3: 
~ 0) 

,, 
(I) '"i 0 
::, 7' -"I' :::, (D ,... 
I'!) 
0. r-1"' 

)> < :::) 

"'"' lb c 
·:J ! ,... 
·· i-,, 

(/} :r (I) 

"' rt 0 ::I ' .. DJ OJ 91 e.. rt -· .0 (D ~ ::i lCl 
QI "< - 0 )> O.I -· "'"" ' ""I ::; 
't1 z ,o 0.. 
""I· < .... )> 

-0 ~ · -; -0 
I'!) . ...... z ""I 0 3 -· .0, w 
:::, n n, ::r - · 
+:I, 

~ (I) \ 

n 
r» 
c 
>< 



• 

• 

• 

The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 

John F. Kennedy International A irport - Terminal 4 
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Newark Liberty International Airport - Terminal C 
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LaGuardia Airpor t - Marine Air Terminal 

•• 
.··-o-··:,-

··· ., . 
0 .. 

i ~ .. 
l:> 

~ 

·za·· ·- · ' . 
-~ . 

. .. . ,· 

• 
150 



The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 

LaGuardia Airport - Marine Air Terminal 
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LaGuardia Air·port - Central Terminal Building 
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LaGuardia Airport - Central Terminal Building 
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LaGuardia Airport - Central Terminal Building 
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LaGuardia Airport - U·S Airways Ter minal 
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LaGuardia Airport - pelta Terminal 
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PATH 

Where do you advertise when you want to _reach everybody? Transit advertising, such 
as the placement of print ads in train stations, is an important medium for reaching an 
audience of all ages, ·backgrounds and in<;omes. Today, concerns for the environment and 
the popularity of programs sych as Park-and-Ride have caused a wide range of business 
professionals, teachers, college students, and many other workers to leave their vehicles in 
parking lots and ride the PATH to and from their jobs. 

Weekday travelers 

Visit 'Family/ 
Fri~nds 4:2% · 

Entertainment 
or Rec;r~ation 

To/From School 5.6% . 

Business Travel 7.4% 

Weekend (Saturday) travelers 

· ·. Other 1 :9%··. 

Business Travel 4.0% · 

. To/From Schoot ·3.8% 
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Where the Airport, Mall, Street Furniture and Transit Audiences meet 
With the unique demographics that PATH travelers deliver, it is easy to see that advertisers 
who target airports for their audience will want to have a.presence in this venue as well. 
For the same reason; advertisers Who currently advertise in malls and on str~et furniture 
through our p9rtfplio will act similarly. Business and consumer advertisers will be attracted 
to this venue, whJch has a ridership ofaboqt 68 million passengers. The PATH is considered 
the top, ra.il system in the country bi the American Public Transit Association. 

Top S Airport Advertising Categories': . 

Bµsiness_ tp. Business Tele,~~mmunications . 

Computers, Software 
and. Internet . :., •.. < ··••. -,, .... "' 

Top s' Mall/Street Furniture Adve'rtising C~tego;ies: 

Foo.d and . 
Media &. Movies B~verage Financial 

Apparel and 
. Accessories 

. ·;¥, : . 

Cosmetics, Beauty Care 
and Medical 
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I JCDe~aux 

With such a broad spectrum of potential advertisers, the potent ial for growth of advertising 
revenues is particularly good. AH it takes is th_e nght product and an aggressive marketing 
approach to reach beyond the traditional categories of cli·ents. 

Without cannibalizing the current client base, with product innovation we will increase the 
current financi~I performance of this property. W~ will develop the existing ~lient base and 
reaching out to new advertisers. The introduction in· the PATH of new media formats similar 
to those already present in our malls and airports (scroll~rs, wall wraps) will effectively 
attract mall and airport aovertisers to th~.PATH. 

Examples of target advertisers: 

Financial. 
Washington Mutual 
B~~:I< of America 
Ci_tib_ank 
fi9elity 
I.NG_·-
·Ge_i~o 

·. · Pac.kage g~ods ,. .. . . . 

P&G 
§~~rb_ucks 
Coke · 
·unliver 

. , ~ ,.· ... ;.',•. . .. . : . ' ,. . . . ·. - . . . .. 

· ·· T~•ec9:t'.i1m,ioi:~ations · · -Nextei i ·. ,, . -
~~vie, ent~rtai~in~nt, .medij~ Veri~{h~ 
TNJ Ci_n_gula~· 
CNN 
Brqadway. Shows 
F.oxNews · . . 
NY Times 
Internet site·s 

::· . . ~: . ·: \ ... \ l ·' 

· '.Ai-rUri~s . · .. 
.. ;, .. ·,:;:.·.· . .- .. 

· :, ~m¢rk:.an·· AlrHnes 
:, Lufthansa 
)~t sn,1~ 

'\•:. '::> 

Automotive 
BMW 
GM 
Toy.Ota 

· .• f;:~~h:h>ri/.Apparal 
· _Nike · 

bebe 
CK 
_Levis 
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I JCDecaux 

Bridges, Tunnels a1_1d other properties 

The George Washington Bridge, the Lincoln Tunnel and the Holland Tunnel all offer 
exceptional opportunities from a me.dia perspective. Advertisers view Manhattan as the 
most valuable advertising n,arket or location in the world. These three venues deliver close 
to 200 million people annually coming in and out of Manhattan. With the right medium, 
these assets can generate significant advertising revenues. 

George Washington Bri~ge 
Crossing between Manhattan and .New Jersey (I-$5), the GWB has an annual vehicular 
traffic of about 108 million, making it the world's busiest bridge with 14 lanes. 

Lincoln Tunnel 
Connecting .Routes 1, 9, 3, and the New Jersey Turnpike to Manhattan and West 42nd 
Street; the Tunnel ha~ an annual vehicular traffic of about 43 million. 

Holland Tunnel 
The first Hudson River vehicular tunnel with an annual traffic of about 34 million. 

Demographics 
The demographics of the people crossing the river with these 3 links represents a full cross 
section of the population, covering the entire socioeconomic spectrum. As a result, the 
natural candidates for advertising at those locations \Nill be the brands that spend the most 
in outdoor advertising: 

Top Outdoor Brands (2004 annual expenditures): 
• Anheuser-Busch $49.3 million 
• \A/alt Disney $33.3 million 
o McDonald's $33 million 
~ Time Warner 531. 9 million 
e. Miller S3 l .2 million 
" General Motors 
• Cendant 
• Diageo 
o Verizon 

$29.2 million 
$25.7 million 
$23.3 mill1011 
$18.3 million 
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Giant Digital Displays 
To maximize the advertising potential of these exceptional venues, JCDecaux is proposing - . 
exceptional products. Rather than .installing rnore tri:3ditional billboards, we propose 
installing state:-of-the-art giant digital di.splay? thatwil! capture the attention of advertisers 
and viewers alike.. These products are particularly well fitted for these locations where cars 
typicaHy line-up for a few minutes before getting through the tollbooths. This dwell time 
offers ample opportunity for passengers to view a loop .of several advertising messages. 
Having the same units at the entrance of all three links. to Manhattan from New Jersey will 
provide advertisers 100% coverage. 

In addition to offering exceptional value to advertisers, these urii'ts will provide the Port . 
Authority with a medium to efficiently communicate with the bridge and tunnels users . 

166 

' · · ·"' 



The Port Authority of NV & NJ 

H.2 Marketing Strategy and Approach 

Holland Tunnel 

. I .. h • ..:.:~!~ 

,u.~--IH~, 
fa>iXT~OtPClOf'111?fff~'~-
~~~ I~ . 
009'~ \ -6! 

LEGEND 

13'X4o'LED Sign 

HOLLAND TUNNEL 
PORT AUTHO.JUTY 

PROJiERTY INTEREST 

I JC~ ecaux 

L -
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Lincoln Tunnel 
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Other Display Opportunities 
The other PANYNJ .j:)roperti~s offer greater opportunities for signage when they are on or 
close to· major thoroughfares. While not as valuable as the entrance to the Washington 
Bridge or.the tw·o·tunne.ls, :these.ioca~ions are exposed to enough vehicular traffic to justify 
investing in traditional hlllbo~rds . . ·. . . . . 

Goethals l\rit,ige· 

I.EGS{) 

-~~~ -Qj~~ 
~··~ .. IUlOt',!8)IOIO te.OIOi.:::C,,.,1 .,_ 
....r.]I JOtD .&ilG · ~llfil · 

A 1srd<:d,~· ... ra~11w~ 

...... Double Si~ 14'x4B' Bulletin. 

NEW JERS°EY 

. . •·iimw YORi<· 

.. ) ; ",; .. :-:·,~:-~~~.i ~~~~~ 
1! 

--ii..~, . ...- -- --......: ... _..,.__ 

171 



• 

• 

The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 

Outerbridge Crossing 
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,PROPERTY 1NlERE$T 

I JC~ecaux 
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Bayonne Bridge 
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IMPLEMENTING THE PLAN 

As socrn.as the new concession contract is signed, )€De.!=aux wiH initiate the followiA'Q steps 
for t he.s mooth and effid ent.impl~mentation ·of the i:ld\i~~ising ·p rogram: . · 

. ' . ··,· - . , ,, 

Basi_c Assu111ptions Planning Sessions with the ,p~rt·Auttiorify 
• E.stablish meetings with each Port Authority facility manager or Jilie departmer1fand ·ap­

propriate staff 
• Review each proj~tt under their control to.confirm details and general acceptance of 

process .and approach . . 
• ReVieWany:spedficPort Authdrity/0,ther facility projects that are proposed byothers 

over the same{ projected timeftarrie . ' . 
• o'eterniine any conflicts . . . 
• Propose solutions to .co:nflic;ts and restructure·project process and approach as iheeded 
• Reach ,gener.al consensuses on projects and set targets points for reevaluation 
• Obtairi list of appropriate contacts and establish specific project coordinators for the PA 

and JCC>ec:aux . . . . . . . . . 
• Follow-up meeting and updates as established to meef project targets . '. . . ' . 

Site Approval, Permit and l1is t a ila tio11 Prc;>cess . . . 
• Tour of 'all proposed sites by JCDecaux .with Port.Au.thority, in order to. confirm each 

locatio,n, typ~ of adve~isin_g fixture and fi n_af placement . . ·. . . . . 
: .. Det erminatlofr:ofp~r_n,itting -and TAA process with Port Authority and spetifibation of all 
.• st¥tfort,ing docum~nts"arid materials required . . ·. ' 
~- Fdr each k1c~tlon, upoflpermit and TAA a ppr9val by Port Authority, manufacturing of the 

correspo,nd_(ryg ;c1dYert;1sing fixture wi11 kick .off immediately along with the site 
prepat~-tion'. ~nd ·l~lectfical connection work · · , 

• AJI ·Site, p_re'par.a'tidn and electrical work performed maximizing the use of licensed 
. contractors·.~ ith the appropriate union affiliation, MBE/WBE certified contractors in 

order to meet our participation goal. Such. work will be closely coordinated with t he 
Port Authority in order to minimize the impact on the passengers (off hours work in 
public areas when required) · · · · 

• Fina1iz9tion of the on-site installation scheduJe based upon the delivery schedule for the 
fixtures, with validation from the Port Authority. ih order to minimize the impact on the 
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passengers and the facilities operations (off hours work in public areas when required) 
• Routine meetings both internally and externally with all involved vendors, 
· subcontractors, installers, etc. will be held to m~mitor (and adjust _when necessary) 

schedules; keeping airport and specified staff updated. · 
• Final receptio~ of each site with the Port Authority once the installation. of the 

corre$ponding fixture is fully completed, following a thorough Inspection ang approval 
from JCDecaux Quality Assurance professionals 

l>isp.lay J:nst~ilation . . . . . . . · . . . 
• Overseen by full-time-JCDecaux managing . superviso~ and projed managers for each 
. property .installation . · . · · · · 
• Work directly with local unions, including IBEW Local 3 (Electrical), IBEW Local 137 

(Sheet Metal & Poster Hangers) and IBEW Loca1 164 (Electrical) 
• Utilize Port Authority-certified M/WBE contractc>rs to exceed the Port's requirements 
• Work within security requirements of Port and TSA to ensure safety 
• Work at hours to minimize impact on traveling public 
• Maximize _off-peak hours for preliminary work · 
• Ensure all Port procedures are followea from TAA submittal to final punch lists 
• Communicate installation completion to contact person(s) when finalized 

Ponnlls/TAA 11 

ln&t-al1aUon . 

175 



• 

• 

The Port Authority of NY & NJ 

H.2 fVJarketing Strategy and Approach 

! JC~ecaux 

.T iming 

We will dcvclop·det.3ilcd !Jchcdulc!J in conjunction with-the Port Authority of NY & NJ to 
ensure that permitting, construction, manufacturing, and installations are all synchronized. 
Manufacturing suppliers will be given a rolling quarterly forecast so they can plan their 
production and purchase any long lead-time raw materials and components. Installation 
and prep-work contractors will be provided with contract schedules for grouping of displays 
that cover two to four months of installation volume. Site-specific weekly schedules will 
be provided to prep-work teams as well as to the final assembly and installation teams. 
JCDecaux will oversee weekly production meetings between manufacturers and the final 
assembly facil ities. 
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The Technkc;il a11d Field staff 

JCDecaux. has c3· fuliyqediaated, ·N~i.:v York based operation.steam. Sta.ff memqers are 
alre.a.dY. in .pl°?ice :wit.8 experi~nc·e arid dedic~tioli to our exi~Ung New York.anq New Jersey 
Oper~.tions, : In-;t.he airp.orf$. alone., we propo~-~·to double the Operations Department to a 
full~time staff. qf/ atl.e.ast, 1,2 ·.members; . These dedicated .employees .would be provided with 
. 24,-t1our c<>mrnurikation W.lth.toe appropriat e supervis'Q.rs. 

. . . •. . ~. :· . . .. . : . ·. . ' . . 

JC:Dec~ux a.ir.eady ha·s a,f4lly .dedicatecl h1dustria.l aAd .nianufacturing _teani located in New . 
J~rsey~ ~rom:'thi~ logatibn we d~sigti atl6f o~_i adverti~ing prodlJcts.. . ·. .· . . . 

. r--:--. -:-1 
L .· 
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Maintenance falls into three fundamental categories: preventive, corrective and structural: 

Preventive · . . .. 
. • Ong9i1Jg. clepning of .all fbd:ures .. . 
• Ensure propero illumim~tion, .bal.lasts, cirtuit~breakers 
• Remove unautho,rized. posters: ,.stickers, e·tt. · . . 
• Poster.iJ)~tallation for ~9.ntracted ~dvertisers and C()fnlTlUnity information 
~ Check.ev:~r:all 'app!=~rarice .· : .· : . . · · · .. · ·.. · 
• Fil~ aily: h~~e~sary· r~ports ·and report fo ·field supervisor · .. 
• Randorr{insp¢cfion.~ by supervisors and mana~ement team · 

Coiirec:tive? . · . 
. . • R~pfac~: non~working m'~ nic'kerfo·9: light. bulbs or. ballasts 

• ·Remove ,qnauthorized ·posters.,· s~icl<ers, .etc. · 
• ~heck adve.rtising _for proper P.,l~cemer:it an_d visibility 
• Fix·or -rep_l'ace ~II d~niag~d l)~rts on du!" fixtures 
• File ·a·ny necessary ·reports and·.r;eport to field supervisor 

. • S~aff available 24/7 for emergency tespo.nse . . 
• Technida1\s equipped with mobile phones for immediate notification 

Stt.uctu·rc,I 
• Superyisc:i'rs systemc;\tically if}'$pect all fixtures 
• ensufo framing is in good condition . 
• Ensure acrylic;:/glass face.is presentable 
• Review mechahical soundness· of: equipment 
• Regular' electrical inspections, by ·authorized electricians 
• File any necessary report:s and report to field supervisor 
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JCDecaux Quality Assurance Program 

JCDecaux's commitment to quality shows through in every product we produce. The 
cornpany- 1_.vide policy is based on tile globally recognized ISO 9001: 2000 Standard. The 
focus of this program is to promote quality at every level of the company through 
all the different departments and develop one goal: A Commitment to Excellence. 

This quality b·::gins at the design phase, where only the finest materials and finishes are 
integrc1ted into each product, ensuring not only beauty but also long-term durability for the 
life of tt1e cont r·act. 

A strong partnership with each supplier ensures their Quality System meets the stringent 
ISO based JCDecaux Quality Standards so that Receiving, In-Process, and Final Inspection 
develop an all-lnclusive program. 

During the manufacturing stage, work instructions are developed along with inspection 
checklists for each step of the process. The focus is on continuous improvement and 
refining each step of manufacturing from in line fixturing to state-of-the-art statistical 
process control. 

Architectural gracle powder coating is used to produce U.V. stable, anti-graffiti, long-term 
finishes. Only certified applicators with the proper pre-treatment system are used. This 
entitles JCDecaux to a ten-year warranty against fading, blistering, and peeling of the 
powder coat finish. 

An onsite inspection checklist is completed for each installation to ensure proper 
functionality of the units prior to leaving the 5ite. 

•• • J •• • ,, • • . .. .·· . ,- ·:~ .-"~; ·~~:~ . ; .. r~·.:·~~.:r,.:.~'r'~-... ,. . , 

Through yea~ of. r~al world. maintenance ~xperien~e, 'JCDeca't;JX has refined our material~ 
and products to enable :CMick and efficient on-site .resto.rabo·~ and r~pa1rs. . . · ··• . 

All supporting qqaHty doc;:urnenta.tJon is kept on file to ensure traceability t~rbughbut the 
life cyc;l.e of oun produ¢ts •. · Thi$, enables us to traGk a)1d utilize information for the u'ltimate 
target of ·continµous i~p;tciYement· . . · , . . 

JCDecaux s·ets:t:6e stand?1rd for.q~aHty throu_ghouf.t:he Qut-;;Of-Home advertising ·industry . 
. Our Quality. As~urance· Progr.am starts·at the.:pesfgn phas,e With materia l selection, 
encompasses a stringeht supplier selection prbcess., monitors all aspects of manufacturing, 
oversee$ the installation. phase of the project; and takes pride in our all-embracing 
streamlined maint~nante program. . . . 

Thr~ugh strong partnerships, a comprehensive qualify program, and a thorough 
understanding ,of o(Jr ptqduct:s, JCDec::aux has the ahility to consistently deliver a WQrld,.class 
producton a timeJy basis, . . . . . . .. . . . . 
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Sales Administration and Marketing 
• :. · . ·• • I •' • ' 

.. ,,: . ~ ........ ___ _ 
An Experienced, ut::o,~ctu:u 1··...-ore:s:'!i1um:u :::,aat:::s vrydn1zc:1uun 
JCOecau~<'lS unmatched trrcur sales efforts regionally, nattonally and internationally; · 
The Port Authority will capitalize on our sales leadersl1ip by enjoying maximum revenue 
potential and return. JCDecaux's national sales team is positioned in the major n1arkets 
in the U.S. Headquartered in New York City, with offices in Chicago, Los Angeles, San 
Francisco, Boston, Miami, Dallas and Atlanta, these sales professionals have established 
relationships with agencies throughout the country. To focus on tl1is new total advertising 
oppor-tunity for the Port Authority we will increase our current sales organization with the 
addition of dedicated personnel in our New York office an in tile major advertising markets. 

. ~:~W Y.or:k :,s·th~,riuriiber one. adv~rt,ising market in th~ world. Jhe Pqrt A';Jthqdty's a'sset.s 
ar~ .the mo.st v.ia·ble media option ih th.e out;·oFHoi:ne · a~ria .. The combination of these two 
fQr.Ces· w.i-il::~iVe.JCD.e¢aux's salespeopl~ th~ 6pportunity:to. offer dierits the finest actvertising 
prpgrj3,tli }n:~ti~ world~s top city:. . : . . . .. . .. 

ltl ,~d~il:i9,r~6 ~-u:f natio.rial- ~itie~, .. m~lls and qirp·or.t;s,sal~s te;ms) ~he reg·,9n.aJ\ciles .st:aff . 
ba~~-~ in:~yp.offlces in. _New ·Yafk; ·~hicpg6;,.LosA11.9eles;Wa~hin.gt6n D~f.; S,eat;tr~; D.attas; 
-ap~~Orj;f.~~t_l~ht~J .S~n FranciSC() and : Miatfi,j · contag/ lqcal .. an~ f.~'Qh:;mal ~QXL~r;t;isers ~hd 

•

. · .. ;~~y¢:rt'i~JNt a:gerk:ies .tosecure:additional ·n~venues.. for key Port·Authbtify' campr,JJgh$ in .the 
. t9.P. rnaf~ets;. · · · · · · · · 

• 

tt~im:.i;fig~ · . . . . · . . · · · . · .. · · · · : . · ·. . 
ouf iat~$ :pr'p_¢E?SS i~ highly devel<;>ped. and .cfri~nte_d fo pro¢\1te rnaximu111 'rt~vepµes: witli the 

.: lii.igh'i st. '.qµ~·lity-s~les, marketing ~rid service o:rgi}r)jzatiori . . )Ct>et~j]UX;S sal~~ .teams.driv~ the 
. bu~ih~ss; t.n~y;.do thls by'prpsp~~ting an·a·contactin'i}th¢ acivert,sihg· corflrnqriity{ securing 
·. ;app81htrhents'·and making c:IE.!tailed .presentations, ¢ustomiziftg :pr.op·d~it'is:to fina:·solutions to 
the advertisers special needs and securing the contract. However, the safes team cannot 
ultimately be successful without the combined efforts of the sales support team. 

M~rk~iing/Graphics Team 
Acentralized, New York base'd marketing team provides the essential pre and post sales 
tools for the national and regional sa'les teams. JCDecaux's proficient ~nd efficient 
marketing, graphics and researth staff prepare all selling materials; including but not 
limited·to Sales; brochures, product ihfortnation sheets, state-of""the,art CD-ROM based sales 

. presentations; .mapping programs with advanced technology, audience databases and a 
comprehensive library of secondary research. · · · 

Mar l<eting Leadersh ip 
JCDecaux's' talented marketing department is unmatched in the industry. We make 
sighificant investments in our marketing and presentation materials to help clients better 
uri~er-slalld' th~ir advertising optiqns in the Out-Of-riome marketplace. The materials we 
provide the~ wrll allow advertisers to make the most informed decision when it comes to 
selecting the Port Authority properties as a key component of their advertising plans. 
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In 2004, JCDecaux launched the first-ever OOH Advertising Upfront for our Airport Division. 
Over 150 advertising executives from across America and Europe gathered at JFK's Terminal 
4 and were presented with our latest product innovations and riewly developed locations 
throughout our portfolio. As a result of this event, JCDecaux secured new advertisers and 
renewe·d a significant number of contracts. An estirnated $4.2 million was generated from 
this Upfront sale, of which $2.4 million was booke·d at LGA and JFK. . ' '. . . . 

JCDecaux -reinforced its leadership position and that of tqe New York Airports at this 
event. Awards for th~ best airport advertising campaigns were delivered to some of our 
largest advertisers for their spectacular displays at JFK° and LGA, This prestigious list of 
advertisers included.American Express, Rpyal Bank of Scotland and National Insurance. 

Marl(eting .Materials 
We d_esign ·eye-catc;hing, in-depth custom prochures for each fa_tility in tt)e JCDecaux 
Po~olio. Tt)ese pµbllcations ~ive pro~pective cl.i¢nts ihsights ,q# the ta.i::geted audience, 
available displays;, and advertising rates:· : ,.,_.... . . . . .. '. 

We send-:the JCDei::aux NeWsleti~r via e.:majl to exlsting ·~.nci Pr.<;>~'pective clients af"!d 
advertislng agencies, providing important and timely Jnformaticfo abput _the Ou~-of-Home 
adverti~ing business. These newsletters highlight the lates~ sµccessfut ad campaigns,. newly 
acqtJired markets, and new pro~uct. offerings. Our highly.r~gard~c;t ne.wslett~r allows us to 
continuously brand JCDecaux's various medi1a platforms and retnai'n top-:of~mind with clients 
and advertising agencies. 

--
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PromotJonai brochures an,j liter·ature are regularly sent out to clients, offering give-aways 
and prizes as incentives in order to remain in the forefront of our clients' thoughts in a very 
cluttered media world. 

r-~ .... ~· .. -.. ""'1 ' } ,,,.._ 

JCDecaux TovorA GRAND P!'JX 
t.l' LONC BEACH, CA 

.., .___, • t;.. 
f, ~J ~t4e:~:r.;;'\~" 

~}}:~:~'.~::: )~:j:/:;~ 
Ou r s$t~'"~fthe~_ar't Wl:!b site: http//www~jcdeqrnxna.com/ , provides .an overview of the 
company, the markets we serve, and'the products we offer in an easy to navigate and 
informi;i~ive. fc,rmat. . . 

: , 
,_, r --- / 

' • 1. JCDecau~ 1L:Z::J1 

w~ prbliu~e targeted \lideo;i; and CD 1torv1's in .:.hous~, showcasirig :outstanding creative 
~ampa'ig'ns) md the reactio.tjs of.people/passengers viewing them· . . Qur interyieWs c~pture 
the J)Ul:)i'j;ls vjews on ciirport advertising as a 'medium ~nd how t'hey are influencedby it. 
Categpfy $pecific:. the vjdeos are used to convince new potential advertisers to explore the 

. ,. • ~ ~ . . ? . . . .. . . . . 

effectiV~ness,:of airport advertisiri~. · .. . . · . ·. · 
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Cc1mpa1gn Showcases - JCDecaux's Marketing and in-house Graphic Design team produce 
framed collages for major adv~rtisers to commemorate their latest advertising programs. 

We ghie small~scaie mo~els of our displqy units, with the client's ad affixed, ta advertisers 
and, ~ge.nci~$. Grea~ coll~qors~items, these gifts often are displayed on clients-' desks and 
serv~:as a co,hstaf)t. r.ern_inc:l~r. of.;H'.:OecauK's high-quaiity standards. . . 

' ' . . . .. · . . . ,·.. . . ' ·. 
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Sales AdJ11inistration 
Often referred to as "the keep.ers of the gate," the sales administration team steers the 
business. They take reservations and book space, manage inventory, execute contracts, 
instruct the operations department on what Is to _go where, lhvolce and provide proof or 
performance. Utilizing the sophisticated software tools of Indigo, Monitor and Epicore, the 
sales administration team manages all aspects of the. system and is in fact the "conscience" 
of the department, maintaining integrity throughout the process. 

I ndigo and . Monitor 
These powerful software programs were developed exclusively for JCDecaux. They· enable 
us to administer and monitor the sales operation frqrn pre-sale to proof·of-post,ng phote>s, 
streamlining the advertising sales process so we can ma~imize revenues arid ensure that 
our clients get the posting and billing efficiency they demarid: · 

Indigo Mapping System . . . , 
A proprietary mapping system.d~veloped byJCbecatix, Indigo a!lows our s-~tes executives 
to show potential advertisers exactly where their ads wouid::g'a: E'rtablihg graphical . 
vi_sualization·of the loc.atiOn.~nd erivitonrnent in which the advertising fa.Ce in question Sits, 
belt ~ir·~: tuni:)ef, at ari c:lirportot on>:a PATH traih . . :Jndigd's powerf!JI search engine gives . 
our sales profesi,;'ional;$ lri,stant access fo ~v~Habjl}i::'{ and competitive sales in'forniatior.t. It 
allows oqr sales team to, .·build a custom camp'.aign ._easily, graphically selecting the 'faces 
to be di$pl_,rfed in-spe,c_ific:locatic;ms wtth a sin,ple. dick!.· E;ach proposed campaign is 
a.ut9iTia.tfc~Jly>savedi~ eufb~o~ing sy.stem, aflowing .. tJ'1e ·sales person to follow up with 
$ev_era{.typ~s: ofreports, .inclu4:i~g rnaps and ,pictt:Jr~$ bf.the camp'ajg_ri's :proposejj sites. 

·: .. . . . ; . , , ''.• •• '.. . . . . ' . ' . . ' ·, .. . 

M.onitiirf ~~nageme~t bf4,~v~rtising Sal~:s : · : . . . . · · . · 
. JCDecci°u)es :·r"'h'.>nito'r sottware:"rnanages all Of but. advertising. sales, including boqkin.g and· 

· · ~i1Jin9~:~r~ciking, the ~h'ir5pfng and r.~ceiving of rnateriats and the posting of a~s on the 
appr.opric1te ·structures. $300,000 .isspent annually for development and maintenance of 
~his vital ~ysfem. . . . .. . . 

First our sales and marketing teams research opportunities and present to clients. Once a 
potential sale of space is agreed upon~ the subj'ect network (group of advertising fac'es) is 
reserved for that .client while awaiting execution of the contract. When JCDecaux rec;eives 
the 'signed contract:, the commitment is confirmed, and the advertising campaign is 
scheduled within Monitor for posting on the appropriate date and locations. 

Monitor's core activities include: · 
• Inventqry Management - The creation and upkeep of inventory to ensure accuracy for 

Sales a.nd Operations . 
.. Number 6f advertising panels in 2004 - 26,900 

• Booking - Selection of faces,. assist in sales planning 
o Number of advertising contracts in 2'004 - 2,600 

• Billing - The preparation Of invoices relating to postings Within a specific.posting period 
• Number of invoices prepared in 2004 -·'21,soo 
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• Traffic - Communication regarding contracts and ad copy, to faci litate posting 
• Data Processing - Preparation of posting activity with regards to faces and advertising 

materials 
• Number of faces posted in 2004 - 71,500 

Posting and Billing 
The JCDecaux Operations Department uses the contract information within the Monitor 
system to track receipt of the posters at our warehouse. Monitor also provides a detailed 
posting list with instructions for the specific structures for posting each client's campaign. 

Once the ads have been posted, a photo.grapher takes a digital photo of the campaign. We 
call this Proof...,Of-Performance (POP). ·our Digital POP provides assurance to our advertisers 
that we have delivered according to our c;onfractual commitment through an onl.ine POP 
reporting tool. This tool is completely automated and .streamlined for client access and 
is directly interfaced with our Monitor tracl~ing system. Digital POP expedites delivery of 
materials to advertisers and improves the payment cycle. It provides advertisers 24-hour 
access to campaign information, photogj-aphs, location lists and completion information. 

Epicore: Management of Fina!lcial C::oritrols 
JCDecaux employs Epicore bus.iness rn~magement software to administer co llection of 
advertising. revenues and paymel_'lt .of bills. This system will facilitate our reporting to the 
Port Authority. 

Credit and Collections 
No contract is sc~eduled- for posting o'r reported as revenue until a detailed credit review 
has been performed. Only upon validation from JCDecaux's credit Department is a 
booking record updated to Contract status in. Monitor, and scheduled for posting. For 
current customers, we :use past payment history as well as credit analysis data: For new 
customers, we perform a complete credit- check, using external credit reporting agencies. 

In conjunction with billing, the ap'prnpriate acc;ounts receivable data is interfaced from 
Monitor to JCDecaux's financial/ad:ountirig system Eplcore, which furnishes data from 
JCDecaux's Credit and Collection Department. Information on past due or aged receivables 
is available to allow for follow-up .via. phone and letter. Client statements are prepared and 
mailed every month to provide information on outstanding invoices. 

Traffic Department 
Once a booking is elevated to Contract status in Monitor, the Traffic Department starts 
gatherin.g the specific posthig instructions from the customers. At this time we contact the 
customer's printing company to be certain that the posters will be printed correctly and 
will arrive on time at the proper destination. Before production of the poster begins, the 
Traffic Department acquires approval of the creative designs to be posted from JCDecaux 
management and, where ni:cessary, fro:i::n its partner compa'riies who own/operate the 
properties where the designs are to be posted. 
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By taking th.is pro-active approach, the Traffic Department is able to ensure that JCDecaux 
will meet the customer's expectations regarding which creative designs are to be posted 
and how they will be distributed. At the same time, there will be confrrmation that the 
posters will be printed according to JCDecaux specifications and will b.e ·of the proper 
quantity and design. All of these steps are tracked and logged so that all relevant JCDecaux 
personnel can view the status and progress of any given campaign at any time. 

Manag~ment Qf Advertising . Conte.nt 
JCDecaux sells its advertising to first-class clients. We screen all of the ~ds for good taste 
before they are posted. On the rare occasion when a question of taste has been raised, the 
ads have been promptly removed. Our years of experience in this area have allowed us to 
dev.elop a- great.se.nsitivity regarding what ,s acceptable in a public faciiity . 

. . ~ 
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June 3, 2005 

Port Authority of New York & New Jersey 
Purchasing Services Division 
One Madison Avenue, i n Floor 
New York, New York 10010 
Attention: T.J. Storch 

Re: Reference letter for PANYNJ's Advertising RFP #0000007920 

Dear Ms. Storch: 

JCDecaux has operated the advertising .concession at CO's Terminal E at Houston 
Bush Intercontinental sii:tce the opening of that facUity in 2093. In addition, as the 
operator since 1993" of the Houston Airport System's advertising concession · 
tlii:qughout the remainder of the Terminals_ at IAH, JC Oecalix has been a close, albeit 
Jnctfrect,·business partner of co throughout the term of that co'nt~ct. . . . 

In working With JQ.Decaux, I have fouri:9 the staff to be prof~ssional, thoroogh anct . 
innqv$tive. _JCC>ecaux's ~pproach is to_~enver a welH?ltt~.edad.yertlsing prQgrarn that 
enhances the traveler'-s experience, whit~ also providing revenue; consistent with 
Pt)ntin~~~·s go?ls. They are responsive tq their client's· nee:ds and inte(ests; and 
nev~r fall .to work c:obperatiyely with tis to find po~itive soh.Jti9ns when the inevitable 
operational need or construction ·project i~pacfs the advertising program . . 

We look forward to continue to developing future advertising programs with JCDecaux 
and l·highlyretomme.nd the,rnto yqu to oe your advertising partner as well. If-you n~ed 
any additional information please do not hesitate to contact me. · · 

Sincerely, 
' j ' . 

_... / / ,, 1 •• }_·~.·,,:_.·1_'. :, .'r.· ,' <_·' ·.' · ·,, ', · .. ; . ; . t / C<. ,,:~' •. :: .. ,{ [ ·~. - • ' ,,_ - - _.- " 
/ -

Michelle Baden . 
Sr. Director-Airport Affairs; Global Real Estate 
CohtinentalAirlines, Inc. 

(713) 324~2690 
mbaden@coair.com 
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May 2.7, 2005 

Port Authority of New York & New Jers~y 
Purchasing Services Division 
One Madison A venue, 7th Floor 
New York, NY 10010 

REF: RFP for Advertising #0000007920 

Attention: T. J. Storch 

Dear Mr. Storch: 

Please allow this letter to serve as a personal recommendation for JCDecaux. 

I have had the pleasure of working with the JCDecaux Team for almost six years at Terminal One. 

Terminal One has a unique blend of some of the most demanding clientele in the business. As such, 
our standards and' demands are well above the norm, and often present unique challenges for the 
JCDecaux Team. Advertising within our facility is closely scrutinized by the Carriers for placement 
and content, and can quickly meet opposition if found to be inappropriate or intrusive. Because of 
the international exposure of JCDecaux in many of the markets serviced by our Carriers, they 
thoroughly understand these cultural challenges and have been very successful at tailoring the 
advertising effort to m.eet these challenges. It is by and large due to the superb leadership, 
management abilities, arid skills found in the JCDecaux Team that permits Terminal One to meet 
and exceed each and every goal set forth for advertising revenues. 

Concession revenue is an increasing portion of our basic source of incremental income, income that 
facilities like Terminal One require to offset the ever increasing cost of doing business at JFK, costs 
that often cannot be passed onto the Carriers or Customers that utilize this facility. The financial 
condition of many Carriers have resulted in cost cutting efforts that, of course, have a tri.ckle down 
effect on Terminal Operators. This has forced Terminals to place significant pressure on airport 
concessionaires for higher levels of revenue generation when they were experiencing their own 
revenue crises from less passengers, more stringent operating conditions and for some co11cessions, 
the airport envirornnent was seen as a less desirable pl~ce to advertise or operate'. Many of these 
same concessions became unprofitable yet continued to provide a revenue stream without any 
contractual alternatives . 

TERMINAL ONE MANAGEMENT, INC. TERMINAL ONE JFK INTERNATIONAL AIRPORT JAMAICA, NY I 1430 TEL 718.751.1 700 FAX 718.751. 1720 
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JCDecaux is one of these concessionaires . . We have found that JCDecaux, our advertising partner, 
has worked with us from before·the termin_al was opened. JCDecaux w~n:J(ed with theTemrinal One 
design staff to develop. advertising programs tliat were integrated info the faoric of the building. : We 
have worked as p~ners since the opening, of the · facility to continue to . develop new advertisipg · 
venues and ha\re found that we embraced difficult opportunities that ultimately paid off for both the 
Port Authority and us. · · · · · . 

. · As we enter the second half of 2005, I believe.o:uf.challenges are even great~r . . We seelitt1e chance 
for new ways to offset higher (?p'c~'n1ting costs i~cluding those driven bylhe fort.Authority,·ofNew 
York and New.Jersey. Out rur1i11es have experienced' unprecedented increas·es· it:l f.u.~l'costs, "Yith 
little improvernenf irt ticket yields. We ate facing an unforeseeable future ofcotitirihing b'udgefary 

. constraints with significant operating concems. . . . . ' . 

Keeping all these issues in mi~d,t mu~t recommend tha.t JCDecaux b.e iet~in~d, as :the:a.d~rti~in.g .· ... 
provider for JF,(C Any CQange would iridsfcertainly !esult ip ~ Ieatning cui-v~ for anothef¢ofup~y 
that could ·loe .~.isastrous.for ;US finan91ally; ;As I mentioned earlier, JCDecaux has·wotJcediwilffu·s to 
obt~in· the_ highest ·advetttsirtg r~v,~nu'~s:~ip_}~e.-ilidl!Sg)' an~ _sr,,~µicc,1Hrfor.:t~.W,tjtlaf9~,e; ~~.JFIZ. · 
They h?ve develojied ~ ·nich~ . a4..veiiisin.1~ in;arket .a~'JFKYtliat I' d.qu.or ~0.iild be;ie~}icated· by #iY : . .. 
·.other advertis~g. Vendc;fr ~ti;. \p'~'i:~fef.6-;?W.Qlil<;l not;delfyer th.e, s~~~~tevenues.; ·J*.iµ.g~sµc,h'f 'risk . at . 
·anytime w.orild be cause foi.eoricem but; ·under o.tir..current;circtimstances, co.ularesi.ilt lll the loss of millioµ.?fdqi1.~:\~r~:;t ff:., ···r; /. ,. , ...... · .. ,,, :· ,/ s''i::":' :;<t;;;:;;,·,, .... . 
All of this, c'*°tbe\·ayofdect b:y, hl1ciwing1.l<i'.Decaux<to.· rentain: as;·tne'· ~gy~rti,smg/Jiermit~~:::,atl~ JFK:. · 
• • •• • • "' . ' • • •• • J' ., .. , .•••• -.. .• ' ., • ·- ••• ·, • -. • • . • ••.• • • • ," . ,', • • , . : · ••• , • : •• 

Additiop.ally/ alfowing .th¢Iil a, su_fftcient-'l'enji to· p~.rmita reily~·¢loprn:~nt; of:fa:1.sub.st.¥itiaHy'n~w'JFK . 
would serve 'nolli Tij;if P)\NY&Ntatia T~@.nat· Oiie witli:etffiahced' ·advertfa1rig"pr6.gfam9j~efare ·. ·. 
a well establi'§ilec( }1ew.~:1o;k· cft{ .~~ d/ 6onipa,ny':tbat h~ -'~l)t,\w. inpovitl,6h;,:J~~d~~~f6ping .. 
revenue while bei.ng·resp9ns.iv6:.to th~~rport an.~f T¢rqtlnalsspecial:nee4s. ·., . . . .. ... 

I request that"y.oti ¢onsider thi$ lett,er as s~'J)p6rt. and a reference-for JCDecaux and th,e great work 
they have·done here at tertriinal i·.: . . - · ·.: . · ,: -· · 

. ·' • • • '.. · . .= 

. . 

Sincerely; · 
~ .. . : 

·,._.·: . ·: .. 

.. ~· 

Edward J. Paquette 
· Executive.Director 

. . . ; 
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May 2 7. 200 5 

Port Authority of New York & New J..:rsey 
Pufchasing Services Division 
One Ma~li.son A venue, 7''' FJoor 
New York, NY 10010 

REF: RFP for Advcifoing /10000007920 

Attenifon: T. J. Storch 

Dear Mr: Storch: 

Please allow _this Jetter tq serve as a pers.01.1al r:ccommendation for JCDccaµx . 

l hnve·h,id. the pleasure of ,vorking with tbe JCDecaux- Teani for almost six years at Tcm1inal One. 

Te~)irial One has a unique bl~nd of sotne of the most di.nian~ing cli~nt<:fe in the .busines~, As such, 
oi.ir stail.da_rds ai,d demands. {ire wel! aboye 111c no~. ~d often pr#ent Cinit)µe yhallfnges for the 
JCDeoau:x Tca1n. Advertising within our taciljty .is di:iscly scrutinized, hy the Carriers for placement 
'imd content and pail quickly meet Opp<isitto.'n if fotind to be inaj;\?toj)riate or inttusiv~ Because of 
lb~ inte1.naii1mal expOSijTC C!f JCDec;a.ui in m;i.n-y of thl} miirltets se.rvii.ed by our earners, they 
Lhorqugh\y l.lnderstand lh~c pultutal ch:aUeQg!?5 ° aQd ~~Ve beeJl very siu::c~ssfuJ at t~"Oor.iug the 
advertising effort to meet these challenges. It is by and large due to the Sllperb ieadet:ship, 
management abili1ics, and skins found in the JCD~au.x T~m that permits ;fehninai Ohc io n,eei 
and exceed each and every goal set forth for advertising reve11u~s: 

Concession revenue is an: increasing portjon of our hasic source.of ilwrenterital income, in<.:orne that 
facilities like Tenninal One require to. offact the ev"r increasing cost()( doing h\lS_iness at JFK, costs 
that. oncn cannot be passed 01110 the Caniers or Customers that ut_ilize this fadillty The finnncil:ll 
condition of many Carriers .have restllted in costcut(ing efforts that, of cour$e, have a trickle down 
effect on Tem1inal Operators. This has forced Tcm1inals to place significant pressure on airpo1t 
co11cessiom1ircs for higher levels of revenue genen:1tion when fhey were experien~ing their own 
revenue crises from less passengers, more stringcni operating rond"ilions and for ;;0mc cm,ces~ions, 
th~ airport environment was seen as a less desir~hle place lo adve-rli~ or operate. Many of these 
same con.cessions became uilpro[tlable yet continued to provide a rcvemie stream without any 
contractual alternatives . 
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The Port Authority of NY & NJ I JCDecaux 

H. 2 Marketing Strategy and Approach 

Pon Aulhurity L•fNcw York & Ne" Jersey 
Purcht1sing Sen.ices Division 
Pagt: l 

JC Oecaux is one of lhcse concessionaires We ha, c found that JCDecaux, our advertising partner, 
has worked with us from before the tcnninal was opened. JCDC{:aux worked with the Tcrrnmal One 
dcsi~t staff io d1:velop advertising prognuns that wert: integr-.itcd into the fabric oftht.! blLilding, We 
have worked ns partners since the opening of the facility lo continue lo develop new advertising 
venues and ·bave found· that we embraced di.fficult opportunities that ultimately paid off for both the 
Port Authority and us. 

As we enter ihe second half of 2005, 1 believe our challenges arc even. greater. We sec little cMncc: 
for new ways to off~et higher o~ing ®sts inoluding those driven by the Port Authority ofNew 
York and New Jersey: Our airlines have experienced unprecedented increases 1n fuel costs with 
little in1prover11en1 in tiQkQt yield~. Wea are facing~ unfo.rei;eceble futu~ of cpnt(Quing budgetary 
constraints.with significant 9pera.ti'1g ¢one.ems. 

Keeping all. these issues in mind, 1 must reco]lli'rrend that J.CDecayx ~ tet.ainoo .as the advertising 
provider for JFK. Any change V<oi:ild most certa_i:nly result fu a lea:r;ning CU,TVe for a.Qotber company 
ctiat cpul~ tf.~ ~i~trou~ ·:t\>,r ~Ii f\li~c!~Uy .. :As I n.'u,~\trioned earlier" /CDec~ux has wo.rk~ with us _to 
obtain the'high~ a~y~i~mg r<i\)~QUM lnih~ i.r:iditSti'Y ~d :sieoifieall~ for ·Tertniilal One an<I JFK. 
They have ~evelop.ed a niche adv.diisihg ti;la'rlc.i at JF1f 'tii"lit l dollbl could ~ replicated by. any 
other adv:e~sing ven'dofh,d, therefore, wbuld .not :deffver. lt)e same M'enues . . l'ak.mg_ sucl1 ·a -risk.at 
anytim~ WQUl{J·be ca:q~ for- cortc;ern but.~. under our. c\J~~ 'Cl~Uffi$tll0tes; .could te&\llt in tile; lqss of 
millions of~9llahi fo Tepninal '€>.ne. . . . . · 

All of.Uii:s can be a~9-i~ed by ajJc,>.wjng ICD~tJX to ~ ~ lhe adverti&ipg permitee at i_FK. 
Additionally, aJ lowing them a sufficient term to permit ii, reqev~lapment Q.Ca sub$tantially new )FK 
,vould serve both The PANY &NJ and Terminal Olle with cnban·ced advertising prograi,,s. ·they are 
a we!I esj.abli$hcd, New York City b~ed. company that has shown innovation ii1 developing 
revenue while being respohsive to tfie airport and T ermmals special needs: 

I request that you consider· this Jetter as auppQrt and a ref~ce for JCDec~ux, and the great work 
they have done here atT em1inal I . · 

Sincerely, 

Edward J. Pnqm:ttc 
Executive Director 
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BRITISH AIRW~ 

June 1, 2005 

Port Authority of New York & New Jersey 
Purchasing Services Division 
One_ Madison Ave, ?1h Floor 
New York, NY 10010 

REF: RFP for Advertising #0000007920 

ATTN: T.J. Storch 

British Airways is pleased to write this letter of recommendation on behalf of JCDecaux, 
Airport Inc. 

We have worked with JCDecaux over the past 15 years to develop our in-terminal 
advertising program in Terminal 7 at JFK Over this period of time we have formed a 
partnership that has. remained viable because of JCDecaux's unique understanding of 
the international advertising marketplace and their worldwide presence. They bring to 
our facility the premium co,:r:ipanies that find real value in the high-end passenger traffic 
we han~le and ·deliver the r~veriue to prove it , . . 

.On a dq~~t()-'day basis we havelound JCDeCGIUXWilling to work with us regardless 'Of the 
circurnsµ3r)CE3S ()[Situation: . When our facility was going through the throws of 
~onstn.icijen, the becaux staff could always be co·~nted on to -make whatever 
adju"~t,nea.ts to ·tt,eir schedule the cfu.lnges dictated. _With virtually rio notice units were 
removed and.relocated to accommodate the revenue of our advertisers and 
accomrhodate our passengers during construction. This type of action has been.the 
basis 9f our relationshipas we work together to deliver the much needed non-airline 
revenue_to support Terminaf ?'t; c,perating cdsts. . · · 

JCDecaux works at keeping its equipment in tqp · shape. Cleaning and r:naintenance are 
as importanfto them as the advertising sale. As part of theirrenewal program they have 
added equipment that keeps .the· builc;jing lookiing fresh and introduced new technology 
when it is appropriate for the venue ano marketplace. 

Sincerely . 

~v'_l}£(L~}d_ __ 
~na Oliver-Walker . 

Director Supplier Development NA 

Email: donna.oliver-walker@briti~hairways.com 

•••• • ...... : 7 5-20 Astoria Boulevard, Jackson Heights, New York 11 3 70 

Bri1i~h J\irw.iys Pie Regisiered office: \\latcrside, P.O. Box 365, H~rrnond~w<>nh, UB7 OCB Regisrerc-d i.1 England No. 17777777 
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The Port Authority of NY & NJ I JC~~caux 

H.2 Marketing Strategy and Approach 

BRITISH AIRW~~ 

June 1, 2005 

Port Authority of New Yo.rk & New Jersey 
Purchasing Services Division 
One ~dison Ave, 71tt Floor 
New Yon<, NY 10010 

RE;F: RFP for Advertising #0000007920 

· Bti~sti Airways is p1ease<1 to wnte this letter of recommendation on behalf of JCDecaux. 
AitpOr:tlncf . . 

W,fJ=•. _. ye"'."(>~ ... . wiltl J,Q.~~ o .. vef 1!.l~ ~~t 1.5 y~a(s, to 9.ey~IPP oµr !1:r~rm\na·1 
ad· ·· · ·~··· · ram·riiTeimi""'l7 ·. t JF·. v : Ovet'.ttli ·· ·enod oftime we have_ formed a· ·. . . . 9 -~ . . . . . lfCI . -~ . -~ . . s p . . . .. . . .. 
: pai:tn'itil ·. ·. ~ :ffiis. remiineq-viable. because of J~oaux"s unique tmd&r.steriding of 
ttJ¢1r,t~a\j~~1.ffliy~~hXJ:ITl.•*~tpj~ SJ}.<hh~r worl_dwi~ PfeS~ce; Th~y bon_Q: t6 . 
out~·~ ·gre.miur,ti,~flll5ani.es1hat find ~al ~lue,.in. tile. tii9tHrld ~r"8ffic 
wij~riaie.-~~rth~h&~nueto·proit~ it: . ' . . . ... ·. . 

. 0.n:,~ ~si$ ~ ~l[e f0\.11:X.t JCDe~ux w;m09 to·WOfk:With U§ r~~~ss of the 
.. ' • ' . <• ~~ .. ·. r~lion. ' lltlhen .Oi.Jrf.i>"il'+,,; wa . r . tt,rou-\. th ..,.ro:.ws of ~~~~..:.8 ...... ,., ,;.,. __ '~! '. .. ,· •-..h, .. HJ9. 0f1 _.,. .-¥'' . , , ... ~ . . . . 

. :~11~~ ~ -Q~t!"'StEiff tt>u(d :a~,~ be ~n\i1q on tQ ml!~: \M1i:ltelli3r 
scl~irifflf'l'il:to'&eif.jtfiedu'J&\he:cha .. es·cffutatea.: Virith;vifti.aiHy:oo notice units were ' ~.,. '. ek>ci1 a ~a ' .. ' '! therev ueofouradv riise . and. . . ~.-·~-•m:r·- .. -.· ~~-·-~_-· -~ ·.··· .. en ... .. ~ .. _.!"$ . 
a~~~~ur }ja.ss_~~ ~ring d?nstwqti.e>n: This ty ·.·• ofllCtiMM$·~ the 
b~s .o.(ijyt:_ ~~~i_P.-~5: y.ie' itro.rk __ t!>'9efh~J9:~lver: the ~4ctl neE3<1~~ .nro4tr1ine 
reven(.le,J(I; S.(JPP,l!>rt. l'ermjnal'P.s operating. co·sts. 

4G~~ •'4!9rtus ~t k~ing ~ equ_ir>.ment in top sh~. Cieani'lQ and maintenan<;;e iare 
. aS'irti~fQ them a.s ~ adveftising saf!a. As pan of their renewal program ~have 
~ -~l thafl<eeps the builair.19-looking fresh and.intioolJqec;I ri~-~nology 
'!"f'!E!p. ,1tJs ~ppropriate ·foftfie venue a~ marketplace. 

Sincerely . 

/'--'7J dl:/,7 /./ I /j / p ,r. '1.4'· c...{../ st:""t'. -­
(_,.. Donna Oliver~Walker 

Oirectt>t SUppliet- Development NA 

Email: donna.o!iver-•tialker@pnbsheirw~ .com 
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American Airlines~· 

June 1, 2005 

Port Authority of New .York & New Jersey 
Purchasing Services Division 
One Madison Ave, yth Floor 
N~w York, NY 10010 

REF: RFP for Advertising #0000007920 

. · lffTN: T.J. Storch 

Ov~r the course of the past few years, American Airlines staff at JFK 
has been working with JCDecau_x to maintain important cidvertising. 
f$.ve.mie~ under _di~ctJltcircumst~n.ces. JCDecaux ~ptked with us .. 
quring .the comeback. period following 9/11 as well as the ensuing . 

. ·. p~riod ofterrninal d:mstrl,!ctio'n to keep the. critical advertising; revenue 
• · , . • ·'.' •, ...... "./ • •• • • • • • •• - •• ' '·"'· • ,. • • • • ... ·1 • • •• _.;·. .... " · • •. • 

·. flo~1ng: .. ~Effq.~n,d;~~at.JG.O~G.avx w_as -,alwayflqok1119,J9r.ne.w,·~murces 
· of: ce\(eriu.!3 :as·:-~~.~19.rids@A.pe in :and.amunq/C~tmin~is:.?;i.lPQ~~ / _ . 

·· Ghat-Hi~d-~ Wfi· h"a~~J:,·~eotn.e '.:accust~ri;ieqtto; the~~x~~ptipn-alifette.que . 
· · ·: sft~affi the·y-have providecf u's: diia~r;these\d.}lf!~utfGli.2uhi~,~1l ~s:.. . . . 

· As. w~.aP.P,r6tr¢h tn.e:.prospscfof movfng.Jn,to owr;n~w:,:re[!J.litl~l~this · . 
· summer;.~:t9Q~;9~ij~,~~sJ om_ri)i,!~~d.::9.~i>jJ~.1._antj) J)~'r,~_~W~gti~$.i~jces· to 
· -puMJile ad\l?ttising (l>lani ih·pl.ace· that we· baVe:Jointly::wdrked o.f:if.Thi~. 

include~ ~rVic:~>riig ~lec(r(;>nit· art:.sy'stem.,: thaHfrey,: hav.e proposes.which 
th~fw~I p.~.~vr:ablffo.-ciq Mt~out :~rf~ssura._119~' p(n9tJi~){j~.mef. 
advertising. concession·. at JFK. American . is ahticipalihg. that the 
electroni_c .Art Sy$tem,going into our lermi!'1a! will become as .· . . 
!e.cpgn_\~a~i~ . t9:',tiur ~ ~r.#iin?I · and ~ '7.K _as the "Ticker I ape" sigf!)~ to 

.· Times ;Sq)Jare, .Of gre.ate.r. importance is thabve. secure-the increased 
revenue that we expect asiar~sult of theih3ffbrts and' the new . 
advertising program and structures they will put in place .. . • 

JCDecaux· has maqe .us aware that their concession permit will expire 
at the enc:! of 2005;.This woulcfexpose us to the potential of a new· 

· advertisihg concessionaire just 5 rnonths-after our .new facility opens 
and at a mid-point of our complete redevelopment program. Thls 
presents us with. a serious revenue concern . 

JOHN F. KENNEDY INTERNATIONAL AIRPORT. JAMAICA. NEW YORK 11430 

. , _, 
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The experience, advertising knowJedge and airport familiarity, at JFK, 
that have been developed over many years of partnering with 
JCDecaux have brought a solid revenue stream to American and is 
worthy to be continued, with planned growth into the future. 

· 1 request you c'onsider this letter as a refere11ce -in support of 
JCDecaux based on or working with th~m for alrnost 15 year;;. I 
b~lieve that they are the. right choice and with renewal of their contract 
Will allow them to develop a long-term strategic plan foradditional 
revenue gro'lv'th for American at JFK. · · · · 
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The Port Authority of NY & NJ I JC~ecaux 

H.2 Marketing Strategy and Approach 

ArnericanAirlines· 

June 1 2005 

Port Authority of New York & Ne"'{ Jer$ey 
Purchasing Services Division 
One Madison Ave, 711

' Floor 
New York, NY 10010. 

REF: RFP for Advertising #0000007920 

ATTN: T.J. Storch 

Over the cQurse of the past few. years, American Airlines staff at JFK 
has been working With .~CDecaux to niaintl3il'I important advertising 
revenues unaer difficult circuinstance.s. JCDecaux worked wHh us 
during the comeback, period following 9/11 as well as the ensuing 
period of t~rminal construction to ke.ep ·th~ critical advertising revenue 
flowing .. w~ found that JQciecaµ?( was always loo~ing for new: sources 
of rev~nue as ttte tands~pe in aod.q,r<:>llnd Terminals 8 and 9 
changed. We have. bec.o.me a~custorried to the. e.xceptional revenue 
stream they have. provid~p us und~r ttie.se difficult circumstances: 

As we approach the prospe~t of moving in to our new Terminal this 
summer. JCDecaux has comni,tted,capital and marketing resources to 
put ttie advertising plan in plaee thatwe have jointly worked oh. Thls 
includes an iconic electronic art systerh that they have proposed whteh 
they will be unabli3 to do witnout an assurao¢e of not being the 
advertising conc¢ssion- alJFK. Amerjcan is anticipating that the 
electronic Art System going int¢ our Ter[Tiinal win become as 
recognizable to our terminal'ar'ld JFK as the "Ttcker Tape· sign is to 
Times Square. Of greater importance is that we secure the increased 
revenue that we expect as a result of their efforts and the new 
advertising program arid structures they will put in place. 

JCDecaux has made us awa're that thei'r concession permit will expire 
at the end of 2005. This would expose lJS . to the potential of ~;..new 
advertising concessionaire just 5 months after our n.ew facili ty opens 
and ai a mid-point of our complete redevelopment program. Thls 
presents us with a serious revenue concern . 
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The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 

l JCD~caux 

The experience. advertising knowledge and airport familiarity, at JFK, 
that have been developed ov~t many years of partnering with 
JCDecaux have brought a soiid revenue stream to American and is 
worthy to be continued. with planned growth into the future. 

I request you consider this letter as a reference irt support of 
JCDecaux based on or working with them .tor almost 15 years. I 
believe that th~y are th.e right Choice and with renew{31 of their contract 
will allow them to develop a 1<:,~g~te,rm strategic plan for additlonat 
revenue growth for American at JFK . 

. . -· '-·fth 
Man~ger-Faciliti!:}S Maintenance 
~.f~~ . .. . . 

CC: 

~ . P-uponl;.Jf~ 
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The Port Authority of NY & NJ 

H .2 Marketing Strategy and Approach 

Cit y of Chicago Installation 

In 2002, JCDecaux signed a coordinated street furniture contract with the City of Chicago 
to manufactuFe, install and maintain approximately 2,500 fixtures. JCDecaux selected 
and contracted with local vendors to ensure local manufacturing and final a.ssembly of the 
equipment occurred withiffthe City. Through this selection. process, we exceeded the initial 
MBE/WBE requirements (30% participation) set by the City and guaranteed to reach a 
minimum of 37% over the entire duration of _the contract. · · 

The installation phase started ahead of.the contractual schedule, with a record-time 
implementation of more than 1,500 bus-shelters installed in less th~n 18 months. We 
are operating a 50,000 sq. feet facility 7-days .. a:..week in the SW side of the City. This 
facility is fully ope~tional to service a.II installed units Citywide 24/7, with a staff of 40 fully 
trained JCDecaux Ma,intenance Technicians disp.atched every day to service the needs of the 
program. • 

194 

·"'' / 



The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 
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The Port Authority of NY & NJ 

H .2 rvtarketing Strategy and Approach 

Industry Opinion 

Cost9mer Satisfaction Survey of Outdoor Media Owner 
Conducted by PS8 Associates, Fall 2004 

"Wh ich company do you rate most high ly?" 

·1.'\ • -..;; ·;·· ••• .. .• · · : 

Market,iQg ·· .. ·' ' ' ' 

. PSB Ct;Js.tb~er $~tisfactiqn Si,Jrvey .. 
. . .. ·, , . . , . . 

· ,Over~U 'eu~fo.ess impa~t Scor;e · ·. 
, ··. . .. . " . . . 

1. JCD.ecaux 
2. Clear Channel 
3. Viacom . 
4. \Jal') Wagner 
S. Metro lite 
6 . Titan Outdoor 
7. Cernus~ . 

Maximum score == 203 

184 
112 

).OS 
86 
37 
3.1 
5 

PSB Custom.er Satisfaction Survey 
' ' . . .. ·. ' . 

eroc1uct Qualify 

r----
, JCDecaux 

,Mairit~nance of 
Panels 
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The Port Authority of NY & NJ 

H.2 Marketing Strategy and Approach 

I JC~ecaux 
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The Port Authority of NY & NJ IJc~ecaux 

r-L 2 Marketing Strategy and Approach 
·~~~~~~~~~~~~~~~~~~~~~~-

Airport Advert,:;er Testirnonals 
Royal Bank of Scotland 
Jim Marshall, Group Head Brand Communication, Royal Bank_ of Scotland Grc;,up 

"We believe Airport advertising is a cost effective way of reaching up-scale consumers and 
we are delighted with the impact created by our new branding campaign at )FK and ·· . . . . 

LaGuardia_ Airports." 
• : ~ • • •• •• 4.~ • 
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The Port Authority of NY & NJ IJC~ecaux 

H. 2 Marketing Strategy and Approach 

L'Oreal 
Joffrey Chartier, L 'Orea/ Area Manager, North America 

"Attraction ended up being #1 during the month of the launch. The whole advertising pack­
age definitely helped us building .an awareneS:$ towards the product." 
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The Port Authority of NY & NJ IJc~~caux 
H.2 Mar~keting Strategy and Approach 

Bacardi 
Maggie Matias, Travel Marketing Director for Bacardi Global Brand 

"JCDecaux partnered with our team in helping the Bacardi Global Brand achieve its objec­
tives. Our campaign was very impactful in both reaching consumers arid in driving sales." 
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The Port Authority of NY & NJ 

H. 2 Marketing Strategy and Approach 

Bacardi 
Jose Chao/ VP Tra vet Retail Marketing Bacardi Global Brands 

"Reaching travel consumers and making sure advertising works hard at driving awareness . 
was one of the challenges Bombay Sapphire Gin faced when considering their media 
strategy. D~livering the WOW fac;tor was essential, thus the development of the 7-ton fish 
tank exhibit; :The tatik .installed in New York JFK and London's Hec.tthrow ha.s-delivered the 
media punch it was looking for and is now be-ing $OUgbt by oth:er airport authorities .a-round 
·. . . . . :.:;, . . . . . . . . . .. .. : ·. . . " . ' , . . 

the, globe;, . , ·· . .. 
•c ' ', , .,'..:.l~·., .... :'/-: ' 
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The Port Authority of NY & NJ ! JC~ecaux 

H. 2 Marketing Strategy and Approach 

Wall Street Journal 
Jessica Hirsch at WSJ's Trahan Burden & Charles 

"JCDecaux's global capabilities allowed us to effectively plan and execute the airport 
campaign." 
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The Port Authority of NY & NJ f JC~ecaux 

H.2 Marketing Strategy and Approach 

Lexus 
Carolyn K. Watkin, VP Associate Director, Zenith Media 

"JCDecaux Airports provides an excellent advertising package. In-particular the creative 
treatments look great in the backlit diorama structures. The ability to reach our core audi­
ence at a great priqe made this campaign an extremely valuable proposition." 

. , . . : . . . , . 
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The Port Authority of NY & NJ I J~~ ecaux 

H.2 Marketing Strategy and Approach 

EMC Outdoor 
Betsy Mclarney, CEO of EMC Outdoor 

"Our pharmaceutical clients find that Airport Advertising is a very effective medium for 
reaching th~ir target audience, .either for event marketing or brand recognition purposes. 
Our partnership wi.th JCDecaux to deliver these campaigns has arways produced great 

r~~ ~!J;t , .;.i._ >.,.; c'.; ;_ .~ - ;~.,;; :;;..>, .~,;.,,.;:~<;::;;_," -~· :, N ,, • • • ,•a O 4;~,. ;,,..: .: .. ;...: .• 
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The Port Authority of NY & NJ ! JCDecaux 

H.2 Marketing Strategy and Approach 

Outdoor Vision 
Mary Prisco, Out of Home Expert, Outdoor Vision 

"Airports provide advertisers the opportunity to reach a consumer in a quality environment 
versus traditional out of home. Additionally, airport displays are intrusive, they are in close 
radius to the consumer with placements on walkways and check in areas. Lastly, the airport 
traveler is always a good demographic to reach." 
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The Port Authority of NY & NJ ,·-~~~ecaux 

H .2 Marketing Strategy and Approach 
·~~~~~~~~~~~~~~~~~~~~~~ 

The Media Kitchen 
Paul Woolmington, Head Chef, The Media Kitche.n 

"JCDecaux's airport advertising provides The Media Kitchen and our clients with a unique 
angle at reaching today's elusive and busy consumers. Airport advertising through the open 
minded and innovative JCDeca.ux company allows for interesting targeting opportunities and 
capabilities. It also guarantees viewership of our clients messages and added involvement 
withi~ a highly relative environme~t." 
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The Port Authority of NY & NJ 
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San Fran ct5( l· .6.ave. 1..1:.,c Testit.)01.~I 

Apple Computer 
Christine Weil, Worldwide Advertising Manager, Apple 

I JC~ecaux 

"At Apple, we like to do things in the biggest and best way possible. With the launch of the 
new flat-panel iMac at MacWorld San Francisco in January, we wanted to blanket the city 
with the revolutionary news. The vast, citywide coverage and superior design of the 
JCDecaux Kiosks were the only natural fit to deliver this message. The incredible response 
from our customers and the people of San Francisco confirmed the success of th.e program 
and our committment to our partnership with JCDecaux." 

. . - -

··r '1 
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Chicago ,t\dven,ser Testimoncll~, 
Chicago Bears 

I.~ JCDecaux 

Linda Connors, Director of Marketing and Communications, Chicago Bears Football Club 

"The opening of the new stadium marked a new era in the Bears' rich tradition and history. 
JCOecaux bus shelters were an effective part of the Chicago Bears '03 marketing campaign. 
The bus shelters provided a perfect palate to showcase fan loyalty, deliver the story of the 
Chicago Bears and celebrate the next chapter in the franchise's history. It definitely 
enhanced the Bears' overall branding message as it added a strong visual, grass roots 
community component to the media rri.ix. In addition, the JCDecaux staff is professional, 
rE?spo;r1siv~ a.nd knows the\r business. They, quite simply; manage expectc;1tions· and get; the 
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Ferragamo 
Jean-Marc Ga/lot~ President/ Ferragamo USA 

"We seized the opportunity to be a part of the Chicago street furniture launch and work with 
Decaux's'passionate and professional sales team and we don't regret it: 50% increase in 
our boutique traffic during the campaign and a sales increase of more than 20%! Certainly 
our biggest local success in a long time." 
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Outdoor Media Group 
Alison Kruse with Outdoor Media Group 

"I want to express to you my continued satisfaction in working with JCDecaux's media 
opportunities. We've always been able to come back to you year after year for all types 
of airport signage for Emerson and Standard Federal Bank. We've also seen our regional 
McDonald's ~nd LaSalle Bank clients advertise on your beautiful bus shelters. I've been re­
ally excited just in the past few months to see our new clients utilize mc1ny of JCDeqrnx's 
.opportunities., For example, we;ve had regional McDonald's, LaSalle and Standard Federal 
Bcmks to advertise Jn your malls qnd we have hi:ld Chlcago TribuhE:? a.dverti~e on your shel­
ters ju~t in the ·past fo.ut·months! TQ see our clients see the benefits of ~hat your ~ompany 
has·to offe,tand)o s~ethemJ:,~ pl_ea~ed '.#itt;l-the result~ i$:very gratifying;". 

· ,· .,..,.· .'., .,· ··,:._ ''-···~ ,e;~,,~ ........ ,il!•, • ,;,,_ .:-.- .:,.#': , ( ;..:. .. ·.v 1.'.~.·· ~·1 .':.•/~;_ .• ~··~· ·•·· ... ~~;, ··;. 'JL • : .. .:...~·,r,..·,,:.,.;>v;, ' .; .-.._ - ' ·. · · · . · · . 
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A Global Player 

JCDecaux is a true global player in the Out-Of-Ho1ne industry: 

• # 1 worldwide in transport advertising 
• tt 1 vJorldwide in street furniture advertising 
• ±: 1 in Europe 111 billboard advertising 

An international leader, our company has the l,1rgest presence of all Out-Of-Home 
adve!1ising companies in \·.,orld capital cities anci major :nternotional airports. 

JCDecaux's unique approact1 to the Out-of-Horne business is characterized by: 

c. Const:>!lt :nnovation to better serve the pt1b:ic and acvc1tsers 
" Highest quality standards - in designs, construction and maintenance 
" Best adverti sing product - we deliver the highest value to advertisers 
• Higt1est yield - we deliver mere revenue than anyone else to our public authority 

par·tncrs 
o Ability to work with public authorities and maxi mile r:2venues for them while respecting 

their primary mission 
~ Financial strength - a family company and listed on the Paris stock exchange, JCDecaux 

is the most profitable of the 3 largest OOH companies in the world. 

· · ~-~:;:illla~ir · : .- · ·/· __ :::'.:· '.:: .:i .. .. '.i. :;>-:::;:}?\'.i.~? :· .. --·-:.< ·\? ·: ... ·-~· ·~- · : .. 
JCD;cab~ fra; hacf a strong local presenc"e' in ·Ne~/¥Qtk arid N~V~ J·er~e'y for -~ver · io years, 
We have in depth knowledge of the area and tti~ ·-.rr\~r-ket . . . . . 

\Jlfe have wor:kid with the Port Authority for m·any years,. at JFK sine~ t990· and tit La Guardia 
since i 996. JCDecaux has established strvng partn~rships with the Port Authority's staff 
and the Airlin.~s, who are key players in th~ airpqrt advertisiiJg concessions. We know the 
Airlines ri.e~dsrtheir.,q5nstraint~/p_nd liow. oeitt~i $.er.v.~:"ti)ef.n; . , -.. · , · -

. . ·• . . . ,: : ..... : · . . : ~- .· . ' ', ~ . '·.: . . : -'-: . .. .. ,: ........ ·. :· ·.·: .. :. . . . : . . .. ': . . ·_,. ' 

J~.f?.~f!3U~ ~.as -Q~li~eredJhe ~i_ghe~~ ~-~V~rt!i{n~ -~y~~~e_ P,:~.rf9~~f1~--{?.r· the ~O~ 
A.ut;ije>f-it;yi' ~~n·ae; be,i.ng·~~(dec;t. th~ C(?ns:~~~),Qn, _we;:hay~ iri'¢t~a,sed r~ve.nu~s at-'9n 

· av¢r~~Qf~nn\fa:1,-:cofnp9l;in~ rate :of:~6°(~ a~:'J.fJ(andJ?,/ 7% ij_tJ~A. ··.>R!=venues t>'er: 
pas~go'g~f pt tijese tWcU1irports a.r~ the ·highest ·of~ny major- ~:s .. Airport 

.. ·· irti~~~!~tfji~:nd 10tef<iat:ol1•ii pres8ni f hf ~Ott A~~ii~fy Wii[ b~nefi t 
fr-4i1(ffie)ytiilt~1'or oi!f~{pbaj a#.Hio~al-~Reri~rtt$:;...·in\iiri;o% }j'itfubards; dtl~ and - · 
t~jJ~~~f.1:atlq_\i,,SYitefhs: ·'q:~r people aretti·e fl)OSt:exp~rie'nc-etl, rricist)~~icated·,.· With track 

·. recor.df pr:qv.hjg 6ur ye~rfo( s~le§_' ~~cces~. . ... · · · · · 
•' , .. . . · ·.;· . ·, . . . . • •. . ,i . 
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Our U.S. team is the most qualified in the industry to design, build, operate and market all 
the component$ of this mu.lti-faceted program. In addition, the Port Authority w ill benefit 
ffpr.n fh_e -~~p.~riente of other JCD'ecadx entities aroun.d tt,e world tt1~t have relevant 
experie.r:i¢f a:~ci kn0Y:1-how that can .be transferred and applied here . For example : . 

. . ' . . '\ ... ·~., . . . . 
. . 

• Qui:' c'omp.r~heh~iv~ advertising and sponsor~h1p -program for the Mass Transit Railway 
system. in Hong Kong . . . . 

· • Wr.ap.p\f19 of tfie. Sydri~y (Austfa!Ja J monoran cars . 
• Qigft~I prgjectf6n .t¢dmo1Q-QY in fhe Vlenn~ (Au~tric,1) subway sys.tern. 
• µc']rg_~, $p.~~cu!9r w~Hse::ap~ yvrap~ and stretched banners in Et1i:'bpe · . · . · . 

. · :. P.i~f,t~r S.¢re¢~ fret:w:¢r.ks ih London H~athrow, Paris Charles de Gai)lle ano ·. Fi"'ankfurt 
tnWrrta~ion~I ajrports . . . ' . . . . - .. · .. 

. . Co.mtniU;etl,to e· nst«hlt ,Im -~ov~irterits . . . . . . . . .., .· .• , ... · ,.,. · · . . _P. · .· ... -: ... ,.J:t · · :· . . -... ·. ,. · · · 
J<ZOetaux:ts:,cpnimitt¢cl;to · imprqY,in_g· ,at1d implementing. new produc:ts, services ;an_d 
tec.HnQto-9.i~~ -~~-~pva,nces t1ec:ci.ro~ .av~ilclble that can help generate rrior:e. revenue ~nd/or. 

. di ify¢t~-~~~~~r,,~~cyic{ tq,::th~ 'R~'r,t arittf~e. p~J?ji<:. "fhi(l~. yvtla,t~~ '1i!iY.# do,i')~ af~FK a_nd 
1.,~A -oV.~f1~~t/p:~$.t r~·yeat$,; a.tta: :now Pt9p~se to irppter.nent.fo_r:-al!.·qf:th:e Rgrt: .4.uthq,rJfy/~ 

. :~t<$.b~~\~~t l#JJiili~1~f.~4.r.~tJ1~1~~~~.'-~f a'fe:. _prtip9sl.9Q'.~fik !1~P!o.y~erit'df ~~v~.r.~! ·br~n~ n~w, 
··· ·inhpYa.t.i_ye:P.J.~94~~ ~q~t:;wm· d.e!\y.e{ y~hjAple ~eryic:~$, ·e.xcit~ni~nt arid incre_as~d· r:¢yenµes .. 

· .iak~:{~~~ii1'.+.~u~ . ~ .. -· . · <,· .. : :·.> .. · ....... · . : ·. : ·. . , . . : · · 
.•.. Tfi~.:btt~f~riHil~ B~~,' above shOutq already ,giyeYou ·a:;go.:9:q icfea:of who we are ~nd how we 
.. will .ad:fieVEf ar{d surpass the Port; Autho'r:,ityis goats. The follo'wirig pages, wt,ich describe our 

exp:erietitce·.,lj-f 'more detail1 wm gi.v~-you:even more reasons to selec:t JCQecai.ix as your . 
lorig'-term partner 'for a total advertising 'solution. . . 

• • •· •• • ~. . •• • > • 
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.~lqba,1 pre:;ence . 
J~p~i:~\y~ _re~ches Qvef. 1-7.Q m,illion people in 45 ~ol:)ntries every day 

.....,,, : ...... • .. ~ 4 ,:, . ~ '-.Ki.'.~ .. • O ~' < ) -.:.,.,. : ... ,_; •• ," • < O ... ' .... f .. # ' ... ••• • # .. •• -· .,. - ,. : # .; .. ~ ... • p 

• 
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ThP. Port Authoritv nf NV & N -J - -- ·- - - - ... ... - -- - ·· - •. - - - - , - · - - - - --- - -- IJ~~ecaux 

H.3 Overall Experience and Financial Capability 
. . ·. . · .. / 

JC_D~Cal;!?(,~iJP,q,~$ A.i:-04"~ ·tb~ worl~ .- 1~ r;~urttri~s, i?.() ~il'.'POrt.:s:t: 
·:,,• • . ',,,.ll,•W-.... ~-;.; .. ( .... .- ,·;- , . t.,_""" ,; '"l' • · ... -~· -~,..t··-,.;. - ... ,.., ;(, .... , . ..., ~.(.; ,.,- . :, ,,.. . ... · .,·,·: ' : 

I 

-: ': ~: 

• . ·_ . • • mi:~f Juoe_2omf . 
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2004 REVENUES - $2.1 biflio·n . . . . 

··.• . . 
By Busif.less (0/o of total} 

.. tr~_p,:$PO,.rt . 
. ,··" ·. · ..... : ,, 

' · · ~f'· • • ·: :.·;;. • •• • 

. · •:. 

(, ~. ~ -..... . ·.:. • • • < • : • , • • .. . .. 

_;,:$tfeet.Furn.itu.t~ 
, , , . . ... . : . ~ ....... ~-~' 

·, ... · . 

¥' ;;_,·.- . 
- .·: .. ::.t-. 

. ,,<· :-. ::' ,·\ :.riest..ofE.~r.o e 

. . -~. 
' , ; ., . 
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! . ·;'·;· 

~:,·. 

I ~c~~caux 

• JCD~lri< MalJScaj,e 

I JCDecau>t Street FJrnlture 

~ . jt~~~:l.(Alrp~rt . 
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• ., .,,,, 

• ·· . .. 
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·JCD~.caux.A1rp.ort · 
• . . ' •• ·: 1_.. .: • ~ ' 
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•• 

·-.;:~l;:~r5.;~~~~~ik~iJu(~~rt~ i~;~,~~f\~;-j:.7;p;;i;i~1:2~~iJ~i~i{~r~1:~~~~-6.fa~~3:i,:1;;.A~1if·t;;i;,~;1~·-·. _· 
•. strE1,et\to11.1twr~!PfQ~,ram: ·Tfie i:ompl~ted program ~UI have ·4;$00J;>l.i~ sr.e1tet5, 1_50 :aµ~o·r.na~ic>publl~ tciile_ts,::109, newfstands, 

SO_Q';(S:ity Inffr.ma~iqi'(Panels;:ancp:nore. , · . . .. · " . · ' · ' · 

• .. · .. •. •;:rl~~Aj~if if l~~i~jt~l~1~.·:~:b~~!~ici~p~i~4~P.i~t~~1~It-~:t·ia~~~:i:J;ti;~::~~;~;/j~f~ag~t;~!r1t 
pµ~llc toilets,: 71 .. City Jnformat1_on>Panels; 1.5 telephone p1Uars; 5. ml'i~ p1l!a~; Q inf?r;ma.t1oniP.1llars; · · <:." . · · . ~-
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MallSc~pe Portfolio: New York City - Tri-state Are.a DMA 

market overview 
s·o0i~ 0Lii1i ·niaif shoppers ··. · . 
and ov~t,c;in~ third .(350/i;i) of 
all adults iir the MajlScape 
i:>JiiTia'ry t'.ov.erage: i\rea shop 
at'a MallSc:ap'e' mall a.t least 
once.~: fu,ohth:- .. 

ast acts 
Totai· DMA adulf pop~lation 

:~:t:r:z~,~~population* 9,52~r . 
Total .av~ragevis1ts 'pernionth 15,985,.0QO· . 

. . . .·, . . ,. . . .· . ,' . 

*Mal/Si:ape $hopper$· represent 50% . or .. ·. 
more of all mall shoppers .. . 

~ ~~J;:i·i11·af1~ . _-
Id! Mailscii'jje i!trrii~&::c6Y~rag~ ~i"ea_ 
s..1i ',.;a1ts~p~ s~i:6iict~ti-~v.~tag~ ·arfia 

~ ' ... . ·. ·. . . ' 

, ..._,./ 
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Relevant Experience Around the World 

Miami International Airport 
City: Miami 
Contract: Date started: 1994 

Date to end : month to month 
Locations: Panels throughout the airport, including ticketing, baggage claim, concourses 

~nd exteriors 
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William P. Hobby and George Bush Intercontinental Airports 
City: Houston 
Contract: Date started: 1981 

Date to end: 2009 
Locations: Panels throughout the airport, including ticketing, baggage clairn, concourses 

and exteriors 
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Seattle-Tacoma International Airport 
City: Seattle 
Contract: Date started: 1996 

Date to end : 2007 

l JC~ecaux 

Locations: Panels throughout the airport, including ticketing, baggage claim, concourses . 
and exteriors 

229 



• 

•• 

The Por·t Authority of NY & NJ ! JCDecaux 

H.3 Overall Experience and Financial Capability 

R9nald Reagan Washingt on National Airport 
Washington Dulles International Airport 
City: Washington, DC 
Contract: Date started: 1993 

Date to end: 2009 
Locations.: Panels throughout the airport, including ticketing, baggage claim and 

concourses 
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UK Airports: 
Heathrow, Gatwick, Stansted, Edinburgh, Glasgow, Luton, Aberdeen. 
Contract also includes Heathrow Express and London Eurotunnel ( see following 
pages) 
Contract - Date started: 1988 

Date to end: 2007 
Locations: Exclusive rights to all signage locations inside and outside all terminals 

JCDecaux has had a .spe.cial r~latiohship wi~h the British Airport Authority (BAA) for the past 
· 17 years; We provide adverti_sing o'pporturtities in their eight airport terminals, in the 
Heathrow E~pre~s " train to the plane" from CentraJ London, arid we service the 
Eurotunnel t~a(connects Paris and London. . . 

. . . . . 

Tog~ther, .through· this important coUaboration' with ·Bft.A,.··we have transfqrl}'led the face of 
com,:,:rercial'signage and media opportunities in the :airport a:dvertising.i_n~ustry all over the 
wor.ld:~ · · · · 

Otir P.artnership>ha·s g~nerated rlumerous_~~firsts" that h~ve ·~ince become accepted stan-
dards 'in the.industry : . . . . . . . ; . . :- :~_,· . 

·~t ~o,ndon fie~throw, we pioneered .the hitrodt:ictto~ of_ lanj~ ~p~~(:ut~·r sig~age .. 
with the·British Airways "Concord " site .. This spectacular· offering continues· today with 
th~f i:.ece~ ()pening .of the "RBS Welcome" locatiQ.n_;; O,utd·o~>r -units of this nature now 

· te'pi~$,~tlt~l!'liost $16 million in annual gross'· r~~~?'fllJe. .·.. . : ·: . . . . . · 
' • O AO ' '1 • • • : • • • • • O • O O ~ . , O • O 

O O 
O ' O 

• ln 1995, .we introd~~ed the concept of camp~lgn netVtt~i!~l across all ·BAA airports, 
~.re~tly· inq~asing rever.ues acro~s all eight of tneir prope_rti~s: . . ·. . . ·.. . 

~ S'c_r<>JlillQ:~nits, ~t:>le to display three sep·ara.te advertise~;. w~re pl~c~d in our ~ost 
desired -arE!aS enab1ing our network campaigns s·uch as "'Busfness·.first" to generate in 
ex~~ss·i)f:$3~"1illion a year for just 41 locatioris, . . 

·,: ·.· .. , '. I· . , . . . . · . . • ·.. , : . 

Today,·. our en~i'ejjreneurial approach COl'Jti_ilues Wit.t( tbe fom\ati'on of "Sphere"; an ln.-house 
spec:1.alis~ diyisjon of JCDecaux ttiat was::~reated s·pedficaily to maximize reven'yes from 
spt~L~tJirR!1J~tfq11~.~~~.'. e~~1b_lti<:>ns. .. . ·· · · 
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Heathrow Express 
City: London 
Geographic.area covered: Heathrow to Central London 
Contract: Date started: 1988 

Date to end: 2007 
Loc.ations: Escalator panels, platform signs, wall panels, on-board train signs 
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London Eurotunnel 
City: Folkestone, UK & Coquelles, 

France 
Geographic area covere9: Terminals at 
Folkstone, UK & Coql!elles, France 
Contract: Date started: February 1, 2000 

Date to end: April 30, 2010 
Locations: Mainly ou~ide terminal buildings 

(.some insi~e) 
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Pari$ Airpo rts: Charles de Gaulle International Airpor t and Orly Airport 
Contract: D~te started: 1972 

Date to end: 2011 
. . . . 

Locations: . Exclusive rights to an signage locations inside and outside both terminals 

Elegant and sophisticated design has peen at the core of our relationship with Aeroports de 
Paris. Wor;~i_ng together, we have:! deveJop.ed unique structures that ~omplement the v isual 
characteristics. of the·airport The "voy~ge;' or "sail" theme that is interwoven throughout 

· the aih,ort:-was ,ext~nded to i11clude the design of our exterior advertising units. The cur­
vature of the units; as weli as'its mounting and support mechanism, resemble a giant sail, 
ma$t and rigging. This c?re and .attentio1Jto vi,sual aes.thetics and beauty enables JCDecaux 
to attract tt)eworld.:dass, pres.ti_g1olis bra/id advertisers_ ~ho regularly buy.the units. 

. . . .· . . ; ... · .. .· .. · . . . ·. . . . .... 

· . T.hesa:~am~~a.ctv~rtiser.s als.b purchase{ the. nevve~t.addition to our .airport fu.rnitUri portfqlio: 
.·· th~ ·i-~(~:ci,?rfr¢§f ~a.itefui. ·ve.i:t(~(.unj~s Vier~: s·p~Gific~i1V,.d,ev~10:p~d· to compl~meht the rm~g-

• . nifjceht:.oom'e .stfoofur.e· of: tfie' rfow t~rmina·1-2:E; ;: · i . , .. :: : .. 
·. ·J.~ ·~ :'.~~,}~;/r .. ·~·:. :·-r~~t1:t;?-; .. i ~:;·:t:(~t~?:J-... ~;( .. ~~·::;:~~/;:.\ ::/.\ ... <.,~ .:·~, · .. : : _·: _· . . · ·--· · · ·. · ·~ -· · ·~ · 
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Hong Kong I n ternational Airport 
Contract: Date started: 1998 

Date to end: 2008 

I JCDecaux 

Locations : All interior advertising signage locations, including baggage trolleys 

At the Hong Kong International Airport, we have managed and operated the in-terminal 
advertising concession for 211 fixed advertising sites and 8,000 baggage trolleys on behalf 
of the Hong Kong Airport Authority since the airport opened. During this time JCDecaux 
has consistently maintained an average sold positiqn of over 75%. The Airport contract 
showcases a variety of advertising formats including bulkhead lightboxes; landside trolleys; 
banners on columns; display stands; and exhibition areas throughout the airport. 

Resilience and perseverance have been the hallmarks of our operation in Hong Kong over 
the pa~t thr~e y~ars. Frqm the terrio!e tragedy of Septemb~r 11th to the ·debilit~~ing SARS 

.. O!.Jtbreak, JC·bec;alixworJ(ed tlrelessly '. to maintain. advertisers~ confidence in the territory 
and 1ci;_ airport:.' · . · ·. ' . · . 

· face~ With a::35~/o drop i"n $.chedutec;I fligt\ts, JCDecaux quickly oevised and implement.ed 
new sale~ i.nltiatives. A_dvertis~ were approathed with unique proposals to encourage their 
:~oritfr1u~d e~p~nditure. ·at the. airport. In 2004, we were delighted to report that revenues 
had surpassed' all expectatfons.. . 
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Hong Kong Mass Transit Railway (MTR) 
JCDecaux Pearl & Dean subsidiary holds 
the advertising contract for the Hong Kong 
Airport as well as the largest and most 
prestigious out of home transit contract 
in Hong Kong, the Mass Transit Railway 
(MTR). Pearl & Dean has been operating in 
the Far East for over 40 years, with bases 
in seven countries. Over the last.19 years 
the company has developed into the largest 
outdoor advertising company in the Asian 
region. 

The MTR contract consists of 25,000 pahels 
across 43..·stations. JCDecaux Pearl and · 
Dean has introduced, marketed and sold .. 
both l(mg term and short~term campaigns 
to a loca(:and int~rnational client base. . 
The contract showcases all forms -of adver- . 

· · tising within the MTR system ~ incl~ding · 
i2 sheet.and 4 sheet panels i_n th'e··form 
bf free'-st~nding and wall,-mounted backlit 
Lightboxes; Escalator Crown .Panels; Train 
Card Pane.ls·; Speci?.I Size Panels; Ultrav\sion 

. · Pan~fs; LED Infop·ahels; Ride'n·'Save Guide; · 
Rollay{sion; Motion Durairan; $tation 
Exhibition$i Product Showcas.es; T~c~et 

Advertising and outdoor advertisements on 
existing MTR structures. 

Th_e MTR is the largest out-of-home 
contract as well as the largest transport 
contract in Hong Kong. Rail, not bus, is the 
dominant form of public transportation in 
this city. We have maxi_mized the revenue 
since 1980, with emphasis on maintaining 
and projecting further the MTR's interests. 
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·Australia 
In Australia, JCDecaux operates several 
different Transport contracts:· 

Sydfl~Y Mo~qr~il . . . 
• ·. The Monprail fr barHng Harbour a~racts 

over 16-'nilllion vi.sitprs per year. ,It js .one 
of Syc.tr,ey'$. fT!a in attra"ct_ions . . · JC:D.ec?tux's 

.. contra,c~ :~qve~ adveitisi n·g outside th~: cars' 
. as wefi a{ on' ):he :platforms. . . . ··. .·. 

. .. . . . .. ~. 

Melbourne 
Trains and Train Stations - JCDecaux 
has the advertising contract for station 
displays, train interiors and train exte­
riors for the Connex Rail network rn the 
north, north-eastern and eastern suburbs 
of Melbourne. The network consists of 
90 railway. stations that tl7;lnsport .over 1 
million passengers per wee.k t~roughout 
the Central Business, District of Melbourne . 

M~lb~Mfne . . . . . . . . . Adelaide BiJ~es . 
. The Yar.ra (area) Trams are a· MeJbourne 750 buses service the city. Tt,e b95. . 
. . ji:on~·, )CDeca,ux has the advertising.contract syste_n,.'is.Adelaide's r:najor p~bJic, . · . · 
• forth~.'roof, s'id¢~ back ~ndiLllLc~r wraps· on- tr~nspo~at(ori m~olqrn, making 3 .. 5-.mill'ion 

tne.?rar.f~ T$rns. . . - , . . .. . titte:.,i,t!jt~.ii~~~m;'~~tvii~~ing 

.· :adv~r.tisihg:ph·nef:sizes.as w~lf:a$:J/lteriors, 
:'.~'J-~p~r,:,,_~~~~ ·fl~'d: f.uJIY·W~pp~tj: ;~,u~es. 
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S pain 
Palma de Mallorca Airport 
City: · Palma .de Mallo re.a 
Contract: Dqte started: 2005 

Date to end: 2010 
Locations: Scrolling panels, rotating 
columns, suspended panels, murals, 
outqo·or billboards,"spectaculars," parking 
garage wraps, ·walkway wraps, sta.nds 

f JCDecaux 

./ 

. . / 
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Spain 
Barc~lona Subway 
City: Barcelona 
Contract: DatE:: started: 1997 

Date ended: 2003 
Renewed: 2004 
Date to· end: 2008 . 

I JC~ecaux 

Locations: Freestanding displays on subway platforms, escalator panels, billboards 

· ... - . 
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Santiago .de Chi le Subway 
City: Santiago de Chile 
Contract: Date started: 2002 

Date to end: 2012 
Locations: Interior subway panels 

r-----· 
I JCDecaux 

/ 
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'Leader in International Technology 

JCDecaux has a history of developing innovative products using tt1e newest technologies 
available. All of our developments are made with both t he public and the 
adverti sers in m ind. Technology for the sake of technology 1s useless, technology with 
purpose is what counts. There is not a single company that can compete with the 
technological advances made by JCDecaux. Below are examples of our technological feats: 

Aeo - the first TV medium dedi~ated to airport_rjassenger relations Wcfs su.ecessfully 
introduced in 2003 to inform and entertain air travelers. Aeo; ~ high~tech med(i;irlt 6ffering 
rich information content, makes it possible to " give me~ning" to waiting tlme. -Aeo has 75.% 
editorial programs and 25% advertising, it has proveo higpl.y.s~~cessful with advertis~r,$. 
Aeo has been installed in Roissy-Charles deGaulle airport:'.'!Vtiere 40.:.jn~h !FT sere.eris, ~md 
a bank of screens taking up an entire wall, have been hi$.t~lled lh the ·heart of tl')e neyt 2E 
termina!. .. . . . - ·. . . '. :. ·. :~:-.. . /· .... : .. ·: ./: .:::~~-. 
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In 2004, JCDecaux pion~ered a new revenue 
'stream for bo~h Heathr9w and Frankfurt airports 
:PY i~t:ro<;l~~ingthe "~ate Ji~ld": ·TY Qe~work. 
·At Heathrow, ttiis un.iqu:e agreement combined 
/programming confontfrom the BBC and hardware 
:from Samsung; The>deal became a substantial 
r~venue generator. for our partner, the BAA.. In 

'. addition to donating the screens, Samsung also 
.entered into a multi-year media deal. 

·. t .ti ~.?fl:'.~.~.n.,m~~ .. F._.-~~,~-':y. .... · -~-"'~ .. \;:· ~ 1~·-'".,t:~,.::~· · _ : ·,. · ··. : : · · . ·· .· ... 
: cimfu1.~id"*lw.i6:(ia~'c1n:~f peif.e~e&t.6'.~' ~irhl(iijg ·te'~hnoJo.gy, .. c3Uowing -'US to maximize 
. JW~lf.iji$.!f~9'.trF~~er~~~fa~v.~iit1~Jbg: 'i9c~ti~hs;,T~is ·prbdt:id 'lif 4(ili~e~:1:n 6ur-'. ~usioess. First 

,. {-~t1tS.r~:ff :_:· ~-~: /_: · · -· · · · · · 
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H.3 Overall Experience and Financia l Capability 
. . . . : 

In partnership with 3M we pio.rieered the use of removabl~ w all wrap technolog ies in 
airports; including new materials and adhesives. · · ·, · 
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Color Scene ,.... We have used specjal lighting effects to illuminate creative ideas. Color 
changin.g mood lighting smoothly transforms from one color to the next . 

.. : . .' . 

·:. :_ .. '·.: .... ·· . 
. ' · 1 ,. - · • .. . • 

• ·.·. ij1,M; , ; ,.;~i;i!,l~f 1- (11' m~JJJ<; \Y¢ ~U,~ton,ize~Ai\;co,~tQ'i.iif 9~ \l'paign for th(l t/i.~991t~,y 
Netwoj 1<1:t :p'roVkfe re<31 a.dtfe:cl valuf Theadverti$.in.g·yias- n:,,ad.e r11ore eye ·catthit\g by · ·• 
insert}ilig lenticular p~nels Jn the center of the posters~ . 

.. • ·, .. : 
\ 

.· ·, . .;._•, 
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. _; .?~.~ ~ :-,_ ~ ·. _:· .. · . . -. ~ f ~ • • - • 

F_u)1ctto"@IJty: JE:Decaux is an Out-of-Home adyertising company with a public service 
focus • . Wf:l~r~v¢r possil:)le_.and ptactical, we desi~m our advertising ~truc_tures to provide an 
integrat~ffs~rvk:e. In airport structures this could include electronic information directories, 
touch-sp:e~ns, Wi~-Fi or recycling bins. See Section G - for m~re details on ttie functionality 

, of our 'pro~ucts . . 

Qu~lity of ~dve~isements: JCDecaux believes that quality display panels attract quality 
aqvel_tisers. )CDecaux sells Its advertising to first-classdients. We screen the ads for good 
ta~te beforethey are posted. Our-years of experience in the Out-of-Home advertising 
busi_ness have allowed us to develop a great sensitivity regarding what is acceptabl_e in a 
public: environment. 
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Demonstrated Ability 'to At:hi.eve"r{esuitsf The 'PANYN.l Exampie · 

JCDecaux has been the Port Authority's advertising concessionaire at JFK and LGA airports 
for IS.and 9 years respedivelf ''Over thOse years, we havei 'achie\,ecfresuits forihe Port 
that are vastly superior to our competitors': 

Unequal ed Revenues: 

(l) Since being awarded the concessi on we have increased revenues at an 
average annual compound rate of 16°/o at JFK and 17.70/o at LGA 

~ Our advertising revenues at JFK have consistently ranked first in the U.S., 
outperforming our nearest riva l Chicago O'Hare by 39°/o in 2004 

o With $.43 in advert ising revenue per passenger, JFK clearly sur passes any 
other large airport in the country, with LGA tak ing second place at $.29 per 
passenger (EWR was t h ird at $ .27 in 2004) 

Constant Innovation: 

~ Over the years, 1,ve continuously worked with the Port Authority to develop new 
advertising opportunities, resulting in higher sales 

., We developed and installed the first exterior advertising displays in a U.S. airport at JFI< 
in 1994. To date, tt1is program remains the largest exterior advertising program in any 
U.S. airport 

~ One of those exterior signs, "The Gateway Structure", won the Queens Design Award in 
1998 

O Recently, we developed and installed several large outdoor displays at LGA generating 
more than $1.3 million in revenue in 2004 

<> In early 2005, we installed the new Business First network at LGA. This new product 
immediately caught the attention of advertisers and has been sold at record rates 
from the day of installation 

A Mµtu.;.Hy R¢war<:ling Partnership wfth the Po~t Authority and th~ Airli11es . . . •·'"· . _, . . ,' . 

'our existir.ig rel~tionship witb the Port Authority of N~\V York and . New Jersey P.rovides 
·Lis Witl1 ~n additicinal advantag-e. We already understand the unique needs of tlie Port 
Authority and have the necessary relationships with the Airlines that are a vital part of the 
airp9rt advertising progra'ms. · · · 

• w.Jth:the suppo.rt of th~ Pon; Authority, we have worked vvith the airlines at JFK, to 
dev~lop ne.w advertising displays and increase revenues in airline controlled areas 

. • As r·equir ed to meet the sp~cific needs for each terminal at JFK, we have qeveloped new 
products while being sensitive to the heeds of the public · · 

• We have hi.red aviation and airUne ·experienced employees to better understand the 
specific needs in the airHre environment 
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• We worked with tt1e Por t Authority and airlines, to introduce the wall wrap e::oncept to 
U.S, airports, r esul tlng in nev'J revenue streams. for tt,e airlines and t he Port Authority 

• We worked h?Jr1d-in·hand with the Port Authority and the airlines lo develop advertising 
concepts for the new Terminals. 1, 4 and 8 andthe redevelopment of iermina! 7 at JFK 
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Management and Staff Credentials 

JCDecaux North America is headquartered in New York. There are nine aqditional regional 
offices - Boston, Chicago, Dallas, Indianapolis, Los Angeles, Miami, San Francisco; Seattle 
and Washington D.C., along with many additional satellite offices throughout the U.S. 

The following corporate functions are based in our New York headquarters: 

• Finance 
• Sales Administration 
• Iriforrriation Technology (IT) 
• Marketing 
• National Sales 
• Human Resources 

Corporate technical.support for equipment design and manufacturing, opE;?ration and 
mqin~eriance (including central spare parts manageme11t and technical training) are 
headquartered in ·our New Jersey Office: · · 

JCDe~aux Staffing Philosophy. and Structure 

JCDecaux is an equal opportunity employer and mak~s all employment decisions without 
regard to. race, color, age, religion, sex, s~xual orie~tatio_n, national origin, ancestry, · marital 
status, me.ntal or physical disability, handicap,· military or veteran status bi" any ot!ler 
mann~r prohibited by law. JCDecaux fairly re,cruits without regard to gender and ra:ce/ethnic 
niake-up in all positions within the company, focusing on skill levels arid qualifications. 

JCDecaux is committed to providing a work environment that is free of discriminqtion. It 
is our policy to treat all employees fairly, equitably, and with courtesy and to apply policies 
and procedures uniformly. In keeping with. this commitment, JCDecaux maintains a strict 
policy, which prohibits harassment iri any form, including sexual, verbal, physical, and 
visual harassment. This policy of _non-discriminaticm covers all matters affecting employees 
and applicants for employment and all aspects of their employment relationship, including 
recruiting, hiring, promotion; salary br other compensation, benefits, transfers, discipline, 
layoffs, termination and training. 

In partnership with the Port Authority, J~Decaux's Corporate and Local Teams 'rVill be 
involved in managing your advertising program. EveryJCDecaux contract involves staff 
from all levels and departments of our company. By t..it:ilizing our full resources, we can 
ensure a smooth operation. 

Through our years of experience with the Port Authority, we have developed ari effective 
I.Jusine$S relationship with the Port's staff and look forwarcj Jo building 'on this strong 
foundation. 
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Bernard Par isa,t 
Title: Co-CEO 
Year joined JCDecaux: · 1994 
Relevant prior experience: Under Mr. Parisot's leadership, JCDecaux 

. North Ameri.ca has become. the country's fourth-largest outdoor advertis1ng 
co'mpany. He directly oversees business development in the Air,ports and 
Street Furniture di_vfsioris, including negotiation and implem~ri.tation of ~II 
JCDecaux North America advertising programs. He is responsible for the 
development of Mallscape, the firsfupscale rnall adyertising program. 
Role 'in the Port Authority program: i,'e will directl,y ove1 see all 
operations and management for the implementation and ongo!ng 
operation of the Port Authority program. 

. . 

Name: Jean-.Luc Decaµx. 
Title: Co· <;EO . 
Year joined .lC.Decaux: 1~90 . 

_ Relev?)ht p.riot: experienG~: Mt, ··. D~caux expanded the comp,my's · 
· advertisUig sales. in NortttAm'erica. with the· new stl"eet furnih;fre contracts 
: in Chicago, Lq~ Angeles and Va_ncoi.Jver. Mr._ Decaux 6'verse~s-·~aies in-those 
.·. 'cities· as ·well as 'San Francis<;:O, and Boston. for the JCDecaux;.Wa:tt USA 

Partnership . . H~· is:~rso r~sponsible to'r'the sales and <marietin\;1 effort for 
Airports and Mall$caj:)e. · · · · · · 
Role ii1.the Por.t·Authority pro.gram: He. will directly oversee 
all advertising· s~iles, marketing and, sales a.drninistratjon for the Port 
Authority 'program. . . . . . . . . .. . 

Name: Laurence RaouJt 
Title.:. . ¢hief f.inahci~fofficer 
Yearjoinecs'JCDecaux: - -i~i9·7 . . · . .. · . .. ... 

· Relevant j:>rior.:eiq:ierience: Ms. Raoult manages all of the fin~ncial aspects 
. o.f our business', including capital investment, cash management, and the 
i~su~mcedf profi~ ari,d loss statenients anq l:>Zilar,ce sheets .. ;'she oversees 

. JCDecaux's contract ~dniinistration, human resources, information 
technology anc;:1 credit controf departments. 
Role in t"~ Port Authority program: ?he will provide the financial 
oversight responsibilities for the Port Authority program. 
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Name: Paul den Ouden 
Title: Exec. Vice President 
Year joined JCDecaux: 1996 
Relevant prior experience: . Mr. den Ouden's career ilic;ludes 25 years 
of senio.r management with a former major domestic and ihtet:natiohal 
airline, and was the proprietor of an aviation-focused consu!ffng business. 
Now in the airport advertising business with JCDecaux, he. has the overall 
responsibility for managing t he airport relationships throughoutthe U.S., 
including property issues. . · · . ·· 
~ole in the Pe>rt Authority program: He will supervise the property anc1 
airline relations for the Por·t Authority program, 

Name: Eric Selby 
Title: Regiona l Vice PresJdent 
Year joined JCDecaux: 1993 . · ... 
Relevant prior experience: · Mr; Selby oversees activities for . . 

.·. JCDecaux North Americ_a properties in th~ Nort~east re~ion,' 'inc;luqihg 
.;.the rnanpge111ent of fadlities; operations .and aomilifsttation in .. th¢ · New. . 
: .Yotk mc!rket. He mahagesthe regional op~ratJc>haJ go-alsJo ·assure that 

maxirnw:n revenue; c:Listonier servie::e; ?ind· qua°iify fadnties :are. ~~hieved for 
• ,. l , ,,- .. , ... _.~ , .··· greater rev.~nue sharing for 'bur b.i.tsine_ss partners. ·.. . . : . ·. ·. . . .. 

·. , _.,. ·' · .. · "':' . .· R9le in tile Port Authority progra~: He will b~ dtfectly r~spons:iqle for 
. . . ... the operational maria_gf;ment for the Port ALJthority program.. . 

Na,ne: . B.ob cma 
Title: · Exec. Vic_e Presid¢nt; .Sa.les 
Year joined JCDecaux: 2001 . . . . . . 
RelE!vant prior exped¢nc:~: Mr. qlia ·has over 20 y_ears<experlE;nc:e in 

. advertising sales and marketing management,' incl.~dihg 8 years 'managing 
New. Business Devel_opment at Gannetti · He has managed ni';ajor 'national 

: advertising accounts for some qt.the. world's most pre-'efnii,e.n:t~c:Jvertising 
~gencies. He manages all airport .salE:!S for Nor.th America. : ' 

. Role in the Port Authority program: H_e \.\IUJ. have:sup~rvi~ory .. 
responsibility for the.sales a11d rnarkettng tE!am ~elling\he advertis1n·g 
at all three airports for the Port Auttiority' progran,; · · · · · · 

Name: Gayle Zimmerman 
.. Title: Exec. Vice 'President, Sales 

·. Year joined JCDecaux: 19.99 
··· Releva1Jt prior exper.ience: Ms. Zimmerman is a 20-year veteran in the 

.· out~of-home industry and. is the top producer for our Mall/Street Furniture 
division . She was responsible in 2004 for over $14-million of net sales. 
She manages all street furniture, transit and mall sales in North America. 
Rol_e in the Port Authority· program: She will have supervisory 
responsibility for the sales arid marketing tea rn 5~!1irig the exterior and 
transit advertising for the Port Authori ty program . · 
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Name: Renaud Couillens 
Title: Mar keting Director 
Year joined JCP.ecaux: · 1999 
Relevant prior experience: Mr. Couillens he.ads the Marketing and 
Graphic Design Graphics team and was instrumental in developing all sales 
and marketing materials for the succes~ful launch of JCDecaux MallScape 
as well as the Airport Advertising Division of JC[)ecaux. He and ~is t~~m 
design and produce demographics, lifestyle reports and maps to help the 
sales team demonstrate the benefits ·of using JCDecaux's various media 
platforms. 
Role in the Port Authority program: He wilf create a top-notch 
promotional campaign announcing th~ launch of the all-inclusive Port 
Authority program and will supervise ongoing production of targeted 
marketing materials and research for the Port Authority program ; 

~-~~e: Nicolas ctoeha_rd-~_ossuet 
Title: ,Chief Operating Offic;er 
Year joined,JC.l;>~caux: ~-998 . . . . . 
. Relevartt . priqfexperience: tvfr: . Cloct:rar-d-. Bossuet ~erved a$ COO of . 
·_ttie JCDecaux MallScape program, over-s:e.eing the design, fabrieation; 
·',installation and ma,inten~nce of ~,ooo· advertisihg fixtures fr, 99 . ~ ; . 
. · high-endShopping malls nationwide: '· HI;? ·direi;tiy. man,iges the overall 

implementatloh of our Str:eet Fllrniture contract With the City of Chkago . 
. Sin.Ce its inception: in. 2002, he has overseen the design; fa.brjcation and 
:in .. sta11ation of over .1, ioo bus stJeltE3rs a.nd Qthe:r str~etJurn,ture; 
Role in·the Port Authority program: He wili supervise the engineering 
and development team for the succe$Sful ~mptementati,on of the 

• advertising fixtur~s, including-th.¢ setting up of all ass'efnbly/ ... 
fabrication procedures and the quality inspection and approval of alf fix­
tures prior. to installation for the Port Authority program . 

. Name: Francois Nion 
Title: Executive Vice President 
"f eilr jQir,ied JCDecaux: '198.8 · . . . . 
. ·R.eievant-'prior experience: . Mr. Nion set up the San Francisco subsidiary 
and oversaw the installation and operations of-the street furniture pro.gram 
and la~mched _the: safes cin.d marketing effort, there. Su,bsequen~ly, he was 
responsible for securing and implementing the contracts for Los Angeles 
ai:,d Vancouver for our joint ven.ture Viacom Decaux. He is responsible. fo r 
JCDecaux;s stree.t furniture business dev.~lopment in North America . 
Role in the Port Authority program:. He will manage thP. peveloprnent 
of the transit and exterior opportunities, including the PATH, bridg es & 
tunnels for the Port Authority program. 
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Name: Cindy Samuel 
Title: . Sales Planning Manag er 
Year joined l~Decaux: 1992 · 
Relevant pr.ior experience: · Ms. Samuel is Sales Planning Manager for 
our Sales Administration Department. She supervises data entry and proof 
of performance coordinators; produces and reviews advertising contrc~cts 
to ensure pr9duct delivery; produces invoices; and trains sales staff on 
JCDecaux systems .and procedures. 
Role in the Port Authority program: She will set up and m~nage the 
sales administration effort and supervise the tc;:;arn responsible fo i the Port 
Authority p_r-ograrn . 

Name: Andrew KQrniczky 
Title: Vice President, Business Deve lopment 
Y~~rjoin~~:J<:Decaux: 1992 . 

. Rel.evant prior 'e)(perience: Mr. Korniczky helped pioneer innovative 
. developments at JFK Afrpoft, such as large spectacular sites, exterior 

· advertising·, and network diorama campai.gtls. He left the compan:y an 
·· .1997tq estab_lfst'i his own .afr.po:rl: advertising agency in the U5., r~jbining 
': JCQ.e~aux in' -2002. · His resppnsibUities encompass the group!s.globaJ 

•• ·- Y./• .,.~ .... ,,-o;ll'~'T-- : airport -:sal~{:effo.rts, -arid deYelopnierit of new business o"pportunities for 
· -.: ·.: . _. .. ,: :." .-JCDecaux a.n.~-:~yr pu~.i~~s.s part;ners. . . .. . ... · . . . ·. 

' Ro.le in-the Pott.~u.,horjty program: He Will manage the ideqttfication 
a.r.td. ongoing de:v~(opme;11tJor new business opportunities as well ai over-
see the -SPQn$Orship projects f9r the Port Authority program. . . 

. , . -

··· ,.._a111e: St~cey Fe.rri~ . . . 
· Titlt!,; . Business Peve,opm~nt Manager 
'(earjoined JCDecaµx: 200~ · 

. Relevant prior exp~r.ience: Ms. Ferris manages the expansion and 
development of the dispJ_ay programs and contract agreerrie'nts throughout 
the l.J.S._ for JCDecaux. She' i$ involved at all levels of our business. 
development, inc;Juqing on:~site field surveys, capital mana,g~rri~nt arid . 
business pl,m implement~tion. ln addition, · Ms, Ferris provid'esthe 
competitor adc;f industry analysis vita l in being a leader in the Ollt;,of-home 
busin·ess; 

· Role in the Port Authorjty program: She will coordinate with bur 
material manageinehJ, engineering and Quality Assurance departn\en:ts 
ensuring a timely and smooth installation as well as provide ohgoirig 
business analysis of our program to ensure that we continue maximizing 
revenue for the Port Authority program . 
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Name: Craig Ferber 
Title: Sr. Acc.ount Executive 

. Year joined JCDecaux: 2001 
Relevant prior experience: Mr. Ferber owned a production company; 
writing, direc.ting and producing TV commercials and worked as an Account 
Executive at tw1;>major advertising agencies: He has sold major n~tional . . 
Out-of-Home media campaigns to major clients such as AMEX, IBM, 
Motorola, Yahoo, BMW, Cingular . 

. Role in the Port Authority program: He wrll cu ltivate and ma"nage 
national advertising accounts and branding opportunities as well as man­
age the sales team to exceed sales goals for the Port Authority program. 

• Name: D~oise McNamara 
Title: International Sales Manager 
Year joined JC_becaux: 1.991 . 

. Relevant prior experience: Ms, McNamara is the Intj3rnatio~a,t Sal~s 
Manager.ft:lr JCDe'caux siric:e joinin"g the company in 199.1. 90°/ii,of.h~r 

~. ~sljer)ts afe, bookE;ld'. inttf JFK and LaGuardia Airports. She also -works .wi_~h . 
. · :JCDec~c.ix offices.throughout the w.oHd to e~tend our profile .of clients ~rid 
·. iea"rn new i·deas .,fnd concepts from other lar:ge internc~tional airports. _. · 
. Roie in th_e -PortAut;hority program: Shewiil cu ltivate ·internat,ional 
-advertising acco.unts bringing large campaign buys tci the Po_rt 
Authority pro~ram . 

. ·Name: Brett Morgan · · 
· Title: . Nationa"t"Acc6unt Executive 
. Year 'joined ~CDi!c:aux; 2003 . 
.. Rei~vaiifprior .e'xper,Jence: Mr; Morgan bas 14 years expetiEmce i,rr . 
· i3tfvertising sales_sp'ecializing in Out-of-Home media. He ha~fdcised m~ny 
: adver:t:is"ing contracts for backlit, exhibition" and out-of-the-bo)(concepts, 
· such a·~ !=>~nner program_s for the Port Authority properties . . 

Role in the·Pot1: Authority program: He will ctiltfvate and manage 
both regional and national advertising accourits focusing on EWR and the 
AirTra in at both EWR and JFK for the Port Authority program. 
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Name: Bryan Hackmeyer 
Title: National Account Executive 
Year joined JCDecaux: 2003 
Relevant. prio·r expel'ience: Mr. Hackmeyer has over 13 years .of media 
sales experie11ce, including print, Internet arid out-of-home. He sells 
advertising and sponsorship opportunities for the Port Authority prop~rties 
and has consistently exc~eded goals for the program. · , 
Role in the Port Authority _program: He will cultivate and n1anage .. 
regional and natfonaj advertislng accounts to continue to incre·ase revenues 

· for the Port Authority progrifm. , 

Name: Melanie Lauridsen 
title: Account Executive 

· Year joined JCDe(c1ux: · 2002 . . . · 
.· Relevant prior experience: :Ms.Lauddsen develops new clier.,ts for 
JFK arid LaGuardip from the airport comm.unity and surrounding -areas; 

, She works with ·many focal advE!rtisei::s as well as tlatjonal accotints:, At 
. LaGuardia, she ma\ntains and develops courtesy phone cente~ sales; · 
· ·Role in the Port Authority program: She Wfll develbp !pta·1 and i-egio'na I 
·pmspec;~~ in the Ne.WYor-k a.nd New::3er~ey area for the P91{Ahtnbrity , 
program.. . . 

· Name: Faith Garbolino 
Title: National Accounts Manager 
Year Joined JCDe~atix: ?001 -.. · . 
Relevant prior experience::. Ms. G:arbplino has specialized he.r media 
sales. efforts on our prodticf inventory in _malls a~d street f~rniture ·· · 
prograh1s; · Based .in.the. New Jersey, she develops and manages both 
regional arid national. accounts; · Her ongoing 1::ommitment to provi1:1Jng 

. successful, innovative arid: targeted: campaigns for her clients has made her 
. successful and well respected in_ the, Ou.~.,of-Home media field . . 
Role in the Port Authority program: S.he wi ll cultfvc1te and manage 
regional and nation<;}! a'dvertising accounts and br-andirig opp'c>rtUnities 
for the P9rt Authority pro~{ram. . .. 
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,··. : .. 

Name: Melinda Ponzio 
Title: National Sales Executive 
Year joined JCDecaux: 2000 

. Relevant prior experience: Based in Los Angeles, Ms. Ponzio specializes 
her sales talents fn the entertainment industry. The majority of her +15 
years in the business have been focused on the motion picture business. 
She also has built strong relationships with the television and home. vjdeo 
divisions of the major Los Angel¢s/Ho!lywobd studios. 
Role in the Port Authority program: Shl:! \lliHI capitalize on her 
experience and expertl$e in developing the ehtertai'nrnent sector to thf: 
Out-Of-Home opportunities for the Port Authority program. 

Name: Dan Hehriin 
Title: Nati~nal Sales Ex~cuti.ve 
Year joined JCDecau~: .1999 
RelevaJ\t prio~ expei'ieh~~= B.ased.Jn-ChiGagb; Mr., Jiielmin is responsible 
for creating a -~ignifi.cant custome·r base JorJCDecat.ix in all mafor · 
mid-western markets.. With_'. bver. a· oecad~ cif~xperience i'ri tl),e ·-oli~pf.: · 
home indtrstry; · Mr: H.:~hnin is abte :to :optimize tiis strong ref~t·fohsnh~s with 

. key rne<;Jia. ouyers inlhthnj(ifw~st:em region to n}axlmize revenµ¢s; ·. 
-Role lnthe Port.Author.iW prc:u;itam: -H~ wi(r qapita_lize qn-li.i~~*P.erl­
enee, aiid ~-~pe,~se .ih tfo~·n.g·'OUti-"pf-,Hom~ tiusjnes$ i-n the fylia~west U.S. 

. market for fl~e Port. Autl\\Or.ity program; . . . 
. . . . 

. · Name: M~r;yan~~ _K,m~~1, ._•-• . 
Title: ·· ·.· Director af.,fac:ilit,es. 
Year joined JCDec:~ui( 2000 · .· . . . · · · · 
Relevant prior ·experiei'l<:e: Ms. Kimba.llhas 19 years. experience in 
the aviation industry Wcirl<iiig for Trans World Airlines in New York in both 

·• Opefrations and Manc1gerrient·. She d_irects t.he JCD.ecaux facilities teqm at 
. . our Port Authority properties, develops.airpc:itt: relations and oyirs1;esthe 

facilities at JFK and LaGuardia. · · · · · · · · .. · 
·Role-in the PQrt ~uttlotity pro,gram:, Her ongoing priority Will b~ to · 
foaintain Otlr. .C0ri1rriitmehfto quality .service ariq ma.Xt(l1iZe the presentation 
. of our fixtu res by .managing. the day-to~day fa~iJities responsitjihtres for the 
Port Authority prqgram. 
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Name: Richard DeFreit as 
Title: Project Mani)ger 
Year joined JCDecaux: 1999 . 
Relevant prior experience: M~. DeFreitas has overseen the installatio.n of 
literally thousands of display fixtures throughout the country for JCOec~ux. 
From the significant roll-out of our Mallscape program in 99 mali's to 
the installation of our street furniture program in Chicago. Mr. Defreitas 
has supervised numerous employees and contractors, including M/WBE 
contractors for successfµI implementation. Now based in New Jersey, he 
supervises the installation. of our fixtures in the New York and New Jersey 
area. 
Role in the Port Authority program: He \.'Iii! supervise U1e contractors 
and facilities personnel in the i_nstallation of thE: advert.ising fixtures, 
ensuring a smooth transition of tl1e new displays for the Port Autt1_ority 
program. 

Name~ -Donna Saundersi i3ennett 
·.•Title: Facilities Manage~ · . . 

Year joined JCDecaux: 1995 . . . . . 
Relevant pri<>r ~xpe:ri'ence: .Ms. Saunders-Bennett has had i;LVJell 

• • • • • •• · : • ' • • • • '>: • ' • • • ·; . • • 

. . rounded role at JCD~caux, as sh~ -has served .asAccour.it Assistciht, .Sales 
' Coorc:Hnator and Tracking Manag~r before assuming the role of Facilities 

Manager. In this role, stie is responsible for managing inv~ntory, trafficking 
the campaigns/ posting the ads and. overseeing the maintenance qf the 
display ur.,its. . . 

· Role in the Port Authority pr.ogra111: She wilf work do~_ely with thg 
Director of Facilities and ourMaintenahQe Technicians to ehsurethat all 
of our displays maintain unprec~d~t1ted quality and service for the Port 
Authority prograni, · 

Name: Willic1m .Haddock .. . .. 
Title: D.irector of Materials Manilgement · 
Year joined JCDecaux: 2000 
Relevant prior experience: Mr. Haddock joined JCDecaux to oversee 

, purchasing ·and resource planning'. He is directly responsible for sourcing 
strategic suppliers, negotiatrng contracts for materials and developing our 
state-of-the-art production planning systems. 
Role in the Port Authority program: He will source appropriate 
suppliers and contrac.tors for the init:a! installation and ongoing plant 
rrianagernent as weil as supervise the pun:hasing, pro~-Juction planning and 
inventory control for the Port Authority pro9ranL 
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Name: Robert Mager 
Title: Director of Engineerin9 
Year joined JCDecaux: 1998 
Relevant prior experience: Mr. Mager has over 23 years experienc~ 
in design and development of products for the military, communicatio_ns 
and ma.nufacturing. For JCDecaux, he has engineered all produc~s for 
o.ur M·allScape, City of Chicago street furniture, and Airport contracts to 
exacting schedl!les and the hrghest quality. 
Role In the Port Authority program: He will manage the 
development~ and design as well as engineer the new products. 
I n addition, he will customize and refine our current products to ensure 
compatibility with the environments and customer needs for the Port 
Author ity program. 

Name: Eric Buchman 
Title: Director of Quality Assuran¢~ 
Year joined JCDecaux: 1999 

_·Relevant prle>i.:" experi~nce: Mr'.· B.t:1chman has establi~hed ~o,tT'1p~ny-wide 
· pro¢edores .fqr· our production· facilities, bas~d upon the JSO standard. · 
He has streamlined sta~dard pfocesses· and est~blishecf a philo$ophy" of 
·continuous improvement. Mr. Buchman was also· lnstrum~ntaf·!n out 
Chitagb street furniture program, ensuring that: the .program ,:me~ts. the. 
·strict JCQecaux quality standards. . . .. . 
Role in the Port Authority program: He wilt establish a comprehellsive 
Quality Control Program ensurlng that the advertising display ft,~t1Jres, 
airport amenity units, b.anners a_nd wail w·raps meet JCDecau}{'s world~(::.lass 
level of quality for the Port ·Authority pro§ram. · 

Name: Eric Penot 
Title: Chief Information Officer 
Y~~r joined JCDec~ux: 1998 . 
Relevant prior experience: Mr. Peri'ot manages the Information 
Technol9gy (IT) Department for the entire JC[).ecaux North America 
·operatitin. He oversees the development of IT solutions that·increase 
empioyee performance and deliver added value services to our advertising 
clients and Port Authority pa rtners, including our mapping system and web 
portal. Mr. Penot supervises all JCDecaux digi~al m edia innovations that 
keep JCDecaux technically advanced from the competition. 
Role in the Port Authority program: He w,11 oversee the current digital 
programs as well as the development ot new IT solutions to enhance botll 
the display presentation and revenue generation for the Port Authority 
program. 
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Name: Kristen Tsamoudakis 
Title: Human Resources Di rector 
Year joined JCDecaux: 1996 
Relevant prior experience: Ms; Tsamoudakis supports the management 
of all JCDecaux North America activities with Human Resources initiatives 

. within the Company .. She coordinates ·all aspects of personnel issues, 
··•· recruitment, legal, compensation budgets, staff costs, national insurance 

program for the .busines_s implementatlon, and communi~ati6n ~f core HR 
. strategies. . 
Role in the Port Authority program: She wi ll manage the HR c1cti vftie$, 
including t.he management of our comprehensive .benefits prograrri, 
handling staff issues ,rnd ensuring cori1pliance with our union agreement, 
HR poiicies and prncedures for the Port Authority program 

· Name: . Louis- Phil ippe Cava llo . 
TUle: Controlle r · 
vea:rjoined JCDecaux: 1999. . · ·. ·. . . . . 
Relev~ntpri<>r>e~perience: A~er ~orkil"!g ·a~ ~CDi cc:1ux'sh~~dg~~rt.ers · 

.. · in Pat is qv.~tseeing:U~s·. and Austr~Ua-subsidiarie$, Mr; Caval{o'J;~~cam~ 
··. ihe Con~roJler o{ th~ North Arneric~n eqr.rippf!Y in 2002 to as~i~fin' 9u.r 

e~t~risive_bu~ines$ develc:iprnent irl the 'U~:s ;' ancLC.anada. · \ ' · 
,_- JlQle in ~he f.>drt Au~hoti!Y program:' He wi(ftq~rcjinqte all.'J1hafµ:ial 

functjons, including accou~ting, sales administratibj'ii ,bi1tin9, Cl::>lledfons and 
financial reporting :f9t tl')e Port Authority program '. · .. ·. . 

. J"ame: Heath~r Krieger .. · . 
·· Title: . M.c1n~9fi!r, Sales A~mi0,Js'ttatiop 
Year joined JCD~c:aux: 1997 . . . · . 
Relevant prior ·experience: Ms. Krieger has. extensive expe~ience in 

.. transit media administration. As a specialist in th~ Sqles and financial 
administration . of out-of-home advertising, she ' provides the ei p·ertise and 
working knowledge to maximize information and report proc¢s~h1:g and 
dissemination to both our advertising ·clients a net business'part'rietJ~. 
Role in the Port /lqt~<>.rity 1:>rogram: She will manage t he1:hbo,l!,ing, . 
charting and billing wh:11e providing the utmosUn customer service for the 
Port A(1t.hdrity pr0gram. · · 
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New York: It's Who and Where We Are! 

• J<:;Decaux's local, regional and national headquarters are based in Manhattan 
• We have many years of experience in New York's media buying community 
• we. are interwoven into NY/NJ's metropolitan markets & transportation fadlities 
• We have enjoyed our relatfonship with the Port Authority since 1990, upon the .first 

a.ward for . the advertising qisplay program at JFK International Airport 
• The Port Authority increased.our responsibility in 1996 by adding LaGuardia to our 

New York portfolio · · 

JCDecaux understands. how to work within the Port Authority· environment. In f~ct, we 
thrive in it! We understand the processes. and issues that must be addressed to work 
productively iii the New YQrk marketplace. while continuing to maximize r~venue for the 
Port Authority . . · · 

New Jersey: A Great Working Experience 

• 'In 1998; JCDecaux created JCDecau~·MaUScape when it sigri.ed a 15-ye~rtont ract with 
Simon Property Group, followed by similar deals with Ur:ban Property Group in 1999 
anq.The Taubman Company in 2000· . . · · · ' · 

• JCDecaux bu11t a'nd se'rviced ttie,Jnstallation of thotlsahds of advertising structures 
throughout the Unite~ States for these contra~ .. . . 

• JCDecaux established its design and assembly ·pJant in New Jersey, employi.ng nearly 
lSO people . . · · · .. ·. · . · ·. · · . . · .. • · 

• Our industrial· divislori (Engineeting, Procurement and :Quality Assuranc:~-j is based in 
Hasbrouck-Heights (N'J) 

• We operate our MallScape program in 9 New Jersey malls 

Whether it is working with the local unions :or simply ge.tting around the local transportation 
facilities, JCDecaux understands the New Jersey market and looks forward to building upon 
this experience. 

. . 

Experience in high·volume transportat_ion facil.ities 

• With 150 airports and 150 other transport9tion systems under contra~ worldwide, 
JCDecaux has an un~qualled experience .of ~he specific demands f~r this type .of 
environment 

• This experience expands to two major Port Authority facilities, JFK and LGA, where we 
have been successfully operating for 15 arid 9 years . 

• Our street furniture background also prepares .US well for the priorities of public service 
• JCDecaux understands and i$ sensitive to the needs of the public to ensure that safety, 

comfort and efficient egress are a priority 
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Open Comm unicati on with our Business Partn ers 

Over the years, we have established a proven track record of open communication with 
the Port Authprity. We know that this communication is vit~I to exceeding revenue goals. 
Currently, we are in constant contact at various levels, working closely with the Port 
Authority on an ongoing, day-to-day basis. 

This commitment t9 .communication ensures that adver.tisirig display programs and projects 
meet and exceed the expectations of the Port Authority and the Port's customers. 

I nvolvement w ith Organizations & Events in the NY/ NJ Area 

JCDecaux understands that communication also means involvement. This involvement is 
with our business partners, our advertising clients and with our community. Over the past 
few years, JCDecaux participat~d in the foliowing New York/New Jersey organizations and 
events: 

· • JFK .C:tla.inber of Comni~rce . . 
' ,. JFK British. Airways Employ,ee Recognition Day 

• Kiwanis Qlub - LaGuardia Airport . 
• Kiwanis.·qub Annual Charity Bal.I · · · 

· • Delta, Airline?~ 7Stii'Anhiversary 'celebration 
· ·our.Lady of the Sky's Annijal J;.unctu;!:Qn · 
• JFKM~n cmd .women of the'Year Annual Luncheon 
• Chamber of Commerce Arinuai Ladies Golf Outing 
• Gqod Foundation School A'rt D'isplay at LGA 
• Ecit,mdation for a Better Life ... ... . 
• Th:e Boys Club of Queens Luncheon 
• Make:.:a::Wish foundation 
• ~aval Reserves 
• World Wild Life Founda.tjon 
• The Baptist Church. of Queens Luncheon 
• The Greater Queens Restau~nt Association 
• The .Nature Conservancy . . 
• The.Samaritan Foundation 
• USO . . 
• LaGu~rdia Airport Airlines Manag.ement Council (LAAM_CO) 
• Kennedy -Airport Airlines Managem.ent Council (KAAMCO) 
• Associ.atio'n for a Better New York (ABNY) . 
• . Downtown NYC River to River Festival 
• N)'C2012 
• Friends of the High-Line 
• The Wings Club of NY 
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JCDecaux understands that being a part of the business community requires an active role 
in "the c:ommunity." We are proud of our local participation and organizational involvement 
and look forward to continuing our metropolitan commitments and public service. 

Responsive and Pro-act~ve 

JCDecaux currently has a full-time, dedicated, New York-based facilities team as well as a 
full time, dedicated New Jersey-based operations team. This team is: 

• ~xperienced and dedicated to the Port Authority operation 
• Equipped·With 24-hour comtni.mlcation, 

. • Coll)tni~ed to~replacirig 1;u:>1i .:worki~g components quickly 
• Ava,llable 2·4/? for emerge.ti¢y ~e$ponse . . 
• -;Equ'ippe9 '.with: mobile phones for imme.diate notification 
. . . . - . . '· .. 

qop;jnitt~~·toitj,e ~o~iinu~~ Upgracif i?f ~~.u· .~rodu~~ and Op~r~tions 
•• '·1 • •, ·;· . ., ..... . . • • • ' , : • • • ' .. . : ~ • • . • , • . ; :'' ' • • ' . , • • •• 

. x ;o·~·~u~:~~;l,~ontlnu~d·t~.r~~~t~l~P j~ia~v~rti~.i~g, p.rogram within the New:v~rk airports 
. ovet.:~11(l6 y.¢~~ pf e.>(p·~r_ien~e,/ '.As ~edu19lo~y a~d ·m~teri~J$. ~ave ch~hged so ~as _oµr 

.. mec!ta '.i?f<J~f~.trtt ~~ct:, 9f 0µr.s..uc::~~'$.~·:.1s. gep~r,~e~t ~n .Qffer:in.g ,our ~dve.rtising ,_cJ,ren~. ~he 
\~;~y~~J~!Hlt.fq~~t;t;h.~~:::~~.st·.tat~.~~}~~1f,,4p~~ii:1:~ !~~¢~f ·~~,d.o·.:thi~· ~Y 1.~v~s.~in.~:ln. n~~·. 

· prqdu~'.tO~~et'the·mafketRlac~ clemand_s~·-We hijve·.seen our bac~ltt equlpm¢.nt become 
· thinm\fr{a~tt>-ft\ore:'r-e.llal;>l~,-wl~h),.~tter. ·1Uumlhation. b?s~· on new lightihg·'t~ch11oiogy 

i°C1~1ije:tJb~r··9µ,t:'.t~p;~nt(~~:~.it19,r.1:.~:f}#,r.9.1J;1.tj~ :~·~t~re~/ -W~.' .. wf#.,~~ .tb.~ ~nr.$t a.~rn9rt:a.~yertJ~ifW . 
comp·anY.·.:tf :1ri~f~11·:p.l.asg\',(s~re~ris:Jfi: tlie. ·afrp'prf environ:rn.~n.t ; Wit~t th~ adv,etjt,,oftit\~. 
capab!ffty :ta. print· large g·raph1~s-:pn viriyl/we ·aeve·1~ped tHe first air.port. programs, With large 
wall)fia~gras~··wraps;' Ai~'very:rn:1portaht.pcnt of 'cfur ~ontjlitial aptlatin·g, we are committed 

} to; h?i~)ij~rttt-e'.·.PtP~f~l:l~n~fknow~Mt>W.··\6 k$eJj, ou.r ·eqi.Jipry,enf: Y,'Orkl.ng at tqp 1¢v~l~\.We .· . . 
'Sto¢kthe spar.e ·p~rts·tha_t 'our. 6p~ratlonal staff require and train them to.keep up with the 
changes. Ttiis<te_rhain·s ·ati evofut{onal prtfce.ss that/ keeps us rethinking and remaking our 
pu~i r\~ss · ~Y~rva·~y. . . . . . ·. ~ . . . . . . . . . ., 

• .~.J . 

. . . ... ' ~: 

Ot!l~r' Re~en~ ~xampJes. of ProgF~~ ·1mp~~mentatiOn$'..h:y JCD.ecai.lx 
. - . . . ... 

·_jo_h?:i~*'ih~ p.rctnge tounty ~if.j·~'i-t.-<;s~~).· .. ·,. : , . , · .: , · , . · .. · . 
Follow.ng ~he award of a _new adyert1slng c;oncess10.n m Octoqer 2004, JCDecaux worked 
with SNA·stqff to d~sigh'tmec;jfj<;J?quip!Tient that m¢t the aesthetic and fun~iOOql needs·_-of 
th~ir :transportation facility wtiil~ .providing for greater revenue potential.. For this j:>rojec:t, 
JCDecaux: 

• Develop~d an installation schedule with the facility staff that would expedite the 
replacem·ent of old eq1,.1ipment while minimizing public inconvenience 

• Conducted. most of the work in pubHc areas during off,-hours 
• Coordinated the schedules of multiple subcontractors to avoid lost time and conflict of 

trades 
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• Made sure permitting requirements were met, a.llowing for timely installations 
• Used vendors, that had appropriate sec1.Jrity clearances and knowledge of working 

conditions and requirements in the transportation environment 
• Efficiently coordinated design, construction, shipping, staging arid installation in a 

timely fashion 
• Held routine meetings both internally and externally with vendors, design team and 

installers to adjust schedules when necessary !seeping specified staff updated at all 
·times 

. / 
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City of Chicago 
In June 2002, JCDecaux signed a 20-year contract with the City of Chicago for the design, 
production, installation and maintenance of 2100 bus shelters and various other pieces 
of street furniture, financed through the sale of advertising . · JCDec<;1ux worked with the 
Mayor's Office and all involved departments and agencies (DOT; Chicago Transit Authority 
and Park' bistdct;) to finalize the design of our equfpment to meet the functional needs while 
being sensitive to the site-specific constraints for each fixture location. For this project, 
JCDecaux: 

• Developed an installation roll out with the City and the Chicago Transit Authority 
tha_t WbUld both expedite the setting of the new equipment, minimize the b.llS-riders 
in.convenience by temporarily relocating the old equipment and minimize the impact 
of the -construction work in streets and sidewalks .. 

~ Clos¢1y coordinated with the City and DOT to maximize the construction and 
' installation. work to be performed at night, especially in the downtown are.a and the 
. business district . . . 

· ·coordinated the' permitting process and subcontractors' ~chedul.ing, 1n order to keep 
·.tl:r(;.production and installation roll out on or ahead Ofschl;?dule . . . 

• S~lecJ~d subcontractors with. all approptiatequalicy and s'.afety.progtams and long 
·. ·expe,rl~nce bf work in the public way. All ' subcontract.ors required :City licenses and 

j:>°errriits, valid MBE .or WBE Gertification forthe ·majcfrfty, ~nd With the appropriat~ trade 
. union affiliation · · · . · . • . . . · . · . 

• Constantly coordinated with the DOT, in order to ~djust iri real-tirrie ·the coristr.uctioi1 
·. a·nd installation schedule to .accommodate any ~lfy special requ~sts· (special ev~nts, 
holida.ys/ etc.) · · · 
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I. Addenda 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 

- coMMUN[CATION HAD BEEN so PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DlVlSION 

PROPOSER'S FIRM NAME:JCt>t(!tUA..~~{. l«_(2.. 

INITIALE': ~-·-···- ·- ··---

DATE: \ )tau:... 1,2 act:£> -· . 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. l. STORCH, WHO CAN BE REACHED AT (212) 435-3936 . 

Addendum 2, RFP 0000007920 3 

/ 
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I. Addenda 

I JC~ecaux 

ALL OTHER TERM.SAND CO;'\'DITIO~S SIIALL REMAil'-: rHE SAME. 

THIS CO~MUNIC'ATIOt\' SHOULD Rf:. l'.\IITIALEl> HY YOU Al'.1) ANNEXED '10 
YOUR PROPOSAL LPO~ SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO COJ\TfOR.\1 TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILi. NEVERTHELESS BE CONSTRUED AS TIIOLGH TIIIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INI J'IAI.ED 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROC'l,REMENTS 
DIVISION 

PROPOSER'S FIRM !\AME: 0.C£?t.L7.a-Y,}l ~:pc.\,/-1::, G£.e . 

L"JlllALED~ ~ . __.__ ____ _ ·--

DATE: ._.J(k~_ J.2 , ___ 2.JX)5____ __ ··- ·· 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 1, RFP 0000007920 7 
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I. Addenda 

All Proposers arc once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addt..-nda issued by the Port Authority. Therefore, 
no other fonn of communications such as, but not limited lo, verbal comments, whether or 
not electronically recorded, shall be considered a part of the Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THlS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

TN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTlONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: J~ t9v(pov0, \K.Q,, 

INITIALED: ~ • . .. ·----

DATE: oz 4\(, (9 1 2('{)5 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 3, RFP 0000007920 2 
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The Port Authority of NY & NJ I JC~ecaux 

I. Addenda 

above referenced RFP i s on a different Scope of Work an<l pasl perfonnance may not be a 
good indicator of future or expected perfonnancc. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
\\-Titlen Proposal Booklet and any fonnal Addenda issued by the Port Authority. Therefore. 
no other fonn of communications such as, but not limited to, vernal comments, whether or 
not electronically recorded, shall be considered a pan of the Request for Proposal Documents 
or relied upon by prospective Proposers. 

Al ,LOTHER TERMS AND CONDITIONS SHALL REMAIN Tl IE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGII THIS 
COMMUNlCATION HAD BEEN SO PHYSICALLY ANNF.XED AND INITIALED 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: -~4..U..}L_Jl;puf i; 
1 

( fl...e. 

INITIALED:~· . - -··- ----,,-.-
DATE:_ ]~_Jz. 1--2.0Q..S 
QUESTIONS CONCERNING nus ADDENUUM MA y BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACH ED AT (212) 435-3936 

Addendum 4, RFP 0000007920 2 
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The Port Authority of NY & NJ 

I. Addenda 

IN CASE ANY PROl-'OSER FAILS TO CONFORM TO THESE INSTRliCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CON STRUED AS THOUGH THIS 
C'OMMllNl( 'ATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: _0~~-t 
1 

\l<..C , 

INlTIALED:. ---~ ----- _ __ _ 

DATE: JUJ:'.le..__l_3_,__2oc6 

QUESTIONS CONCERNING THIS ADDENDUM MAY BF. ADDRESSED TO MR T. 
J. STORCH, WHO C'AN BE REACHED AT (21 2) 435-3936. 

Addendum S, RFP 0000007920 

I JCDecaux 

2 
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The Port Authority of NY &. NJ 

J. Contract Terms & Conditions 

I JC~ecaux 

At this time, JCDecaux makes no specific exceptions, however the contract is missing 
material terms e.g. location of billboards or terms of contract, therefore we have 
generally assumed that such terms will be incorporated into a completed contract in a 
reasonable way. 
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The Port Authority of NY & NJ I JCDecaux 

Financial Information 

We submit the following financial information for JCDecaux Airport, Inc.: 

A. -(1) Please find Certified Financial Statements for JCDecaux Airport, Inc. for 2004 and 
2003 directly following. 

B. As the aforementioned Certified Statements do not cover a period which includes a date 
not more than forty-five days prior to the Proposal Due Date, we have included a signed 
statement attesting that the present financial condition of JCDecaux Airport, Inc. is at least 
as good as that shown on the statements submitted. Please find the statement directly 
following. 

C. JCDecaux Airport, Inc. currently operates advertising concessions in 37 airports in the 
United States. As part of these concessions, JCDecaux Airport, Inc. routinely installs new 
advertising displays in airports as required . Currently JCDecaux Airport, Inc. is working 
on the installation of new equipment at Terminal 8 in JFK as well as Memphis International 
Airport. JCDecaux Airport, Inc. does not have any work on hand for the implementation of 
any new advertising programs at this time. JCDecaux Airport, Inc. does currently have a bid 
outstanding for a short term advertising program at LAX, which does not require any major 
equipment installation. 

D. The following information is for JCDecaux Airport, Inc. 

Banking Institution: 
Banking Representative: 
FederalJdentification Number: 

·· -· -. Dun and Bradstreet Number: 

JP Morgan Chase 
Joseph Wassilus 
13-3577175 
61-874-2134 

E. We are not submitting our proposal as a joint venture or partnership. 

Attachment C "Proposer Reference Form" follows directly behind the financial statements. 
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The Port Authority of NY & NJ I JCDe~aux 

Financial Information 
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United States 

JCDecaux 

May 27, 2005 

The Port Authority of NY and NJ 

We, hereby, confirm that we are not aware of any significant events in 
2005 that would significantly impair the financial position of the company 
JCDecaux Airport Inc. as compared to the financial situation as shown in 
Decemb ·3·1 , 2004 financial statements. 

Jean 

Bernard Parisot 

President and Co-Chief Executive Officer 

C=s~ '~ . launc~G:i 
Chief Financial Officer 

J(.[i~·.:.1t:x N1·1!1. An uJi ·._ .J. In:.: 
i P1t~ AVA'' .\ ::~ •. 3:.l:ij r iv·.;• N t:t'h '( ·. ' !"- . N 'r ; \:,(·, ~--; USA 
Telephone 646 834 1200 · Fax: 646 834 120 1 · www icdecauxna corn 
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The Port Authority of NY & NJ I JCDecaux 

Financial I nformation 

Certified· Public Accountants 

JCDECAUX AIRPORT, INC. 

FINANCIAL STATEMENTS 
FOR THE YEARS ENDED DECEMBER 31 1 2004 .AND 2003 

' PARIS • LONDON • FRANKFURl AOTIEROAM • MONTREAL • MILAN 
MADRID • BRUSSELS • GENEVA HONG KONG • BUENOS AIRES 

575 MADISON AVENUE. NEW YORK. NY 10022 • TEL (212) 755-5551 • FAX (212) 755-6385. 
<:ons1an1in-usOcons1ant1n com • http://www conslar•lin.corn 
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Financial Information 
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The Port Authority of NY & NJ I JCDecaux 

" Financial Information ·. 

JCDECAUX AIRPORT, INC. 

INDEX TO FINANC:IAL STATEMENTS 
FOR THE YEARS ENDED DECEMBER 31 1 2004 AND 2003 

Independent Auditor 's Report 2 

Balance Sheets 3 

Statements of Operations 4 

Statements of Changes 5 

in Stockhol der's Equity 

Statements of Cash Flows 6 • 7 

Notes to Financial Statements B - 16 

- 1 -

i 
' 
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The Port Authority of NY & NJ 
J JCDecaux 

Financial I nformation 

Certified Public Accountants 

To the Board of Directors 
JCDecaux Airport, Inc. 
New York, New York 

INDEPENDENT AUDITOR'S REPORT 

We have audited the accompanying balance sheets of JCDecaux Airport, Inc., 
(the Company) as of December 31, 2004 and 2003, and the related statements of 
operations, changes in stockholder's equity, and cash flows for the years then 
ended. These financial statements are the responsibility of the Company's 
management. Our responsibility is to express an opinion on these financial 
statements based on our audits. 

We conducted our audits in accordance with auditing standards generally 
accepted in the United States of America. Those standard s require that we 
plan and perform the audits to obtain reasonable assurance about whether the 
financia l statements are free of material misstatement. An audit includes 
examining, on a test basis, evidence supporting the amounts and disclosures in 
the financial statements. An audit also includes assessing the accounting 
principles used and significant estimates made by management, as well as 
evaluating the overall financial statements presentation. We believe that our 
audits provide a r easonable basis for our opinion. 

In our opinion, .the financial statements referred to above presen t fairly, in 
a.11 material respects, the financial position of JCDecaux Airport, Inc., as of 
December 31, 2004 and 2003, and the results of its operations and its cash 
flows for the years then ended in conformity with accounting principles 
generally accepted in the United States o f America. 

New York, New York 
January 14, 2005 

PARIS • LONDON • FRANKFURl 
MADRID • BRUSSELS • GENEVA 

- 2 -

Constantin Associates 

ROTTERDAM • MONTREAL • MILAN 
HONG KONG • BUENOS A IRES 

575 MADISON AVENUE. NEW YORK. NY 10022 • TEL: (212) 755-5551 • FAX (212) 755-6385 
constanlin-us@cor.stantin com • nt!p 1/vNrt, cons1an11n .com 
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The Port Authority of NY &. NJ 

Financial Information 

- . 
• ' , I . . , • r • ;_ 

, _ - ·- - - -

JCDECAUX AI RPORT, INC. 

BALANCE SHEETS 
DECEMBER 31, 2004 AND 2003 

I JCDecaux 

Cerlrhed Publlc Accountan1s 

276 



• 

• 

The Port Authority of NY & NJ 

Financial Information 

JCDEC'AUX AIRPORT, !t.'!~~. 

BALANCE SHEETS 

DECEMBER 3L, 2004 . AND.2_003 

Curcent assets 
Cash and cash equivalents (Note 1) 
Accounts receivable - trade (net of 

allowance for doubtful accounts of 
$1,139,062 and $1,139,062 respectively) 

Account ,·eceivable - affiliated (Note 6) 
Other receivables 
Prepaid expenses 
Inventories 
Deferred tax asset (Notes land 4) 

Total current assets 

Vroperty and equipment 
less accumulated depreciation 

(Notes land 2) 

Deposits 

Deferred tax asset (Notes land 4) 

Intangible assels 
Contract value, net (Nole 1) 

Total non current assets 

Total assets 

$ 

$ 

See accompanying notes to tina ncjal statemenLs . 

196, 154 

9, 694, 100 
16,619,921 

23, 848 

1,445,81.3 
21,053 

624 000 

28,624,889 

6, 012, 135 

721,476 

7,259,632 

!.Q.L02), 875 

24,017,118 

52 ,.6~_2, 007 

$ 

$ 

I JCDecaux 

8,S69,395 
29,651,558 

62,280 
1,660,712 

1,553,200 

41, 497, 145 

7,421,898 

748.100 

3, 11 7, 200 

17,607,553 

28, 894LJ51 

J0,}21 ,(l9~ 
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The Port Authority of NY & NJ 

Financial Information 

BALANCE SHEETS 
DECEMBER..l.!.,.__ 2004 AND _200J 

LIABILITIE~ ~ . STOCIO!OLDER'S EOUlTY 

current liabjlities 
Accounts payable 
Accrued expenses 
Capital lease obligation -

Current port.ion (Notes l and7) 
Deferred revenue (Note 8) 
Due to affiliates (Note 6) 

Total current liabilities 

Long-term liabilities 
Deferred rent 
Capital lease obligation -

long - term portion (Notes land 7) 
Debt - affiliated 
Note payable (Note 6) 

Total long term liabili ties 

Total liabilities 

Comnitments and contingencies (Note Sl 

Stockholders' equity 
Common stock: $1 par val"ue , 

l,000 shares authorized, 
i s sued and outstanding 

Additional paid- in capital 
Retained earnings 

To tal stockholders' equity 

Total liabilities and 
Stockholders • eq\liLy 

- 3 . 

3,504,796 
6,743,787 

37,770 
2,003, 665 
7,262,34;! 

19,552,361 

\85,475 

103,878 
48,529,992 

48 , 819, 345 

68.371.706 

1,000 
9,000 

(_!_!i.L..7 39, 699 ) 

(15. 729 ,699) 

l JC~ecaux 

2,859,702 
9,742,229 

1,139,908 
29.723 ,097 

43,464,936 

166,925 

37,000,000 

37,166,925 

l.000 
9,000 

110. 249, 96?.l 

- - . ~ iY7.J/4'16.i, • i ,,J,>o d a/e.J 
I:.-' . , - - - ~ Certtoed PubloC Accouulanl$ 
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The Port Authority of NV & NJ I JCDecaux 

Financia l Information 

JCDECAUX .AIRPORT, INC . 

STATEMENTS OF OPERATIONS 
FOR _ THE YEAR ENDED DECEMBER 31, 200·1 aud 2003. 

Net sales (Note li 
cost of sales 

Gross profit 

Operating expenses: 
Selling, general and 

administrative expense 
Depreciation expense !Notes 1 and 2) 
Amortization expense INote 3) 

Total operating expense 

Loss from operations 

Other expense 
Interest expense (net of interest. income 

of $5,124 and $15,083, respectively) 
Result on disposal of fixed assets 

Total other expense 

Loss before provision for 
income taxes 

Provis ion for income tax 
(benefit) expense (Notes land 4) 

Net l oss 

2004 

$ 62, 991. .3.35 

47, .393, 991 

15,597,344 

12,724,236 

2,507,017 

7,583,678 

22,814,9.31 

(7,217,587) 

(1,128,951) 

(404, 1561 

(l, 533, 107) 

(8,750,694) 

.. \.3,260, 960) 

$ .li..~734) 

Sec acr.ompanyiug uotes to financial st:a.teme11t~. 

• r. , ·' . r. , , · : 
' - -

$ 62,899,218 

49,899,019 

13,000,199 

11,.307,774 

2,589,282 

4 , 871,549 

18,7613,605 

(5,761l,406) 

(223,028) 

(153,523) 

(376 ,.551) 

(6,144,957) 

J2.., . .?.i~ .B9!1 

$ ___ _ill~.Q2J.I 

Cc.rof;od Public Accoun1ar,1$ 
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The Port Authority of NY & NJ 1 JCDecaux 

Financial Information 

JCDECAUX A.I RPORT , INC .. 

STATEMENTS OF CHANGES IN STOCJ<ROl,DER 'S EQUITY 

FUR. )'_EAR ENDED DECEMaER .. nJ 2004 and 200) 

Additional 
r.onvnon Paid· in Retained 

Shares stock Capital 

Balance, 
January l, 

200) $ l, 000 $ 1,000 $ 9,000 

Ne t l oss, 
December 31 , 
200) ' 

Balance, 
December 31, 

2 003 $ l ... QR9. $ l .:.Q.Q,9 $ ~ 

Net loss, 
oecembe, 31, 

2004 

Balance, 
December 31. 

2004 $ >..Jl.q.Q $ ~ $ ~~ 

See accompanying note!; to 'financial statements . 

. 5 • 

Earn i ngs Total 

$ (9,864 ,902) $ (9,854,9021 

{38 5 ,063) (385, 063 ) 

$ (J,,Q,.,,,j!.1,i ... ,~~, $ < U!. i~,,. ~.§~~ l 

(5, 489 , 734 ) (5,489,734) 

$ <.1~_..:u.?,,,.§.2,2) $(1:i,2~~.6:121 

~~q.nh,, , l~"n/..-.J 
cen,1,ea Pttllic AccOUtllant• 
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The Port Authority of NY & NJ I JC~ecaux 

Financial Information 

JCDECAUX_.AlRPOR'l', . INC. 

STATEMENTS OF CASH FLOWS 

FO.~- _THE YEARS ENPEU DECEMBER _}.!.,_ 200-l AND 200 3 

cash flows from operating aclivities : 
Net income (loss) 
Adjustments to reconcile net income (loss) 

to net. cash provided by 
operating activities: 

Depreciation a nd amortizaLion 
Contract valuation amortization 
Contract valuation write-down 
Loss on disposal of fixed assets 
Deferred income tax 

(Increase) decrease in: 
Accounts receivable - trade 
Accounts receivable - affiliated (Note 6) 
Other receivables 
Prepaid expenses 
lnventories 

Increase (decrease) in: 
Accounts payable a nd accrued expenses 
Other current liabilities 
Deferred revenue 
Deferred rent 
Due t o affiliates (Note 6 ) 

Net cash (used in) provided by 
operating activities 

cash flows from investing activit ies : 
Purchases of fixed assets 
Deposits 

Net cash used in investing activities 

cash flows from financing activities: 
Long term capital lear.e obligation 
Reimbursement of note to ,JCDecaux SA 

Intercompany - debt 
Line of credit with ,JCDecaux NA 

Net cash provided by lu::;ed in) 
financing activities 

- - ----
4 ,. - • 

- - - -- -

. f, • 

2004 

$ (5,489 , 734) 

2,507,017 

l,853,398 

5,730,280 

417,709 

(3.213,232) 

(l,124,703) 

13,031,636 

38,432 

214, 900 

(21,053) 

(2 , 353, 3 47) 

863, 757 

18,550 
(22,460,755) 

(9,987,145) 

{l , 514,965) 

-~,2.~i 

(l, 488,3-11) 

141,648 

48,529,992 

(3 7 , 000 ,QQQ) 

$ 11 , 671,640 

$ (385, 063) 

2,615,591 

571 ,180 

4,274 , 060 

153,523 
(4, 670 , 400) 

(2,228,438) 

(2.3 , 349, 705) 
(7; 4.35) 

(212, 906) 

2,931,683 

(277,654) 

296,984 

(52, 962) 

22,089,188 

1.747,64 6 

{588,611) 

_ _ __!81, 61~) 

(670, 227) 

( 39, 000, 000) 

37..t_ooo, ooo 

$ (2, 000, 000) 

Ccn1hed PubhC Accountants 
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The Port Authority of NY &. NJ I JCDecaux 

Financial Information 

JCDECAUX AIRPORT, .. INC. 

STATEMENTS OF CASH FLOWS 
FOR YEARS ENDED DECEMBER 3l, 200 -l AND 200.3 

(Continued} 

ill! 

Net increase (decrease I in 
cash and cash equivalents $ l 96, 154 

Cash at beginning of year $ 

Cash at end of year $ lli,.J.2...4 

supplemental disclosures on cash flow information: 

Cash paid for income taxes $ 52. 787 

Cash paid for interest $ l, 134,075 

See accompanying no tes to financjal statements . 

• 7 • 

-- . - -
' _' • I• - • 

?003 

$ {922,5131) 

$ 922,581 

$ 
~~ 

$ 127,898 

$ 238,107 

y(Vlc)/a,,h.n ' &.>rua~,.,; 
Certrhed Puhlic ~ntants 
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The Port Authority of NY & NJ I JC~ecaux 

Financial Information 

- - - 4 

. .. - ' .• - : • ·' - : " #.' 

JCDECAUX .~!RPO RT, INC . 

NOTES. TQ FINANCIAL STATEMENTS 
fQg Y12ARS ENDED DECEMBER 31, 2004 ~ .!\P.9.1 

Q!:ganization 

,JCDecaux Airport, Inc. is a wholly owned subsidiary of JCDe caux 
North America Inc. 

JCDecaux Ail·port. Inc . is engaged in the management of airport 
advertising concessions. 

Cash and Cash Equivalents 

The Company treats all highly liquid investments with a maturity 
period of three months or less as cash equivalents . Cash 
overdrafts are reclassified to accounts payable . 

Revenue Reco.9nition 

Revenues, net of advertising commissions, are recognized over the 
contracts period or as services arc performed . In 2004, one 
customer comprised St of the Company's advertising revenue, and 
the five largest customers comprised 18 \ of the Company's 
advertising revenue. 

Property and Equipment 

Property and equipment are carried 
calculated using the straight-line 
useful lives of the a s sets . 

Depreciation 

at cost. 
method over 

Depreciation is 
the estimated 

Advertising structures, vehicles, equipment and office furnitur e 
are depreciated using the straight - line method over the i r 
estimated useful 1i ves. l,easehold improvements are depreciated 
over the shorter of the lease term or their useful lives . The 
range of depreciable lives by cl;:issificadon is : 

Advert-ising stt·uct.t!l'es 
Computer equipment 
Vehic les and office furniture 

. 8 . 

·, to 10 

3 

s 

Ce<t~ied Publ>e Accwnlants 
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The Port Authority of NY & NJ I JCDecaux 

Financial Information 

-·- ~ - -
j • • •• - •• - • 
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JCDECAUX Al RPORT 1 •• INC. 

NOTF:S TO FINANCIAL STATEMENTS 
fOR YEARS ENDE1:) DECEMBER..l.L_2004 AND 2003 

(Continued) 

Summary o t~!}i ficant .. Accounting Pol icies (continue.£1.. 

!!}Come Taxes 

The Company has adopted Statement of Financial Accounting 
Standards No. 109 , •Accounting for Income Taxes#· (SFAS 10!1) . The 
statement requires a change f r om the defened to the liability 
method of computing deferred income taxes . De ferred income taxes 
are recognized for the con sequences of "temporary differences" by 
applying enacted statutory tax rates, applicable to future years, 
to differences between the financial reporting and the tax basis 
of existing assets and liabilities. 

Intangible Assets 

Intangible a ssets are reported at cost. Amorti zation is computed 
on the straight · line basis over the estimated useful life of the 
asset. 

Charge-back Expenses 

Since 2002 the Company consolidates all back off ice and 
operati ona l functions to the New York off ice. Under th is plan, 
the Company pays some vendors and service providers. on the behalf 
of JCDecaux Mallscape, LLC, JCDecaux San Francisco, LLC, and 
JCDecaux Chicago, LLC . These payments are then charged-back t o 
these entities t hrough intercompany transactions and are shown as 
intercompany receivahles and payables. 

Estimates 

The prepar a tion of financial st.atements in conformity with 
Genera lly Accepted Accounting Principles requires management t o 
make estimates and assumptions that affect the repor ted a mounts of 
as:...ets and liabilities, disclosure of contingent asseti:: and 
liabilities at the date of the financial statements , and the 
reported amounts of revenues and expenses during the reporting 
period . Actual results could differ from those estimates . 

Capital Leases 

The company a cquired equipment under the pro v ision s of long - term 
leases . In ac:cordance with the Financia I Accoun ting Standard 
No. 13, minimum lease payments relati ng to thes<? l e11ses have been 
c 11pitalized. 1\mortization of the leased equipmenL i s i ncluded in 
depreciation expense. 

. 9 • 

Ce<IJ1000 Public Accoun1ants 
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The Port Authority of NY & NJ 

Financial Information 

J CDECAUX AlRPORT, lNC. 

NOTES TO FINANCIAL STATEMENTS 
FOR_ YEARS ENDED DECEMBER_31, 2004_ AND 2003 

(Continued) 

P1operty and equipment, along with its related 
depreciation as of December 31 , 2004 and 2003, are as 

2004 Accumulated 
cost Deereciation 

Advertising 
structures $ 16,593,535 $ ll,232,434 

Motor vehicles 73,49'3 73, 4 93 
Vehicles capital 

Lease 165 , 442 26, 904 
Plant and equipment 4,416 2,989 
Computer equipment 1,996,241 1,579,890 
Office equipment 401,973 343,737 
Leasehold 

improvements ~~62 356,280 

s li,§.JLJ!..§.2 $ ll .. Hs., ?n 

2003 Accumulated 
Cost Deereciation 

Advertising 
structures $ 16,965,867 $ 10,089,541 

Motor vehicles 97,929 97,929 
Plant and equipment 4,416 2,355 
Computer equipment l,655 , 966 J,306,817 
Office equipment 388. 244 316,960 
Leasehold 

improvements 392 , 762 269,684 

$ JS> .• !!!l.S.~ Hl_4 $ !~lQ., .l .i§ 

Depreciation expe n s e for the years ended December 
2003 was $2, 507. 017 and s2.sa9,2a2. res pectively . 

10 -

I JCDecaux 

accumul ated 
fol lows: 

Book 
Value 

$ 5, 361, 101 

138 , 538 
1,427 

416,351 
58, 7..36 

- · 3_1:, _ _. 40_2 

$ ~..,,.g;.~ •• U .? 

Book 
Value 

$ 6,876, 326 

2, 06.l 
349, 149 
i1, 284 

_ 12 3 , 0-~-~-

$ J.414.,§2.~ 

H . 2004 and 

I ---~-~ . i .- ,•- ... -6-
C~nified P1Jbhc: AcC'ountanr.s 
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The Port Authority of NY & NJ I JC~ecaux 

Financial Information 

~l !)ECAUX AIRPORT, me . 

NOTES TO Fl NANCI Al., STATEMENTS 
~YEA~S ENDED DECEMBER 3!, 2004 Al<"D 1 003 

(Continuedi 

Intangibles 

The Company adopted the prov isions of the FAS 14 2 "Goodwill and 
Other Intangible Assets • effective Decembc~ 15, 2001 . 

.As part of the implementation of tile FAS 142, The Company 
allocated the goodwill originally reported to Lhe value o( 
contracts with airports for advertising acquired from The Ackerley 
Group in July 1998. 

In conjw1ction with this implementation, it was determined that. 
the contract valuation was impaired a s of December 31, 2002 . As a 
result, its gross amount was reduced by $4, 349, 000 . In addition, 
the amortization period was reduced from forty years to fifteen to 
reflect the durat.ion of the average contract. 

During 2004, current year testing o f the contract valuation 
determined that the gr·oss carrying amount needed to be reduced 
further by $5,7 30 ,280 . 

Intangible assets as of December .H, 2004 and 2003, are as 
follows : 

2004 ~ 

Contract valuation $ 11,688,820 $ 27,800,960 

Acquisition costs 228, 665 228,665 

R&D costs 206,980 206,980 

18,124,465 :.!8,236,605 

Less accumulated 
amortization (8,100,590) (10,629,052) 

Net $ J.Q., o~.l..!H.~ $ ;..,,..j9J ~-~~) 

Amortization expense for the years ended December ll, 200~ and 
2003, related to goodwil l and other intangible asset s was 
!)1 ,853, 398 and Sl,8?9, 709 , respectively. 

· I 1 • 

Y,fVl4'1'°n.n/m , ·~nl'N 
C.ertK"'o Public Acco..ntanit 
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JCDECAUX ALRPORT, . )NC. 

NOTES 1"0 FINANCIAL STATEMENTS 

FOR YEA~- _ENDED DECEMBER Jl, 2004 _1>.ND i003 
( C:ont i nued l 

lncome Taxes 

The Company files its federal i ncome tax return on a consolidated 
bas.is "1ith its parent, ,JCDecaux North America, rnc. 

Income tax benefi.ts consist of. the following components: 

Current tax benefit 
Deferred tax benefit 

?.QQ..1 2003 

$ 47,728 

3,213.,232 
$ 1,089,494 

~70,400 

The components of the timing differences are as follows as of 
December 31, 2001 and 2003: 

Deferred tax assets : 

Allowance for bad debts 
Reserves 

Current deferred tax assets 

Ne t operating losses 
Depreciation and amortization 

Long term deferred tax assets 

Total deferred tax assets 

$ 455,600 
168,400 

624,000 

4,062,400 
3,197,232 

$ 

2003 

455,600 

!..,_097,600 

1.553,200 

2,410,000 
707,200 

.:1, 117 , 200 

In 200 3, the Company r·ecei ved a refund in a total amount of 
$1,232,189 for the taxes paid bet.ween 1 998 and 2001. 

. J 2 . 

Y"(>..r,.;/nAh.;., • ·f,.J,J,:,e,a/,-.; 
C"'1~:ed Pubhc Accountaots 
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-. . . . . -.. -· 

. ,?.C~ECAUX AIRPQf3.!,. IN\.2.:. 

NOTES TO FINANCIAL STATEMENTS 
~:QB_ YEARS ENUf;D DECEMBER 3], 2004 AND 2003 

<Continued) 

Commitmencs 

The Company is obligated under certain noncancelable operaci.ng 
leases for office space. and minjmum guarantees. 

Total rental expense under operat i ng leases fo r off ice space was 
$1,176,593 and $1,593,970 for the years ended December 31, 2004 

and 2003 . 

Future minimum lease payments due under airport advertising 
concessions are as follows (these values consist ot the sum of 
minimum annual guarantees for all concession contracts until the 
expiration dates of such contracts and also include operating 
lease payments from January l, 2 005): 

2005 
2006 

2007 

2008 
2009 and therea fter 

- 13 . 

31, 548, 000 

13,702,000 

9,504,000 

6,613,000 

8,726,000 

~~-lb.A • f.;.i.,1,,,...,,r/,..; 
('..eri,loe<J Plbllc Accou.1tanu 
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f !·,, ht· J. 1: .:- ., 

JCD~t;f,tJX AIRPORT, ,_ !NC. 

NOTES TO FINANCIAL STATEMENTS 
f"OR YEARS ENDED DECEMBER. ~ l , 2004 AND 2003 

(Cont inuedl 

_!ntercompany Accow1ts 

At Decembel' 31, 2004 and 2003, the intercompany receivablP.s and 
payables are as follows: 

~~ts receivable" 

JCDecaux Chicago. 
JCDecaux Mallsc ape 
JCDecaux San Francisco 
JCDecaux North America 
Other affiliates 

Total 

Accounts payab.le :. 

JCDecaux SA 
JCDecaux San Francisco 
JCDecaux North America 
JCDecaux Chicago 
JCDecaux Mallscape 
Other affiliates 

Total 

Debt, affiliated: 

JCDecaux North 1\rnerica. Inc. 

Note Payable 

JCDecaux North Ameri ca 

2004 

$ 2,338,340 
1,294,229 

658,591 

- -~ .. 328 1 761 

379,385 

6,411,301 

$ ., 7~_262., .34 3 

$ 48.529 _ _ 9..2~ 

$ 1.495,726 

11,395,868 

651, 958 

9,856.466 

245,540 

$ 

5 4 0, 778 

1,419,982 

16,247, 31 9 
l. 4 51. 763 

9 ,411,698 

645 552 

Following the implementation o[ a line of credit issued t o 
JCDecaux North Amerir.a, Tnc . by the ultimate parent. a treasury 
agreement was set up between t he US entities. Under Lhis agreement 
entities with cash in excess cont ribute and e nti ties with cas h 
needs borrow. This agreement cxpi1·es on December _31, 2000 and the 
interest. tate is calculated as ·! - month LTBOR • l. 08\ . 

:n 2004. the average inte!'est rate waz 2 . 54\ and the inlere,:;t 
expense amounted to $1.lJ0.936 . 

. H -

C&nil~ Public Accounla.."lt$ 
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The Port Authority of NV & NJ I JC~~caux 

Financial Information 

NOTES TO FINANCIAL STATEMENTS 
~ -YERRS ENDED DECEM.BER __ l_!, 2004 AND 200~ 

(Continued) 

The Company acquired . equipment. through leases, and accordingly, 
recorded an asset for the present value of future rninimum lease 
payments and the corresponding liability as an obligation under 

cap.ital l ease . 

The following is a schedule by years of future minimum payment s 
required under the leases, together with their present. value as of 
December 31, 2004: 

Year ending 
December 31 1 

2005 
2006 
2001 
2008 
2 009 

Total minimum lease payment s 
Less amount r epresenting interest 

Present value of future 
minimum lease payments 

Less current portion 
Long-term portion of capital 

Lease obligation 

$ 

$ 

~ 

4 2 ,506 
41,6 35 
51,291 
15,881 

698 

152,0ll 
_ 10,363 

141,648 
_31,7 70 

~ .. ~ 
Related interest expense for the year ended December 31, 2004 was 

$3,138 . 

Deferr ed Revenue 

The Company receives money in advance f rom customers fot 
advertising that will take place in the future . Revenue is 
recognized concurrently with the rent ing of the advett.ising space 
to t.he customer. Deferred revenues as of December l1. 2004 and 
2003 represented $2,003,664 and $1,139 ,908. respectively 

Concentration of Credi t Ri sk 

Financial inst ruments that potentially subject the Company to 
concentrations of credit .risk consist princi pally of cash 
equivalent accounts in financial instit.utions, which from time to 
time exceed the federal depository insur;,nce coverage limit. Cash 
and cash equiva lents th,H exceed federa lly insured limits at 

uecembet· 31, 200~ <1mount to $19 4. 168. 

· l 5 · 

~/1.VnAhA , -6.J.Jne~al'N 
Cert>hed Pul>b<. Acr.CUllhinlS 
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Note 10 

. ,, ·~ ... ~:. .. .-- } . : - - -

~.<;f>ECAUX AI RPORT , IN~"-

NOTES TO FINANCIAL STATEMENTS 

FOR YEARS ENDED DECEMBER 3 1 _,_ 2 0 0 4 !\ND 2 OQ.,l 
(Conti nue d) 

ECOJ}5>mic Dependency 

Although t-_h e Company has experienced significant operating losses 
and has a deficit stockhol ders' equity, its parent company has 
stated that it wi l l continue to support and finance the Company as 
it is an important part of the American network . 

· 16 • 
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The 1Port Authority of NY & NJ I JC~ecaux 

Financial Information 

ATTACHMENT C - PROPOSER REFERENCE FORM 

Narne of Proposer: JCDecaux Airport, Inc. 

Please provide a list of references on the firm's performance of similar work within the last 
five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name: 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date( s): 
Contract Cost*: 
Description of work: 

Customer Name: 
Address: 

Contact Name and Title : 
Phone and Fax Numbers of Contact: 

. Contra ct date( s): 
Contract Cost:t: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fqx Nunibers of Contact: 

Contra ct date( s): 
Contract Cost* : 
Description of work: 

JFK International Airport 
225 Park Avenue South, 9th Floor, 
New York NY 10003 
Alfred J. Graser, General Manager 
Phone: (718) 533-3401 
Fax: (718) 533-3421 
6/30/90 - 12/31/05 
$1,142,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

LaGuardia Airport 
225 Park Avenue South, 9th Floor, 
New York NY 10003 
Warren Kroppel, General Manager 
Phone: (718) 244-3501 
Fax: (718) 244-3505 
6/30/90 - 12/31/05 
$409,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Miami International Airport 
P.O. Box 592075, Miami, FL 33159 
Patricia Ryan, Manager, Commercial Operatirons 
Phone: (305) 876-8131 
Fax: (305) 876-7615 
3/1/94 - monthly 
All Capex paid by Airport 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

-.,/ * The Contract Cost reflects JCDecaux's capital investment si.nce 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 
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The Port Authority of NY & NJ I JC~ecaux 

Financial Information 

Customer Name: 
Address: 
Contact Name and Tit le : 
Phone and Fax Numbers of Contact : 

Contract date( s): 
Contract Cost* : 
Description of work : 

Customer Name: 
Address: 
Contact Name and Tit.le: 
Phone and Fax Number·s of Contact: 

Contract date( s): 
Contract Cost*: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date( s): 
Contract Cost* : 
Description of work : 

Customer Name: 
Address: 
Contact Name and Title : 
Phone and Fax Nurnbers of Contact: 

Contract date( s): 
Contract Cost~ : 
Description of work : 

Ronald Reagan Washington National Airport 
1 Aviation Circle, Washington, D.C. 20001-6000 
James Bennett, President & C.E.O. 
Phone: (703) 417-8610 
Fax: (703) 417-8949 
12/1/00 - 11/30/09 
$350,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Washington Dulles International Airport 
1 Aviation Circle, Washington, D.C. 20001-6000 
James Bennett, President & C.E.O. 
Phone: (703) 417-8610 
Fax: (703) 417-8949 
12/1/00 - 11/30/09 
$420,000 

Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures: · 

Houston William P. Hobby Airport 
P.O. Box 60106, Houston, TX 77205-0106 

. Rick Vacar, Director of Aviation 
Phone: (281) 233-1877 
Fax: (281) 233-1864 
12/29/99 - 12/28/09 
$135,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

George Bush Intercontinental Airport 
P.O. Box 60106, Houston, TX 77205-0106 
Rick Vacar, Director of Aviation 
Phone: (281) 233-1877 
Fax : (281) 233-1864 
12/29/99 - 12/28/09 
$957,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

• * The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 
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The Port Authority of NY & NJ I JC~ecaux 

Financial Information 

Customer Name: 
Address: 
Contact Name and Title : 
Phone and Fax Numbers of Contact: 

Contract date( s): 
Contract Cost* : 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s): 
Contra ct Cost*: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s) : 
Contract Cosr: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title : 
Phone and Fax Numbers of Conta ct : 

Contract date( s): 
Contract Cost*: 
Description of work: 

Seattle-Tacoma International Airport 
P.O. Box 68727, Seattle, WA 98158 
Drake Beaton, Commercial Property Manager 
Phone: (206) 431-4040 
Fax: (206) 439-6620 
11/1/96 - 7 /31/07 
$571,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

John Wayne Orange County Airport 
3160 Airport Way, Costa Mesa, CA 92626-4608 
Carrie Byron, Real Estate Properties Manager 
Phone: (949) 252-5230 
Fax: (949) 252-5225 
1/1/05 - 12/31/10 
$235,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Orlando International Airport 
One Ai1rport Boulevard, Orlando, FL 32827-4399 
Cheryl Nashir, Assistant Director of Concessions 
Phone : (407) 825-3523 
Fax: ( 407) 825-2530 
5/1/99 - 4/31/10 
$1,705,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Pittsburgh International Airport 
P.O. Box 12318, Pittsburgh, PA 12318 
Mark Knight, President-BAA 
Phone: (412) 472-5191 
Fax: (412) 472-5190 
7/1/98 - 12/31/10 
$124,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 
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Customer Name; 
Address: 
Contact Nan-,e anci Tit le; 
Phone and Fax Numbers of Contact : 

Contract date( s) : 
Contract Cost* : 
Description of work: 

Customer Name : 
Address: 

Contact Name and Titie: 
Phone and Fax Numbers of Contact: 

Contract date(s) : 
Contract Cost*: 
Description of work : 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s) : 
Contract Cost=+' : 
Description of work : 

City of Chicago 
121 North LaSalle Street, Chicago, IL 60602 
Thomas Crothers, Deputy Chief Procurement Office 
Phone: (312) 744-1803 
Fax: (312) 744-4921 
6/8/02 - 12/31. 2022 
$50,000,000 
Coordinated Street Furniture Program of 2175 bus 
shelters, 115 News Racks, 26 Newsstands, 
17 Supervisor Kiosks, 5 Cafe Kiosks, 75 City 
Information Panels funded through the sales of 
advertising panels. 

The Taubman Company 
200 E. Long Lake Road, Bloomfield Hills, 
MI 48303-0200 
Denise Anton, Sr. VP Center Operations 
Tel: (248) 258-7644 
Fax: (248) 258-7519 
March, 2000 - December, 2019 
$13,170,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Simon Property Group 
115 West Washington Street, Indianapolis, IN 46204 
Mikael Thygesen, Sr. VP Business Development 
Tel: (317) 263-7950 
Fax: (317) 685-7220 
October 1998 - December 2011 
$26,010,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher . 
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Customer Name : 
Address : 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s) : 
Contract Cost*: 
Description of work: 

Customer Name : 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contra ct date( s): 
Contract Cost'"': · · 
Description of work: 

Customer Name: 
Addr·ess: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date( s): 
Contract Cost,.. : 
Description of work: 

City & County of San Francisco 
SF DPW, 875 Stevenson St., 
#410, San Francisco, CA 94103 
Dan McKenna, Project Manager 
Phone: (415) 554-5520 
Fax : (415) 554-5865 
Commenced in 1994 for 20 years 
$10,000,000 
Provision, installation and on-going maintenance for 
Automatic Public Toilets & Kiosks, funded through the 
sales of advertising panels in San Francisco, Palo Alto 
and San Jose. 

City of Los Angeles 
Bur. of Street Services, 600 S. Spring St., #500, 
Los An9eles, CA 90014 
Ron Olive, Lance Oishi, Principal Civil Engineer 
Phone: (213) 847-5139 
Fax: (213) 485-1267 
Commenced 2002, 20 year contract 
$80,000,000 .. 
Coordinated Street Furniture Program by Viacom/ 
JCDecaux of 2500 transit shelters, 600 public 
amenities kiosks, 100 vending kiosks and 150 
automatic public toilets funded through the sales of 
advertising panels. 

City of Vancouver 
Eng. Services, Street Admin., 453 W. 12th Avenue 
Vancouver, BC, V5Y 1 V4 
Tom Hammel, Street Administration Engineer 
Phone: (604) 873-7370 
Fax: (604) 873-7200 
Commenced 2002, 20 year contract 
$22,000,000 
Coordinated Street Furniture Program by Viacom/ 
JCDecaux of 900 transit shelters, 17 automatic public 

. toilets, 1200 trash receptacles, 990 benches, bike 
racks, map stands, bike lockers and news racks 
funded through the sales of advertising panels. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 
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Customer Name: 
Address: 

Contact Name and Title : 
Pl10ne and Fax Numbers of Contact : 

Contract date( s): 
Contract Cost*: 
Description of work : 

BAA PLC 
World Business Centre 2, Newall Road 
London Heathrow Airport, TW6 2RQ 
John Pizzarniglio, Head of Media 
Phone: 020 8757 5229 
Fax: 020 8757 5522 
4/1/2000 - 3/31/2007 
$11,000,000 
Design build and install of new street furniture, light 
boxes, architectural advertising structures, 
advertising screens, iconic 3-dirnensional displays. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher . 
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\ ~ PORrAUIHORITY OF NY & NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE'MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 7, 2005 

ADDENDUM#S 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in th,e documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY, 
JUNE 13, 2005 NO LATER THAT 4:00 PM. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part of the Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

Addendum 5, RFP 0000007920 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: --- -----

INITIALED: - - - - - --------
DATE: - - - - - - - - ---- - -
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 5, RFP 0000007920 2 



( ~ PORT AIJTHORrTY OF NY & NJ 

THE PORT AUTHORJTY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: May 27, 2005 

ADDENDUM#! 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORJTY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

Referring to page 76 of Attachment D, the existing advertising agreements will be 
available for viewing at One Madison Avenue, ih Floor, NY, NY on June 1, 2005 
between the hours of 9:00 .AM to 1:00 PM. Contact Roy Bickley at 212-435-4972 to 
make arrangements for viewing and to obtain access to the building. Photo ID is required. 

In Part III, CONTRACTOR'S INTEGRITY PROVISIONS, page 66, labeled "2. Non­
Collusive Bidding and Code of Ethics Certification ... " and replace with Amendment l 
hereby attached and labeled Amendment 1, "2. Non-Collusive Bidding, and Code of 
Ethics Certification ... " 

In Attachment H, titled Olympic 2012 Agreement, delete "Schedule A" in it's entirety 
and replace with "Schedule A," dated May 16, 2005, hereby attached. 

On page 17, 2) Marketing Strategy and Approach, Sub-section b ), the next to the last line 
of that section, delete the second "and" in the line. The line now reads, " ... demonstrated 
ability to set and achieve performance standards is an important. .. " 

In the publicly placed advertisements and general e-mail sent to perspective Proposers, 
the time for the Pre-proposal meeting was incorrectly noted as beginning at 9:00 AM. 
The Pre-proposal meeting is scheduled for May 26, 2005 and will begin at 10:00 AM. 

Addendum 1, RFP 0000007920 1 



For informational purposes only, the slide show presentation is available to your firm on-line 
by visiting www.panynj .qov/advertisingrfps/ 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made avai lab le in response to questions submitted hy Proposers to 
the Port Authority-of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require addition.al information and/or clarification. The fac t that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions of the Proposal, which will be construed without reference to 
such questions . 

1. Question: On Page 16, under Part 7 ., "Proposal Submission Requirements" 
Section E. is "Not Used". In planning to make tabbed dividers and section 
headings, should a Proposer actually have a "Tab E. (Not Used)" and proceed to 
Section F., or should they disregard, remove "E." and rename the remaining 
sections to E., F. , G., H., and I. from F., G., H, I. and J.? 
Answer: Do not rename. 

2. Question: On Page 17, under Part 7., Section 2. "Marketing Strategy and 
Approach," in the next to last line of sub-section b ), there seems to be an 
additional "and" in the sentence, e.g. "to set and achieve and performance 
standards." The grammar is not correct. Should it be "set and achieve 
performance standards" instead? 
Answer: Yes. See Addendum 1 above. 

3. Question: On Page 73, Attachment C, "Proposer Reference Form" as well as 
Attachment F, "Contractor's Officers and Staff' are included. Nowhere in the 
RFP does it state where Attachment C or Attachment F should be placed within 
the response document. Moreover, is there a limit as to the level of staff which 
should be listed, or does the Port Authority require a listing of all employees at all 
levels? 
Answer: Restrict answers to Officers and upper management. 

4. Question: On May 26th the Pre-Proposal and Site Inspection is to take place 
beginning at 9:00 a.m. (as advised via e-mai l on May 12, 2005, which shows a 
change from the 10:00 a.m. start time'listed in the RFP. Will all of the faci lities 
listed on Pgs. 75-76 be visited in one day? Will photography be allowed? 
Answer: The pre-proposal RFP meeting begins at 10:00 AM. The Site Inspection 
of Port Authority facilities is canceled. Photography may be restricted or 
prohibited at various facilities. 

Addendum I, RFP 0000007920 2 



5. Question: Will detailed floor plans of all facilities (including depictions of 
current advertising locations utilized by current vendors) be provided on the site 
inspection? 
Answer: No. 

6. Question: A numbered Bid Envelope was included in the RFP mailing. Is this 
envelope to be used in any way, as it would seem unlikely that one (1) 
reproducible original of such a large response document would fit into the 
envelope provided? 
Answer: The Bid Envelope should be placed on the outside of your RFP 
submission and clearly labeled as such. See Letter E., Submission of Proposals, 
Page 7 of the RFP. 

7. Question: A Bid Envelope would suggest that this is a "Bid", which differs 
significantly from a "Proposal". Please clarify. 
Answer: This is a Request for Proposal- not a bid. 

8. Question: On Page 76, the closing paragraph states "the PANYNJ currently 
generates approximately $25 million in gross advertising revenue sales from the 
facilities, with approximately 85% of the gross sales total generated through the 
airports." Can you clarify if the $25 million is revenue derived/paid from a higher 
sales figure (gross sales ofX times the percentage payable to the PANYNJ = Net 
revenue to P ANYNJ)? 
Answer: Yes, you are correct. The Advertising contracts will be available as 
noted above. 

9. Question: At the present time there is another RFP (#7919) for "Sponsorship 
Marketing Services Program" which is due two days prior to the due date of the 
Advertising RFP. Please define the rights granted under the Sponsorship 
Marketing Services Program RFP as how they may or may not conflict with the 
rights granted in the Advertising RFP? A Proposer under the Advertising RFP 
would want to have assurances that the Sponsorship Marketing Services RFP does 
not conflict or duplicate the advertising programs one would put into place and be 
a competitive program. 
Answer: Each RFP is a separate proposal and the Scope of Work defines the 
work that will be determined under each contract. Each proposal will be 
negotiated separately. There may be overlqp. The Port Authority carmot give 
Proposers assurances that there will be no conflict, however each executed 
contract will stand on its own. The final Scopes of Work will define each 
program. 

I 0. Question: May we have a copy of the attendance sheet? 
Answer: Yes, the attendance sheet is attached to this Addendum. 

11 . Question: May we have a copy of the slide show? 
Answer: It is available the Port Authority website listed above. 
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12. Question: In the Scope of Work the RFP states that, "The contractor shall secure 
all necessary clearances, permits, zoning approvals, and permissions required for 
the production of new revenue under this Contract." Please confirm our 
understanding that the Port Authority, as a government agency, is exempt from 
zoning. If that understanding is correct, will the Port Authority extend this 
exemption to the selected contractor? 
Answer: The Port Authority of New York and New Jersey, as a bistate agency, is 
exempt from local regulations as a matter of law. However, it is the Port 
Authority's policy to conform, to the fullest extent practicable, to all governmental 
regulations, which are addressed as part of the Authority's internal review and 
approval process. If any governmental regulation does apply to the scope of work 
either now or in the future, it will be the Contractor's sole responsibility for 
securing approvals needed to satisfy any applicable regulation. 

13. Question: Although the Port Authority indicates its intent to select one contractor 
that proposes a total solution to maximize revenue, it reserves the right to award 
multiple contracts. What criteria does the Port intend to use in making such a 
determination if the Port Authority receives widely disparate responses to the 
RFP? 
Answer: The Port Authority will use the criteria as noted beginning of page 11 of 
the RFP, labeled 5. Evaluation Criteria and Ranking, to determine whether a 
single or multiple contract awards is in its best interest. 

14. Question: The Port Authority identifies a wide array of potential opportunities 
which are described in vague terms. Will the Port Authority provide detailed 
descriptions of the facilities including the exact boundaries of the properties 
offered and the locations that are available for a potential contractor to utilize? 
Answer: No. At this time detailed descriptions of the facilities exact boundaries 
are not available to potential Proposers. However, it should be noted that nothing 
precludes the Proposer from visiting the public areas of each facility property to 
determine what the Contractor may be able to utilize. 

15. Question: Will the Port Authority provide electronic maps of the Port Authority 
facilities listed in Attaclunent D, indicating the locations of the current advertising 
inventory? 
Answer: No. See the answer directly above this question. 

16. Question: Will the Port Authority agree to extend the Proposal Due Date by at 
least 30 days? . 
Answer: No. At this time the Port Authority.will not extend the due date. 

17. Question: Do you have any additional statistics on PATH use? 
Answer: Yes, for informational purposes only, see the attached enclosure dated 
May 6, 2005, titled Path Demographics. 

Addendum 1, RFP 0000007920 4 



18. Question: Can prospective bidders take pictures at the facilities? 
Answer: Photography may be restricted or prohibited at various facilities. 

19. Question: As a respondent to the RFP can Proposers submit in areas where they 
are specialist? And, if we propose a partial solution are we considered 
responsive? 
Answer: The answer to both questions is yes. 

20. Question: Historical billing on existing assets is important and would be helpful 
in the preparation of the proposals. We need a sense of dollars spent in 
advertising broken down by facility. Can the Port Authority provide that? 
Answer: Billing information is not being made available at this time. 

21 . Question: Can the Port Authority set aside a time to examine existing advertising 
contracts? 
Answer: Yes, see above. On page 76 of Attachment Dare the contracts that will 
be available for viewing at One Madison Avenue, 7th Floor, NY, NY, on June 1, 
between the hours of9:00 AM to 1 :00 PM, Conference Room 154. Contact Roy 
Bickley at 212-435-4972 to make arrangements for viewing and obtain access to 
the building. 

22: Question: On pages 10 and 11, Section 4, Financial Information, the Port 
Authority is requesting a list of other work pending and/or bids submitted in 
anticipation of business. We consider this confidential. Will the Port Authority 
keep that confidential? 
Answer: The Port Authority will make every attempt to keep this information 
confidential, however the Port Authority is subject a Freedom oflnformation 
.Policy as noted on pages 24 to 26 of the RFP. 

23. Question: What are the weights assigned to the evaluation criteria on page 11-
13? 
Answer: The individual weights assigned to the criteria are confidential. 

24. Question: Can more that one Advertising Vendor have a presence at each 
facility? 
Answer: Yes, that is possible. 

25. Question: Can you identify and make available a list of which billboards are 
currently owned by the Authority? 
Answer: That information is not available at this time. 

26. Question: If the Contractor erects a structure on Port Authority property, who 
will own it at the end of the contract. 
Answer: The Port Authority will own the structure, refer to page 10 of the RFP, 
Paragraph number 5. 
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27. Question: Certain permits will be required to erect structures for advertising 
purposes, who will own the permits at the end of the Contract? 
Answer: The Port Authority will issue any permissions which are required. 

28. Question: Is Schedule A of the Olympic Letter of Agreement a complete 
inventory listing? Is this inventory currently owned by the Port Authority? 
Answer: This is owned by the Port Authority, however this schedule relates only 
to the Olympic Letter of Agreement and is not a complete Port Authority 
Inventory list. In this Addendum a revised Schedule A is attached which also is 
not a complete Port Authority Inventory list. 

29. Question: Should the financial proposal breakout the revenue for each facility? 
Answer: That is a business decision your firm must make and submit with their 
proposal. 

30. Question: Suppose the Proposer has huge advertising opportunity that does .not 
conform to local zoning, how will the Port Authority deal with this? 
Answer: We do not respond to hypothetical situations, however the Port 
Authority recognizes local zoning regulations. 

31. Question: Will the Port Authority during the evaluation process take into 
consideration the stringent zoning laws as well as if the proposed programs are 
permitted? How will this be evaluated? 
Answer Yes. See question 12. 

32. Question: If we propose a program and the Port Authority accepts the proposal, 
however the city doesn't accept it or doesn't permit it, are we legally bound? 
Answer: The Port Authority expects to interpret the zoning regulation. If the 
Proposer wishes to seek a ruling from the City, it may do so with Port Authority 
approval.. 

33. Question: If a firm comes up with a really creative idea and the firm with the idea 
is not selected as the Contractor, will the PA hold this idea in confidence or share 
this idea with the selected firm? The answer to this could stifle my proposal. 
Answer: See the Agreement on Terms of Discussion. 

34. Question: Will the Port Authority be utilizing its exemption from local zoning? 
Answer: See Question 12. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part of the 
Request for Proposal Documents or relied upon by prospective Proposers. 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PROPOSER'S FIRM NAME: 

PORT AUTHORJTY OF NY & NJ . · 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

--------

INITIALED: - --- --- ------

DATE: ______________ _ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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2. Non-Collusive Bidding, and Code of Ethics Certification,Certification of No Solicitation 
Based On Commission, Percentage, Brokerage, Contingent or Other Fees 

By bidding on this ContTact, each Bidder and each person signing on behalf of any Bidder certifies, and in the 
case of a Joint bid, each parry thereto certifies as to its ov,m organization, that 

a . the prices in its bid have been amved at independen tl y without collusion, consultation, 
communication or agreement for the purpose of restricting compet ition , as to any matter relating 
to such prices with any other bidder or with any competitor; 

b . the prices quoted in its bid have not been and will not be knowingly disclosed directly or 
111Ul!t:ctly by the Bidder prior to the official opening of such bid to any other bidder or to any 
competitor; 

c. no attempt has been made and none will be made by the Bidder to 111duce a.ny other person, 
partnership or corporation to submit or not to submit a bid for the purpose of restTicting 
compet1t1on; 

d. this organization has not made any offers or agreements or taken any other action with respect 
to any Authority employee or former employee or immediate family member of either which 
would constitute a breach of ethical standards under the Code of Ethics dated April l l, I 996 (a 
copy of which is available upon request to the individual named in the clause hereof entitled 
"Bidder's Questions"), nor does this organization have any knowledge of any act on the part of 
an Authority employee or former Authonty employee relating either directly or indirectly to this 
organ ization which constitutes a breach of the ethical standards set forth in said Code; 

e . no person or selling agency other than a bona fide employee or bona fide established 
commercial or selling agency maintained by the Bidder for the purpose of securing business, 
has been employed or retained by the Bidder to solicit or secure this Contract on the 
understanding that a conunission, percentage, brokerage, contingent, or other fee would be paid 
to such person or selling agency; and 

f the bidder has not offered, promised or given, demanded or accepted, any undue advantage, 
directly or indirectly, to or from a public official or employee, political candidate, party or party 
official, or any private sector employee (including a person who directs or works for a private 
sector enterprise in any capacity), in order to obtain, retam, or direct business or to secure any 
ocher improper advantage in connection with this ContTact. 

The foregoing certifications shall be deemed to be made by the Bidder as follows: 

* 

* 

if the Bidder is a corporation, such certification shal l be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each parent, affiliate, director, and 
officer of the Bidder, as well as, to the best of the certifier's knowledge and belief, each 
stockholder of the Bidder with an ownership interest in excess of l 0%; 
if the Bidder is a partnership, such certification shall be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each partner. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall be deemed to have been 
authorized by the Board of Directors of the Bidder, and such authorization shall be deemed to include the 
signing and submission of the bid and the inclusion therein of such certification as the act and deed of the 
corporation. 

In any case where the Bidder cannot make the foregoing certifications, the Bidder shall so state and shall 
furnish with the signed bid a signed statement which sets forth in detail the reasons therefor. If the Bidder is 
uncertain as to whether 1t can make the foregoing certifications, it shall so indicate in a signed statement 
furnished with its bid, setting forth in such statement the reasons for its uncertainty 

Notwithstanding that the Bidder may be able to make the foregoing certifications at the time the bid is 



( 

submitted, the Bidder shall immediately notify the Authority in wnting during the period of irrcvocability of 
bids on this Contract of any change of circumstances which might under this clause make it unable to make 
the foregoing certifications or require disclosure. The foregoing certifications or signed statement shall be 
deemed to have been made by the Bidder with full knowledge that they would become a part of the records of 
the Authority and that the Authority will rely on their truth and accuracy in awarding this Contract. In the 
event that the Authority should determine at any time prior or subsequent to the award of this Contract that the 
Bidder has falsely certified as to any material item in the foregoing certifications or has willfully or 
fraudulently furnished a signed statement which is false in any material respect, or has not fully and accurately 
represented any circumstance with respect to any item in the foregoing certifications required to be disclosed, 
the Authority may determine that the Bidder is not a responsible Bidder with respect to its bid on the Contract 
or with respect to future bids on Authority contracts and may exercise such other remedies as are provided to 
it by the Contract with respect to these matters. ln addition, Bidders.are advised that knowingly providing a 
false certification or statement pursuant hereto may be the basis for prosecution for offering a false instrument 
for filing (see e.g. New York Penal Law, Section 175.30 et seq.). Bidders are also advised that the inability to 
make such certification will not in and of itself disqualify a Bidder, and that in each instance the Authority 
will evaluate the reasons therefor provided by the Bidder. Under certain circumstances the Bidder may be 
required as a condition of Contract award to enter mto a Monitoring Agreement under which 1t will be 
required to take certain specified actions, including compensating an independent Monitor to be selected by 
the Port Authority, said Monitor to. be charged with, among other things, auditing the actions of the Bidder to 
determine whether its business practices and relationships indicate a level of integrity sufficient to pennit 11 to 
continue business with the Port Authority. 



A TTACHl\iIENT H, MAY 16, 2005 

LETTER AGREEMENT 

October 19, 2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York., New York 10003 

Ladies and Gentlemen: 

In connection with the preparation, for submission to the International 
Olympic Committee ("IOC"), ofa candidature for New York City to host the 2012 
Olympic Games, NYC2012 must demonstrate that jt will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and confronting ambush marketing. 
Accordingly, the IOC requires NYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic: Garnes in 
order to reduce unfair competition in the fonn of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facili ties. Subject to and in accordance with the terms of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (1) it will license to NYC2012 the advertising space under the 
PA's control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26, 2012 through August 21, 2012 inclusive (the "License Period"), and (2) all 
future agreements which grant rights to the advertising space under the PA' s control at its 
facilities will contain an acknowledgement of the terms of this· Letter Agreement and will 
require all licensees, lessees, permitees, vendors and contractors to comply with the terms 
of this Letter Agreement. 

Notwithstanding the generality of the foregoing or anything to the contrary 
stated herein. the PA's obligation to make available advertising space to NYC2012 under 
this Letter Agreement shall be subject to all of the following : ( 1) with respect to all 
terminals not under the control of the PA, the rights of third parties with which the PA 
has entered into agreements as of the date of the execution of this Letter Agreement, 
including, but not limited to, the rights of terminal airline lessees, (2) the PA's tenant 
alteration and application process (the "T AA process"), which shall apply, among other 
things , to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect from time to time, and 
(4) the receipt by the PA of a written notice from NYC2012 not less than sixty (60) days 
prior to the st.art of the License Period (the "sixty-day notice") stating (i) that NYC2012 
intends to exercise the rights granted to it by this Le«er Agreement, and (ii) the 
information required in paragraph 4 of this Letter Agreement, and (3) receiving the 



( requisite prior authorization(s) of the Board of Commissioners of the PA. 

I . License Fee. The license fee for Ad Space sh.all be calculated as follows: the 
average price for various types of advertising ~ wall wraps, spectaculars and 
dioramas) as established by the relevant advertising pennitteesllessees then under 
contract with the PA at its facilities for 2005, 2006, 2007 and 2008 (the "Average Price"), 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for AJI Urban Consumers - New York­
Northem New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics of the United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assignment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for the Olympic Garnes ("NYCOG") that shaJI receive from NYC2012 an assignment of 
all rights, and shall assume all obligations concerning, arrangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be the organization to 
conduct the Games and carry out the rights and responsibilities ofNYC2012 hereunder. 

3. Termination. This Letter Agreement will terminate upon the faihrre of New 
York City to be awarded the Olympic Games by the IOC or the failure of the PA to 
receive the sixty-day notice described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually committed to by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period of the Olympic 
Ga.mes and for the period commencing thirty (30) days prior to the start of the Olympic 
Games. Any advertising space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shall not be 
subject to this Letter Agreement and may be sold, licensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and a·grecs that between the date of this 
Agreement and the start of the Olympic Games, the Port Authority shall have the right in 
its sole discretion to eliminate or modify existing advertising space at any its facilities, 
including but not limited to any of the Ad Space, and convert such space to another 
purpose. 

5 . Representations and Warranties of PA. 

(a) Upon receipt of the requisite prior authorization(s) from the Board of 
Commissioners, the PA has all necessary power and authority to enter into this Letter 
Agreement and to perform its obligations hereunder; the execution of this Agreement by 
PA and the performance by PA of its obligations hereunder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreement has been duly 
executed and delivered by PA and is a valid and binding obligation of PA enforceable 
against PA in accordance with its terms. 
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(b) PA further represents and warrants that it owns or controls all of the Ad 
Space and that Schedule A is a complete list of the number of locations of advertising 
space at each oft.he PAfacilitics as of the date of the execution of this Letter Agreement 
by the PA; provided, however, that the failure of any third party to comply with the terms 
of any agreement between said third party and the PA shall not constitute a breach of this 
Letter Agreement by the PA and provided, further, this Letter Agreement shall not 
require the PA or any of its advertising permittee..sllessees to breach any existing 
agreement to which it is a party as of the date of the PA' s execution of this Letter 
Agreement. 

(c) PA further represents and warrants that entering into this Letter 
Agreement will not conflict with any other obligations or agreements to which PA is a 
party and PA coven.ants not to enter into any conflicting agreements during the term of 
this Lener Agreement. 

6. Representations and Warranties ofNYC2012. NYC2012 has all necessary 
power and authority to enter into this Letter Agreement and to perform its obligations 
hereunder; the execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly authorized by all necessary 
cotporate action on the part ofNYC2012; and this Letter Agreement has been duly 
executed and delivered by NYC2012 and is a valid and binding obligation ofNYC2012 
enforceable against NYC2012 in accordance with its terms. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach of the provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or pennanent injunction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable relief shall not be required to post a bond in 
connection therewith. Each party further agrees that the remedies of a temporary 
restraining order, preliminary or permanent injunction or specific performance shall not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addition to all other remedies available at law or equity. · Notwithstanding the 
foregoing, any lawsuit or other claim against the. PA or its Commissioners, officers or 
employees shall be subject to all prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statutes of the New York law, 
including but not limited to statutes codified in the New York Unconsolidated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitions, limitations, 
requirements and restrictions are not waived by this paragraph. 

8. Governing Law. This Lener Agreement is made under, and will be 
construed in accordance with, the laws of the State of New York, without giving effect to 
its principles of conflict of laws. 
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9. No Pmon.al Liabi lity. No Commissioner, director, officer, agent or 
cmploy~e of either party sh;)lJ be chJig~d personllly or held contractually liable by or to 
the other pany under any tenn or provision of this Leiter Agreement or of any 
moJi (1c:1tion or amendment hereto or bcc:iusc of any breach thereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
be.tween the PA and NYC2012 on the subject matter, and may not be changed, modified, 
discharged or cxunded except by instrument in writing duly executed on behalf of both 
the PA and NYC2012. NYC2012 agrees th.tt no representations or w1rranties shall be 
binding upon the PA unless c.xpr~ssed in writing m Chis Lener Agreement. 

Please confinn your agreement to the matter; refened to and set forth in this letter 
by signing, dating and returning a copy of this Jetter torn~. 

Accepted and Agreed to: 

Very truly yours, 

NYC20l2 .1 .' / 
/~ // i/W I 

By : / ~ /.! · i(~b 
• A'hdrew Kirilball 

/] 
l,t ~-·~ 

l 

The Port Authority of New York and New Jersey 

Affairs 

APPROVED 

TERMS FORM 

Uh 
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Schedule A 

LaGuardia Airport Inventory Count 
867 -LGA Sellable Faces 
460-LGA Units 

Breakdown by Unit 
Total of 4' x 10' Lightbox 
Total of Banner 
Total of Clock 
Total of Diorama 
Total of Diorama Other 
Total of Display Area 
Total of Jet Bridges 
Total of Phone Board 
Total of Phone Board Service Cost 
Total of Spectacular (other) 
Total of Take-one/Mtnc Chg 
Total of Vertical Displays 
Total of Exterior Banners 

Total of Wall Wrap 

3 

' 1 
1 

334 
14 
7 

250 
146 

26 
19 
6 

12 
2 

48 

869 Sellable Faces 
460 Units 

John F. Kennedy Airport Inventory Count 
1342-JFK Sellable Faces 
728-JFK Units 

Breakdown by Unit 
Total of 4 • x 1 o· Lightbox 44 
Total of Banner 19 
Total of Clock 6 
Total of Digital Diorama 80 
Total of Diorama 346 
Total of Diorama Other 36 
Total of Display Area 12 
Total of Double Diorama Full 6 
Total of Exterior Sites 44 
Total of JCDecaux Displays 35 
Total of Jet Bridges 499 
Total of Showcase 1 
Total of Spectacular (other) 49 

Total of Wall Wrap 165 

1342 Sellable Faces 
728 Units 
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New York Downtown Heliport 
3-JFK Sellable Faces 
3-JFK Units 

Breakdown by Unit 
Total of Clock 

Total of Diorama 

Total Dioramas= 406 

Total Bus Shelter Dioramas= 18 
Total Spectaculars= 5 
Total Mini Spectaculars= 96 
Total Overhead Spectaculars = 22 
Total Monorail Carcards = 72 
Total Wall Wraps= 46 
Total Banners= 6 
Total Toll Plaza Booth= 1 

2 
1 

3 Sellable Faces 
3 Units 

PA Control - Bus Shelters, Toll Plaza Booth, Monorail Carcards ~ -rs :~=;ec M ' ' 1,:1 ' ~ ,. . • • • 

Total Station Domination Installations= 144 All Controlled by PA 

Total Poster Wraps= 3 
Total Dioramas = 22 
Total Clocks = 26 
Total Station Domination Installations= 144 All Controlled by PA 
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fonn • All·Purpose Ack. N.Y. (r ev l /4/2000) 

FOR THE PORT AUTHORITY OF NE\V YORK AND NE\V JERSEY 

ST1\TE OF NEW YORK ) 
) SS. 

COUNTY OF NEW YORK ) 

On lhe ~i'::' day of De..hbe.L in tht year 2004, b~fore me, the unde.rsigned, a 
Notary PLtblic in and for sa id state, personally appeared ~lc..ha:e-l GL-c.f) ~ 
person.illy known to me or proved co me on the bas is of SJ.tisfactory evidence to b~ the 
individuil (51 whose narne(51 is (a«:tsubscribed to the within instrument and acknowledged to 
me that he/sflt: they executed the same in his~r cap:icity(~. and that by hislhertttreir 
s1gnaturc':'8f on the instrument , the individual{er. or the pt::rson .upon · behalf of which the 
individu:i!Cs-Yacted, executed the instrument. 

STATE OF NEW YORK ) 
) SS 

COUNTY OF NEW YORK ) 

~~~ 
(notarial seal ar.d st,-u-np) 

Marie M. Edwards 
l'.iotary Public. State of New York 

No. 01 ED4959693 
Qualified in Kings C?ff 'f ~j 

FOR NYC2012 Commission Expires~«)(;. 

) 

I 1 >- ft I · On the day of Iv~ U .Y-m tht: year 2004, before m:, the undersigned, a 
Notary Publ ic in and for said stare, personally appeared f\v......J~v.> H . k.,A\.~ 
personally known to me or proved lo me on the b~s is of satisfactory eV1dence to be the 
individua.Jt,5 whose namefs) is (¥4 subscribed to lhe within in.itn.imrnt and .1cknowledged to 
me th;it he.~1,e'th~y executed the same in hisfhe,t'tlre ir capacit:,(~. and that by his:'11cp"thci1 
signature(}} on the instrument, the individual~. or the person upon behalf of which the 
indi,.,idual(.0 acted, executed the instrument. 

A.SHLEIGk l 
Not.Jry Public Sta ONSON 

No. Oll.06 ~ of New Yori( 
Oue/ilied In 10173J 

Comrni3slon E . New 'rorl( Counry 
.tp&Te.,s November 17, 2007 



DA TE : May 6, 2005 

( PATH DEMOGRAPHICS 

CURRENT AVERAGE WEEKDAY RIDERSHIP THROUGH 1 sr QUARTER 2005 IS 
.L\.BOUT 195,000. AVERAGE SATURDAY IS 83,000 AND SVNDA Y IS 58,000. 

2004 PATH SURVEY 

WEEKDAY 
GENDER 

MALE 58.2% 
FEMALE 41.8% 

TRIP PURPOSE 

WORK COMMUTE 73.1% 
BUSINESS TRAVEL 7.4% 
TO/FROM SCHOOL 5.6% 
SHOPPING 2.6% 
ENTERTAINMENT or 
RECREATION 4.8% 
VISIT FAMILY/FRIENDS 4.2% 
OTHER 2.2% 

OTHER LANGUAGES BESIDES ENGLISH 

NONE 
SPANISH 
FRENCH 
GERMAN 
ITALIAN 
HINDU 
PORTUGESE 
RUSSIAN 

60% 
21% 

5% 
3% 
2% 
2% 
2% 
1% 

WEEKEND (SATURDAY) 

55 .6% 
44.4% 

20.2% 
4.0% 
3.8% 

19.0% 

31.3% 
19.6% 

1.9% 

AGE: LAST SURVEY REFERENCE - 2001 

OCCUPATION: LAST SURVEY REFERENCE- 2001 

INCOME: LAST SUR VEY REFER.ENCE - 2001 



Listed below are latest ridership figures - February 2005 

Pavoni a/Newport 
Grove St. 
Exchange Pl. 
Journal Sq. 
Hoboken 
Newark 
Harrison 
NY - 9th St. 
NY - 14th St. 
NY - 23rd St. 
NY - 33rd St. 
NY - Christopher 
NY- WTC 

Average weekday boarding's 
13,300 
9,500 

10,000 
22,000 
24,500 
25,000 
5,500 
4,300 
7,500 
7,000 

24,300 
4,000 

40,000 

Average weekend boarding's 
13,200 
7,700 
3,200 

22,400 
15,000 
18,000 
3,500 
7,100 
8,400 
4,900 

25, 100 
5,400 

18,000 
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~ PORT AUIHORITY OF NY & NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7TH FL. 
NEW YORK, NY 10010 

Date: June 2, 2005 

ADDENDUM#2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions of the Proposal, which will be construed without reference to 
such questions. 

l. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequently gradually retire the current fleet. 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 

Addendum 2, RFP 0000007920 l 
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Answer: At the AirTrain JFK, there are 32 rail cars. At the Monorail System at 
Newark Liberty International Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer: PA TH railcars operate as singles. 

4. Question: In Section 4, Page 11, what is your definition of "certified financial 
statements"? 
Answer: Certified Financial Statements are defined as company financial 
information including but not limited to the Proposer's company assets, liabilities, 
net worth, revenue, expenses, profit or loss and cash flow including applicable 
notes for the most recent calendar year reviewed and compiled by an independent 
accounting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission of the Proposal, companies do not have to 
specifically identify subcontractors. If the selection has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter of such 
agreements, referred to in the second bullet point under "Notes Regarding The 
Above Facilities" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PA TH vision for PA TH advisory notices, news information and advertising at 
over 200 television screens located throughout the system at PA TH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PA TH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer: Yes, you may propose an advertising idea for only one structure. 
Proposers may include visuals. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part of the 
Request for Proposal Documents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: _______ _ 

INITIALED:-------------

DATE: ______________ _ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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v! PORT AIRHORnYOF NY & NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON A VENUE 7TH FL. 
NEW YORK, NY 10010 

Date: June 3, 2005 

ADDENDUM#3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PA TH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions of the Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical advertising sales figures? 
Answer: Yes, the Port Authority has attached a Ten Year Profile of Advertising Sales at the 
Authority's Airports. Proposers are cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for information purposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past performance may not be a good indicator of future or 
expected performance. 
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All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part of the Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHO{JLD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: _______ _ 

INITIALED:-------------

DATE:~--------------~ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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EWR 

YEAR 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR2000 
EWR2001 
EWR2002 
EWR2003 
EWR2004 

JFK 
YEAR 

JFK - 1996 
JFK - 1997 
JFK - 1998 
JFK - 1999 
JFK- 2000 
JFK - 2001 
JFK - 2002 
JFK- 2003 
JFK-2004 

LGA 
YEAR 

LGA- 1996 
LGA- 1997 
LGA- 1998 
LGA- 1999 
LGA-2000 

ADVERTISING PERMIT 
TEN YEAR PROFILE - ADVERTISING SALES 
NEWARK, KENNEDY, & LAGUARDIA AIRPORT 

ADVERTISING 
SALES 

$2,576,471 
$2,851,140 
$3,813,334 
$5,169,236 
$7,521,687 

$11, 125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

ADVERTISING 
SALES 

$6, 162,518.00 
$7,927,062.00 

$11,819,001.71 
$14,411,834.67 
$19,937,032.9!3 
$14,195,537.18 
$10,638,425.80 
$15,308, 172.96 
$16,042,602.40 

ADVERTISING 
SALES 

$2,904, 725.00 
$4,451,590.00 
$5,989,036.93 
$8,245,371.82 

$11,478,581.04 
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LGA- 2001 
LGA- 2002 
LGA- 2003 
LGA- 2004 
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$9,336,427 .13 
$6, 191,737.04 
$6,789,247.47 
$7,006,291.82 
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~ PORT AUTHORITT OF NY & NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7TH FL. 
NEW YORK, NY 10010 

Date: June 6, 2005 

ADDENDUM#4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions of the Proposal, which will be 
construed without reference to such questions. · 

Question: Does the Port Authority have any historical gross advertising sales figures for the 
Bus Terminal, George Washington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Authority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within facilities may 
change from time to time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of future or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part of the R_equest for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO · 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORJTY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRJORJTY PROCUREMENTS 

· DIVISION 

PROPOSER'S FIRM NAME:--------

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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Facility 

PAST (TOG) 

GWBBS (TO?) 

PATH (R02) 

JSTC (R21) 

1999- 2004 
Gross Advertisement Sales 
at Port Authority Bus Terminal, GWB Bus Station, 

PATH, JSTC 

Advertisement 
Sales 

YEAR 

1~99 $719,195 

2000 $2,454,750 
2001 $1,116,250 

2002 $629,763 

2003 $1,090,053 

2004 $1,095,316 

1999 $ 74,628 

2000 114,586 
2001 73,448 

2002 80,458 

2003 81,924 

2004 39,293 

1999 $ 4,537,000 

2000 6,019,497 
2001 3,684,917 

2002 2,512,668 
2003 2,530,342 
2004 2,054,518 

1999 $ 

2000 8,000 
2001 161,843 

2002 103,345 

2003 
2004 
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1. INFORMATION FOR PROPOSERS 

A. General Information: The Port Authority of New York and New Jeney 

The Port Authority of New York and New Jersey ("Port Authority" or "the 
Authotjty") is a body corporate and politic created by Compact between the States 
ofNew York and New Jersey with the consent of the Congress of the United 
States. The Port Authority, together with its wholly-owned subsidiaries, provides 
the region with integrated transportation and trade services and operates facilities 
in connection therewith, including, but not limited to, three major regional 
airports, interstate traffic through four bridges and two tunnels, a bus terminal, a 
bus station, the PA TH rapid transit systmn, the AirTrain systems, the Hoboken­
Lower Manhattan ferry service, and certain New York-New Jersey port facilities. 
The Port Authority owns The World Trade Center site and is currently developing 
The World Trade Center Transportation Hub as part of the site's redevelopment 
and Lower Manhattan revitalization. 

The Port Authority is hereby seeking proposals from qualified firms to provide 
advertising and other development opportunities as more fully described herein. 

The Port Authority is soliciting under this proposal the widest possible range of 
compani~s to propose· a total solution or segmented solution(s) to maximize 
revenue to the Authority. 

Partnerships and joint ventures will be considered and the Port Authority reserves 
the right to award multiple contracts for the Scope of Work under this Request for 
Proposal. 

B. Summary of Scope of Work 

The Port Authority of NY & NJ is soliciting proposals for the broadest possible 
range of Advertising, New Media, Specialty Media, and any other related Out-of­
Home Advertising concepts to generate maximum revenue for the Port Authority 
from non-toll and fare sources. The qualified Contractor shall propose a creative 
and complete package of non-traditional, out-of-home and outdoor advertising 
concepts, and shall be responsible for the entire development and implementation 
of these concepts, including but not limited to: physical design, construction, 
installation, and maintenance of the advertising infrastructure developed by the 
Contractor, as well as any other advertising infrastructure that shall be made 
available to the Contractor under this Contract. The Contractor shall adhere to the 
Port Authority's guidelines with respect to advertising content The Contractor 
shall secure all necessary clearances, permits, zoning approvals, and permissions 
required for the production of new advertising revenue under this Contract, 
whether for physical construction and installation, intellectual property, legal and 
usage rights, or any other related approvals necessary for the execution of work 

5 



under this Contract. This offering includes, but is not limited to: outdoor 
advertising spectaculars, wallscapes, electronic media, public information 
displays, billboards, "new'' and "specialty" media, banners, posters, and other out­
of-home_and non-traditional advertising media, including media formats not yet 
developed. 

The Contractor shall sell advertising space for all locations and media 
applications covered under this Contract, and have full responsibility for all 
advertising installations to be developed at Port Authority facilities (the facilities 
are listed in Attac}.unent D) and on Port Authority property. The successful 
Proposer shall be expected to focus on: (a) creating a complete package that 
maximizes revenue by turning non- and under-performing assets into revenue 
generators; (b) enhancing the Port Authority's image; (c) taking into full 
consideration the operational and safety requirements of the Port Authority's 
facilities; and (d) respecting the best interests of the Port Authority's customers 
and the public. The Contractor shall provide designs for installations that achieve 
aesthetic excellence, and that are compatible within the physical and operational 
context of the Port Authority's facilities and operations. All advertising and 
media contract agreements with respect to the Scope of Work contained herein 
shall be between the Contractor and the advertisers. 

The Port Authority is willing to consider traditional and non-traditional 
compensation proposals in keeping with the innovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals 
could include revenue shares of all gross advertising agreements executed under 

. this contract, standard fee tables for pre-determined activities, sliding revenue 
share scale based on the value of individual advertising agreements or a Minimum 
Annual Guarantee (MAG) with a percentage of gross revenues over and above the 
MAG. The Contractor shall undertake all development responsibilities required 
to fulfill the conditions of this Contract, including, but not limited to, site 
assessment and all clearances, construction, staffing, marketing, sales, and any 
other related work in connection with this Contract. 

C. Duration of Contract: 

The Duration of this Contract is'dependent upon the Proposers solution and 
recommendations. Contract Duration and renewal options are subject to final 
negotiation with the Port Authority and Proposer. Duration recommendations 
should include a contract base period and renewable option periods. 

D. Deadline for Receipt of Proposals 

Proposals must be received in accordance with the instructions on the cover page 
of this Request for Proposal (RFP) and sent to the attention of the Manager, 
Purchasing Services Division, at the address specified herein. Closing of due date 
is 2:00 P.M., Daylight Saving Time (DST) on June 8, 2005. 
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The Port Authority assumes no responsibility for delays caused by any delivery 
Set'VlCe. 

E. Submission of Proposals 

One reproducible original ( containing original signatures and clearly designated 
as such) and fifteen (15) copies of the proposal must be submitted on or before the 
Proposal Due Date and time in accordance with the information on the cover page 
of this RFP and sent or delivered to the address specified on the cover page. Each 
copy of the proposal as well as the parcel(s) used for shipping must be 
conspicuously marked with the Proposer~s name and address along with the title 
of this RFP, this RFP number and the Proposal Due Date. 

F. Communications Regarding this RFP 

All communications concerning this RFP should be directed to the Buyer listed on 
the cover page. All questions regarding this RFP should be submitted in writing 
to the Buyer at the address or facsimile number listed on the cover page as soon as 
possible. 

The Buyer is authorized only to direct the attention of prospective Proposers to 
various portions of this RFP so that they may read and interpret such portions 
themselves. 

Neither the Buyer nor any other employee of the Port Authority is authorized to 
interpret the provisions of this RFP or give additional information as to its 
requirements. If interpretation or other information is req~ it will be 
communicated to Proposers by written Addenda and such writing shall form a 
part of this RFP. 

G. Proposal Acceptance or Rejection 

Acceptance shall be only by mailing to or delivering at the office designated by 
the Proposer in its proposal, a notice in writing signed by an authorized 
representative on behalf of the Port Authority specifically stating that the proposal 
is accepted or by execution of an agreement covering the subject matter of this 
RFP signed by authorized representatives of the Port Authority and the Proposer. 
No other act ofth~ Port Authority, its Commissioners, officers, agents, 
representatives, or employees shall constitute acceptance of a proposal. Rejection 
of a proposal shall be only by either (a) a notice in writing specifically stating that 
the proposal is not accept~ signed by an authorized representative of the Port 
Authority and mailed to or delivered to the Proposer at the office designated in the 
Proposal, or (b) omission of the Port Authority to accept the proposal within 180 
days after the Proposal Due Date. No other act of the Port Authority, its 
Commissioners, officers, agents, representatives or employees shall constitute 
rejection of a proposal. 
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H. Pre-Proposal Meeting(s)/Site lnspection(s) 

One Pre-Proposal meeting for all interested parties will be held at One Madison 
Avenue, New York, NY Conference Room 151A, on Thursday, May 26, 2005, at 
10:00 AM. (DST). Any questions subsequent to the site visit shall be submitted 
via facsimile to (212) 435-3959 to the attention of the T. J. Storch on the cover 
page of this RFP. Questions may also be submitted by e-mail to T. J. Storch at 
tstorch@panynj.gov Questions may be permitted at the meeting; however, 

.. responses may be deferred and provided at a later date by written Addenda. 

A site inspection of the facilities will immediately follow the Pre-Proposal 
meeting. A site inspection allows Proposers to tour and physically inspect the 
actual sites of work prior to the submission of proposals. If Proposers choose to 
visit, they should not ask questions of the Port Authority staff at each of the 
facilities where the tour will take place. 

Attendance is strongly recommended. Information conveyed may be useful to 
Proposers in preparing their proposals and Proposers not attending assume all 
risks which may ensue from non-attendance. 

Attendees interested in attending shall RSVP to Mr. Roy Bickley by phone at 
212-435-4972 or by e-mail at rbickley@panynj.gov to no later than 12:00 Noon 
(DST) of the business day preceding the scheduled date to confirm their 
attendance and/or receive traveling directions. For security reasons, any 
attendees must have photo identification available to attend any site/facility 
meeting. 

I. Union Jurisdiction 

Proposers are advised to ascertain whether any union now represented or not 
represented at the facility will claim jurisdiction over any aspect of the operations 
to be performed hereunder and their attention is directed to the Section of this 
RFP entitled "Harmony" included in, Part Il of Attachment B entitled, "Contract 
Terms and Conditions For Facility Services." 

J. Proposer Presentation 

During the proposal evaluation process, the Port Authority may conduct 
discussions with one or more Proposers. A proposal may be selected with or 
without such discussion; however, the holding of such discussions shall not 
constitute the selection of a Proposer. Proposers may be asked to make a 
presentation of their proposals, and demonstrate prototypes, drawings, and/or 
designs. The Proposer's Project Manager and key technical staff assigned to the 
project should make any requested presentation, and Key Project Team members 
may also be asked to attend. Selected Proposer(s) will be notified in writing with 
specific additional information to be provided as applicable. 
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K. Multiple Awards 

It is the intent of the Port Authority to select one ( 1) Contractor that proposes a 
total solution to maximize revenue to the Port Authority. However, the Port 
Authority reserves the right to award multiple Contracts for the products, work 
and/or services that are the subject matter of this RFP and Proposers are hereby 
given notice that they may not.be the Port Authority' s only contractor for such 
products, work and/or services, and segmented solutions may be considered 
within the Scope ofWork of this RFP. 

2. SCOPE OF WORK 

Obiective 

The Port Authority of NY & NJ is soliciting proposals for the broadest possible range of 
Advertising, New Media, Specialty Media, and any other related Out-of-Home 
Advertising concepts to generate maximum revenue for the Port Authority from non-toll 
and fare sources. 

Background 

The Port Authority which operates bistate transportation and trade facilities and services 
(See Facilities List in Attachment D) is seeking·to develop the broadest possible range of 
Outdoor and In-Home Advertising, New Media, Specialty Media, and any other related 
Out-of-Home Advertising concepts that will provide the Port Authority new non-toll and 
fare revenues without negatively impacting facility operations, customer safety or the 
image of the Port Authority. The successful Proposer will be responsible for all tasks 
required to develop and implement the full range of Outdoor advertising concepts and 
any other related Out-of-Home Advertising accepted by the Port Authority under this 
Contract in accordance with the Port Authority's content guidelii:J.es. The Proposer 
should consider including the broadest possible range of Outdoor Advertising in the 
proposal, such as outdoor advertising spectaculars, wallscapes, electronic media, public 
information displays, billboards, "new'' and "specialty" media, banners, posters, and 
other Out-of-Home and non-traditional advertising media, including media formats not 
yet developed. 

The Scope of Work includes, but is not limited to the following tasks: 

1. Evaluate property for Outdoor and Indoor Advertising and any other related Out­
of-Home Advertising development opportunities, including existing advertising 
inventory and Port Authority assets (facilities, property and services) that are not 
currently developed as advertising venues; 

2. Provide a detailed marketing plan for developing and implementing all 
advertising products, programs and packages included in the Proposer's proposal, 
including a breakout by pro~ category of advertising product, proposed 
timetable for design, approval, installation and maintenance of the advertising 
locations proposed and estimated revenues to be derived from the respective 
advertising products, programs, and packages; 
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3. Design, implement and manage a comprehensive Advertising program at no cost 
to the Port Authority; 

4. Prepare a business plan to: 
a. Develop and implement Indoor/Outdoor Advertising sales ideas; 
b . Develop new, creative Indoor/Outdoor Advertising development 

opportunities using new and non-traditional technologies, as well as 
traditional Indoor/Outdoor Advertising venues in new locations; 

c. Provide financial information for the development of Indoor/Outdoor 
Advertising, and any other related Out-of-Home Advertising revenue 
opportunities; . 

d. Provide designs for installations that achieve aesthetic excellence, and that 
are compatible within the physical and operational context of the Port 
Authority's facilities and operations; and 

e. Install and provide materials for any infrastructure associated with the 
development of Outdoor Advertising, and any other related Out-of-Home 
Advertising at no cost to the Port Authority. 

f. The quality of the submitted WWBE Plan in accordance with the section of 
this RFP entitled "M/WBE Subcontracting Provisions." 

In connection with the above Scope of Worlc, the Contractor shall secure all 
necessary clearances, permits, zoning approvals and permissions required for the 
production of new advertising revenue under this Contract, whether for physical 
construction and installation, intellectual property, legal and usage rights, or any 
other related approvals necessary for the execution of work under this Contract. 

5. During the Contract Term, the ownership of the Advertising Display Devices that 
have been provided and installed by the Contractor will remain with the 
Contractor. However at the end of the Contract Tenn, ownership of all the 
Advertising Display Devices will pass to the Authority. Should it become 
necessary during the Contract Term to remove any location(s) from the program 
at the direction of the Authority, the Contractor shall waive any right to the 
relocation or removal payments. The Contractor will be required to remove the 
Advertising Display Device unit at its own expense; however, the Contractor shall 
be entitled to retain ownership of the removed structure. Any existing 
Advertising Display Devices that have been replaced and are now in place at the 
end of the Contract Term or the option period shall pass to the Port Authority. 

3. (NOT USED) 

4. FINANCIAL INFORMATION 

The Proposer will be required to demonstrate that it is financially capable of performing 
the Contract resulting from this RFP ("Contract"). The determination of the Proposer's 
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financial qualifications and ability to perform this Contract will be in the sole discretion 
of the Port Authority. The Proposer shall submit, with its.proposal, the following: 

A .(1) Certified financial statements, including applicable notes, reflecting the 
Proposer's assets, liabilities, net worth, revenues, expenses, profit or loss and cash 
flow for the most recent year or the Proposer's most recent fiscal year. 

(2) Where the certified financial statements in (1) above are not available, then 
either reviewed or compiled statements from an independent accountant setting 
forth the aforementioned information shall be provided. 

(3) Where neither certified financial statements nor financial statements from an 
independent accountant are available, as set forth in (1) and (2) above, then 
financial statements containing such information prepared directly by the 
Proposer may be subpritted; such financial statements, however, must be 
accompanied by a signed copy of the Proposer's most recent Federal Income. tax 
return and a statement in writing from the Proposer, signed by an executive -
officer and his/her designee, that such statements accurately reflect the present 
financial conditions of the Proposer. 

B. Where the statements submitted pursuant to subparagraphs (1) and (2) 
aforementioned do not cover a period which includes a date not more than forty­
five days prior to the Proposal Due Date, then the Proposer shall also submit a 
statement in writing, signed by an executive officer or his/her designee, that the 
present financial condition of the Proposer is at least as good as that shown on the 
statements submitted. 

C . A statement of work which the Proposer has on hand, including any work on 
which a bid has been submitted, containing a description of the work, the annual 
dollar value, the location by City and State, the current percentage of completion, 
the expected date for completion, and the name of an individual most familiar 
with the Proposer' s work on these jobs. 

D. The name and address of the Proposer's banking institution, chief banking · 
representative handling the Proposer's account, the Proposer's Federal Employer 
Identification Number (i.e., the number assigned to firms by the Federal 
Government for tax purposes), the Proposer's Dun and Bradstreet number, if any, 
the name of any credit service to which the Proposer furnished information and 
the number, if any, assigned by such service to the Proposer's account 

E. If the Proposer is submitting as a common law joint venture or a partnership, the 
financial information detailed in this Section 4, above, must be provided by all 
members. 

The successful Proposer(s) may be required as a condition to contract award, or at any 
time during the term of the awarded contract, submit either a refundable security deposit 
or a refundable security deposit in the form of a Letter of Credit, per the format shown in 
Attachment J or in the form or in the form of a Performance and Payment Bond per the 
format shown in Attachment K. 

5. EVALUATION CRITERIA AND RANKING 
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The following evaluation criteria are listed in order of importance and will be used to 
evaluate proposals during this process: 

A. Revenue to the Port Authority: 

(1) The Port Authority is willing to consider traditional and non-traditional 
compensation proposals in keeping with the innovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals could 
include revenue shares of all gross advertising agreements executed under this 
contract, standard fee tables for pre-determined activities, and a sliding revenue 
share scale based on the value of individual advertising agreements. 

(2) Maximum amount of revenue generated for the Port Authority, which may 
include the Minimum Annual Guarantee (MAG) and a percentage of gross 
revenues, over and above the MAG~ from gross sales generated from 
advertisements placed at Port Authority facilities and/or on Port Authority property. 
(3)The Proposer shall undertake all development responsibilities required to fulfill 
the conditions of this Contract, including, but not limited to, site assessment and all 
clearances, construction, staffing, marketing, sales, and any other related work in 
connection with this Contract. The Port Authority will not incur any direct costs in 
connection with this Contract. 

B Marketing Strategy and Approach: 

(l)The quality, creativity and responsiveness evidenced in the Proposer's 
marketing strategy and approach to the Scope of Work including the methodology 
of: evaluating market potential, asset opportunities, property and plans for Outdoor 
Advertising, and any other Out-of-Home Advertising opportunities for the Port 
Authority. 

(2)The demonstrated capability to develop and implement a detailed marketing plan 
for delivering all advertising products, programs and packages included in the 
Proposer's proposal, including a breakout by program, category of advertising 
product, proposed timetable for design, approval, installation and Jll3.intenance of 
the advertising locations proposed, and estimated revenues to be derived from the 
respective advertising products, programs, and packages. fu addition, the 
demonstrated ability to set and achieve and performance standards is an important 
part of the marketing strategy and approach. 

C. Overall Experience Including Financial Capability: 

( 1 ) The extent and quality of the Proposer's relevant and successful experience, 
demonstrated by past and existing contracts for similar work and services to those 
to be provided under this Contract, and the extent to which the Proposer ( and any 
and all partners, or a joint venture, if included as part of the proposal) is financially 
capable of providing such services under this Contract. 
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(2) Proposers who demonstrate a comprehensive, creative approach to the full 
Scope of Work under this Contract, and whose background, experience, 
demonstrated results, and financial capacity support their proposal. 

(3) The experience, qualifications and availability of the management, technical, 
and sales staff, and field personnel, proposed to be assigned to provide the services 
(including partners, and subcontractors, if any) shall be considered as key elements 
under this Contract. 

( 4) The Proposer should demonstrate strong qualifications in the successful 
implementation of existing designs and operations for Indoor and Outdoor Out-of­
Home Advertising and any other related information displays, and new media, with 
emphasis on aesthetic excellence, functionality, durability, quality of 
advertisements solicited and secured, responsive management of physical property 
and installations, and a solid understanding of working in the New York/New 
Jersey metropolitan market and in the context of high-volume transportation 
facilities. An understanding of achieving maximwn revenue return, without 
compromising the safety, comfort or efficient movement of the Port Authority's 
customers and the public, or the Authority's image, is critical to the successful 
execution of the Contract, as outlined in the Scope of Work of this RFP. The 
Proposer is expected, for the duration ~f this Contract, to commit to improving the 
design, technology, services, operations, and any other related work required for 
performance under this Contract. 

The selection of a Proposer will be based on the proposal that, in the sole discretion of the 
Port Authority, best meets its needs. The evaluation process may involve several interim 
review steps. The Port Authority in its sole and complete discretion will determine which 
proposals advance from one review state to the next based on its evaluation of the 
proposal using the criteria set forth herein. 

6. M/WBE SUBCONTRACTING PROVISIONS 

The Port Authority of NY & NJ has a long-standing practice of making its business 
opportunities available to Minority Business Enterprises (MBE's) and Women-owned 
Businesses (WBE' s) and has taken affirmative steps to encourage such firms to seek 
business opportunities with the Port Authority. The Contractor will be required to submit 
an MIWBE program, subject to approval by the Port Authority, before implementation of 
the Contract. The successful Proposer will use every good faith effort to provide for 
meaningful participation by Port Authority-certified MIWBE's as defined in this 
document, in all purchasing, subcontracting and ancillary service opportunities associated 
with this Contract, including purchase of equipment, supplies and labor services. Good 
faith efforts include: 1) dividing the services and materials to be procured into small 
portions where feasible, 2) giving reasonable advance notice of specific subcontracting 
and purchasing opportunities to such firms as may be appropriate, 3) soliciting services 
and materials from M/WBE's, which may be certified by the Port Authority, and 4) 
insuring that provision is made for timely progress payments to the MIWBE's. 
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The Port Authority has a list of certified M/WBE finns, which are available to Proposers 
at their request. The Port Authority makes no representation as to the qualifications and 
ability of these firms to perform under this Contract. The Proposer may use firms that are 
not on the list but will be required to submit, to the Port Authority's Business and Job 
Opportunity unit (BJO) for certification, the names ofM/WBE firms it proposes to use. 
Only Port Authority certified M/WBE firms may be considered to meet the goals. For 
inquiries and assistance, please contact BJO at (212) 435-7819 or email 
jgrossgold@panynj.gov. 

To the maximum extent feasible and consistent with the Proposer's exercise of good 
business judgment, the Proposer shall make a good faith effort to include 12% 
participation by MBE's and 5% participation by WBE's in all procurement, 
subcontracting and ancillary service opportunities associated with this Contract. The 
Proposer shall submit an M/WBE Participation Plan (Plan) as part of the Business Plan 
which shall consist of the following: 

• Scope of Work: Describe the specific Scope of Work the MIWBE's will perform . 

. • Identification of MIWBE's: Provide the name and address of any M/WBE included in 
the Plan. If none are identified, describe the process for selecting participant firms. 

• Level of Participation: Indicate the percentage ofM/WBE participation expected to 
be achieved with the arrangement described in the Plan. 

7. PROPOSAL SUBMISSION REQUIREMENTS 

In order to expedite the evaluation of proposals, the Proposer's response to this RFP must 
follow the format and order of items, using the same paragraph identifiers, as set forth 
below. 

A. Letter of Transmittal 

The Proposer shall submit a letter on its letterhead, signed by an authorized 
representative, stating its experience and qualifications in meeting the requirements 
of this RFP. This letter shall include a statement on whether the Proposer is 
submitting a proposal as a single entity, a joint venture, or is partnering with 
another firm in a prime/subcontracting relationship. In all cases, information 
required for a single entity is required for each participant in a joint venture or 
partnership. 

The Letter of Transmittal shall contain: 

(1) Name and address of the Proposer and an original signature on the Letter of 
Transmittal by an authorized representative on behalf of the Proposer; 
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(2) Name(s), title(s) and telephone number(s) of the individual(s) who are 
authorized to negotiate and execute the Contract; 

(3) Name, title and telephone number of a contact person to which the Port 
Authority can address questions or issues related to this RFP; 

( 4) Name and address of proposed subcontractors, if any; 

(5) If a corporation: (a) a statement of the names and residences of its officers, 
and (b) a copy of its Certificate of Incorporation, with a written declaration 
signed by the secretary of the corporation, with the corporate seal affixed 
thereto, that the copy furnished is a true copy of the Certificate of 
Incorporation as of the date of the opening of the Proposals; 
If a partnership: a statement of the names and residences of its principal 
officers, indicating which are general and which are special partners; 
If an individual: a statement of residence; 
If a joint venture: information on each of the parties consistent with the 
information requested above; and 

(6) Any exceptions to the General Contract Provisions attached hereto. 

B. Executive Summary 

The Proposer shall submit a summary presenting the major features of its 
proposal and how the proposal satisfies the requirements contained in this RFP, 
as well as the special competencies and expertise of the Proposer to meet the 
requirements of this RFP. 

C. Agreement on Terms of Discussion 

The Proposer shall submit a copy of the "Agreement on Terms of Discussion," 
signed by an authorized representative of the Proposer. The Agreement format 
is included as Attachment A and shall be submitted by the Proposer without any 
alterations or deviations. Any Proposer who fails to sign the Port Authority's 
"Agreement on Terms ofDiscussion" will not have its proposal reviewed. If the 
Proposer is a joint venture or a partnership, an authorized representative of each 
party must sign the Agreement. 

D. Certifications With Respect to the Contractor's Integrity Provisions 

The Proposer, by signing the Letter of Transmittal, makes the certifications in 
the "Contractor's Integrity Provisions," included as Attachment B, Part III of 
this RFP. If the Proposer cannot make any such certifications, it shall enclose an 
explanation of that inability. · 
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E. (Not Used) 

F. Proposer's Organization Chart 

A current organization chart should be provided for each firm participating in 
the proposal. 

G. Business Plan 

Proposers should submit and include a complete business plan which details, but 
is not limited to how the Proposer intends to effect the following: 
a. Develop and implement Indoor/Outdoor Advertising sales ideas; 
b . Develop new, creative Indoor/Outdoor Advertising development 

opportunities using new and non-traditional technologies, as well as 
traditional Indoor/Outdoor Advertising venues in new locations; 

c. Provide financial information for the development of Indoor/Outdoor 
Advertising, and any other related Out-of-Home Advertising revenue 
opportunities; 

d. Provide designs for installations that achieve aesthetic excellence, and that 
are compatible within the physical and operational context of the Port 
Authority's facilities and operations; and 

e. Install and provide materials for any infrastructure associated with the 
development of Outdoor Advertising, and any other related Out-of-Home 
Advertising at no cost to the Port Authority. 

f. The quality of the submitted M/WBE Plan in accordance with the section of 
this RFP entitled "M/WBE Subcontracting Provisions." 

H. Proposal 

The Proposer must submit a proposal that details and clearly describes its 
capability to perform the work described in this RFP, its approach to such work 
and the cost of such work to the Port Authority. At a minimum., the proposal 
shall address the following: 

1) Revenue to the Port Authority: 
a) The Port Authority is willing to consider traditional and non-traditional 

compensation proposals in keeping with the innovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals 
could include revenue shares of all gross advertising agreements executed under 
this contract, standard fee tables for pre-determined activities, and a sliding 
revenue share scale based on the value of individual advertising agreements. 

b) Maximum amount of revenue generated for the Port Authority, which may 
include the Minimum Annual Guarantee (MAG) and a percentage of gross 
revenues, over and above the MAG, from gross sales generated from 
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advertisements placed at Port Authority facilities and/or on Port Authority 
property. 

c) The Proposer-shall undertake all development responsibilities required to fulfill 
the conditions of this Contract, including, but not limited to, site assessment and 
all clearances, construction, staffing, marketing, sales, and any other related work 
in connection with this Contract. The Port Authority will not incur any direct 
costs in connection with this Contract. 

2) Marketing Strategy and Approach: 
a) The quality, creativity and responsiveness evidenced in the Proposer's marketing 

strategy and approach to the Scope of Work including the methodology of: 
evaluating market potential, asset opportunities, property and plans for Outdoor 
Advertising, and any other Out-of-Home Advertising opportunities for the Port 
Authority. 

b) The demonstrated capability to develop and implement a detailed marketing plan 
for delivering all advertising products, programs and packages included in the 
Proposer's proposal, including a breakout by program, category of advertising 
product, proposed timetable for design, approval, installation and maintenance of 
the advertising locations proposed, and estimated revenues to be derived from the 
respective advertising products, programs, and packages. In addition, the 
demonstrated ability to set and achieve and performance standards is an important 
part of the marketing strategy and approach. 

3) Overall Experience Including Financial Capability: 
a) The extent and quality of the Proposer' s relevant and successful experience, 

demonstrated by past and existing contracts for similar work and services to those 
to be provided under this Contract, and the extent to which the Proposer (and any 
and all partners, or a joint venture, if included as part of the proposal) is 
financially capable of providing such services under this Contract. 

b) Proposers who demonstrate a comprehensive, creative approach to the full Scope 
of Work under this Contract, and whose background, experience, demonstrated 
results, and financial capacity support their proposal. 

c) The experience., qualifications and availability of the management, technical, and 
sales staff, and field personnel, proposed to be assigned to provide the services 
(including partners, and subcontractors, if any) shall be considered as key 
elements under this Contract. 

d) The Proposer should demonstrate strong qualifications in the successful 
implementation of existing designs and operations for Indoor and Outdoor Out-of­
Home Advertising and any other related information displays, and new media, 
with emphasis on aesthetic excellence, functionality, durability, quality of 
advertisements solicited and secured, responsive management of physical 
property and installations, and a solid understanding of working in the New 
York/New Jersey metropolitan market and in the context of high-volume 
transportation facilities. An understanding of achieving maximum revenue return, 
without compromising the safety, comfort or efficient movement of the Port 
Authority' s customers and the public, or the Authority's image, is critical to the 
successful execution of the Contract, as outlined in the Scope of Work of this 
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RFP. The Proposer is expected, for the duration of this Contract, to comm.it to 
improving the design, technology, services, operations, and any other related 
work required for perfonnance under this Contract. 

I. Acknowledgment of Addenda 

If any Addenda are sent as part of this RFP, the Proposer shall complete, sign 
and include with its proposal the Addenda form(s). In the event any Proposer 
fails to conform to these instructions, its proposal will nevertheless be construed 
as though the Addenda had been completed and signed. 

J. Acceptance of Standard Contract Terms and Conditions 

The Port Authority has attached to this RFP as Attachment B, Part I Contract 
Specific Terms and Conditions. The Proposer is expected to agree with these 
Contract Provisions. However, if the Proposer has any specific exceptions, such 
exceptions should be set forth in a separate letter included with its response to 
this RFP. Exceptions not raised with the proposal will not be considered at a 
later time. 

8. CONDITIONS FOR THE SUBMISSION OF A PROPOSAL 

In addition to all other requirements of this RFP, the Proposer agrees to the following 
conditions· for the submission of its proposal: 

A. Changes to this RFP 

At any time, in its sole discretion, the Port Authority may by written Addenda, 
modify, correct, amend, cancel and/or reissue this RFP. If an Addendum is 
issued prior to the date proposals are due, it will be provided to all parties to 
whom RFPs were mailed. If an Addendum is issued after proposals have been 
received, the Addendum will be' provided only to those whose proposals remain 
under consideration at such time. , 

B. Proposal Preparation Costs 
The Port Authority shall not be liable for any costs incurred by the Proposer in 
the preparation, submittal, presentation, or revision of its proposal, or in any 
other aspect of the Proposer's pre-contract activity. No Proposer is entitled. to 
any compensation except under an agreement for performance of services signed 
by an authorized representative of the Port Authority and the Proposer. 
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C. Disclosure of Proposal Contents I Use of Ideas and Materials 
Proposal information is not generally considered confidential or proprietary. All 
information contained in the proposal is subject to the "Agreement on Terms of 
Discussion" attached hereto as Attachment A. 

D. Owbenhip of Submitted Materials 
All materials submitted in response to or in connection with this RFP shall 
become the property of the Port Authority. Selection or rejection of a proposal 
shall not affect this right. 

E. Subcontracton 

If a Proposer intends to use subcontractor(s) the Proposer must identify in its 
proposal the names of the subcontractor(s) and the portions of the work the 
subcontractor(s) will perform. 

F. Conflict of Interest 

If the Proposer or any employee, agent or subcontractor of the Proposer may 
have a possible conflict of interest, or may give the appearance of a possible 
conflict of interest, the Proposer shall include in its proposal a statement 
indicating the nature of the conflict. The Port Authority reserves the right to 
disqualify the Proposer if, in its sole discretion, any interest disclosed from any 
source could create a conflict of interest or give the appearance of a conflict of 
interest. The Port Authority's determination regarding any questions of conflict 
of interest shall be final. 

G. Authorized Signature 

Proposals must be signed by an authorized corporate officer ( e.g., President or 
Vice President), General Partner, or such other individual authorized to bind the 
Proposer to the provisions of its proposal and this RFP. 

H. References 

The Port Authority may consult any reference familiar with the Proposer 
regarding its current or prior operations and projects, financial resources, 
reputation, performance, or other matters. Submission of a proposal shall 
constitute permission by the Proposer for the Port Authority to make such 
inquiries and authorization to third parties to respond thereto. 
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I. Evaluation Procedures and Negotiation 

All Proposers who submit complete proposals in conformance with the direction 
provided in this RFP may have their proposals evaluated. The Port Authority 
may use such procedures that it deems appropriate to evaluate such proposals. 
The Port Authority may elect to initiate contract negotiations with one or more 
Proposers including negotiation of costs/price(s) and any other term or 
condition, including modifying any requirement of this RFP. The option of 
whether or not to initiate contract negotiations rests solely with the Port 
Authority. 

J. Taxes and Costs 

Sales to the Port· Authority are currently exempt from New York and New 
Jersey state and local sales and compensating use taxes and generally from 
federal taxation. All costs ~sociated with the Contract must reflect this 
exemption and be stated in U.S · currency. 

K. Acceptance of General Contract Provisions 

The Port Authority has attached to this RFP as Attachment B, General Contract 
provisions governing the Contract. The Proposer is expected to agree with these 
General Contract Provisions. However, if the Proposer bas any specific 
exceptions, such exceptions shall be set forth in a separate letter which shall be 
identified in the Proposer's Letter of Transmittal. 

L. Most Advantageous ProposaJ/No Obligation to Award 

The Port Authority reserves the right to award the Contract to other than the 
Proposer proposing the highest new revenue. The Contract will be awarded to 
the Proposer whose proposal the Port Authority believes, in its sole discretion, 
will be the most advantageous to the Port Authority. Neither the release of this 
RFP nor the acceptance of any response thereto shall compel the Port Authority 
to accept any proposal. The Port Authority shall not be obligated in any manner 
whatsoever to any Proposer until an agreement is entered into between the Port 
Authority and the Proposer as more fully described elsewhere herein. 

M. Multiple Contract Awards 

It is the intent of the Port Authority to select one (1) Contractor that proposes a 
total solution to maximize revenue to the Port Authority. However, the Port 
Authority reserves the right to award multiple Contracts for the products, work 
and/or services that are the subject matter of this RFP and Proposers are hereby 
given notice that they may not be the Port Authority's only contractor for such 
products, work and/or services, and segmented solutions may be considered 
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within the Scope of Work of this RFP. Any Contract awarded will be a non­
exclusive. agreement. 

N. Right to Extend Contract 

The Port Authority reserves the right to extend the Contract term for an 
additional 120 days, upon the same terms and conditions of the original Contract 
negotiated between the Port Authority and the successful Proposer, either at the 
end of the base Contract or any Option period(s). 

0. Rights of the Port Authority 

(I) The Port Authority reserves all its rights at law and equity with respect 
to this RFP including, but not limited to, the unqualified right, at any 
time and in its sole discretion, to change or modify this RFP, to reject 
any and all proposals, to waive defects or irregularities in proposals 
received, to seek clarification of proposals, to request additional 
information, to request any or all Proposers to make a presentation, to 
undertake discussions and modifications with one or more Proposers, or 
to negotiate an agreement with any Proposer or third person who, at any 
time, subsequent to the deadline for submissions to this RFP, may · 
express an interest in the subject matter hereof, to tcnninate further 
participation in the proposal process by a Proposer or to proceed with 
any proposal or modified proposal, which in its judgment will, under all 
circumstances, best serve the Port Authority's interest. The Port 
Authority may, but shall not be obliged to, consider incomplete 
proposals or to request or accept additional material or information. The 
holding of any discussions with any Proposer shall not constitute 
acceptance of a proposal, and a proposal may be accepted with or 
without discussions. 

(2) No Proposer shall have any rights against the Port Authority arising 
from the contents of this RFP, the receipt of proposals, or the 
incorporation in or rejection of information contained in any proposal or 
in any other document. The Port Authority makes no representations, 
warranties, or guarantees that the information contained herein, or in any 
Addenda hereto, is accurate, complete, or timely or that such 
information accurately represents the conditions that would be 
encountered during the performance of the Contract The furnishing of 
such information by the Port Authority shall not create or be deemed to 
create any obligation or liability upon it for any reason whatsoever and 
each Proposer, by submitting its proposal, expressly agrees that it has 
not relied upon the foregoing information, and that it shall not hold the 
Port Authority liable or responsible therefor in any manner whatsoever. 
Accordingly, nothing contained herein and no representation, statement 
or promise, of the Port Authority, its directors, officers, agents, · 
representatives, or employees, oral or in writing, shall impair or limit the 
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effect of the warranties of the Proposer required by this RFP or Contract 
and the Proposer agrees that it shall not hold the Port Authority liable or 
responsible therefor in any manner whatsoever. 

(3) At any time and from time to time after the opening of the proposals, the 
Port Authority may give oral or written notice to one or more Proposers 
to.furnish additional information relating to its proposal and/or 
qualifications to perform the services contained in this RFP, or to meet 
with designated representatives of the Port Authority. The giving of 
such notice shall not be construed as an acceptance of a proposal. 
Information shall be submitted within three (3) calendar days after the 
Port Authority's request unless a shorter or longer time is specified 
therein. 

P. No Penonal Liability 

Neither the Commissioners of the Port Authority, nor any of them, nor any 
officer, agent or employee thereof shall be charged personally with any liability 
by a Proposer or another or held liable to a Proposer or another under any term 
or provision of this RFP or any statements made herein or because of the 
submission or attempted submission of a proposal or other response hereto or 
otherwise. 
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9. ATTACHMENTS 

ATI'ACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any information (including information 
contained in any proposal, Proposers qualification, ideas, models, drawings, or other 
material communicated or exhibited by us or on our behalf) is not to impose any 
obligations whatsoever on the Port Authority or entitle us to any compensation therefor 
( except to the extent specifically provided in such written agreement, if any, as may be 
entered into between the Port Authority and us). Any such information given to the Port 
Authority before, with or after this letter, either orally or in writing, is not given in 
confidence. Such information may be used, or disclosed to others, for any purpose at any 
. time without obligation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
connection with this Agreement, shall be void and of no effect. This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation of the Port Authority. 

Notwithstanding the above, and without assuming any legal obllgation, the Port 
Authority wlll employ reasonable efforts, subject to the provisions of the Port 
Authority's Freedom of Information Resolution adopted by its Committee on 
Operations on April 11, 1996, not to disclose to any competiJor of the undersigned, 
information submitted whkh are trade secrets or is maintained for the regulation or 
supervision of commercial enterprise which, if disclosed, would cause substantial 
injury to the competitive position of the enterprise, and which information is identified 
by the Proposer as proprietary, which may be disclosed by the undersigned to the Port 
Authority as part of or in connection with the submission of a proposal. 

(Company) 

(Signature) 

(Tide) 

(Date) 
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Freedom of Information - Port Authority Policy and Procedure 

In 1977, the Committee adopted a policy for access by the public to records maintained 
by the Port Authority. While based on the policy therefore declared by the States of New 
York and New Jersey, with respect to access by the public to public records, inasmuch as 
the respective New York and New Jersey statutes differed (and continue to differ) as to 
certain policy particulars and provide for different procedures for implementation of the 
policy, it was deemed desirable for the Committee to adopt a separate Port Authority 
Policy and Procedure. In light of action new being taken by the Board with respect to 
open public meetings, it is appropriate at this time to restate the basic principles and 
reflect necessary procedural changes. 
Pursuant to the foregoing report, the following resolution was adopted with 
Commissioners Burgos, Hellmuth, Henderson and Kaltenbacher voting in favor, none 
against: 

RESOLVED, that government, including the activities and decisions of The Port · 
. Authority ofNew York and New Jersey (and its wholly-owned subsidiary 

corporations) is the public's business and therefore the public should have access 
to the records of the Port Authority (and its subsidiaries) as herein provided for; 
and it is further 

RESOLVED, that the resolution of the Committee on Operations adopted on 
September 28, 1977, regarding Freedom of Information (which resolution appears 
at pages 12 et seq. Of the Committee Minutes for that date) shall be, and it hereby 
is rescinded; and it is further 

RESOLVED, that all records of the Port Authority (and its subsidiaries), 
including records stored electronically such as on computer tapes or disks, shall 
be made available for public inspection and copying, except that such access may 
be denied as to records or portions of thereof which: 

(1) are rendered confidential or privileged or are exempted from disclosure by 
Federal or state law or regulations or rules of the court; 

(2) if disclosed, would constitute an unwarranted invasion of personal privacy 
(including personnel, medical, or disciplinary records, and any lists of names and 
address to be used for profit or financial gain); 

(3) if disclosed, would impair present or future awards or negotiations, including 
collective bargaining or negotiations, of leases, permits, zoning approvals, 
contracts, or other agreements; 

(4) are trade secrets or are maintained for the regulation or supervision of commercial 
enterprise which, if disclosed, would cause injury to the competitive position of · 
the enterprise; 

(5) are compiled for public safety, law enforcement, or official investigative purposes 
(internal or external) when their disclosure may affect public safety, interfere with 
internal investigations, audits, law enforcement investigations, or judicial or 
disciplinary proceedings, or deny or prejudice a right to a fair trial or impartial 
adjudication, or identify a confidential source or disclose confidential information 
relating to an audit or a civil, criminaJ, or internal or external disciplinary 
investigation. 
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(6) if disclosed, would endanger the life and safety of any person; 

(7) are inter-agency or intra-agency materials other than statistical or factual 
tabulations of data, provided that instructions to staff that affect public or final 
agency policy or determinations are not exempted; 

(8) are examination questions or answers which are requested prior to final 
administration of such questions; or 

(9) could affect or impact the competitive economic position of the Port District, the 
Port Authority, or specific business entities with which the Port Authority deals; 

and it is further 

RESOLVED, that the Secretary of the Port Authority shall maintain a current list 
of subject nature and category of all records in the possession of the Port 
Authority (and its subsidiaries) whether or not they are available for public 
copying and inspection, and the Secretary shall, under the direction of the 
Executive Director, administer the following rules and regulations with respect to 
public inspection and copying are available records: 

Procedures 
1. Requests for inspection or copying of public records of the Port Authority 

shall be made to the Secretary of the Port Authority upon a form prescnbed 
by the Port Authority and shall contain sufficient information to identify the 
particular record sought Such requests shall be made either: 

(1) In person during regular business hours at the Port Authority's main office 
or 

(2) By mailing such request, postage prepaid to said Secretary, The Port 
Authority of New York and New Jersey, at the aforesaid address, 

· Attention: FOi Administrator. 
2. Upon receipt of a request, the Secretary of the Port Authority shall promptly 

determine whether or not the record requested can be made available and will 
notify the person making the request of such determination. If the request is 
granted, such person shall also be notified where and when the record will be 
made available. The Port Authority will provide an opportunity for inspection 
and copying of the record. 

3. The record may be inspected only under the supervision of the Secretary of 
the Port Authority or such other officer or employee as may be designated by 
the Secretary in the Office of the Secretary during regular business hours or 
at such other times or places as the Secretary deems convenient. 

4. (1) Documents which are to be copied will be copied by The Port Authority, 
if practicable, 

and the person requesting a copy will be charged a fee equal to the Port 
Authority's cost but no less than 25 cents for each page of the first t~ 
15 cents for each page of the second ten, and 10 cents for each 
additional page. If it is not practicable for the Port Authority to copy 
such documents, they will be copied commercially and the person 
requesting the copy will be charged a fee equal to the Port Authority' s 
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cost of such commercial reproduction. Documents which have been 
purchased by the Port Authority commercially (such as stenographic 
transcripts) may be copied and the person requesting the copy will be 
charges a fee no less than the amount paid by the Port Authority for 
such documents. 

(2) A fee of no less than two dollars will be charged for certification by the 
Secretary of the Port Authority as to authenticity of any document, or 
that a record of which.the Port Authority is legal custodian cannot be 
found. 

(3) In the event a search for records requested requires more than one 
person hour, or in the event a search of computer records requires 
programming which would take more than one person hour, a fee will 
be charged at the rate of not less than five dollars per hour, or any part 
thereof, per person assigned to such search or programming. 

(4) All such fees shall be paid by the person making the request in cash, 
certified check, or cashier's check, in advance or at any time of the 
delivery of any record for inspection or copies of any records or 
certificate referred to in this procedure. 

5. The Secretary of the Port Authority, or the Secretary's designee, shall 
respond to each request within ten business days of the receipt thereof. The 
response shall provide reasons for the denial of access or copying or a 
statement of the time and place when the record requested will be made 
available. 

Appeals 
A. Any person who is denied access to a public record of the Port Authority (or 

its subsidiaries) by the Secretary of the Port Authority may file an appeal from 
such denial with the Port Authority's General Counsel (who serves as Counsel 
to the subsidiaries). 

B. Such appeal shall be accompanied by a memorandum in support thereof 
setting forth the reasons why the appellant is entitled to access to the record 
requested. 

C. Appeals pursuant to this procedure shall be decided by General Counsel or 
his/her designee. If the appeal is denied, the reasons therefore shall be 
explained fully in writing within seven business days of the date on which 
such appeal is received by General Counsel. 

26 

( 



I 
ATI ACHMENT B - CONTRACT TERMS AND CONDITIONS FOR FACILITY 
SERVICES . 

TABLE OF CONTENTS 

PART 1 - CONTRACT SPECIFIC TERMS AND CONDITIONS 

1. Introduction and Description of Services 
2. Duration of Contract 
3. Billing and Payment 
4. Services 
5. General Provisions 
6. Intellectual Property 
7. Termination of Agreement with Cause 
8. Insurance Procured by the Contractor 
9. Certain Contractor's Warranties 
I 0. Applicable Law 
11. Authority of the Director 
12. Authority and Duties of the Manager 
13. Parking 
14. Holidays 
15. Letter of Credit 
16. Payment and Performance Bond 

PART 2 - STANDARD CONTRACT TERMS AND CONDITIONS 

27 



PART I - CONTRACT SPECIFIC TERMS AND CONDITIONS 

l. Introduction and Description of Services 

Subject to the tenns and conditions of the Contract, the Contractor hereby offers and 
agrees to furnish and provide to the Port Authority of New York and New Jersey(" The 
Port Authority" or "the Authority") all aspects of the broadest possible range of Outdoor 
Advertising, New Media, Specialty Media, and any other related Out-of-Home 
Advertising concepts to generate maximum revenue for the Port Authority from non-toll 
and fare sources. This Contract is a non-exclusive agreement. 

The scope of services required in connection with the development and implementation 
of Outdoor Advertising and any other related Out-of-Home Advertising sales, 
(hereinafter sometimes referred to as the "Services"), at Port Authority facilities and 
property covered by the Contract, shall include, but not be limited to, the furnishing, 
installation and removal of materials and products produced for Out-of-Home advertising 
sales purposes. 

Those facilities and properties covered by this Contract are listed in Attachment D. The 
Contractor will furnish all the necessary research, sales, design, contract drawings, labor, 
supervision, uniforms, equipment, materials, supplies and do all other things necessary or 
proper therefore, or incidental thereto, in fulfilling the Scope of Work detailed in this 
RFP, all in strict accordance with the provisions of the Contract documents and any 
future changes therein; and the Contractor further agrees to assume and perform all other 
duties and obligations imposed upon him/her by this Contract. All things not expressly 
mentioned in the Scope of Work but involved in carrying out its intent are required by the 
Scope of Work and the Contractor shall perform the same as though they were 
specificaJly mentioned, described and delineated. 

The Port Authority makes no representation or warranties as to the size, location, 
adequacy or suitability of any area designated for the Contractor's use pursuant to the 
provisions of this Contract. 

The Contractor shall be responsible for all tasks and associated cost required to construct, 
maintain and operate all outdoor and out-of-home advertising locations, new media, and 
other alternative outdoor media installations, and shall be responsible for managing the 
advertising content, in accordance with the Port Authority's advertising content 
guidelines. All outdoor advertising/ billboard/new media locations and installations, and 
content, must be approved in writing by the Port Authority prior to the commencement of 
any work, or installation of advertising material. 

Advertising contracts shall be between the Contractor and the advertisers. The Port 
Authority shall not be party to such contracts. The enumeration in these contract 
documents of particular things to be furnished or done at the Contractor's expense, or 
without cost or expense to the Port Authority, or without additional compensation to the 
Contractor shall not be deemed to imply that only things of a nature similar to those 
enumerated shall be furnished and done; but the Contractor shall perform all work as 
required without compensation, whatsoever changes may be made in the Contract, 
whatsoever work may be required in addition to that required by the Contract in its 
present fonn, and whatsoever obstacles or unforeseen conditions may arise or be 
encountered. 

28 



This Contract and obligations of the Parties shall be subject to the provisions of 
Attachment G, Advertising Guidelines-Abstract. 

2. Duration of Contract 

A. The term of the Contract shall be fully negotiated with the Contractor, 
commencing on or about the Contract Effective Date at 12:01 a.m. (said date 
and time hereinafter sometimes called "the Commencement Date") and unless 
sooner terminated or revoked ( or extended as provided herein) shall expire on 
or about the Contract Expiration Date at 11 :59 p.m. ( said date and time 
sometimes hereinafter called "the Expiration Date"). The Duration of this 
Contract is dependent upon the Proposers solution and recommendations. 
Contract Duration and renewal options are subject to final negotiation with th.e 
Port Authority and Proposer. Duration recommendations will include a 
contract base period and/or renewable option periods. Contract Effective Date 
and Contract Expiration Date will be stated in the Letter of Acceptance at the 
time of award 

B. The Port Authority shall have the unilateral right, but not the obligation, to 
extend this Contract for negotiated option periods as agreed to between the 
Contractor and Port Authority at the time of award, from the Expiration Date 
originally fixed herein upon the same terms and conditions subject to the 
following: not later than six months (120 days) prior to the Expiration Date of 
this Contract as the same may be extended from time-to-time hereunder, the 
Port Authority may send a notice of intention to extend .the term of this 
Contract, as aforesaid, and the term of the Contract shall thereupon be· 
extended for the applicable extension period subject only to adjustment of 
charges as hereinafter provided. However, six (6) months prior to the 

- expiration of the initial period the Contractor must notify the Port Authority in 
writing of their intent not to continue the Contract for the extension period, in 
which case the Port Authority s~ll not have the right to extend. 

C. The Port Authority shall have the absolute right to extend this Contract for an 
additional one hundred twenty (120) day period subsequent to the original 
base period or the exercised option extension periods hereinbefore established, 
if applicable, subject to the same terms and conditions of the original Contract 
term. The Port Authority will advise the Contractor, in writing, at least sixty 
(60) days prior to the Expiration Date hereinbefore established that the 
Contract term is so extended. Contract compensation shall not change from 
that in the previous contract year. 

3. Billing and Payment 

Proposers shall pay to the Port Authority 

A. Gross Receipts Percentage Fee: No later than the twentieth (20~ calendar 
day of each and every month occurring during each annual period, the 
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Contractor shall pay the Port Authority without demand or invoice a 
Percentage Fee of gross revenues, as referenced above in this section. The 
Percentage Fee portion of the monthly payment will be calculated based on the 
Contractor's combined advertising and marketing gross receipts received in 
accordance with this Contract. 
The Contractor shall provide the Port Authority a sworn statement showing all 
of the gross receipts for the preceding month, separately stating the amount of 
gross receipts arising from each advertising unit and/or display and outdoor 
advertising product, and showing the cumulative amount of such gross 
receipts from the date of the commencement of the annual period for which 
the report is made through the last day of the preceding calendar month. 

B. Monthly Sales Accounting and Reporting: The Contractor shall provide a 
report including the name of the advertiser, gross monthly rate and amount due 
to the Port Authority detailing total monthly Outdoor Advertising and all other 
related Out-of-Home Advertising sales for each location and unit in operation. 
The Port Authority may request, and the Contractor shall provide, copies of the 
advertising agreements (media sales contracts) executed between the 
Contractor and the advertisers for each location and unit, on a monthly basis. 

A late charge, in the amount equal to point zero eight percent (0.8%) of 
payments due, is automatically assessed to the Contractor if such payments are 
made for every fifteen day period (I 5) beyond the due dates as specified 
above, and point zero eight percent (0.8%) for each IS-day period thereafter. 

The Contractor shall keep accounting records of all such revenues, pursuant to 
generally accepted accounting principles, which shall be subject to Port 
Authority audit. · 

4. Services 

The Contractor is expected to handle all aspects of Outdoor and Out-of-Home 
Advertising, and all other related sales promotion, research, and specialized sales 
required in relation to the sale of advertising placed on the outdoor advertising units 
and locations. The Contractor is responsible for the development, production, 
finishing, installation, removal and all other aspects of Outdoor Advertising sales 
under this Contract. The Contractor will obtain all applicable permits and zoning 
approvals, prepare and or construct, install and maintain all Outdoor Advertising, and 
all other related Out-of-Home Advertising sales products, market data, product 
specifications, and all Outdoor Adyertising contract agreements, at no cost to the Port 
Authority. The Contractor shall pay all applicable taxes, imposts and fees. Contracts 
shall be between the Contractor and the advertisers for all aspects of Outdoor 
Advertising sales. 

No advertising material of any kind nor any announcement shall be display~ shown, 
exhibited, or disseminated by the Contractor unless the Port Authority has given prior 
written approval as to the type, quality, kind, form, substance, character and content 
thereof. All such content and the operation and maintenance thereof shall meet the 
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written approval of the Port Authority, in accordance with the Authority's advertising 
guidelines. Advertisements disapproved by the Port Authority shall .be immediately 
discontinued and removed from the site by the Contractor within forty-eight ( 48) 
hours on notice of the Port Authority. 

The Contractor must ensure that all outdoor advertising and related promotional 
sigtl8ge placements are in full compliance with the general rules, Advertising 
Guidelines Abstract, Attachment G and regulations of the Port Authority and all 
requirements of applicable law. The Contractor must indemnify the Port Authority 
against all claims of intellectual property infringement, libel, slander, or other 
defamation arising out of the Contractor's performance of this Contract. 

The Port Authority reserves the right to reject any suggestions or recommendations 
from the Contractor. The Contractor shall have no claim against the Port Authority 
nor shall the Port Authority be legally obligated to the Contractor for any such 
rejection. The Port Authority shall not be responsible to the Contractor for any 
anticipated revenues and/or any associated costs associated with rejected 
suggestions/recommendations. 

S. General Provisions 

A. No certificate, acceptance of payment, ( final or otherwise}, acceptance of any 
work nor any other act or omission of the Port Authority shall operate to release 
Contractor from any obligations under or in connection with this Agreement, or 
to stop the Port Authority from showing at any time, th.at such certificate, 
payment, acceptance, act or omission was incorrect or to preclude the Port 
Authority from recovering any unpaid monies paid other than that lawfully due, 
whether under mistake of law or fact or to prevent the recovery of any damages 
sustained by the Port Authority. 

B.. The Contractor shall not issue or permit to be issued any press release, 
advertisement, or literature of any kind, which refers to the Port Authority or the 
services to be performed in connection with this Agreement unless it first 
obtains the written approval of the Port Authority. Such approval may be 
withheld if for any reason the Port Authority believes that the publication of 
such information would be harmful to the public interest or is in any way 
undesirable. Any use of the Port Authority's logo for any purpose in connection 
with this Contract is subject to the Authority's prior written approval. 

C. Under no circumstances shall the Contractor or the Contractor's subcontractors 
or partners/if any, communicate in any way with any department, board, 
agency, commission, or other organization or any person whether governmental 
or private in connection with the services to be performed hereunder except 
upon prior written approval and instructions of the Port Authority, provided, 
however, that data from manufacturers and suppliers of materials, devices, 
equipment and potential advertisers shall be obtained by the Contractor when the 
Contractor finds such data necessary unless otherwise instructed by the Port 
Authority. 

D. Any services performed for the benefit of the Port Authority at any time by the 
Contractor or on the Contractor's behalf, even if expressly and duly authoriud 
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by the Port Authority, shall be deemed to be rendered under and subject to this 
Agreement (unless referable to another expressly written, duly executed 
agreement by the same parties), whether such additional services are performed 
prior to, during or subsequent to the services described herein, and no rights or 
obligations shall arise out of such additional services except as provided under 
this Agreement. 

E. The Contractor shall observe and obey (and compel its officers, employees, 
guests, invitees, and those doing business with it, to observe and obey) the rules 
and regulations of the Port Authority now in effect, and such further rules and 
regulations which may from time to time during the effective period of this 
Contract, be promulgated by the Port Authority for reasons of safety, health, 
preservation of property, or maintenance of a good and orderly appearance of 
the Facilities, or for the safe and efficient operation of the Facilities. The Port 
Authority agrees that, except in cases of emergency, it shall give notice to the 
Contractor of every rule and regulation hereafter adopted by it. You shall 
comply with all applicable provisions of law as if the Port Authority were a 
private corporation. 

F. This Contract does not constitute the Contractor as an agent or representative of 
the Port Authority for any purpose whatsoever. The Contractor shall perfonn all 
services hereunder as an independent Contractor and the Contractor, its officers, 
and employees shall not be deemed to be agents, servants, or employees of the 
Port Authority. 

6. Intellectual Property 

The right of the Port Authority as well as the Contractor to use all patented 
material, compositions of matter, manufactures, apparatus, appliances, processes of 
manufacture or types of construction as well as any copyrightable inatter: trade 
secrets or other proprietary matters, shall be obtained by the Contractor without 
compensation from the Port Authority whether the same is patented or created 
before, during or after the performance of the Work. 

7. Termination of Agreement for Cause 

The Port Authority may at any tinie for cause terminate this Agreement or any 
portion of the Agreement as to any services not yet rendered upon thirty (30) days 
written notice to the Contractor. The Contractor shall have no right of termination 
as to any services under this Agreement without just cause. Termination by either 
party shall be by certified letter addressed to the other at its address herein after set 
forth. Should this Agreement be terminated by either party as above provided, the 
Port Authority shall be entitled to all payments under this Agreement as pro-rated 
to the date of termination. 

Upon such revocation, all installations, equipment, and facilities installed by the 
Contractor pursuant to the permission granted hereunder, including, without 
limitation, any advertising displays, billboards, signage, and equipment, but 
excluding the structural grid, and the electrical and operational equipment installed 

32 



by the Contractor to operate the displays, billboards, outdoor advertising and 
sigriage installed pursuant to the terms of this Agreement shall be removed by the 
Contractor from the areas of the Facilities as directed by the Port Authority. 

8. Insurance Procured by the Contractor 

The Contractor shall take out, maintain, and pay the premiums on Commercial 
General Liability Insurance, including but not limited to premises-operations, · 
products-completed operations, and independent contractors coverage, advertising 
injury, with contractual liability language covering the obligations assumed by the 
Contractor under this Contract and, if vehicles are to be used to carry out the 
performance of this Contract, then the Contractor shall also take out, maintain, and 
pay the premiums on Automobile Liability Insurance covering owned, non-owned, 
and hired autos in the following minimum limits: 

Commercial General Liabllty Insurance - $ 5 million combined single limit 
per occurrence for bodily injury and property damage liability. 

Automobile Liability Insurance - $ 2 million combined single limit per 
accident for bodily injury and property damage liability. 

In addition, the liability policy (ies) shall name The Port Authority of NY and NJ as 
additional insured, including but not limited to premise-operations, products­
completed operations on the Commercial General Liability Policy. Moreover, the 
Commercial General Liability Policy shall not contain any provisions for 
exclusions from liability other than provisions for exclusion from liability forming 
part of the most up to date ISO fomi or its equivalent unendorsed Commercial 
General Liability Policy. The liability policy (ies) and certificate of insurance shall 
contain cross-liability language providing severability of interests so that coverage 
will respond as if separate policies were in force for each msured. These insurance 
requirements shall be in effect for the duration of the Contract to include any 
warrantee/guarantee period. 

The certificate of insurance and liability policy (ies) must contain the following 
endorsement for the above liability coverages: 

"The insurer(s) shall not, without obtaining the express advance written 
permission from the General Counsel of the Port Authority, raise any defense 
involving in any way the jurisdiction of the Tribunal over the person of the Port 
Authority, the immunity of the Port Authority, its Commissioners, officers, agents 
or employees, the governmental nature of the Port Authority, or the provisions of 
any statutes respecting suits against the Port Authority." 

The Contractor shall also take out, maintain, and pay premiums on Workers' 
Compensation Insurance in accordance with the requirements of law in the state(s) 
where work will take place, and Employer's Liability Insurance with limits of not 
less than $1 million for each accident. 
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Each policy above shall contain a provision that the policy may not be canceled, 
terminated, or modified without thirty (30) days prior written notice to the Port 
Authority of NY and NJ, Att: Facility Contract Administrator, at the location 
where the work will take place and to the General Manager, Risk Management. 

The Port Authority may at any time during the term of this Agreement change or 
modify the limits and coverages of insurance. 

·-
Within five (5) days after the award of this Agreement or Contract and prior 
to the start of work, the Contractor must submit an original certificate of 
insurance, to the Port Authority of NY and NJ, Facility Contract 
Administrator, at the location where the work will take place. This certificate 
of iilsurance MUST show evidence of the above insurance policy (ies), stating 
the agreement/contract number prior to the start of work. The General 
Manager, Risk Management must approve the certificate(s) of insurance 
before any work can begin. Upon request by the Port Authority, the 
Contractor shall furnish to the General Manager, Risk Management, a 
certified copy of each policy, including the premiums. 

If at any time the above liability insurance should be canceled, terminated, or 
modified so that the insurance is not in effect as above requir~ then, if the 
Manager shall so direct, the Contractor shall suspend performance of the Contract 
at the premises. If the Contract is so suspend~ no extension of time shall be due 
on account thereof. If the Contract is not suspended (whether or not because of 
omission of the Manager to order suspension), then the Authority may, at its 
option, obtain insurance affording coverage equal to the above required, the cost of 
such insurance to be payable by the Contractor to the Port Authority. 

Renewal certificates of insurance or policies shall be delivered to the Facility 
Contractor Administrator, Port Authority at least fifteen (15) days prior to the 
expiration date of each expiring policy. The General Manager, Risk Management 
must approve the renewal certificate(s) of insurance before work can resume on the 
facility. If at any time any of the certificates or policies shall become unsatisfactory 
to the Port Authority, the Contractor shall promptly obtain a new and satisfactory 
certificate and policy. 

The requirements for insurance procured by the Contractor shall not in any way be 
construed as a limitation on the nature or extent of the contractual obligations 
assumed by the Contractor under this Contract. The insurance requirements are not 
a representation by the Authority as to the adequacy of the insurance to protect the 
Contractor against the obligations imposed on them by law or by this or any other 
Contract. (CITS #2461N - OUTDOOR RFP). 

9. Certain Contractor's Warranties 

The Contractor represents and warrants: 
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A. That he/she is financially responsible and experienced in, and competent to 
perform this Contract; that no representation, promise or statement, oral or 
in writing, has induced him/her to submit his Proposal, saving only those 
contained in the papers expressly made part of this Contract; that the facts 
stated or shown in any papers submitted or referred to in connection with 
his/her proposal are true; and, if the Contractor be a coiporation, that it is 
authorized to perform this Contract; 

B. That he/she has carefully examined and analyzed the provisions and 
requirements of this Contract, that from his/her own investigations he/she 
has satisfied himself as to the nature of all things needed for the 
performance of this Contract, the general and local conditions and all other 
matters which in any way affect this Contract or its performance, and that 
the time available to him/her for such examination, analysis, inspection and 
investigations was adequate; 

C. That the Contract is feasible of performance in accordance with all its 
provisions and requirements and that he/she can and will perform it in strict 
accordance with such provisions and requirements; 

D. That no Commissioner, Director, officer, agent or employee of the Port 
Authority is personally interested directly or indirectly in this Contract or 
the compensation to be paid hereunder; · 

E. That, except only for those representations, statements or promises 
expressly contained in this Contract, no representation, statement or 
promise, oral or in writing, of any kind whatsoever by the Port Authority, its 
Directors, Commissioners, officers: agents: employees or consultants has 
induced the Contractor to enter into this Contract or has been relied upon by 
the Contractor, including any with reference to: (1) the meaning, 
correctness, suitability or completeness of any provisions or requirements of 
this Contract;· (2) the nature, existence or location of materials, structures, 
obstructions, utilities or conditions, which may be encountered at the 
installation sites; (3) the nature, quantity, quality or size of the materials, 
equipment, labor and other facilities needed for the performance of this 
Contract; (4) the general or local conditions which may in any way affect 
this Contract or its performance; (5) the price of the Contract; or (6) any 
other matters, whether similar to or different from those referred to in (1) 
through (5) immediately above, affecting or having any connection with this 
Contract, the bidding thereon, any discussions thereof, the performance 
thereof or those employed therein or connected or concerned therewith. 

F. That, notwithstanding any requirements of this Contract, any inspection or 
approval of the Contractor's services by the Port Authority, or the existence 
of any patent or trade name, the Contractor nevertheless warrants and 
represents that the services and any intellectual property supplied to the Port 
Authority hereunder shall be of the best quality and shall be fully fit for the 
purpose for which they are to be used. The Contractor unconditionally 
guarantees against defects or failures of any kind, including defects or 
failures in design, workmanship and materials, excepting solely defects or 
failures which the Contractor demonstrates to the satisfaction of the Port 
Authority have arisen solely from accident, abuse or fault of the Port 
Authority and not due to fault on the Contractor's part. In the event of 
defects or failures in said services, or any part thereof, then upon receipt of 
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notice thereof from the Port Authority, the Contractor shall correct such 
defects or failures as may be necessary or desirable, in the sole opinion of 
the Port Authority, to comply with the above guaranty. 

Moreover, the Contractor accepts the conditions at the sites of work as they may 
eventually be found to exist and warrants and represents that he/she can and will 
perform the Contract under such conditions and that all materials, equipment, 
labor and other facilities required because of any unforeseen conditions (physical 
or otherwise) shall be wholly at his/her own cost and expense, anything in this 
Contract to the contrary notwithstanding. 

Nothing in the Scope of Work or any other part of the Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibility of 
performance of this Contract or any part thereof. Moreover, the Port Authority 
does not warrant or represent either by issuance of the Scope of Work or by any 
provision of this Contract as to time for performance or completion or otherwise 
that the Contract may be performed or completed by the times required herein or 
by any other times. 

The Contractor further represents and warrants that he or she was given ample 
opportunity and time and by means of this paragraph was requested by the Port 
Authority to review thoroughly all documents forming this Contract prior to 
execution of this Contract in order that he/she might request inclusion in this 
Contract of any statement, representation, promise or provision which he/she 
desired or on which he/she wished to place reliance; that he/she did so review said 
documents; that either every such statement, representation, promise or provision 
has been included in this Contract or else, if omi~ that he/she expressly 
relinquishes the benefit of any such omitted statement, representation, promise or 
provision and is willing to perfonn this Contract without claiming reliance 
thereon or making any other claim on account of such omission. 

The Contractor further recognizes that the provisions of this clause (though not 
only such provisions) are essential to the Port Authority's consent to enter into 
this Contract and that without such provisions; the Port Authority would not have 
entered into this Contract. 

10. Applicable Law 

This Contract shall be construed in accordance with the laws of the State of New 
York. The Contractor hereby consents to the exercise by the courts of the States of 
New York and New Jersey of jurisdiction in persona over it with respect to any matter 
arising out of or in connection with this Contract and waives any objection to such 
jurisdiction which it might otherwise have; and the Contractor agrees that mailing of 
process by registered mail addressed to it at the address of the Contractor set forth in 
the Proposal, shall have the same effect as personal service within the States of New 
York or New Jersey upon a domestic corporation of said State. 

All designs for structures to be installed and/or erected on Port Authority property or 
in or on Port Authority facilities must be signed and stamped by a Professional 
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Engineer, licensed in the state where the work is to be perfonned. The Contractor and 
any partners or joint venture entities and subcontractors must maintain a licensed New 
York and licensed New Jersey Professional Engineer as applicable. 

11. Authority of the Director 

Inasmuch as the public interest requires that the Work to which this Contract relates 
shall be perfonned in the manner which the Authority, acting through the Director, 
deems best, the Director shall have absolute authority to determine what is or is not 
necessary or proper for or incidental to the portion thereof specified in the clause 
hereof entitled "General Agreement" and the Specifications shall be deemed merely 
his/her present determination on this point. In the exercise of this authority, he/she 
shall have power, subject to the provisions governing the work, to alter the 
Specifications; require the performance of Work not required by them in their present 
form, even though of a totally different character from that now required; and to vary, 
increase and diminish the character, quantity and quality of, or to countermand any 
Work now or hereafter required. Such variation, increase, diminution or 
countermanding need not be based on necessity but may be based on convenience. As 
used in this Agreement "Director" shall mean the Director of Real Estate and/or 
designee. 

12. Authority and Duties of the Manager 

In the perfonnance of the Contract, the Contractor shall conform to all orders, 
· directions and requirements of the Manager of the locations as set forth herein and 
shall perfonn the Contract to the satisfaction of the Manager at such times and places, 
by such methods and in such manner and sequence as the Manager may require, and 
the Contract shall at all stages be subject to the Managers inspection. The Manager 
shall determine the amount, quality, acceptability and fitness of all parts of the Work 
and shall interpret the Specifications and any orders for Extra Work. The Contractor 
shall employ no equipment, materials, methods or personnel to which the Manager 
objects. Upon request, the Contractor shall confirm in writing any oral order, 
direction, requirements or determination. 

13. Parking 

Parking for vehicles of the Contractor's and subcontractor's employees while actually 
on duty under the Contract may be made available at the Facility by the Manager at 
his or her discretion, from time to time, and on such terms and conditions as may be 
specified by the Port Authority, including the payment of charges therefore. 

14. Holidays 
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The following legal holidays are observed at Port Authority offices and facilities: 

New Year's Day 
Martin Luther King, Jr. Day 
President's Day 
Memorial Day 
Independence Day 
Labor Day 

Columbus Day 
Veteran's Day 
Thanksgiving Day 
Day After Thanksgiving 
Christmas Day 

and each general election day in the State in which the work is to be perform~ and 
such other or different days or dates as may be declared holidays or legal holidays by 
the legislature of the State in which the work is to be performed. 

If any such holiday falls on a Sunday then the next day shall be considered the holiday 
and/or if any such holiday falls on a Saturday then the preceding day shall be 
considered the holiday. 

The Contractor shall obtain clearances from the Manager to work on Port Authority 
property on any and all days, including holidays, in accordance with the performance 
of this Contract. 

15. Letter of Credit 

The Contractor may at any time as a condition of contract award or during the term of 
this Contract be required by the Authority to delivery to the Port Authority, as 
security of all obligations of the Contractor under this Agreement, either a security 
deposit for the faithful performance of the Contractor's obligation under this contract 
or a clean irrevocable letter of credit issued by a banking institution satisfactory to the 
Port Authority arid having its main office within the Port of New York District, in 
favor of the Port Authority, in an amount t of two months revenue or more of 
estimated revenue to be paid by the Contractor to the Authority. The form and terms 
of such letter of credit, as well as the institution issuing it, shall be subject to the prior 
and continuing approval of the Port Authority. Such letter of credit shall provide that 
it shall continue throughout the term of the Contract hereunder and for a period of not 
less than six ( 6) months thereafter; such continuance may be by automatic renewal or 
by substitution of a subsequent satisfactory letter. Upon notice of cancellation of a 
letter of credit the Contractor agrees that unless, by a date twenty (20) days prior to the 
effective date of cancellation, the letter of credit is replaced by substitute security in 
accordance with the requirements of the Authority or another letter of credit 
satisfactory to the Port Authority, the Port Authority may draw down the full amount 
thereof and thereafter the Port Authority will hold the same as security. Failure to 
provide such a letter of credit at any time during the term of the Contract hereunder, 
valid and available to the Port Authority, including any failure of any banking 
institution issuing any such letter of credit previously accepted by the Port Authority 
to make one or more payments as may be provided in such letter of credit shall be 
deemed to be a breach of this Contract on the part of the Contractor. Upon acceptance 
of such letter of credit by the Port Authority, and upon request by the Contractor made 
thereafter, the Port Authority will return the security deposit, if any, theretofore made 
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under and in accordance with the provisions of this Section or as required by the 
Authority. The Contractor shall have the same rights to receive such deposit during 
the existence of a valid letter of credit as it would have to receive such sum upon 
expiration of the term of the Contract under this agreement and fulfillment of the 
obligations of the Contractor hereunder. If the Port Authority shall make any drawing 
under a letter of credit held by the Port Authority hereunder, the Contractor shall bring 
this letter of credit back up to its full amount. 

At any time and from time to time hereunder, should the Port Authority feel insecure 
with respect to the amount of the security required under this section, the Port 
Authority shall have the right, in its sole and absolute discretion, to increase such 
amount upon notice by the Port Authority to the Contractor to such effect and within 
two business days hereafter the Contractor shall deposit with the Port Authority such 
additional cash or bonds or such letter of credit to bring the security under this Section 
up to the full amount stated by the Port Authority in said notice. 

16. Performance and Payment Bond 

The Authority may in its sole discretion so elect at the time of accepting the Contractor's 
Proposal, to require the Contractor to furnish a bond for the faithful performance of all 
construction obligations imposed upon him/her by the Contract and also for the payment 
of all lawful claims of subcontractors, materialmen and workmen arising out of the 
performance of the Contractor's construction obligations under the Contract. Such bond 
shall be in the form bound herewith entitled, "Performance and Payment Bond", shall be 
in a penal sum equal to a negotiated amount based upon the Contractor's financial 
obligations for construction under the Contract and such bond shall be signed by one or 
more sureties' satisfactory to the Authority The bond may be executed on a separate 
copy of such form not physically attached to this Contract booklet. In any case, both the 
form of bond bound herewith and any unattached executed copy thereof shall form a part 
of this Form of Contract as though herein set forth in full. 

At any time after the opening of Proposals, the Authority may give notice to one or more 
Proposers to advise the Authority as to the names of their proposed sureties. Within 
forty-eight hours thereafter each Proposer so notified shall so advise the Authority. The 
giving of such notice to a Proposer shall not be construed as an acceptance of his/her 
Proposal, and omission to give such notice shall not be construed as an election by the 
Authority not to require a bond. 
If the Authority elects to require the Contractor to furnish a bond, he/she shall deliver 
such bond to the Authority within seven days after receipt by him/her of the acceptance 
of his/her Proposal, and the sureties thereon shall be as proposed by him/her, provided, 
that if the Authority has theretofore given notice to him/her that bis/her proposed sureties 

Sureties must be corporations (commonly known as "surety companies"), authorized to do 
business as sureties in the s1ate(s) in which the construction site is located, whose names appear on 
the current list of the Treasury Department of the United States in effect at the time of submission 
of the Performance and Payment Bond to the Authority as acceptable as sureties to the Treasury 
Department. In addition, the aggregate underwriting limitations on any one risk as set forth in the 
aforementioned list of the Treasury Department of the sureties shall equal or cxcecd the penal sum 
of the Performance and Payment Bond. 
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or any of them are not satisfactory, the bond shall be executed by other sureties 
satisfactory to the Authority. 
The Authority shall give notice to the Contractor within ten ( I 0) days after receipt of the 
Performance and Payment Bond as to whether or not such bond is satisfactory. 
In the event of a default by the Contractor in his/her obligation to furnish a satisfactory 
bond within seven (7) days after he/she received an acceptance of his/her Proposal, such 
default shall entitle the Authority in its discretion to terminate this Contract at any time 
within forty-five (45) days after the acceptance of the Proposal, without any liability on 
the part of the Authority. Inasmuch as the damages to the Authority resulting from a 
termination by it upon the failure of the Contractor to furnish a satisfactory bond will 
include items whose accurate amount will be difficult or impossible to compute, such 
damages shall be liquidated in the sum of the following amounts: 
The difference between$ INSERT A CONSERVATWE ESTIMATE OF TOTAL 
REVENUES_TO BE EARNED UNDER THIS CONTRACT times the percentage of gross 
revenues to be paid to the Authority as agreed to by the Contractor and $_SAME 
AMOUNT times the percentage of gross revenues to be paid to the Authority by the 
successor contractor; and -----
_The expense of such new advertisement of the Contract, if any, as may be deemed 
necessary by the Authority; and 
The sum of $500 for each day after the receipt by the Contractor of the acceptance of 
his/her Proposal that the performance of the Contract is not commenced by reason of the 
failure of the Contractor to furnish the required bond. 

If the Contractor furnishes a bond in accordance with the requirements of the Authority 
under this numbered clause, the Authority shall reimburse the Contractor for the net 
amount actually paid by him/her to the surety or sureties as the premium on such.bond. 
The Contractor shall deliver to the Director receipts from the surety or sureties 
evidencing such payment and the amount thereof. Within fifteen days after receipt of 
such evidence satisfactory to the Director,. the Authority shall pay to the Contractor by 
check the amount provided in this numbered clause. 
If at any time the Authority shall be or become dissatisfied with any surety or sureties 
then upon any bond furnished in accordance with the requirements of the Authority, or if 
for any other reason such bond shall cease to be adequate security to the Authority, the 
Contractor shall, within five days after notice from the Authority so to do, substitute a 
new bond in such form and sum and signed by such other sureties as may be necessary in 
the opinion of the Authority to constitute adequate security. 
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PART II-STANDARD CONTRACT TERMS AND CONDITIONS 

PART A GENERAL DEFINITIONS 

To avoid undue repetition, the following terms, as used in this Agreement, shall be 
construed as follows: 

Authority or Port Authority - shall mean the Port Authority of New York and 
New Jersey. 

Contract, Document or Agreement - shall mean the RFP in its entirety and, if 
included, attachments, endorsements, schedules, exhibits, or drawings, the 
Authority's acceptance and any written Addenda issued over the name of the 
Authority's Manager, Purchasing Services Division. 

Days or Calendar Days - shall mean consecutive calendar days, Saturdays, 
Sundays, and holidays, included. 

Week - unless otherwise specified, shall mean seven (7) consecutive calendar 
days, Saturdays, Sundays, and holidays. 

Month - unless otherwise specified, shall mean a calendar month. 

Director - shall mean the Director of the Department overseeing the Scope of 
Work under this Contract, or his/her successor in duties for the purpose of this 
Contract, acting personally or through one of his/her authorized representatives 
for the purpose of this Contract. 

Manager - shall mean the Manager of the Facility for the time being or his/her 
successor in duties for the purpose of this Contract, acting personally or 
through his/her duly authorized representative for the purpose of this Contract. 

No person shall be deemed a representative of the Director or Manager except 
to the extent specifically authorized in an express written notice to the 
Contractor signed by the Director or Manager, as the case may be. Further, no 
person shall be deemed a successor in duties of the Director unless the 
Contractor is so notified in writing signed by the Authority's Manager, 
Purchasing Services Division. No person shall be deemed a successor in duties 
of the Manager unless the Contractor is so notified in a writing signed by the 
Director. 

Minority Business Enterprise (MBE) - shall mean a business entity which is at 
least S 1 % owned and controlled by one or more members of one or more 
minority groups, or, in the case of a publicly held corporation, at least S 1 % of 
the stock of which is owned by one or more minority groups, and whose 
management and daily business operations are controlled by one or more such 
individuals who are citizens or permanent resident aliens. 
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"Minority Group" means any of the following racial or ethnic groups: 

(a) Black persons having origins in any of the Black African racial 
groups not of Hispanic origin; 

(b) Hispanic persons of Mexican, Puerto Rican, Dominican, Cuban, 
Central or South American culture or origin, regardless of race; 

( c) Asian and Pacific Islander persons having· origins in any of the 
original peoples of the Far East, Southeast Asia, The Indian 
Subcontinent, or the Pacific Islands; 

(d) Native American or Alaskan native persons having origins in 
any of the original peoples of North America and maintaining 
identifiable tribal affiliations through membership and 
participation or community identification. · 

Site of the Work - or words of similar import shall mean the Facility and all 
buildings and properties associated therewith as described in this Contract. 

Small Business Entetprise (SBE) - The criteria for a Small Business Enterprise 
are: 

•The principal place of business must be located in New York 
or New Jersey; 

• The firm must have been in business for at least three years 
with ~tivity; 

•Average gross income limitations by industry as established by 
the Port Authority. 

Subcontractor - shall mean anyone who performs work ( other than or in 
addition to the furnishing of materials, plant or equipment) in connection with 
the services to be provided hereunder, directly or indirectly for or on behalf of 
the Contractor (and whether or not in privity of contract with the Contractor), 
but shall not include any person who furnished merely his/her own personal 
labor or bis/her own personal services. "Subcontractor," however, shall. 
exclude the Contractor or any subsidiary or parent of the Contractor or any 
person, firm or corporation which has a substantial interest in the Contractor or 
in which the Contractor or the parent or the subsidiary of the Contractor, or an 
officer or principal of the Contractor or of the parent of the subsidiary of the 
Contractor has a substantial interest, provided, however, that for the purpose of 
the clause hereof entitled "Assignments and Subcontracts" the exclusion in this 
paragraph shall not apply to anyone but the Contractor itself. 

Women-Owned Business Entetprise (WBE) - shall mean a business enterprise 
which is at least 51 % owned by one or more women, or, in the case of a 
publicly held corporation, at least 51 % of the stock of which is owned by one 
or more women and whose management and daily business operations are 
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controlled by one or more women who are citizens or permanent or resident 
1. aliens. 

Work - shall mean all services, equipment and materials (including materials 
and equipment, if any, furnished by the Authority) and other facilities and all 
other things necessary or proper for, or incidental to the services to be 
performed or goods to be furnished in connection with the service to be 
provided her.eunder. 

PART B GENERAL PROVISIONS 

· 1. Facility Rules and Regulations of The Port Authority 

a. The Contractor shall observe and obey (and compel its officers, 
employees, guests, invitees, and those doing business with it, to 
observe and obey) the facility Rules and Regulations of the Port 
Authority now in effect, and such further reasonable Rules and 
Regulations which may from time to time during the term of 
this Agreement be promulgated by the Port Authority for 
reasons of safety, health, preservation of property or 
maintenance of a good and orderly appearance and efficient 
operation of the Facility. The Port Authority agrees that, except 
in case of emergency, it shall give notice to the Contractor of 
every Rule and Regulation hereafter adopted by it at least five 
days before the Contractor shall be required to comply 
therewith. 

b. A copy of the facility Rules and Regulations of the Port 
Authority shall be available for review by the Contractor at the 
Office of the Secretary of the Port Authority. 

2. Contractor Not An Agent 

lbis Agreement does not constitute the Contractor the agent or representative 
of the Port Authority for any purpose whatsoever except as may be specifically 
provided in this Agreement. It is hereby specifically acknowledged and 
understood that the Contractor, in performing its services hereunder, is and 
shall be at all times an independent Contractor and the officers, agents and 
employees of the Contractor shall not be or be deemed to be agents, servants or 
~ployees of the Port Authority. 

3. Contractor's Warranties 

The Contractor represents and warrants: 
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a. That it is financially solvent, that it is experienced in and 
competent to perform the requirements of this Contract, that the 
facts stated or shown in any papers submitted or referred to in 
connection with its Proposal are true, and, if the Contractor be a 
corporation, that it is authorized to perfonn this Contract; 

b. That it has carefully examined and analyzed the 
provisions and requirements of this Contract, and that from its own 
investigations it has satisfied itself as to the nature of all things 
needed for the performance of this Contract, the general and local 
conditions and all other matters which in any way affect this 
Contract or its performance, and that the time available to it for 
such examination, analysis, inspection and investigation was 
adequate; 

c. That the Contract is feasible of performance in accordance with 
all its provisions and requirements and that it can and will 
perform it in strict accordance with such provisions and 
requirements; 

d. That no Commissioner, officer, agent or employee of the Port 
Authority is personally interested directly or indirectly in this 
Contract or the compensation to be paid hereunder; 

e. That, except only for those representations, statements or 
promises expressly contained in this Contract, no 
representation, statement or promise, oral or in writing, of any 
kind whatsoever by the Port Authority, its Commissioners, 
officers, agents, employees or consultants has induced the 
Contractor to enter into this Contract or has been relied upon by 
the Contractor, including any with reference to: (1) the 
meaning, correctness, suitability, or completeness of any 
provisions or requirements of this Contract; (2) the nature, 

· quantity, quality or size of the materials, equipment, labor and 
other facilities needed for the performance of this Contract; (3) 
the general or local conditions which may in any way affect this 
Contract or its perfonnance; (4) the price of the Contract; or (5) 
any other matters, whether similar to or different from those 
referred to in (1) through (4) immediately above, affecting or 
having any connection with this Contract, the bidding thereon, 
any discussions thereof, the perfonnance thereof or those 
employed therein or connected or concerned therewith. 

Moreover, the Contractor accepts the conditions at the Site of the Work as they 
may eventually be found to exist and warrants and represents that it can and 
will perform the Contract under such conditions and that all materials, 
equipment, labor and other facilities required because of any unforeseen 
conditions (physical or otherwise) shall be wholly at its own cost and expense, 
anything in this Contract to the contrary notwithstanding. 
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Nothing in the Specifications or any other part of the Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibility of 
performance of this Contract or any part thereof. 

The Contractor further represents and warrants that it was given ample 
- opportunity and time and by means of this paragraph was requested by the Port 

Authority to review thoroughly all documents forming this Contract prior to 
opening of Proposals on this Contract in order that it might request inclusion in 
this Contract of any statement, representation, promise or provision which it 
desired or on which it wished to place reliance; that it did so review said 
documents, that either every such statement, representation, promise or 
provision has been included in this Contract or else, if omitted, that it expressly 
relinquishes the benefit of any such omitted statement, representation, promise 
or provision and is willing to perform this Contract without claiming reliance 
thereon or making any other claim on account of such omission. 

The Contractor further recognizes that the provisions of this numbered clause 
(though not only such provisions) are essential to the Port Authority's consent to 
enter into this Contract and that without such provisions, the Authority would 
not have entered into this Contract. 

4. Personal Non-Liability 

Neither the Commissioners of the Port Authority nor any of them, nor any 
. officer, agent or employee thereof, shall be charged personally by the 

Contractor with any liability, or held personally liable to the Contractor under 
any tenn or provision of this Agreement, or because of its execution or 
attempted execution, or because of any breach, or attempted or alleged breach, 
thereof. 

5. Equal Employment Opportunity, Affirmative Action, 
Non-Discrimination 

a. The Contractor is advised to ascertain and comply with all 
applicable federal, State and local statutes, ordinances, rules and 
regulations and, federal Executive Orders, pertaining to equal 
employment opportunity, affinnative action, and 
non-discrimination in employment. 

b. Without limiting the generality of any other term or provision of 
this Contract, in the event of the Contractor's non-compliance 
with the equal opportunity and non-discrimination clause of this 
Contract, or with any of such statutes, ordinances, rules, 
regulations or Orders, this Contract may be cancelled, 
tenninated or suspended in whole or in part. 

6. Rights and Remedies of the Port Authority 
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The Port Authority shall have the following rights in the event the Contractor 
is deemed guilty of a breach of any term whatsoever of this Contract: 

a. The right to take over and complete the Work or any part thereof 
as agent for and at the expense of the Contractor, either directly 
or through others. 

b. The right to cancel this Contract as to any or all of the Work yet 
to be performed. 

c. The right to specific performance, an injunction or any 
appropriate equitable remedy. 

d. The right to money damages. 

For the purpose of this Contract, breach shall include but not be limited to the 
following, whether or not the time has yet arrived for performance of an 
obligation under this Contract: a statement by the Contractor to any 
representative of the Port Authority indicating that the Contractor cannot or 
will not perform any one or more of its obligations under this Contract; any act 
or omission of the Contractor or any other occurrence which makes it 
improbable at the time that it will be able to perform any one or more of its 
obligations under this Contract; any suspension of or failure to proceed with 
any part of the Work by the Contractor which makes it improbable at the time 
that it will be able to perform any one or more of its obligations under this 
Contract. 

The enumeration in this numbered clause or elsewhere in this Contract of 
specific rights and remedies of the Port Authority shall not be deemed to limit 
any other rights or remec!ies which the Authority would have in the absence of 
such enumeration; and no exercise by the Authority of any right or remedy 
shall operate as a waiver of any other of its rights or remedies not inconsistent 
therewith or to stop it from exercising such other rights or remedies. 

7. Rights and Remedies of the Contractor 

Inasmuch as the Contractor can be adequately compensated by money 
damages for any breach of this Contract which may be committed by the Port 
Authority, the Contractor expressly agrees that no default, act or omission of 
the Port Authority shall constitute a material breach of this Contract, entitling 
the Contractor to cancel or rescind this Contract or to suspend or abandon 
performance. 

8. Submission To Jurisdiction 

The Contractor hereby irrevocably submits itself to the jurisdiction of the 
Courts of the State of New York and New Jersey, in regard to any controversy 

46 



arising out of, connected with, or in any way concerning this Contract. 

The Contractor agrees that the service of process on the Contractor in relation 
to such jurisdiction may be made, at the option of the Port Authority, either by 
registered or certified mail addressed to it at the address of the Contractor 
indicated on the signature sheet, or by actual personal delivery to the 
Contractor, if the Contractor is an individual, to any partner if the Contractor 
be a partnership or to any officer, director or managing or general agent if the 
Contractor be a corporation. 

Such service shall be deemed to be sufficient when jurisdiction would not lie 
because of the lack of basis to serve process in the manner otherwise provided 
by law. In any case, however, process may be served as stated above whether 
or not it might otherwise have been served in a different manner. 

9. Harmony 

a. The Contractor shall not employ any persons or use any labor, 
or use or have any equipment, or permit any condition to exist 
which shall or may cause or be conducive to any labor 
complaints, troubles, disputes or controversies at the Facility 
which interfere or are likely to interfere with the operation of 
the Port Authority or with the operations of lessees, licensees or 
other users of the Facility or with the operations of the 
Contractor under this Contract. 

The Contractor shall immediately give notice to the Port 
Authority (~o be followed by written notices and reports) of any 
and all impending or existing labor complaints, troubles, 
disputes or controversies and the progress thereof. The 
Contractor shall use its best efforts to resolve any such 
complaint, trouble, dispute or controversy. If any type of strike, 
boycott, picketing, work stoppage, slowdown or other labor 
activity is directed against the Contractor at the Facility or 
against any operations of the Contractor under this Contract, 
whether or not caused by the employees of the Contractor, and 
if any of the foregoing, in the opinion of the Port Authority, 
results or is likely to result in any curtailment or diminution of 
the services to be performed hereunder or to interfere with or 
affect the operations of the Port Authority, or to interfere with 
or affect the operations oflessees, licensees, or other users of 
the Facility or in the event of any other cessation or stoppage of 
operations by the Contractor hereunder for any reason 
whatsoever, the Port Authority shall have the right at any time 
during the continuance thereof to suspend the operations of the 
Contractor under this Contract, and during the period of the 
suspension the Contractor shall not perform its services 
hereunder and the Port Authority shall have the right during 
said period to itself or by any third person or persons selected 
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by it to perfonn said services of the Contractor using the 
equipment which is used by the Contractor in its operations 
hereunder as the Port Authority deems necessary and without 
cost to the Port Authority. During such time of suspensio~ the 
Contractor shall not be entitled to any compensation. Any flat 
fees, including management fees, shall be prorated. Prior to ~e 
exercise of such right by the Port Authority, it shall give the 
Contractor notice thereof, which notice may be oral. No 
exercise by the Port Authority of the rights granted to it in the 
above subparagraph shall be or be deemed to be a waiver of any 
rights of termination ·or revocation contained in this Contract or 
a waiver of any rights or remedies which may be available to 
the Port Authority under this Contract or otherwise. 

b. During the time that the Contractor is performing the contract, 
other persons may be engaged in other operations on or about 
the worksite including Facility operations, pedestri~ bus and 
vehicular traffic and other Contractors performing at the 

· · worksite, all of which shall remain uninterrupted. 
The Contractor shall so plan and conduct his/her operations as 
to work in hannony with others engaged at the site and not to 
delay, endanger or interfere with the operation of others 
(whether or not specifically mentioned above), all to the best 
interests of the Port Authority and the public as may be directed 
by the Port Authority. 

10. Claims of Third Persons 

The Contractor undertakes to pay all claims lawfully made against it by 
subcontractors, suppliers and workers, and all claims lawfully made against it 
by other third persons arising out of or in connection with or because of the 
performance of this Contract and to cause all subcontractors to pay all ~ch 
claims lawfully made against them. 

11. No Third Party Rights 

Nothing contained in this Contract is intended for the benefit of third persons, 
except to the extent that the Contract specifically provides otherwise by use of 
the words ''benefit" or "direct right of action." 

12. Provisions of Law Deemed Inserted 

Each and every provision of law and clause required by law to be inserted in 
this Contract shall be deemed to be inserted herein and the Contract shall be 
read and enforced as though it were included therein, and if through mistake or 
otherwise any such provision is not inserted, or is not correctly inserted, then 
upon the application of either party, the Contract shall forthwith be physically 
amended to make such insertion. 
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13. Costs Assumed By The Contractor 

It is expressly understood and agreed that all costs of the Contractor of 
whatever kind or nature and whether imposed directly upon the Contractor 
under the terms and provisions hereof or in any other manner whatsoever 
because of the requirements of the operation of the service or otherwise under 
this Agreement shall be borne by the Contractor or without compensation or 
reimbursement from the Port Authority, except as specifically set forth in this 
Agreement: The entire and complete cost and expense of the Contractor's 
services and operations hereunder shall be borne solely by the Contractor and 
under no circumstances shall the Port Authority be liable to any third party 
(including the Contractor's employees) for any such costs and expenses 
incurred by the Contractor and under no circumstances shall the Port Authority 
be liable to the Contractor for the same, except as specifically set forth in this 
Section. 

14. Default, Revocation or Sus,pension of Contract 

a. If one or more of the following events shall occur: 

1. If fire or other cause shall destroy all or a substantial part of 
the Facility; 

2. If any governmental agency shall condemn or take a 
temporary or permanent interest in all or a substantial part of 
the Facility, or all of a part of the Port Authority's interest 
herein; 

then upon the occurrence of such event or at any time thereafter during 
the continuance thereof, the Port Authority shall have the right on 
twenty-four (24) hours written notice to the Contractor to revoke this 
Contract, such revocation to be effective upon the date and time specified 
in such notice. 

In such event this Contract shall cease and expire on the effective date of 
revocation as if said date were the date of the expiration of this Contract. 
Such revocation shall not, however, relieve the Contractor of any 
liabilities or obligations hereunder which shall have accrued on or prior to 
the effective date of revocation. 

b. If one or more of the following events shall occur: 

1. The Contractor shall become insolvent, or shall take the 
benefit of any present or future insolvency statute, or shall 
make a general assignment for the benefit of creditors, or file 
a voluntary petition in bankruptcy or a petition or answer 
seeking an arrangement or its reorganization or the 
readjustment of its indebtedness under the federal bankruptcy 
laws or under any other law or statute of the United States or 
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of any State thereof, or consent to the appointment of a 
receiver, trustee, or liquidator of all or substantially all its 
property; or 

2. By order or decree of a court the Contractor shall be adjudged 
bankrupt or an order shall be made approving a petition filed 
by any of the creditors, or, if the Contractor is a corporation, 
by any of the stockholders of the Contractor, seeking its 
reorganization or the readjustment of its indebtedness under 
the federal bankruptcy laws or under any law or statute of the 
United States or of any State thereof; or 

3. A petition under any part of the federal bankruptcy laws or an 
action under any present or future insolvency law or statute 
shall be filed against the Contractor and shall not be dismissed 
within thirty (30) days after the filing thereof; or 

4. The interest of the Contractor under this Contract shall be 
transferred to, passed to or devolve upon, by operation of law 
or otherwise, any other person, firm or corporation, or 

5. The Contractor, if a corporation, shall, without the prior 
written approval of the Port Authority, become a surviving or 
merged corporation in a merger, a constituent corporation in 
a consolidation, or a corporation in dissolution; or 

6. If the Contractor is a partnership, and the said partnership 
shall be dissolved as the result of any act or omission of its 
copartners or any of them, or by operation of law or the order 
or decree of any court having jurisdiction, or for any other 
reason whatsoever; or 

7. By or pursuant to, or under authority of any legislative act, 
resolution or rule, or any order or decree of any court or 
governmental board, agency or officer having jurisdiction, a 
receiver, trustee, or liquidator shall take possession or control 
of all or substantially all of the property of the Contractor and 
such possession or control of all or substantially all of the 
property of the Contractor and shall continue in effect for a 
period of fifteen (15) days; 

then upon the occurrence of any such event or at any time thereafter 
during the continuance thereof, the Port Authority shall have the 
right upon five (5) days notice to the Contractor to terminate this 
Contract and the rights of the Contractor hereunder; termination to 
be effective upon the date and time specified in such notice as if 
said date were the date of the expiration of this Contract. 
Termination shall not relieve the Contractor of any liabilities or 
obligations hereunder which have accrued on or prior to the 
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effective date of termination. 

c. If any of the following shall occur: 

1. The Contractor shall cease, abandon any part of the service, 
desert, stop or discontinue its services in the premises for any 
reason whatsoever and regardless of the fault of the 
Contractor; or 

2. The Contractor shall fail to keep, perform and observe each 
and every other promise, covenant and agreement set forth in 
this Contract on its part to be kept, performed or observed, 
within five (5) days after receipt of notice of default 
thereunder from the Port Authority ( except where fulfillment 
of its obligations requires activity over a greater period of 
time, and the Contractor shall have commenced to perform 
whatever may be required for fulfillment within five (5) days 
after receipt of notice and continues such performance 
without interruption except for causes beyond its control); 
. then upon the occurrence of any such event or during the 
continuance thereof, the Port Authority shall have the right 
on twenty four (24) hours notice to the Contractor to 
terminate this Contract and the rights of the Contractor 
hereunder, termination to be effective upon the date and time 
specified in such notice. Termination shall not relieve the 
Contractor of any liabilities which shall have accrued on or 
prior to the effective date of termination. 

d. If any of the events enumerated in this Section shall occur 
prior to commencement date of this Contract the Port 
Authority upon the occurrence of any such event or any time 
thereafter during the continuance thereof by twenty-four (24) 
hours notice may terminate or suspend this Contract and the 
rights of the Contractor hereunder, such termination or 
suspension to be effective upon the date specified in such 
notice. 

e. (Reserved) 

f. (Reserved) 

g. Any right of termination contained in this paragraph, shall be 
in addition to and not in lieu of any and all rights and 
remedies that the Port Authority shall have at law or in equity 
consequent upon the Contractor's breach of this Contract and 
shall be without prejudice to any and all such other rights and 
remedies. It is hereby specifically agreed and understood that 
the exercise by the Port Authority of any right of termination 
set forth in this paragraph shall not be or be deemed to be an 
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exercise by the Port Authority of an election of remedies so 
as to preclude the Port Authority from any right to money 
damages it may have for the period prior to the effective date 
of termination to the original expiration date of the Contract, 
and this provision shall be deemed to survive the termination 
of this contract as aforesaid. 

h. (Reserved) 

1. If The Port Authority has paid any sum or has incurred any 
obligation or expense which the Contractor has agreed to pay 
or reimburse the Port Authority, or if the Port Authority is 
required or elects to pay any sum or sums or incurs any 
obligations or expense by reason of the failure, neglect or 
refusal of the Contractor to perform or fulfill any one or more 
of the conditions, covenants, or agreements contained in this . 
Contract, or as a result of an act of omission of the Contractor 
contrary to the said conditions, covenants and agreements, 
the Contractor shall pay to the Port Authority the sum or 
sums so paid or expense so incurred, including all interests, 
costs and damages, promptly upon the receipt of the Port 
Authority's statement therefore. The Port Authority may, 
however, in its discretion, elect to deduct said sum or sums 
from any payment payable by it to the Contractor. 

J. If the Port Authority pays any installment to the Contractor 
without reducing said installment as provided in this 
Contract, it may reduce any succeeding installment by the 
proper amount, or it may bill the Contractor for the amount 
by which the installment paid should have been reduced and 
the Contractor shall pay to the Port Authority any such 
amount promptly upon receipt of the Port Authority's 
statement therefore. · 

k. The Port Authority shall also have the rights set forth above 
in the event the Contractor shall become insolvent or 
bankrupt or if his/her affairs are placed in the hands of a 
receiver, trustee or assignee for the benefit of creditors. 

15. Sales or Compensating Use Taxes 

Sales to the Port Authority are currently exempt from New York and New 
Jersey State and local sales and compensating use taxes and generally from 
federal taxation. The Contractor certifies that there are no such taxes included 
in the prices for this Contract. The Contractor shall retain a copy of this 
Contract to substantiate the exempt sale. 

The compensation set forth in this Agreement is the complete compensation to 
the Contractor, and the Port Authority will not separately reimburse the 
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Contractor for any taxes unless specifically set forth in this Agreement. 

16. No Estoppel or Waiver 

The Port Authority sliall not be precluded or estopped by any payment, final or 
otherwise, issued or made under this Contract, from showing at any time the 
true amount and character of the services performed, or from showing that any 
such payment is incorrect or was improperly issued or made; and the Port 
Authority shall not be precluded or estopped, notwithstanding any such 
payment, from recovering from the Contractor any damages.which it may 
sustain by reason of any failure on its part to comply strictly with this Contract, 
and any moneys which may be paid to it or for its account in excess of those to 
which it is lawfully entitled. 

No cancellation, rescission ot annulment hereof: in whole or as to any part of 
the services to be provided hereunder, or because of any breach hereof, shall be 
deemed a waiver of any money damages to which the Port Authority may be 
entitled because of such breach. Moreover, no waiver by the Authority of any 
breach of this Contract shall be deemed to be a waiver of any other or any 
subsequent breach. 

17. Records and Re.ports 

The contractor shall set up, keep and maintain in effect in accordance with 
accepted accounting practice during the term of this Agreement and any 
extensions thereof and for three years after the expiration, termination or 
revocation thereof: records, payroll records and books of account (including 
records of original entry and daily forms) recording all transactions of the 
Contractor, at, through or in any way connected with or related to the 
operations of the Contractor hereunder, including but not limited to all matters 
relating to the charges payable to the Contractor or the Authority hereunder 
and such additional information as the Port Authority may from time to time 
and at any time require, and also including, if appropriate, recording the actual 
number of hours of service provided under the Contract, and keeping separate 
records thereof which records and books of account shall be kept at all times 
within the Port District. The Contractor shall permit in ordinary business 
hours during the term of this Agreement including any extensions thereof and 
for three years thereafter the examination and audit by the officers, employees 
and representatives of the Port Authority of such records and books of account 
and also any records and books of account of any company which is owned or 
controlled by the Contractor, or which owns or controls the Contractor if said 
company performs services similar to those performed by the Contractor 
anywhere in the Port District. However, if within the aforesaid three year 
period the Port Authority has notified the Contractor in writing of a pending 
claim by tJ:ie Port Authority under or in connection with this Contract to which 
any of the aforesaid records and documents of the Contractor or of its 
subcontractors relate either directly or indirectly, then the period of such right 
of access shall be extended to the expiration of six years from the date of final 
payment with respect to the records and documents involved. 
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a. The Contractor hereby further agrees to furnish to the Port 
Authority from time to time such written reports in 
connection with its operations hereunder as the Port 
Authority may deem necessary or desirable. The format of 
all forms, schedules and. reports furnished by the Contractor 
to the Port Authority shall be subject to the continuing 
approval of the Port Authority. 

b. No provision in this Contract giving the Port Authority a 
right of access to records and documents is intended to impair 
or affect any right of access to records and documents which 
they would have in the absence of such provision. Additional 
record keeping may be required under other sections of this 
Contract. 

18. General Obligations 

a. Except where expressly required or permitted herein to be 
oral, all notices, requests, consents and approvals required to 
be given to or by either party shall be in writing and all such 
notices, requests, consents and approvals shall be personally 
delivered to the other party during regular business hours or 
forwarded to such party by United States certified mail, 
return receipt requested, addressed to the other party at its 
address hereinbefore ·or hereafter provided. Until further 
notice the Contractor hereby designates the address shown on 
the bottom of the Contractors Signature Sheet as their address 
to which such notices, requests, consents, or approvals may 
be forwarded. All notices, requests, consents, or approvals of 
the Contractor shall be forwarded to the Manager at the 
Facility. 

b. The Contractor shall comply with the provisions of all 
present and future federal, state and municipal laws, rules, 
regulations, requirements, ordinances, orders and directions 
which pertain to its operations under this Contract and which 
affect the Contract or the performance thereof and those 
engaged therein as if the said Contract were being performed 
for a private corporation, except where stricter requirements 
are contained in the Contract in which case the Contract shall 
control. The Contractor shall procure for itself all licenses, 
certificates, permits, zoning approvals, or other authorization 
from all governmental authorities, if any, having jurisdiction 
over the Contractor's operations hereunder which may be 
necessary for the Contractor's operations. The Contractor's 
obligation to comply with governmental requirements are not 
to be construed as a submission by the Port Authority to the 
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application to itself of such requirements. 

c. The Contractor shall pay all taxes, license, certification, 
permit _and examination fees and excises which may be 
assessed on its property or operations hereunder or income 
therefrom, and shall make all applications, reports and returns 
required in connection therewith. 

d. The Contractor shall promptly observe, comply with and 
execute the provisions of any and all present and future rules 
and regulations, requirements., standard orders and directions 
of the American Insurance Association, the Insurance 
Services Office, National Fire Protection Association, and 
any other body or organization exercising similar functions 
which may pertain or apply to the Contractor's operations 
hereunder. The Contractor shall not do or permit to be done 
any act which: 

1. will invalidate or be in conflict with any fire insurance 
policies covering the Facility or any part thereof or upon the 
contents of any building thereon, or 

2. will increase the rate of any fire insurance, extended coverage 
or rental insurance on the Facility or any part thereof or upon 
the contents of any building thereon, or 

3. in the opinion of the Port Authority will constitute a. 
hazardous condition, so as to increase the risk normally 
attendant upon the operations contemplated by this Contract, 
or 

4. may cause or produce in the premises, or upon the Facility 
any unusual, noxious or objectionable smoke, gases, vapors, 
odors or 

5. may interfere with the effectiveness or accessibility of the 
drainage and sewerage system, fire protection system, 
sprinkler system, alann system, fire hydrants and hoses, if 
any, installed or located or to be installed or located in or on 
the Facility, or 

6. shall constitute a nuisance in or on the Facility or which may 
result in the creation, commission or maintenance of a 
nuisance in or on the Facility. 

e. Ifby reason of the Contractor's failure to comply with the 
provisions of this Section and provided the Port Authority has 
given the Contractor five (5) days written notice of its failure 
and the Contractor shall not have cured said failure within said 

55 



five ( 5) days, any fire insurance, extended coverage or rental 
insurance rate on the Facility or any part thereof or upon the 
contents of any building thereon shall at any time be higher than 
it otherwise would be, then the Contractor shall on demand pay 

-the Port Authority that part of all fire insurance, extended 
coverage or rental insurance premiums paid or payable by the 
Port Authority which shall have been charged because of such 
violations by the Contractor. 

f. The Contractor shall conduct its operations hereunder so as not 
to endanger, unreasonably interfere with, or delay the 
operations or activities of any tenants or occupants on the 
premises or the Facility and, moreover, shall use the same 
degree of care in performance on the premises as would be 
required by law of the Port Authority and shall conduct 
operations hereunder in a courteous, efficient and safe manner. 

a. The Contractor shall provide such equipment and medical 
facilities as may be necessary to supply first aid service 
in case of accidents to its personnel who may be injured 
in the furnishing of service hereunder. The Contractor 
shall maintain standing arrangements for the removal 
and hospital treatment of any of its personnel who may 
be injured. 

19. Subcontracting 

a. The Contractor shall not sell, transfer, mortgage, pledge, 
subcontract or assign this Contract or any part thereof or any of 
the rights granted hereunder or any moneys due or to become 
due to it hereunder or enter into any contract requiring or 
permitting the doing of anything hereunder by an independent 
Contractor, without the prior written approval of the Port 
Authority, and any such sale, transfer, mortgage, pledge, 
subcontract, assignment or contract without such prior written 
approval shall be void as to the Port Authority. 

b. All subcontractors who provide permanent personnel to the 
Contractor for work under this Contract shall be given written 
notice to comply with all requirements of the Contract. The 
Contractor shall be responsible and liable for the performance 
and acts of each subcontractor. 

c. All persons to whom the Contractor sublets services shall be 
deemed to be its agents and no subletting or approval thereof 
shall be deemed to release this Contractor from its obligations 
under this Contract or to impose any obligations on the Port 
Authority to such subcontractor or to give the subcontractor any 
rights against the Port Authority. 
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20. Indemnification and Risks Assumed By The Contractor 

A. Risks Assumed By Tue Contractor 

The Contractor assumes the following distinct and several risks: 

1. The risk of loss or damage to Port Authority property to the extent arising 
from the willful or negligent ~ts or omissions of the Contractor, its 
subcontractors or others under their control; 

2. The risk of fines or penalties assessed by courts or governmental agencies 
or entities against the Contractor, its subcontractors, or others under their 
control or the Authority, arising out of the performance of services 
hereunder, and the risk of claims made by third persons against the 
Contractor, its subcontractors, or others under the control of the Contractor 
or its subcontractors, or the Authority, on account of injuries (including 
wrongful death), loss, damage or liability of any kind whatsoever arising out 
of or in connection with willful or negligent acts of the Contractor, its 
subcontractors, or others under their controfin the performance of the 
services hereunder or out of or in connection with the Contractor's 
operations or presence at or in the vicinity of the construction sites or 
Authority premise; and the risk of claims against the Contractor, its 
subcontractors or others under the control of the Contractor or its 
subcontractors, or the Authority, for the payment of workers' compensation; 
whether such claims, fines or penalties are made or assessed and whether 
such injuries, damage, loss and liability are sustained at any time beth before 
and after the termination or expiration of this Contract; and 

3. The risk ofloss or damage to any property of the Contractor, its 
subcontractors or others under the control of the Contractor or its 
subcontractors, and of claims made against the Contractor, its subcontractors 
or those under their control, or the Authority, for loss or damage to any 
property of subcontractors, materialmen, workmen and others under the 
control of the Contractor or its subcontractors, not caused by the willful or 
negligent acts or omissions of the Authority, occurring at any time prior to 
completion of removal of such property from the construction sites or 
Authority premises or the vicinity thereof. 

The Contractor shall indemnify the Authority against all claims described above in 
subparagrapbs 1., 2, and 3 as to which the Contractor, its subcontractors or others under 
their control assumes the risk and for all expense incurred by it in the defense, settlement 
or satisfaction thereof, including expenses of attorneys, except where indemnity would be 
precluded by New York State General Obligations Law, Section 5-322.1 or by other 
applicable law. If so directed, the Contractor shall defend against any claim descnbed in 
subparagrapbs l, 2 and 3 above in which event it shall not without obtaining express 
advance permission from the General Counsel of the Authority raise any defense 
involving. in any way jurisdiction of the tribunal, immunity of the Authority, 
governmental nature of the Authority or the provisions of any statutes respecting suits 

57 



against the Authority. Unless a claim is one that the Contractor is not required to 
indemnify the Authority against as described in the first sentence of this clause, such 
defense shall be at the Contractor's cost. 

The provisions of this numbered clause shall also be for the benefit of the 
Commissioners, officers, agents and employees of the Authority, so that they shall have 
all the rights which they would have under this numbered clause if they·were named at 
each place above al which the Authority is named, including a direct right of action 
against the Contractor to enforce the foregoing indemnity, except, however, that the 
Authority by action of its Board of Commissioners may at any time in its sole discretion 
and without liability on its part cancel the benefit conferred on any of them by this 
numbered clause, whether or not the occasion for invoking such benefit has already 
arisen at the time of such cancellation. 

Neither the issuance of a certificate of completion nor the making of Final Payment shall 
release the Contractor from his/her obligations under this numbered clause. Moreover, 
neither the enumeration in this numbered clause nor the enumeration elsewhere in this 
Contract of particular risks assumed by the Contractor or of particular claims for which 
he/she is responsible shall be deemed (a) to limit the effect of the provisions of this 
numbered clause or of any other clause of this Contract relating to such risks or claims, 
(b) to imply that he/she assumes or is responsible for risks or claims only of the type 
enumerated in this numbered clause or in. any other clause of this Contract, or ( c) to limit 
the risks which he/she would assume or the claims for which he/she would be responsible 
in the absence of such enumerations. 

B.Insurance Procured By Contractor 

Pollution Liability Insurance (including lead abatement liability): the Contractor or its 
subcontractor may be required, on a project-specific basis, for defined periods of time, to 
procure, maintain, and pay premiums on a Pollution Liability Insurance Policy, including 
lead abatement liability, on an occurrence basis, providing coverage for bodily injury 
liability, property damage, or environmental damage caused by pollution conditions, with 
a limit of liability of not less than $5 million/occurrence and $5 million/aggregate,. The 
Policy shall name all subcontractors, and the Contractor when applicable, as additional 
insureds. The policy shall include coverage for environmental cleanup on land, in air, 
and on water. The policy shall include coverage for completed operations (for 2 years 
after the completion of the Contract), gradual and sudden and accidental pollution 
coverage, with a time element of no less than 7 days notice and 30 days reporting. The 
policy shall not contain a sunset provision, or any other provision, which would prohibit 
the reporting of a claim and the subsequent defense and indemnity that would normally 
be provided by the-policy. Self-funded, policy fronting, or other non-risk transfer 
insurance mechanisms are not acceptable to the Authority, unless full disclosure is made 
to the Port Authority in writing prior to any consideration being given. The policy shall 
contain a waiver of subrogation in favor of the Port Authority. 

The policy shall provide transportation coverage for the hauling of lead based materials, 
including but not limited to lead paint, from the construction site to the final disposition 
location. Deductibles are subject to the approval of the Port Authority and shall not 
reduce the limit of liability. The policy form must ''pay on behalf of' rather than 
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"indemnify the insured". Toe insurance shall be primary insurance as respects the Port 
Authority, its representatives, officials, and employees. Any insurance or self-insurance 
maintained by the Port Authority shall be excess of this insurance and shall not contribute 
with it. Toe policy shall provide pollution coverage as respects lead based materials, 
including but not limited to lead paint for all phases of the abatement process. The policy 
shall not contain any provisions or definition that would serve to eliminate third party 
over-claims, including exclusions of the premises owner. 
The Authority shall be named as an additional insured in the policy or policies set forth 
above. Toe liability policy or policies stated above shall contain coverage for cross­
liability/severability of interests, and both shall be stated on the certificate of insurance. 
Certified copies of the policy or polices described above or ~ certificate or certificates 
evidencing the existence thereof, shall be delivered to the General Manager, Risk 
Management!freasury, The Port Authority·of New York and New Jersey, 225 Park 
Avenue South, 12th Floor, New York, NY 10003, within ten (10) days after the execution 
of this Contract by the Contractor. Such policy or policies, certificate or certificates shall 
state the number of this Contract and shall contain a valid provision or endorsement that 
the policy or polices may not be canceled, terminated, changed or modified without 
giving thirty (30) days advance written notice to the Port Authority at the above address. 
Such liability policy or policies and the certificate of insurance shall contain an additional 
endorsement stating that, "The insurer shall not, without obtaining express advance 
permission from the General Counsel of the Port Authority, raise any defense involving 
in any way the jurisdiction of the tribunal over the person of the Port Authority, the 
immunity of the Port Authority, its commissioners, officers, agents or employees, the 
governmental nature of the Port Authority, or the provisions of any statutes respecting 
suits against the Port Authority." Renewal policies shall be delivered to the Port 
Authority at least fifteen (15) days prior to the expiration date of each expiring policy. H 
at any time any of the certificates or polices shall be or become unsatisfactory to the Port 
Authority as to form or substance, or if the carrier issuing any such certificate or policy 
shall be or become unsatisfactory to the Port Authority, the Contractor shall promptly _ 
obtain a new and satisfactory certificate and policy. The Port Authority may request at 
any time certified copies of the above policies. 

21.A.RProvalofMethods 

Neither the approval of the Port Authority of the methods of furnishing 
services hereunder nor the failure of the Port Authority to call attention to 
improper or inadequate methods or to require a change in the method of 
furnishing services hereunder, nor the failure of the Port Authority to direct the 
Contractor to take any particular precautions or to refrain from doing any 
particular thing shall relieve the Contractor of its liability for injuries to 
persons or damage to property arising out of its operations. 

22. Safety and Cleanliness 

a. Toe Contractor shall, in the furnishing of services hereunder, 
exercise every precaution to prevent injury to person or 
damage to property and avoid inconvenience to the occupants 
of or any visitors to the Facility. The Contractor shall, without 
limiting the generality hereof, place such personnel, erect such 
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barricades and railings, give such warnings, display such 
lights, signals or signs, place such cones and e:,(ercise 
precautions as may be necessary, proper or desirable. 

b. The Contractor shall in case of unsafe floor conditions due to 
construction, wetness, spillage, sickness and all other types of 
hazardous conditions proceed to rope off the unsafe area and 
place appropriate warnings signs to prevent accidents from 
occurring. The Contractor shall clean said area to the 
satisfaction of the Manager. 

c. The Contractor shall at all times maintain in a clean and 
orderly condition and appearance any and all facilities 
provided by the Port Authority for the Contractor's operations, 
and all fixtures, sink closets, equipment, and other personal 
property of the Port Authority which are located in said 
facilities. · 

23. Accident Reports 

The Contractor shall promptly report in writing to the Manager of the Facility 
and to the Deputy Chief, Litigation Management of the Port Authority all 
accidents whatsoever arising out of or in connection with its operations 
hereunder and which result in death or injury to persons or damage to property, 
setting forth such details thereof as the Port Authority may desire. In addition, 
if death or serious injury or serious damage is caused, such accidents shall be 
immediately reported by telephone to the aforesaid representatives of the Port 
Authority. 

24. Trash Removal 

The Contractor shall remove daily from the Facility by means provided by the 
Contractor all garbage, debris and other waste material (solid or liquid) arising 
out of or in connection with its operations hereunder, and any such garbage, 
debris and other waste material not immediately removed shall be temporarily 
stored in a clear and sanitary condition, approved by the Facility Manager and 
.shall be kept covered except when filling or emptying them. The Contractor 
shall exercise care in removing such garbage, debris and other waste materials 
from the Facility. The manner of such storage and removal shall always be 
subject in all respects to the continual approval of the Port Authority. No 
equipment or facilities of the Port Authority shall be used in such removal 
unless with its prior consent in writing. No such garbage, debris or other waste 
materials shall be or be permitted to be thrown, discharged or disposed into or 
upon the waters at or bounding the Facility. 

25. Lost and Found Property 

The Contractor shall instruct its personnel that all items of personal property 
found by the Contractor's employees must be turned in to the Port Authority 
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and a receipt will be issued therefor. 

26. Property of the Contractor 

a. All property of the Contractor at the Facility by virtue of this 
Contract shall be removed on or before the expiration or 
sooner termination or revocation of this Contract. 

b. If the Contractor shall fail to remove its property upon the 
expiration, termination or revocation of this Contract the Port 
Authority may, at its option, dispose of such property as waste 
or as agent for the Contractor and at the risk and expense of 
the Contractor, remove such property to a public warehouse, or 
may retain the same in its own possession, and in either event 
after the expiration of thirty (30) days may sell the same in 
accordance with any method deemed appropriate; the proceeds 
of any such sale shall be applied first, to the expenses of sale 
and second, to any sums owed by the Contractor to the Port 
Authority; any balance remaining shall be paid to the 
Contractor. Any excess of the total cost of removal, storage 
and sale and other costs incurred by the Port Authority as a 
result of such failure of performance by the Contractor over 
the proceeds of sale shall be paid by the Contractor to the Port 
Authority upon demand. 

27. Modification of Contract 

This Contract may not be changed except in writing signed by the Port 
Authority and the Contractor. The Contractor agrees that no representation or 
warranties shall be binding upon the Port Authority unless expressed in writing 
in this Contract. 

28. Invalid Clauses 

If any provision of this Contract shall be such as to destroy its mutuality or to 
render it invalid or illegal, then, if it shall not appear to have been so material 
that without it the Contract would not have been made by the parties, it shall 
not be deemed to form part thereof but the balance of the Contract shall remain 
in full force and effect. 

29. Approval of Materials, Su1mlies and Eguipment 

Only Port Authority approved materials, supplies, and equipment are to be 
used by the Contractor in performing its services hereunder. Inclusion of 
materials or supplies on the Port Authority Approved Products List constitutes 
approval. The list may be revised from time to time and at any time by the 
Port Authority and it shall be incumbent upon the Contractor to obtain the 
most current list from the Manager of the Facility. 
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At anytime during the bid, pre-performance or performance periods, the 
Contractor may propose the use of an alternate product or products to those on 
the Approved Products List, which product(s) shall be subject to review and 
approval by the Port Authority. Any alternate product so approved by the Port 
Authority may be used by the Contractor in performing its services hereunder. 
Until such approval is given, only products on the Approved Products List may 
he used. 

30. Intellectual Property 

The right to use all patented materials, appliances, processes of manufacture or 
types of construction, trade and service marks and copyrights, collectively 
hereinafter referred to as the "Intellectual Property Rights" in the performance 
of the work shall be obtained by the Contractor without separate or additional 
compensation. The Contractor shall indemnify the Port Authority against and 
save it harmless from all loss and expense incurred as a result of any claims in 
the nature of Intellectual Property Rights infringement arising out of the Port 
Authority's use, in accordance with the immediately preceding statement, of 
any protected Intellectual Property Rights. The Contractor, if requested, shall 
conduct all negotiations with respect to and defend such claims. If the Port 
Authority be enjoined either temporarily or permanently from the use of any 
subject matter as to which the Contractor is to indemnify the Port Authority 
against infringement, then the Port Authority may, without limiting any other 

. rights it may have, require the Contractor to supply temporary or permanent 
replacement facilities approved by the Manager, and if the Contractor fails to 
do so the Contractor shall, at its expense, remove all such enjoined facilities 
and refimd the cost thereof to the Port Authority or take such steps as may be 
necessary to insure compliance by the Port Authority with said injunction, to 
the satisfaction of the Port Authority. ' 

3 lA. High Security Areas 

a. Services under the Contract may be required in high security 
areas, as the same may be designated by the Manager from 
time to time. The Port Authority shall require the observance 
of certain security procedures with respect to the high security 
areas, which may include the escort to, at, and/or from said 
high security areas by security personnel designated by the 
Contractor or any subcontractor's personnel required to work 
therein. 

b. Twenty-four hours prior to the proposed performance of any 
work in a high security area, the Contractor shall notify the 
Manager. The Contractor shall conform to the procedures as 
may be established by the Manager from time to time and at 
any time for access to high security areas and the escorting of 
personnel hereunder. Prior to the start of work, the Contractor 
shall request a description from the Manager of the high 
security areas which will be in effect on the commencement 
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date. The description of high security areas may be changed 
from time to time and at any time by the Manager during the 
tenn of the Contract. 

31 B. Notification of Security Requirements 

The Port Authority operates facilities and systems, at which terrorism or other criminal 
acts may have a significant impact on life safety and key infrastructures. The 
Authority reserves the right to impose multiple layers of security requirements on the 
performance of the Contract work, including on the Contractor, its staff and 
subcontractors and their staffs depending upon the level of security required, as 
determined by the Authority. The Contractor shall and shall instruct its subcontractors 
to cooperate with Authority staff in adopting security requirements. These security 
requirements may include but may not be limited to the following: 

1. Identity Checks and Background Screening 

Contractor/subcontractor identity checks and background 
screening shall include but shall not be limited to: (1) inspection 
of not less than two fonns of valid/current government issued 
identification (at least one having an official photograph) to 
verify staff's name and residence; (2) screening of federal, 
state, and/or local criminal justice agency infonnation databases 
and files; (3) screening of any terrorist identification files; ( 4) 
multi-year check of personal, employment and /or credit history; 
(5) access identification to include some form ofbiometric 
security methodology such as fingerprint, facial or iris scanning. 

The Contractor may be required to have its ~ and any 
subcontractor's ~ authorize the Authority or its designee to 
perform background checks. Such authorization shall be in a 
form acceptable to the Authority. If the Authority directs the 
Contractor to have identity checks and background screening 
perf onned by a particular firm designated by the Authority, the 
Authority will compensate the Contractor for the cost of such 
screening. pursuant to the Extra Work provisions of the 
Contract. · · 

11. Issuance of Photo Identification cards: 

If the Authority requires facility-specific identification cards for 
the Contractor's and subcontractors' staff, the Authority will 
supply such identification cards at no cost to the Contractor. 

111. Access control, inspection, and monitoring by security guards: 

The Authority will provide for facility access control, inspection 
and monitoring by Authority retained security guards. Should 
the Authority require the Contractor to hire security guards for 
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the purpose of facility access control and inspection in liell of or 
in addition to the Authority retained facility security guards, the 
Contractor will be reimbursed for the cost of such security 
guards pursuant to the Extra Work provisions of the Contract. 
However, this provision shall not relieve the Contractor of its 
responsibility to secure its equipment and work at the facility at 
its own expense. 

The Authority may impose, increase, and/or upgrade security requirements for 
the Contractor, subcontractors and their staffs during the term of this Contract to 
address changing security conditions and/or new governmental regulations. 

32. Construction In Progress 

The Contractor recognizes that construction may be in progress at the Facility 
and may continue throughout the term of this proposed Contract. 
Notwithstanding, the Contractor shall at all times during the term hereof 
maintain the same standards of performance and cleanliness as prevails in 
non-affected areas as required by the standards hereunder. 

33. Pennit-Reguired Confined Space Work 

Prior to commencement of any work, the Contractor shall request and obtain 
from the Port Authority a description of all spaces at the facility which are 
permit-required confined spaces requiring issuance of an OSHA permit. 

Prior to the commencement of any work in a permit-required confined space at 
a Port Authority facility requiring issuance of an OSHA permit, the Contractor 
shall contact the Manager to obtain an Authority Contractor Permit-Required 
Confined Space Notification form. The notification form must be filled out 
and submitted prior to commencing permit-required confined space work. All 
confined space work shall be performed in accordance with all applicable 
OSHA requirements. The Contractor shall provide its employees with a copy 
of its own company permit and shall furnish the Port Authority with a copy of 
the permit upon completion of the work. The Contractor must supply all 
equipment required for working in a confined space. 

34. Signs 

Except with the prior written approval of the Port Authority, the Contractor 
shall not erect, maintain or display any signs or posters or any advertising on or 
about the Facility. 

35. Vending Machines, Food Preparation 

The Contractor shall not install, maintain or operate on the Facility, or on any 
other Port Authority property, any vending machines without the prior written 
approval of the Port Authority. No foods or beverages shall be prepared or 
consumed at the Facility by any of the Contractor's employees except in areas 
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as may be specifically designated by the Port Authority for such purpose. 

36. Non-Publication 

The Contractor shall not issue nor permit to be issued any press release, advertisement, 
or literature of any kind, which refers to the Port Authority or to the fact that goods 
have been, are being or will be provided to it and/or that services have been, are being 
or will be performed for it in connection with this Agreement, nor shall the Contractor 
use the Port Authority' s logo in any way unless the vendor first obtains the written 
approval of the Port Authority. Such approval may be withheld if for any reason the 
Port Authority believes that the publication of such information would be harmful to 
the public interest of is in any way undesirable. 
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PART Ill CONTRACTOR'S INTEGRITY PROVISIONS 

l. Certification of No Investigation {criminal or civil anti-trust), Indictment, 
Conviction, Debarment. Suspension. Disqualification and Disclosure of Other 
Information 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid each party thereto 
certifies as to its own organizatio~ that the Bidder and each parent and/or 
affiliate of the Bidder has not 

a. been indicted or convicted in any jurisdiction; 
b. been suspended, debarred, found not responsible or otherwise 

disqualified from entering into any contract with any 
. governmental agency or been denied a government contract 

for failure to meet standards related to the integrity of the 
Bidder; 

c. had a contract terminated by any governmental agency for 
breach of contract or for any cause based in whole or in part on 
an indictment or conviction; 

d. ever used a name, trade name or abbreviated name, or an 
Employer Identification Number different from those inserted 
in the Bid; 

e. had any business or professional license suspended or revoked 
or, within the five years prior to bid opening, had any sanction 
imposed in excess of $50,000 as a result of any judicial or 
administrative proceeding with respect to any license held or 
with respect to any violation of a federal, state or local 
environmental law, rule or regulation; 

f. had any sanction imposed as a result of a judicial or 
administrative proceeding related to fraud, extortion, bribery, 
bid rigging, embezzlement, misrepresentation or anti-trust 
regardless of the dollar amount of the sanctions or the date of 
their imposition; and 

g. been, and is not currently, the subject of a criminal 
investigation by any federal, state or local prosecuting or 
investigative agency and/or a civil anti-trust investigation by 
any federal, state or local prosecuting or investigative agency. 

2. Non-Collusive Bidding, and Code of Ethics Certification, Certification of 
No Solicitation Based On Commission, Percentage, Brokerage, Contingent or 
Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid, each party thereto 
certifies as to its own organizatio~ that 

a the prices in its bid have been arrived at independently without 
collusio~ consultatio~ communication or agreement for the 
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purpose of restricting competition, as to any matter relating to 
such prices with any other bidder or with ~y competitor; 

a. the prices quoted in its bid have not been and will not be 
knq~gly disclosed directly or indirectly by the Bidder prior 
to the official opening of such bid to any other bidder or to any 
competitor; 

b . the prices quoted in its bid have not been and will not be 
knowingly disclosed directly or indirectly by the Bidder prior 
to the official Qpening of such bid to any other bidder or to any 
competitor; 

c. no attempt has been made and none will be made by the 
Bidder to induce any other person, partnership or corporation 
to submit or not to submit a bid for the purpose of restricting 
competition; 

d. this organization has not made any offers or agreements or 
taken any other action with respect to any Authority employee 
or former employee or immediate family member of either 
which would constitute a breach of ethical standards under the 
Code of Ethics dated April 11, 1996 (a copy of which is 
available uwn request to the individual named in the clause 
hereof entitled "Bidder's Questions"), nor does this 
organization have any knowledge of any act on the part of an 
Authority employee or former Authority employee relating 
either directly or indirectly to this organization which 
constitutes a breach of the ethical standards set forth in said 
Code; 

e. no person or selling agency other than a bona fide employee or 
bona fide established commercial or selling agency maintained 
by the Bidder for the purpose of securing business, has been 
employed or retained by the Bidder to solicit or secure this 
Contract on the understanding that a commission, percentage, 
brokerage, contingent, or other fee would be paid to such 
person or selling agency; and 

f. the bidder has not offered, promised or given, demanded or 
accepted, any undue advantage, diiectly or indirectly, to or 
from a public official or employee, political candidate, party or 
party official, or any private sector employee (including a 
person who directs or works for a private sector enterprise in 
any capacity), in order to obtain, retain or direct business or to 
secure any other improper advantage in connection with this 
Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as 
follows: 

• if the Bidder is a corporation, such certification shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each parent, affiliate, director, 
and officer of the Bidder, as well as, to the best of the 
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certifier's knowledge and belief, each stockholder of the 
Bidder with an ownership interest in excess of 10%; 
if the Bidder is a partnership, such certification shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each partner; 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall 
be deemed to have been authorized by the Board of Directors of the Bidder, 
and such authorization shall be deemed to include the signing and submission 
of the bid and the inclusion therein of such certification as the act and deed of 
the corporation. 

In any case where the Bidder cannot make the foregoing certifications, the 
Bidder shall so state and shall furnish with the signed bid a signed statement 
which sets forth in detail the reasons therefor. If the Bidder is uncertain as to 
whether it can make the foregoing certifications, it shall so indicate in a 
signed statement furnished with its bid, setting forth in such statement the 
reasons for its uncertainty. 

Notwithstanding that the Bidder may be able to make the foregoing 
certifications at the time the bid is submitted, the Bidder shall immediately 
notify the Authority in writing during the period ofirrevocability of bids on 
this Contract or any extension of such period of any change of circumstances 
which might under this clause make it unable to make the foregoing 
certifications or require disclosure. The foregoing certifications or signed 
statement shall be deemed to have been made by the Bidder with full 
knowledge that they would become a part of the records of the Authority and 
that the Authority will rely on their truth and accuracy in awarding this 
Contract. In the event that the Authority should determine at any time prior 
or subsequent to the award of this Contract that the Bidder has falsely 
certified as to any material item in the foregoing certifications or has willfully 
or fraudulently furnished a signed statement which is false in any material 
respect, or has not fully and accurately represented any circumstance with 
respect to any item in the foregoing certifications required to be disclosed, the 
Authority may determine that the Bidder is not a responsible Bidder with 
respect to its bid on the Contract or with respect to future bids on Authority 
contracts and may exercise such other remedies as are provided to it by.the 
Contract with respect to these matters. In addition, Bidders are advised that 
knowingly providing a false certification or statement pursuant hereto may be 
the basis for prosecution for offering a false instrument for filing (see e.g. 
New York Penal Law, Section 175.30 et seq.). Bidders are also advised that 
the inability to make such certification wiU not in and of itself disqualify a 
Bidder, and that in each instance the Authority will evaluate the reasons 
therefor provided by the Bidder. 

3. Bidder Eligibility for Award of Contracts - Determination by an Agency 
of the State of New York or New Jersey Concerning Eligibility to Receive 
Public Contracts 
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Bidders are advised that the Authority has adopted a policy to the effect that 
in awarding its contracts it will honor any determination by an agency of the 
State of New York or New Jersey that a aidder is not eligible to bid on or be 
awarded public contracts because the Bidder bas been determined to have 
engaged in illegal or dishonest conduct or to have violated prevailing rate of 
wage legislation. 

The policy permits a Bidder whose ineligibility has been so determined by an 
agency of the State of New York or New Jersey to submit a bid on a Port 
Authority contract and then to establish that it is eligible to be awarded a 
contract on which it has bid because (i) the state agency determination relied 
upon does not apply to the Bidder, or (ii) the state agency determination 
relied upon was made without affording the Bidder the notice and hearing to 
which the Bidder was entitled by the requirements of due process of law, or 
(iii) the state agency determination was clearly erroneous or (iv) the state 
determination relied upon was not based on a finding of conduct 
demonstrating a lack of integrity or violation of a prevailing rate of wage law. 

The full text of the resolution adopting the policy may be found in the 
Minutes of the Authority's Board of Commissioners meeting of September 9, 
1993. 

4. No Gifts, Gratuities, Offers of Employment Etc. 

During the term of this Contract, the Contractor shall not offer, give or agree 
to give anything of value either to a Port Authority employee, agent, job 
shopper, consultant, construction manager or other person or firm · 
representing th~ Port Authority, or to a member of the immediate family (i.e., 
a spouse, child, parent, brother or sister) of any of the foregoing, in 
connection with the performance by such employee, agent, job shopper, 
consultant, construction manager or other person or firm representing the Port 
Authority of duties involving transactions with the Contractor on behalf of the 
Port Authority, whether or not such duties are related to this Contract or any 
other Port Authority contract or matter. Any such conduct shall be deemed a 
material breach of this Contract. As used herein '!anything of value" shall 
include but not be limited to any (a) favors, such as meals, entertainment, 
transportation ( other than that contemplated by the Contract or any other Port 
Authority contract), etc. which might tend to obligate the Port Authority 
employee to the Contractor, and (b) gift, gratuity, money, goods, equipment, 
services, lodging, discounts not available to the general public, offers or 
promises of employment, loans or the cancellation thereof: preferential 
treatment or business opportunity. Such term shall not include compensation 
contemplated by this Contract or any other Port Authority contract Where 
used herein, the term "Port Authority" shall be deemed to include all · 
subsidiaries of the Port Authority. 

The Contractor shall insure that no gratuities of any kind or nature 
whatsoever shall be solicited or accepted by it and by its personnel for any 
reason whatsoever from the passengers, tenants, customers or other persons 
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using the Facility and shall so instruct its personnel. 

In addition, during the term of this Contract, the Contractor shall not make an 
offer of employment or use confidential information in a manner proscribed 
by the Code of Ethics and Financial Disclosure dated April 11, 1996 ( a copy 
of which is available upon request to the Office of the Secretary of the Port 
Authority). 

The Contractor shall include the provisions of this clause in each subcontract 
entered into under this Contract. 

.5. Conflict of Interest 

During the term of this Contract, the Contractor shall not participate in any 
way in the preparation, negotiation or award of any contract ( other than a 
contract for its own services to the Authority) to which it is contemplated the 
Port Authority may become a party, or participate in any way in the review or 
resolution of a claim in connection with such a contract if the Contractor has 
a substantial financial interest in the contractor or potential contractor of the 
Port Authority or if the Contractor has an arrangement for future employment 
or for any other business relationship with said contractor or potential 
contractor, nor shall the Contractor at any time take any other action which 
might be viewed as or give the appearance of conflict of interest on its part. 
If the possibility of such an arrangement for future employment or for another 
business arrangement has been or is the subject of a previous or current 
discussion, or if the Contractor has reason to believe such an arrangement 
may be the subject of future discussion, or if the Contractor has any financial 
interest, substantial or not, in a contractor or potential contractor of the. 
Authority, and the Contractor's participation in the preparation, negotiation or 
award of any contract with such a contractor or the review or resolution of a 
claim in connection with such a contract is contemplated or if the Contractor 
has reason to believe that any other situation exists which might be viewed as 
or give the appearance of a conflict of interest, the Contractor shall 
immediately inform the Director in writing of such situation giving the full 
details thereof. Unless the Contractor receives the specific written approval 
of the Director, the Contractor shall not take the contemplated action which 
might be viewed as or give the appearance of a conflict of interest. In the · 
event the Director shall determine that the performance by the Contractor of a 
portion of its services under this Agreement is precluded by the provisions of 
this numbered paragraph, or a portion of the Contractors said services is 
detennined by the Director to be no longer appropriate because of such 
preclusion, then the Director shall have full authority on behalf of both parties 
to order that such portion of the Contractor's services not be performed by the 
Contractor, reserving the right, however, to have the services performed by 
others and any lump sum compensation payable hereunder which is 
applicable to the deleted work shall be equitably adjusted by the parties. The 
Contractor's execution of this document shall constitute a representation by 
the Contractor that at the time of such execution the Contractor knows of no 
circumstances, present or anticipated, which come within the provisions of 
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this paragraph or which might otherwise be viewed as or give the appearance 
of a conflict of interest on the Contractor's part. The Contractor 
acknowledges that the Authority may preclude it from involvement in certain 
disposition/privatization initiatives or transactions that result from the 
findings of its evaluations hereunder or from participation in any contract 
which results, directly or indirectly, from the services provided by the 
Contractor hereunder. 

6. Definitions · . 

As used in this section, the following tcnns shall mean: 

Affiliate - Two or more firms are affiliates if a parent owns more 
than fifty percent of the voting stock of each of the firms, or a common 
shareholder or group of shareholders owns more than fifty percent of the 
voting stock of each of the firms, or if the firms have a common proprietor or 
general partner. 

Agency or Governmental Agency - Any federal, state, city or other 
local agency, including departments, offices., public authorities and 
corporations., boards of education and higher education, public development 
corporations, local development coiporations and others. 

Investigation - Any inquiries made by any federal, state or local 
criminal prosecuting agency and any inquiries concerning civil anti-trust 
investigations made by any federal, state or local governmental agency. 
Except for inquiries concerning civil anti-trust investigations, the term does 
not include inquiries made by any civil government agency concerning 
compliance with any regulation, the nature of which does not cany criminal 
penalties, nor does it include any background investigations for employment, 
or Federal, State, and local inquiries into tax returns. 

Officer - Any individual who serves as chief executive officer, chief 
financial officer, or chief operating officer of the Bidder by whatever titles 
known. 

Parent - An individual~ partnership, j oint venture or coiporation 
which owns more than 50°/c, of the voting stock of the Bidder. 

If the solicitation is a Request for Proposal: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean submitting a Proposal. 
In a Contract resulting from the taking of bids: 

Bid - shall mean bid; 
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Bidder - shall mean Bidder; 

Bidding - shall mean executing this Contract. 

In a Contract resulting from the taking of Proposals: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean executing this Contract. 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

Name of Proposer: ______________________ _ 

Please provide a list of references on the firm' s performance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name: -----------------------~ Address: _____________________________________ ~ 

Contact Name and Title: ----------------------Phone and Fax Numbers of Contact: -----------------~ Contract date(s): _________________________ _ 

Contract cost: ------------------------~ Description of work: 

Customer Name: -------------------------Address: ---------------------------Contact Name and Title: -----------------------Phone and Fax Numbers of Contact: ------------------
Contract da t~~=-------------------------­
Contract cost: ------------------------~ Description of Work: 

Customer Name: -----------~-------------Address: ---------------------------Contact Name and Title: ----------------------Phone and Fax Numbers of Contact: ---------------------Contract date (s): ___ ____________________ _ 
Contract cost: --------------------------------~ Descriptionofwork: _________________________ ~ 
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ATIACHMENT D- PORT AUTHORITY FACILITIES 

·. Aviation 

John F . Kennedy International Airport 
Newark Liberty International Airport 
LaGuardia Airport 
Downtown Manhattan Heliport 
AirTrain Newark 
AirTrain JFK 
Teterboro (excluded for purposes of this RFP, but listed for information only) 

Tunnels, Bridges & Terminals 

George Washington Bridge 
George Washington Bridge Bus Station 
Lincoln Tunnel 
Port Authority Bus Terminal 
Holland Tunnel 
Bayonne Bridge 
Goethals Bridge 
Outerbridge Crossing 

Port Authority Trans-Hudson 

PA TH Rail Transit System 
Journal Square Transportation Center 

Port Commerce 

Auto Marine Terminal 
Brooklyn Port Authority Marine Terminal 
Brooklyn Piers 
Red Hook Container Terminal 
Elizabeth Port Authority Marine Terminal 
Port Newark 
Howland Hook Marine Terminal 
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Economic Development 

The Legal Center 

The Teleport 
Essex County Resource Recovery Facility 
Bathgate Industrial Park 
Industrial Park at Elizabeth 

World Trade Center site 
World Trade Center Transportation Hub (under development) 

Notes Regarding The Above Facilities 

Please note the following facilities will be phased into the Scope of Work of this Contract 
as existing agreements expire or are otherwise terminated: 

• the airport terminals at La Guardia, John F. Kennedy Internationai and Newark 
Liberty International airports, inside the AirTrain Newark stations and cars., 
inside the AirTrain JFK stations, the 3 Van Wyck Sign Bridges, the LGA Garage, 
the Terminal 4 Garage, and the Newark Liberty Toll Plaza billboard sign, 
(Current agreements are in effect through 2005.) 

• inside the PATH rail transit system cars and station platforms. (Cummt 
agreements are in effect through Aug. 2007.) 

• Port Authority Bus Terminal (The interior is under agreement until June 30, 
2006; exterior is under agreement until June 30, 2016.) 

The Port Authority currently generates approximately $25 million in gross advertising 
revenue sales from the facilities listed in the bullets above, with approximately 80% of 
the gross sales total generated through the airports. 
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AITACHMENT E-Financial Proposal 

Your full compensation for all services rendered in connection with this Agreement will be 
derived from your share of the gross advertising sales. You will not be reimbursed for any out­
of-pocket costs incmred in connection with any task related to the performances of the duties 
contained in the Scope of Work. 

The Port Authority to itself may construct or have constructed infrastructure at its facilities that 
may be also suitable for the placement of advertising. In such a cases the Port Authority reserves 
the right to negotiate with the Contractor a different arrangement for compensation to the 
Authority than is set forth in this Contract. 
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AITACHMENT F-Contractor's officers and staff 

Name: 

Title: 

Name: 
~~~~~~~~~~~~~~~~~~~~~~~~ 

Title: 
~~~~~~~~~~~~~~~~~~~~~~~~-

Name: 
~~~~~~~~~~~~~~~~~~~~~~~~-

Title: 
~~~~~~~~~~~~~~~~~~~~~~~~~ 

Name: 
~~~~~~~~~~~~~~~~~~~~~~~~~ 

Title: 
~~~~~~~~~~~~~~~~~~~~~~~~~-

Name: 
~~~~~~~~~~~~~~~~~~~~~~~~~-

Title: 
~~~~~~~~~~~~~~~~~~~~~~~~~~ 

Name: 
~~~~~~~~~~~~~~~~~~~~~~~~~-

Title: 
~~~~~~~~~~~~~~~~~~~~~~~~~~ 

2 



A TI ACHMENT G - Advertising Guidelines - Abstract 

No advertising material shall be permitted to be displayed unless the Port Authority has 
given prior written approval as to the content of the material stating that it is in compliance with 
specific advertising guidelines that will be included in the governing agreement. It is expected 
that those guidelines will (1) permit only advertising promoting the sale or rental of a product 
( except tobacco), service or property, travel to a travel destination, or attendance at an event, and 
(2) prohibit advertising that is defamatory, false or deceptive, concerns illegal services or 
products, violates proprietary rights, includes images of human nudity or is otherwise material 
inappropriate for general public view as will be specifically described in the agreement The 
guidelines will include provisions for internal Port Authority review procedures as to any denial 
of approval based on content. . 
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ATTACHMENT H - Olympic 2012 Agreement 

Note: Contractor's are hereby given notice that the attached agreement shall be in 
force in the event that New York City is chosen to host the 2012 Olympic Games. 
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I 
I 

LETTER AGREEMENT 

October 19, 2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York, New York 10003 

Ladies.and Gentlemen: 

In connection with the preparation, for submission to the lntemation.al 
Olympic Committee ("IOC''), of a candidature for New York City to host the 2012 
Olympic Games, NYC2012 must demonstrate that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and ,confronting ambush marketing. 
Accordingly, the IOC requires NYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
ofNew York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facilities. Subject to and in accordance with the terms of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (1) it will license to NYC2012 the advertising space under the 
PA •s control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26, 2012 through August 21, 2012 inclusive {the "License Period"), and (2) all 
future agreements which grant rights to the advertising space under the PA's control at its 
facilities will contain an acknowledgement of the terms of this Letter Agreement and will 
require all licensees, lessees, p~itees, vendors and contractors to comply with the tenns 
of this Letter Agreement. 

Notwithstanding the generality of the foregoing or anything to the contrary 
.stated herein, the PA's obligation to make available advertising space to NYC2012 under . 
this Letter Agreement shall be subject to all of the folJowing: (1) with respect to all · 
terminals not under the control of the PA, the rights of third parties with which the PA 
bas entered into agreements as of the date of the execution of this Letter Agreement, 
including, but not limited to, the rights of teim:inal airline lessees, (2) the PA' s tenant 
alteration and application process (the "TAA process'), which shall apply, among other 
things, to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect from time to time, and 
( 4) the receipt by the PA of a written notice from NYC2012 not less than sixty (60) days 
prior to the start of the License Period (the "sixty-day notice'') stating (i) that NYC2012 
intends to exercise the rights granted to·it by this Letter Agreement, and (ii) the 
infonnation required in paragraph 4 of this Letter Agreement, and (3) receiving the 



requisite prior authorization(s) of the Board of Commissioners of the PA. 

1. License Fee. The license fee for Ad Space shall be calculated as follows: the 
average price for various types of advertising~. wall wraps, spectaculars and 
dioramas) as established by the relevant advertising pcrmittees/lessees then under 
contract with the PA at its facilities for 2005, 2006, 2007 and 2008 (the "Average Price"), 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for All Urban Consumers - New York­
Northem New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics of the United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
· the Olympic Premiwn. 

2. Assignment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for the Olympic Games (''NYCOG") that shall receive from NYC2012 an assignment of 
all rights, and shall assume all obligations concerning, arrangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be the organization to 
conduct the Games and carry out the rights and responsibilities ofNYC2012 hereunder. 

3. Termination. This Letter Agreement will terminate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure of the PA to 
receive the sixty-day notice described herein. 

4 . Uncommitted Ad Space. The s"ixty-day notice shall identity all Ad Space 
contractually committed to by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period of the Olympic 
Games and for the period commencing thirty (30) days prior to the start of the Olympic 
Games. Any advertising space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shall not be 
subject to this Letter Agreement and may be sold, licensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges arid agrees that between the date of this 
Agreement and the start of the Olympic Games, the Port Authority shall have the right in 
its sole discretion to eliminate or modify existing advertising space at any its facilities, 
including but not limited to any of the Ad Space, and convert such space to another 
purpose. 

5. Representations and Warranties of PA. 

(a) Upon receipt of the requisite prior authorization(s) from the Board of 
Commissioners, the PA has all necessary power and authority to enter into this Letter 
Agreement and to perform its obligations hereunder; the execution of this Agreement iby 
PA and the performance by PA of its obligations hereunder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreement has been duly 
executed and delivered by PA and is a valid and binding obligation of PA enforceable 
against PA in accordance with its terms. 
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(b) PA further represents and warrants that it owns or controls all of the Ad 
Space and that Schedule A is a complete list of the number of locations of advertising 
space at each of the PA facilities as of the date of the execution of this Letter Agreement 
by the PA; provided, however, that the failure of any third party to comply with the terms 
of any agreement between said third party and the PA shall not constitute a breach of this 
Letter Agreement by the PA and provided, further, this Letter Agreement shall not 
require the PA or any of.its advertising permittees/lessees to breach any existing 
agreement to which it is a party as of the date of the PA' s execution of this Letter 
Agreement. 

( c) PA further represents and warrants that entering into this Letter 
Agreement will not conflict with any other obligations or agreements to which PA is a 
party and PA covenants not to enter into any conflicting agreements during the tenn of 
this Letter Agreement. 

6. RCJ)resentations and Warranties of NYC2012. NYC2012 has all necessary 
power and authority to enter into this Letter Agreement and to perfonn its obligations 
hereunder; the execution of this Letter Agreement byNYC2012 and the performance by 
NYC2012 ofits obligations hereunder have been duly authorized by all necessary 
corporate action on the part ofNYC2012; and this Letter Agreement has been duly 
executed and delivered by NYC2012 and is a valid and binding obligation ofNYC2012 
enforceable against NYC2012 in accordance with its tenns. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach of the provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or permanent injwiction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable relief shall not be required to post a bond in 
connec~on therewith. Each party further agrees that the remedies of a temporary 
restraining order, preliminary or permanent injunction or specific performance shall hot 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addition to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against the PA or its Commissioners, officers or 
employees shall be subject to all prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statutes of the New York law, 
including but not limited to statutes codified in the New York Unconsolidated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitions, limitations, 
requirements and restrictions are not waived by this paragraph. 

8. Governing Law. This Letter Agreement is made under, and will be 
construed in accordance with, the laws of the State of New York, without giving effect to 
its principles of conflict of laws. 
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9. No Personal Liability. No Commissioner, director, officer, agent or 
employee of either party shall be charged personally or held contractually liable by or to 
the other party under any term or provision of this Letter Agreement or of any 
modification or amendment hereto or because of any breach thereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
between the PA and NYC2012 on the subject matter, and may not be changed, modified, 
discharged or extended except by instrument in writing duly executed on behalf of both 
the PA and NYC2012. NYC2012 agrees that no representations or warranties shall be 
binding upon the PA unless expressed in writing in this Letter Agreement. 

Please confirm your agreement to the matters referred to and set forth in this letter 
by signing, dating and returning a copy of this letter to µie. 

Very truly yours, 

Accepted and Agreed to: 

!ef of P~bli~~d ~9rernment Affairs 
~., t11+fi.<H. l11ax~ 

Date:--'/......;.O....,../....,.,x,"'""&-~/_o_,_s' ___ _ I I 
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Schedule A 

LaGuardia Airport Inventory Count 

867-LGA Seltable Faces 

460-LGA Units 
Breakdown by Unit 

Total of 4' x 10' Lightbox 

Total of Banner 
Total of Clock 

Total of Diorama 

Total of Diorama Other 

Total of Display Area 

Total of Jet Bridges 

Total of Phone Board 

Total of Phone Board Service Cost 

Total of Spectacular (other) 

Total of Take-one/Mlnc Chg 

Total of Vertical Displays 

Total of Exterior Banners 

Total of Wall Wrap 

3 
1 
1 

334 
14 

7 
250 
146 
26 
19 
6 

12 
2 

48 
869 Sellable Faces 
460 Units 

John F. Kennedy Airport Inventory Count 

1342-JFK Scllable Faces 
728-JFK Units 

Breakdown by Unit 

T otaJ of 4 • x 1 o· Lightbox 

Total of Banner 
Total of Clock 

44 
19 
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ATTACHMENT I - SCHEDULE G-FACILITY TRAFFIC 
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Schedule G - Facility Traffic* 

TUNNELS AND BRIDGES AIR TERMINALS 
1bound Trafficl 2004 2003 2004 2003 
. .:rosslngs Totals at the Three Major Airports 

Automobiles 115,219,000 112,869,000 Plane movements 1,112,800 1,020,000 
Buses 3,123,000 3,041 ,000 Passenger traffic 93,823,100 83,669,800 
Trucks 8,205,000 7,910,000 Cargo-tons 2,796,900 2,722,800 
Total vehicles 126,547,000 123,820,000 Revenue mail-tons 194,200 188,400 
George Washington Bridge John F. Kennedy International Airport 
Automobiles 49,377,000 48,354,000 Plane movements 308,400 268,400 
Buses 606,000 594,000 Passenger traffic 
Trucks 4,219,000 4 ,023,000 Domestic 20,088,400 16,436,900 
Total vehicles 54,202,000 52,971,000 International 17,429,700 15,299,600 
Lincoln Tunnel Ca!Jlo-lonS 1,787,500 1,734,900 
Automobiles 18,541,000 18,120,000 LaGuardla Airport 
Buses 2,051,000 1,973,000 Plane movements 383,000 360,000 
Trucks 1,141,000 985,000 Passenger traffic 
Total vehicles 211733,000 21,078,000 Domestic 23,119,300 21,435,300 
Holland Tunnel International 1,295,600 1,047,500 
Automobiles 16,353,000 15,790,000 Ca!Jlo-tons 14,100 12,300 
Buses 221,000 232,000 Newark Uberty lntemaUonal Airport 
Trucks 389,000 544,000 Plane movements 421,400 391 ,600 
Total vehicles 161963,000 16,566,000 Passenger traffic 
Staten Island Bridges Domestic 23,040,100 21,781,900 
Automobiles 30,948,000 30,605,000 International 8,850,000 7,668,600 
Buses 245,000 242,000 Ca~tons 995,300 975,600 
Trucks 2,456,000 2,358,000 Cumulative PA Investment 
Total vehicles 33,649,000 33.205,000 In Air Tennlnals 
Cumulative PA Investment 11n thousandsl $ 9,863,413 $ 9,454,165 

•n Tunnels and Bridges 
In thousandsl $ 2,877,063 $ 2 ,633,246 TERMINALS 

2004 2003 
PATH All Bus Faclllties 

2004 2003 
Total passengers 57,768,000 47,920,000 
Passenger weekday Passengers '70,687,400 69,427,600 
average 194,000 160,000 Bus movements 31528,800 3,446,700 
Cumulative PA Investment Port Authortty Bus Terminal 

In PATH Passengers 56,335,000 55,925,000 
(In thousandsl $ 2,343,740 $ 2,170,285 Bus movements 2,253,400 2,237,000 

MARINE TERMINALS George Washington Bridge 
2004 2003 Bus Station 

All Tennlnals 
Containers 2,401,042 2,231,931 Passengers 7,394,400 6,817,600 
General cargo (a) Bus movements 332,400 303,700 

{Metric tons l 25,474,164 23,538,926 PATH Journal Square 
New Jersey Marine Tenninals Transportation Center 
Containers 2,084,590 1,903,367 Bus Station 
New YQ!k Marine Tennlnals Passengers 6,958,000 6 ,685,000 
Containers 316,452 328,564 Bus movements 943,000 906,000 
Cumulative PA Investment Cumulative PA lnvesbnent 

In Marine Tennlnals In Bus Facilities 
iln thousands! $ 2,338,597 $ 2 ,078,759 iln thousandsl $ 735,604 s 698,449 

2004 2003 
Total Port Authority Cumulative 

Invested In facDHJes, 
Including the above 

lln thousands! $ 21,141,528 $ 19,866,282 

(.a) lntemational ocunbome general cargo as recorded il lhe New Yen • New Jefwy 
Customs Dislrict. 

• Some 2003 nunbers reflect revised data. 
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A IT ACHMENT J - LEITER OF CREDIT FORMAT 

I ,ETTER OF CREDIT FORMAT 

The Port Authority of New York & New Jersey 
225 Park Avenue South, 1211, Floor 
New York, NY 10003 

Attn: CREDIT MANAGER 

CLEAN IRREVOCABLE STANDBY LEITER OF CREDIT NO. ____ (C) ___ _ 

At the request of (A) we (B) hereby open this CLEAN 
IRREVOCABLE LEITER OF CREDIT NO. (C) in your favor up to an aggregate of 
____ (D) U.S. Dollars, available by your draft(s) on us at sight 

We warrant to you that all your drafts under this CLEAN m.REVOCABLE LE1TER OF CREDIT WILL BE DULY 
HONORED UPON PRESENTATION OF YOUR DRAFT(S) drawn on us and presented to us at 
______________ (E) on 

or before the expiration date set forth below or future expiration date as indicated below. Our obligation under this 
Letter of Credit is the individual obligation of the Bank, in no way contingent upon reimbursement thereto, or upon 
om ability to pcrf ect any lien or SCC\U'ity interest. 

All drafts must be marked "Drawn Under (B) Letter of Credit No. _(C) __ 
dated ". Partial drawings under this Letter of Credit are permitted. 

This CLEAN IRREVOCABLE LElTER OF CREDIT expires at the close of business on (F) __ _ 
This CLEAN IRREVOCABLE LETIER OF CREDIT shall be automatically extended without 
amendment for additional periods of one (1) year from the present or each future expiration date 
unless we have notified you in writing not less than sixty (60) days before such date that we elect 
not to extend the Letter of Credit for such additional period, such notice to be sent by registered 
or certified mail to you at the address herein. Upon receipt by you of such notice you may draw 
on us at sight for the balance remaining in this Letter of Credit within the then applicable 
expiration date, no statement required. 

EXCEPT AS OTHERWISE EXPRESSLY PROVIDED HEREIN, TIDS LEI I ER OF CREDIT IS SUBJECT TO 
TIIB UNIFORM CUSTOMS AND PRACTICE FOR DOCUMENTARY CREDITS (1993 REVISION) 
INTERNATIONAL CHAMBER OF COMMERCE PUBLICATION NO. 500. 

BANK OFFICER/REPRESENTATIVE 

LEGEND: 
A- INSERT APPLICANT NAME, I.E. TENANT OR LESSEE NAME 
B - INSERT NAME OF ISSUING BANK 
C - INSERT UC IDENTIFICATION NUMBER 
D- INSERT DOLLAR VALUE OF INSTRUMENT 
E - INSERT EXACT ADDRESS OF LOCAL BANK BRANCH 
F- INSERT EXPIRATION DATE OF LEASE PLUS 180 DAYS 
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*** Please instruct your Bank to have the Letter of Credit issued in the above format in 
"Draft" form and fax to Michael Mayumik, Credit Manger, at (212) 435-5846 for 
approval PRIOR to issuance in "Original" form. Otherwise, the Letter of Credit can be 
rejected. If you are in need of further assistance, Mr. Mayumik can be reached at (212) 
435-5838. • ... 

••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••• 
The successful Proposer(s) may be required to submit a refundable security deposit in the 
form of a Letter of Credit, issued by an accredited financial institution in an estimated 
amount of two months of revenue, to demonstrate the proposers financial ability to 
perform the tasks associated with this Contract. ' 
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ATTACHMENT K- PERFORMANCE AND PAYMENT BOND FORMAT 

KNOW ALL MEN BY THESE PRESENTS that we, the undersignect2 Contractor and surety 
company (or companies), as principal and surety (or sureties), respectively, 

2 

Contractor Surety 

Insert names of the Contractor and surety company ( or companies) in the appropriate colunms. If space is 
insufficient add rider. 
If the Contractor is a corporation, give the state of incorporation, using also the phrase "a corporation 
organized under the laws of " 
If the Contractor is a common law joint venture or a partnership, give full names of partners, using the 
phrase "co-partners doing business under the firm name of 

" 
If the Contractor is an individual using a trade name, give individual name, using also the phrase "an 
individual doing business under the trade name of " 
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( 
I are hereby held and firmly bound unto The Port Authority of New York and New Jersey (herein 

called the "Authority'') in the penal sum of 

~~~~~~~~~~~~~~~~~~~~~ 
Dollars 

and Cents($ .), for the payment of which, well and truly to be 
made, we hereby jointly and severally bind ourselves, our heirs, representatives, executors, 
administrators, successors and assigns. Each surety, however, if there is more than one, shall be 
jointly and severally liable for said penal sum. 

Signed this day of 20 
The condition of the above obligation is that 
WHEREAS, the above named principal has entered into a Contract in writing with the Authority, 
a copy of which is hereby made a part of this bond as though herein set forth in full and which is 
designated Contract and 
WHEREAS, the Authority has required this bond for the faithful performance of all construction 
obligations imposed by said Contract on the Contractor and also for the payment of all lawful 
claims of subcontractors, materialmen and workmen arising out of the performance of said 
construction; 
NOW, if the said principal shall well and faithfully do and perform the things agreed by him/her 
to be done and performed according to the terms and true intent and meaning of said Contract 
and if all lawful claims of subcontractors, materialmen and workmen arising out of the 
performance of said Contract are pai~ then this obligation shall be voi~ otherwise the same 
shall remain in full force and effect; it being expressly understood and agreed that, provided the 
sureties shall comply with the provisions hereof: the aggregate liability of all sureties for any and 
all claims hereunder shall in no event exceed the penal amount of this obligation as hereinbefore 
stated. 
This undertaking is for the benefit the Authority and all subcontractors, materialmen and 
workmen having lawful claims arising out of the performance of said construction obligations of 
the Contractor under the Contract, and all such subcontractors, materialmen and workmen ( as 
well as the Authority itself) shall have a direct right of action upon this bond; but the rights and 
equities of such subcontractors, materialmen and workmen shall be subject and subordinate to 
those of the Authority. 
The sureties, for value receiv~ hereby stipulate and agree that the obligations of said sureties 
and their bond shall be in no way impaired or affected by any extensions of time, modification, 
omission, addition or change in or to the said Contract or the construction to be performed 
thereunder by the Contractor, or by any supervision or inspection or omission to supervise or 
inspect the construction, or by any waiver of any provision or condition th~f (whether 
precedent or subsequent), or by any assignment, subletting or other transfer th(!I'eof or of any part 
thereof or of any construction to be performed or any moneys due or to become due thereunder; 
and said sureties do hereby waive notice of any and all of such extensions, modifications, 
omissions, additions, changes, payments, waivers, assignments, subcontracts and transfers, 'and 
hereby expressly stipulate and agree that any and all things done and omitted to be done by and 
in relation to assignees, subcontractors and other transferees shall have the same effect as to said 
sureties as though done by or in relation to said principal. 
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The sureties shall give the General Counsel of the Authority the following notices: 
Written notice of an intent to pay any claim of a subcontractor, materia/man or workman 
hereunder; 
Written notice within five days of the institution of an action by a subcontractor, materialman or 
workman hereunder. 
The sureties shall not pay the claim of any subcontractor, materialman or workman hereunder 
until the expiration of thirty days after receipt by said General Counsel of notice under either 
subparagraph A or B above, describing the claim to be paid. 
IN WITNESS WHEREOF, the principal and the sureties have hereunto set their hands and seals, 
and such of them as· are corporations have caused their corporate seals to be hereto affixed and 
these presents to be signed by their proper officers, the day and year first set forth above. 

3 

4 

(Seal) 
Principal 

ByJ 

Surety 

APPROVED AS TO ACCEPTABILITY OF SURETIES: 

Credit Manager 

If bond is signed by an officer or agent, give title; if signed by a corporation, affix corporate seal. 
Add signatures of additional sureties, if any. 
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August 16, 2012 

THE PORT AUTHORRY OF NY & NJ 

PROCUREMENT DEPARTMENT 
2 MONTGOMERY STREET, 3RD FLOOR 

JERSEY CITY, NJ 07302 

VIA EMAIL: Bernard.Parisot@JCDecauxna.com 

Bernard Parisot 
President & Co-Chief Executive Officer 
JCDecaux Airport, Inc. 
3 Park Avenue, 33rd Floor 
New York, NY 10016 

RE: AGREEMENT WITH JCDECAUX AIRPORT, INC. ("JCDECAUX") (THE "AGREEMENT") 
FOR ADVERTISING OPPORTUNITIES FOR PORT AUTHORITY OF NEW YORK AND 
NEW JERSEY AND PATH FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME 
LOCATIONS; CONTRACT #R000007920; OPTION 1 

Dear Mr. Parisot: 

Pursuant to the Agreement between the Port Authority and JCDecaux dated August 15, 2005, the Port 
Authority hereby extends the referenced Agreement for the five-year option period effective September 1, 
2015 to August 31, 2020. 

Furthermore, the Agreement is hereby amended by the following provisions: 

1. JCDecaux shall pay $5.0 Million to the Port Authority of New York and New Jersey (the "Port 
Authority") upon complete execution of this amendment letter; 

2. The Port Authority approves, in· concept, the installation by JCDecaux of digital advertising 
fixtures at Newark Liberty International Airport and LaGuardia Airport, subject to approval by the 
parties to this Agreement on specific locations and standard airline review processes; 

3. Subject to the approval of the New Jersey Department of Transportation, the Port Authority 
agrees, conceptually, to the installation by JCDecaux of digital advertising billboards at three 
locations - the Holland Tunnel NJ portal, the Lincoln Tunnel helix, and the George Washington 
Bridge NJ Lower Level approach - as described in Exhibit C of JCDecaux's letter dated June 19, 
2012; 

4. Subject to all required permits and approvals and the terms of the Agreement, the Port Authority 
agrees to the installation of one static sign on the Lincoln Tunnel ventilation building at the West 
Side Highway/39th Street of New York City; 

5. The Port Authority will cooperate with JCDecaux to facilitate the issuance and approval of all 
necessary permits for the installations noted above. Should installation at one or several sites be 



denied the necessary permits and approvals by relevant authorities, the Port Authority will 
cooperate with JCDecaux to find suitable alternative sites; 

6. JCDecaux's advertising rights at the World Trade Center Transportation Hub site will continue 
until the later of August 31, 2015 or the closing of the North Temporary Access Station. 

7. The Port Authority agrees to consider further advertising opportunities with JCDecaux for 
locations at the new PATH Transit Hall within the PA TH fare zone. 

8. JCDecaux acknowledges that the Port Authority has entered into an extension agreement with 
CBS Outdoor Group, Inc. ("CBS Outdoor") to place a "media mesh" billboard on the exterior of 
the Port Authority Bus Terminal. This agreement shall expire on December 31, 2018 and the 
exterior of the Port Authority Bus Terminal shall not be phased into the Agreement until January 
1, 2019, unless the agreement with CBS Outdoor is further extended or supplemented. 

Except as specifically modified by the foregoing provisions, all other terms and conditions of the existing 
Agreement shall remain unchanged and in full force and in effect. 

Your facility contact is Roy Bickley, who can be reached at (212) 435-6542. If you have questions 
regarding this amendment, please contact James Summerville, Pr. Contracts Specialist, at 201-395-3454 
or jsummerville@,panynj.gov. 

Please signify your concurrence by signing at the lower left and returning a signed copy of this letter to 
the attention of James Summerville. 

Sincerely, 

THE PORT AUTHORITY OF 
NEW YO AND NEW J SEY 

By: 

Title: Director, Procurement Dept. 

Dated: y/J I ( J-0 I Y 

Agreed: 

JCDECAUX~QRJ l~J 
By: ~,4::=~ 
Title: e-o -C/£"0 

Dated:~w12.-



DISPLAY AGREEMENT 

THIS DISPLAY AGREEMENT (the "Agreement") is dated as of October 26, 2010 by 
and among CBS OUTDOOR GROUP INC., a Delaware corporation, whose address is 405 
Lexington Avenue, New York, NY 10174 (hereinafter referred to as "CBS" or "Permittee''), 
GARAGE MEDIA NY LLC, a New York limited liability company (hereinafter referred to as 
"G-M"), as agreed to and acknowledged by THE PORT AUTHORITY OF NEW YORK AND 
NEW JERSEY, a body corporate and politic created by Compact between the States of New 
York and New Jersey, with the consent of the Congress of the United States of America, whose 
address is 225 Park Avenue South, New York, NY 10008 (hereinafter referred to as "PA"). The 
PA, CBS and G-M may hereinafter be collectively referred to as the "Parties" and individually as 
a "Party." 

WHEREAS, CBS and PA have entered into that certain Pennit Agreement, dated May 
20, 1996, as amended by that certain Supplemental Agreement No. 1 dated as of May 4, 2004 
and that certain Supplemental Agreement No. 2 dated as of October 26, 2010 (collectively, the 
"Master Agreement"), whereby CBS has the pennission to install, place, maintain and operate 
outdoor advertising signs and spectacular displays along the exposed steel facade of the exterior 
of the Port Authority Bus Terminal located at 625 81

h Avenue, New York, NY (the "Facility"); 
and 

WHEREAS, pursuant to Section 7 of the Master Agreement, CBS has the right to license 
its rights under the Master Agreement (the "CBS Rights") to a third party with the prior approval 
of PA; and 

WHEREAS, G-M and CBS desire to enter into an agreement whereby G-M would 
license the CBS Rights and install a Mediamesh® digital display (the "Sign") and other ancillary 
equipment associated therewith (collectively, the "Equipment") at the Facility in order to 
advertise digital.~ignage ("G-M Work"); 

NOW, THEREFORE, in consideration of mutual covenants and conditions as herein 
contained and other good and valuable consideration, the Parties agree as follows: 

I . Conflict. The terms and conditions of the Master Agreement are hereby 
incorporated into this Agreement. If there is any conflict between this Agreement and the Master 
Agreement, the terms of this Display Agreement shall control. Notwithstanding anything to the 
contrary herein, all of the terms and conditions of the Master Agreement, shall apply to this 
Agreement with G-M being replaced for CBS therein as the Pennittee, except for Sections 2, 4, 
6, 15, 20, 30, 38 and 39, which shall not apply except to the extent specially set forth herein to 
the contrary. Nothing contained herein shall affect, impair, diminish, or change any of the 
duties, responsibilities, liabilities and obligations imposed on CBS under the Master Agreement; 
except as specifically set forth herein or in the Supplemental Agreement No. 2 of the Master 
Agreement. 

2. Right. For and during the Tenn (as defined herein) of this Agreement, with the 
approval of PA as demonstrated by PA's execution of this Agreement, CBS hereby grants to 
G-M the right to install and operate the Sign and the Equipment at the Facility to display digital 

80067136.20 



advertising. The Parties specifically understand, acknowledge, and agree, if and to the extent that 
any right or privilege granted to G-M hereunder is greater than that granted by PA to CBS under 
the Master Agreement, the greater right and privilege is granted to G-M under this agreement 
directly by PA, and not by or through CBS. 

3. Term. The Tenn of this Agreement shall commence on the date hereof (the 
"Commencement Date") and shall expire on the earlier of: (a) the date of expiration or earlier 
termination of the Master Agreement, (b) December 31, 2018, or ( c) upon termination of this 
Agreement (as the case may be, the "Expiration Date"). 

4. License Fee. 

(a) G-M shall pay to CBS the guaranteed revenue fee ("Fee") as set forth on Exhibit A 
attached hereto per license year to be paid monthly, without setoff or notice, on the first of every 
calendar month during the Term hereof. Fee payments shall commence the earlier of: (a) four 
( 4) full calendar months after the drawings, plans and other specifications for the Sign and the 
Equipment are approved by PA and CBS; (b) the date foJlowing the completion of G-M' s Work 
as the PA may designate to CBS as the date on which public operation may be commended for 
G-M's Work; or (c) December 31, 2010; provided that in the event the Sign is not operational by 
December 31, 2010, the payment of the Fee shall be deferred until such time as the Sign is 
operational, provided however, such deferral shall not exceed sixty (60) days. 

(b) In addition to the Fee, bonus revenue shall be calculated by G-M and CBS in 
accordance with Section IO and the parameters set forth on Exhibit B (the "Bonus Revenue") 
and payable as folJows: (i) sixty (60) days following the quarter in which any of the annual 
thresholds set forth on Exhibit B are achieved and exceeded by G-M as evidenced by the 
quarterly statements required pursuant to Section IO hereof; and (ii) sixty (60) days following the 
fourth quarter for any additional Bonus Revenue earned in any year where the threshold had 
previously been achieved and exceeded in an earlier quarter of that respective year. 

5. Security. (a) Prior to the earlier of (i) ten ( 10) days after the date hereof or (ii) the 
date G-M commences installation of the Sign and/or Equipment, G-M shall deliver to CBS as 
security of the perfonnance by G-M of all its obligations hereunder an irrevocable letter of credit 

. drawn by a bank reasonably acceptable to CBS in a fonn reasonably acceptable to CBS in the 
amount equal to Six Hundred Thousand and 00/100 Dollars ($600,000.00). 

(b) PA and CBS hereby subordinate their interest in the Sign and the Equipment to a 
lender, lessor, or other financer of G-M ("Lender"). The fmancing agreement between G-M 
and Lender has been submitted to PA and CBS for their approval (and such approval is hereby 
given) ("Lender Financing Agreement"). In the event of a G-M default pursuant to the terms and 
conditions of a loan, lease, or other financing arrangement G-M receives from its Lender 
whereas Lender forecloses on its security interest (or otherwise divests G-M from any or all of its 
right, title, or interest) in the Sign and the Equipment, Lender shall have the option to (i) remove 
the Sign and the Equipment and restore the Facility to its condition prior to any installation in 
accordance with the terms of the Master Agreement or {ii) continue to operate the Sign and the 
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Equipment and assume all obligations of G-M as outlined herein, including but not limited to, 
the payment to CBS of all Fees and Bonus Revenue. 

(c) In the event that CBS terminates or breaches this Agreement or the Master 
Agreement, CBS shall promptly transfer the Security to PA. 

6. Removal of Existing Advertising Display at the Facility. Prior to the installation 
of the Equipment, G-M shall be, at its sole cost and expense, responsible for the removal and 
disposal of the existing advertising display at the Facility fac;ade and any damage caused by the 
removal thereof. 

7. Installation. Maintenance and Removal of the Equipment. The Facility shall be 
accepted in "as is" condition without any obligation of the PA or CBS to prepare or construct the 
Facility for the permitted use. G-M shall furnish to PA, copying CBS, copies of drawings, plans 
and other specifications necessary to detail the location and size of the Sign and all Equipment to 
be installed dt the Facility. Such submissions or any approvals or rejections shall be subject to 
the prior written approval of the PA, to the extent required by the Master Agreement. G-M's · 
submission or any approvals or rejections shall impose no liability or responsibility on the PA or 
CBS. Submissions shall be made to PA, copying CBS within thirty (30) days from the execution 
of this Agreement. Any resubmissions required by PA shall be made to PA, copying CBS, within 
fifteen (15) days from notification to G-M of the changes required by PA. G-M is responsible, at 
their" cost, for the partial removal of the existing grid. CBS and PA shall provide to G-M with 
copies of all readily available plans, drawings and specifications with respect to the existing grid 
in order to enable 0-M to complete such removal efficiently and expeditiously. 

In addition to the installation of the Sign and Equipment, PA hereby approves the 
installation of the architectural lighting scheme, subject to PA's Tenant Alteration Application 
process, at G-M's cost, as set forth on Exhibit E hereto. It is understood that such lighting will 
provide visual support for the Sign and illuminate approximately 25,000 square feet of steel 
structure on the "X" bracing trusses. It is hereby agreed that the mounting of the light fixtures 
and the painting of the steel trusses by PA will be coordinated between PA and A2a MEDIA, 
Inc., subject to G-M's prior approval of the costs incurred. 

As of the date hereof, G-M will be responsible for purchasing, delivering, install1ng, 
assembling, and maintaining the Sign and the Equipment, at no cost to the PA or CBS; provided, 
that the installation of the Sign and Equipment shall be subject to the reasonable requirements 
and approval of the PA. G-M will install the Sign and the Equipment, including all its necessary 
components to provide digital advertising at the Facility within the earlier of (i) one hundred and 
fifty (150) days after the date hereof; or (ii) March 31, 2011, subject to any Force Majeure Event 
(as hereinafter defined). In addition, G-M will procure, at its sole cost and expense, all licenses, 
certificates, permits and other authorizations necessary for the conduct of its operations 
hereunder from ~II governmental authorities having jurisdiction over such operations. It being 
expressly understood by all parties that G-M shall not procure any licenses, certificates, pennits 
and other authorizations from the New York City Department of Buildings, including but not 
limited to any permits to construct, install and maintain the Sign and Equipment. PA and CBS 

3 
80067136.20 



each agrees to cooperate, at no expense or cost to PA or CBS, with G·M in its procurement of 
such licenses and certificates. 

PA acknowledges and agrees that the nature of the Sign and the Equipment render it not 
feasible of being relocated without significant expense and interruption of service, and 
accordingly, absent an emergency, PA agrees that it shall not request the relocation of the Sign 
and Equipment. In the event G-M agrees to a relocation requested by PA pursuant to the 
provisions of Section 3(b) of the Master Agreement, (a) no Fee or Bonus Revenue shall be due 
and payable to CBS appropriately aJlocable for period the Sign is not illuminated as a result of 
relocation; (b) PA shall be solely responsible for reimbursing ( or paying) the costs of deinstalling 
the Sign and/or Equipment, of reinstalling the Sign and/or Equipment, regardless of whether the 
relocation is performed by CBS, PA, or G-M; and (c) all deinstallation and reinstallation shall be 
performed by the Sign's manufacturer/GKD-USA, Inc. However, ifG-M earns revenue from an 
advertiser during a relocation, the appropriately prorated Fee and the applicable Bonus Revenue 
shall be due and payable to CBS. 

G-M shall otherwise comply with all applicable Facility regulations or requirements in 
perfonning any of its responsibilities under this Agreement, including but not limited to any 
requirements with regard to employees and agents as well as the Equipment to be installed 
hereunder. 

G-M shall, at G-M's sole cost and expense, maintain the portions of the Facility used by 
the Sign and Equipment in good, clean and safe condition and make all necessary nonstructural 
repairs thereto within forty-eight (48) hours of receiving notice from the PA and/or CBS; 
provided, however, no prior notice shall be required in the event of an emergency. 

In the event of early termination of this Agreement before the Expiration Date for any 
reason whatsoever, G-M shall remove the Sign and the Equipment from the Facility and shall 
restore the Facility to accept a new advertising display of like character and form as the existing 
advertising display within forty-five (45) days of the date of termination of this Agreement; 
provided that upon any revocation or tennination by PA without cause, PA shall not enter into 
any agreement with any party, including but not limited to CBS, to provide same or simiJar 
display technology as G-M through term of this Agreement. 

8. Electricity at the Facility. Subject to Section 21 of the Master Agreement, PA 
shall furnish and supply to G-M and G-M shall take and pay for, in reasonable quantities, the 
supply of electricity to be made available by the PA to G-M at such points at the Facility as PA 
shaU designate for connection to its various electrical distribution systems; provided, however, 
that given the nature of the Sign and the Equipment, PA shall cooperate with G-M in assuring 
adequate connection points and power supply; provided, however, that there shall be no right to 
suspend providing any services pursuant to Section 21 (t) of the Master Agreement unless notice 
has been provided to G-M and, in the case of a default in respect of the failure to pay an amount 
due under by G-M, G-M shall not have cured the default within 10 business days of receipt of 
such notice or, in the case of any other default, G-M shall not have immediately upon receipt of 
such notice commenced taking all reasonable steps to cure the default, and continue therewith 
until a cure is effected. The PA shall have no responsibility for the distribution of electrical 
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current at the Facility or for the maintenance therein of any electrical usage. The quantity of 
electricity used by G-M shall be metered by the PA and paid for by G-M. G-M shall be invoiced 
for its electricity use and shall submit payment within fifteen (15) days of receipt of invoice. 
Notwithstanding that the PA has agreed to supply electricity to G-M, the PA shall be under no 
obligation to provide or continue such service if the PA is prevented by law, agreement or 
otherwise from metering as hereinabove set forth or elects not to so meter the same, then in any 
such event G-M shall make all arrangements and conversions necessary to obtain electricity 
directly from the public utility; provided, that PA and CBS shall reasonably cooperate, at no 
expense or cost to CBS or PA, with G-M in any actions taken in order to facilitate obtaining 
electricity from a public utility. Upon reasonable prior notice to G-M, PA shall have the right to 
temporarily discontinue the supply of electricity when necessary or desirable in the opinion of 
the PA in order to make repairs, alterations, changes or improvements in the Facility; provided, 
however, that if such disruption in electricity shall endure for a twenty-four (24) hour period, the 
Fees payable hereunder appropriately allocable to the period of disruption shall be 
proportionately reduced, and, further, except in emergencies, all such activities shall be 
scheduled in full consultation with G~M and so as not to unduly intemipt Sign activities. 

9. Advertising Restrictions. 

(a) All advertising copy or material to be displayed at the Facility shall be subject to 
the written approval of the PA. G-M shall immediately remove any advertising copy or material 
if notified by the PA for which approval has not been given. G-M agrees to display public 
service announcements during any time in which G-M has no agreements with advertisers (a 
"Sublicense Agreement") contracted to display copy on the Sign. G~M agrees to only enter into 
anns' length transactions, and no barters or bonus space will be allotted at the FaciJity. In 
addition to the foregoing, G-M agrees to preempt the display of copy in order to utilize the Sign 
for public service messages in connection with (a) an Amber Alert, or (b) the request of any 
Federal, State or local authority, any public emergency (including but not limited to emergencies 
related to homeland security); provided, however, that if such preemption shall endure for more 
than a twenty-four (24) hour period, the Fees payable hereunder Fees payable hereunder 
appropriately allocable to the applicable period sha11 be proportionately reduced. 

(b) In the event CBS intends to install any advertising signs along the exposed steel 
fayade of the Facility, it shall give G-M thirty (30) days advance notice of its intention to do so. 
Such installation shall be subject to G-M's written approval, not to be unreasonably withheld, 
delayed or conditioned, it being the intention of the parties that any CBS signs shall in no way 
unreasonably or materially interfere with the use of G-M's sign or equipment or adversely effect 
its value 

10. Quarterly Statements. Within twenty (20) days of the end of each whole quarter 
of the Tenn, G-M shall submit to CBS a written statement reflecting the total revenue earned by 
G-M for its operation of the Sign for such period evidenced solely by invoices issued by G-M, 
less commissions actually paid, not to exceed sixteen and sixty-six hundredths percent (16.66%), 
at the Facility (the "Gross Revenue") from the immediately preceding quarterly period. 

5 
80067136.20 



11. Annual Certified Statement of Revenue. G-M shall submit to CBS on or before 
the date which is forty-five (45) days after the end of each license year, a complete statement 
showing clearly, accurately and in reasonable detail the Gross Revenue during the immediately 
preceding license year and the total Bonus Revenue that is payable to CBS for that license year. 
Such statement shall be certified by an independent certified public accountant or an authorized 
officer of G-M. 

12. Record Keeping. G-M agrees to keep, retain and preserve at its notice address as 
set forth in Paragraph 25 of this Agreement or at such other principal place of business as 
designated by G-M to CBS in writing, for at least three (3) years after the expiration of the 
respective license year of the Term, all sales records, checks and other pertinent records of each 
transaction or accurate and legible copies of same, complete accurate books and records 
(including but not limited to copies of all Sublicense Agreements) in accordance with generally 
accepted accounting practices of all sales and service as well as al1 other data or facts necessary 
to determine or verify Gross Revenue and the Bonus Revenue hereunder. 

13. Audit. CBS may, at its own expense, conduct an audit of the books and records of 
G-M pertaining to the operations of the Sign at the Facility and any other documents relevant to 
any statement G-M is required to submit to CBS, including but not limited to Sublicense 
Agreements ( the "CBS Audit"). If the CBS Audit demonstrates that G-M has underpaid CBS the 
Bonus Revenue (a "Deficiency"), CBS shall promptly notify G-M in writing the details of such 
Deficiency (the "Notice of Deficiency"). If G-M does not dispute the Deficiency within thirty 
(30) days, G-M shall pay to CBS (i) an amount equal to the Deficiency and (ii) all audit expenses 
incurred by CBS in the event that the Deficiency in the amount of Gross Revenue is more than 
five percent (5%) of the amount of Bonus Revenue reported by G-M. In the event G-M disputes 
the CBS Audit, an independent auditor (the "Auditor") shall be appointed by the mutual 
agreement of each of the CBS and G-M within thirty (30) days following the expiration of the 
thirty (30) day period referred to above. For the purpose of perfonning the audit, the Auditor 
shall be given access to, and may review, subject to appropriate confidentiality arrangements, all 
books, records and information reasonably available to G-M, and applicable to such 
determination. The Auditor shall prepare and submit its written detennination as to the existence 
of a Deficiency (the "Audit Report"). If the CBS and G-M are unable within that thirty (30) day 
period to agree on an Auditor, then the each of G-M and CBS shall appoint an Auditor within an 
additional fifteen (15) day period. If either party does not appoint an Auditor in such period, the 
other party's appointed Auditor shall solely be responsible for the detennination of the existence 
of a Deficiency. Each Auditor shal) submit a written report. Each of the Auditors' reports shall 
be submitted to a third independent auditor appointed by the American Arbitration Association 
who shaH be permitted to determine the existence and the amount of a Deficiency based on the 
Audit Reports. The determination of the existence of a Deficiency pursuant to the foregoing 
procedures shall be conclusive and binding on the parties. The parties shall pay the fees and 
expenses of any Auditor designated or appointed by the parties that submitted an Audit Report in 
accordance with this Section 13; provided, that if it is determined that a Deficiency reported by 
G-M to CBS is more than five percent (5%) of the amount of Bonus Revenue reported by G-M, 
all audit expenses incurred by CBS shall be paid within 30 days to CBS by G-M. 

14. Indemnification. G-M shall indemnify, hold hannless and defend the PA and 
CBS and their respective parents, subsidiaries and affiliates, commissioners, principals, partners, 
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members, agents, trustees, shareholders, officers, directors and employees and their respective 
successors and assigns (collective "Indemnified Parties") from and against any and all claims, 
actions, damages, liability and expense, including but not limited to attorneys and other 
professional fees, in connection with personal injury or damage to property and all other claims 
arising from or alleged to arise from or out of the use by or occupancy of G-M of the Facility or 
whoJly or in part by (i) an act or omission of G-M, or any of its subsidiaries, or its respective 
officers, agents, representatives, contractors or employees or persons doing business with or on 
behalf of G-M, (ii) installation or removal of and/or the existence of the Sign or any Equipment 
at the Facility, or (iii) a breach of G-M's obligations under this Agreement or the Master 
Agreement. If so directed, G-M shall at its own expense defend any suit based upon any such 
claim or demand ( even if such claim or demand is groundless, false or fraudulent), and in 
handling the same it shall not, without obtaining express advance pennission from the General 
Counsel of the PA, raise any defense involving in any way the jurisdiction of the tribunal over 
the person of the PA, the immunity of the PA, its Commissioners, officers, agents or employees, 
the governmental nature of the PA, or the provisions of any statutes respecting suits against the 
PA. 

(b) CBS shall indemnify, hold harmless and defend G-M and its parents, subsidiaries and 
affiliates, commissioners, principals, partners, members, agents, trustees, shareholders, officers, 
directors and employees and their respective successors and assigns, including, without 
limitation, Lender and its successors and assigns (co1Iective "G-M Indenurified Parties") from 
and against any and all claims, actions, damages, liabi1ity and expense, including but not 1imited 
to attorneys and other professional fees, in connection with any default or breach by CBS of its 
existing obligations under the Master Agreement ( except as the same are obligations of G-M 
under this Agreement), arising from or alleged or in part by (i) an act or omission of CBS, or any 
of its subsidiaries, or its respective officers, agents, representatives, contractors or employees or 
persons doing business with or on behalf of CBS, or (ii) a breach of CBS' s obligations under this 
Agreement or the Master Agreement. 

15. Disclosure. Except to the extent as may be necessary to disclose to a 
governmental agency or as required by law and except for confidential disclosures to Lender and 
its financing sources, the Parties each agree not. to disclose the terms of this Agreement to any 
third parties without the consent of the remaining Parties. Each Party shall keep confidential all 
information obtained by that respective Party pursuant to this Agreement. 

16. Insurance and Indemnification. G-M shall procure and maintain comprehensive 
public liability insurance, including automotive, bodily-injury (including death), property­
damage liability and premises-operation, or if the work is to be done by an independent 
contractor, G-M shall require such contractor to procure and maintain such insurance in the name 
of the contractor, in either case, in limits not lower than those set forth below: 

(a) Bodily Injury Liability: 
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1. For injury or wrongful death to one person: 

ii. For injury or wrongful death to more than 
one person from any one accident: 
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(b) Property damage liability (for all damages 
arising out of injury or destruction of property 
in any one accident: $2,000,000.00 

Each such policy shall include a contractual liability endorsement covering the indemnity 
obligations assumed by G-M pursuant to the provisions of this Agreement. The PA and CBS 
and Lender shaJl be named as additional insured of any policy as their respective interests shall 
appear, and each such policy shall contain an endorsement providing that the protection afforded 
G-M with respect to any claim or action against G-M by a third party shall pertain and apply 
with like effect with respect to any claim or action against G-M by the PA or CBS or Lender and 
against the PA or CBS or Lender by G-M, but such endorsement shall not limit, vary, change or 
affect the protection afforded the PA and CBS and Lender as additional insured, and an 
endorsement providing that the insurer shall not, without obtaining express advance pennission 
from the General Counsel of the PA, raise any defense involving in any way the jurisdiction of 
the tribunal over the person of the PA, the immunity of the PA, its Commissioners, officers, 
agents or employees, the governmental nature of the PA or the provisions of any statutes 
respecting suits over the PA. 

A certificate evidencing the existence of the policies of insurance, in a fonn reasonably 
acceptable to the PA and CBS, shall be delivered.to CBS at least fifteen (15) days prior to G-M's 
commencement of any work at the Facility. 

17. Liens. G-M shall not create, pennit to be created or pennit to remain and will 
discharge, remove or cause to be removed and discharged promptly, at its sole cost and expense, 
any lien, encumbrance, or charge at the Facility which arises out of or is in any way connected 
with the use of the Facility by G-M, its contractors, subcontractors, agents, sublicenses, licensees 
and invitees, except in accordance with Section 19 of the Master Agreement for any security 
interest or other right, title and jnterest granted by G-M to Lender. G-M shall indemnify and 
hold the PA and CBS hannless from any and all liability, judgments, decrees and costs 
(including but not limited to attorneys fees and costs) in connection therewith. Each of PA and 
CBS agrees that there shall be no lien, claim, or encumbrance on the Sign or Equipment arising 
by, through, or under it, and it will discharge, remove or cause to be removed and discharged 
promptly, at its sole cost and expense, any lien, encumbrance, or charge on the Sign or the 
Equipment; provided, in the event of uncured default by G-M with respect to which a judgment 
is entered by a court of competent jurisdiction in favor of CBS and/or PA, nothing in the. 
foregoing shall condition, limit, or affect any judgment lien the Party obtaining the judgment 
shall be entitled to on the Sign or Equipment, that is subordinate to the Lender's right, title, and 
interest in the Sign or Equipment; provided further that CBS and/or PA shall not enforce any 
such lien without providing Lender thirty (30) days written notice of its intention to do so; 
provided further, that in the event of any uncured default by Lender with respect to which a 
judgment is entered by a court of competent jurisdiction in favor of CBS and/or PA, nothing in 
the foregoing shall condition, limit, or affect any judgment lien the Party obtaining the judgment 
shall be entitled to on the Sign or Equipment. 

18. Force Majeure. 
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(a) CBS shall not be liable for any failure, delay or interruption in perfonning 
its obligations hereunder due to causes or conditions beyond the control of CBS. Further, CBS 
shall not be liable unless the failure, delay or interruption shall result from failure on the part of 
CBS to use reasonable care to prevent or reasonable efforts to cure such failure, delay or 
interruption. 

(b) G-M shall not be liable for any failure, delay or interruption in perfonning 
its obligations hereunder due to causes or conditions beyond the control of G-M (a "Force 
Majeure Event"). Further, G-M shall not be liable unless the failure, delay or interruption shall 
result from failure on the part of G-M to use reasonable care to prevent or reasonable efforts to 
cure such failure, delay or interruption. During a Force Majeure Event, no Fee or Bonus 
Revenue shall be due and payable to CBS appropriately allocable for the period the Sign is not 
illuminated, is inoperable and/or the view from the Sign is materia11y obstructed; provided, 
however, if G~M earns revenue from an advertiser during a Force Majeure Event, the 
appropriately prorated Fee and the applicable Bonus Revenue shall be due and payable to CBS. 

( c) As used herein, "causes or conditions beyond the controlu shall mean and 
include acts of God, the elements, weather conditions, tides, earthquakes, settlements, fire, acts 
of Governmental authority, war, shortage of labor or materials, acts of third parties for which the 
respective party is not responsible, terrorist attacks, disruption in electrical services, injunctions, 
labor troubles or disputes of every kind and, in general, any other conditions or circumstances 
whether similar to or different from the foregoing which are beyond the control of the respective 
party or which could not be reasonably foreseen and prevented, or remedied, by reasonable effort 
and at reasonable expense. 

19. Defaults and Remedies. G-M shall be considered to be in default of this 
Agreement upon the occurrence of any of the following events ("Events of Default"): (a) in the 
event that no advertising copy or public service announcements are displayed on the Sign or the 
Sign is not illuminated for thirty (30) consecutive -days, except in the event of a Force Majeure 
Event; (b) G-M's failure to pay when due all or any portion of the Fee, which failure to pay is 
not cured within five (5) business days of receipt of notice of the payment being delinquent 
("Monetary Failure"); (c) G-M's failure, other than a Monetary Failure, to comply with any term, 
provision or covenant of this Agreement, if such failure is not cured within ten {10) business 
days after written notice to G-M or sooner if required by PA or, if failure of a nature that cannot 
be cured within such period, G-M fails to diligently pursue a cure and actually cure the default 
within sixty (60) days of such notice; or ( d) in the event that a petition shall be filed by or against 
G-M to declare G-M bankrupt or to delay, reduce or modify G-M's debts or obligations or if 
G-M is declared bankrupt or deemed bankrupt or insolvent, or if any assignment of G-M's 
property shall be made for the benefit of creditors, or if a receiver or trustee is appointed for 
G-M, and any such filing, proceeding, assignment or other action that is involuntary continues 
unstayed or undismissed for 60 days after the commencement thereof (collectively, "Events of 
Default"). 

Upon any Event of Default, CBS shall have the right, in its sole and reasonable 
discretion, to take either or both of the following actions: (i) to terminate this Agreement and 
require G-M to remove the Sign and the Equipment from the Facility and restore the Facility, 
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including the restoration of the existing advertising display, to its original condition within sixty 
(60) days of the date of the termination of this Agreement; and (ii) to make one or more draws 
upon the letter of credit serving as Security in an amount or amounts in the aggregate equal to the 
amount of any past due Fee or Bonus Revenue and any and all other losses or damages 
(including, without limitation attorneys fees) suffered by CBS as a result of such Event of 
Default. G-M shall pay CBS on demand the amount of any past due Fee or Bonus Revenue and 
any and all other losses or damages (including, without limitation attorneys fees) suffered by 
CBS as a result of the Event of Default. In the event CBS elects to tenninate this Agreement, at 
CBS' sole option, any Sublicense Agreements shall tenninate effective as of the date CBS el(lcts 
to terminate this Agreement. Notwithstanding the foregoing upon an Event of Default hereunder 
and termination, at the sole election of CBS, G-M's interest under the Sublicense Agreements 
shall be deemed to have automatically been assigned to CBS and CBS shall have the right to 
receive 100% of any revenue or fees payable to the sublicensee under any Sublicense 
Agreement. The aforesaid remedies shall be in addition to any other remedies available to CBS 
under the law of the State of New York and CBS' right to require removal of the Sign pursuant 
to this Agreement. 

Subject to G-M's rights and obligations under the last paragraph of Section 7; G·M 
hereby expressly waives any and all defenses to any action by CBS or PA to recover possession 
of the Facility for any Event of Default continuing G-M hereunder. 

20. Tennination Fee. In the event PA elects to tenninate the Master Agreement the 
"Unamortized Capital Cost" which PA shall pay to G-M (and which payment obligation wiJl be 
absolute and unconditional upon the date of such termination) will be the sum of the unamortized 
portion of the G-M's cost basis ("Cost Basis11

) for the Sign and Equipment plus the unamortized 
portion of a tennination fee equal to $9,795,000 where such amounts are calculated on a straight~ 
line amortization basis for eight (8) years beginning on the Final Acceptance Date, all as further 
described and stipulated to on Exhibit C attached hereto; provided, however, that if the 
termination is effective before the Final Acceptance Date, the tennination fee shall be the sum of 
such amounts without amortization; and provided further, however, that such tennination fee, 
collectively, shall not exceed $11,000,000. The Final Acceptance Date is the acceptance date of 
the Equipment as provided in the Equipment Agreement, by and between G-M, A2A Media, 
Inc., Lender and GKD USA, Inc. (the "Equipment Purchase Agreement"). · 

21. Assignment. G-M shall not assign, sell, convey, transfer, mortgage or pledge in 
whole or in part this Agreement or the privileges hereunder, except for (i) the security interest 
and other right, title, or interest held by Lender; and (ii) upon the acquisition of G-M by a sale or 
other disposition of all or substantially all of the assets of the G-M or any merger, consolidation 
or other fonn of reorganization; in either case to be submitted to the PA and CBS for their prior 
written consent, not to be unreasonably withheld, conditioned or delayed. G-M shall not use or 
authorize any person to use the Facility for any other purpose except as set forth herein. 

22. Representations and Warranties; Covenants. 
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(a) G-M hereby represents and warrants that it holds the license or sub-license 
to all applicable patents and trade secrets and other intellectual properties necessary for the 
ordinary operation of the Sign and Equipment. G-M shall indemnify and hold the PA and CBS 
harmless from any and all liabilities, costs and expenses (including but not limited to reasonable 
attorney's fees) arising from or relating to the failure of the above representations and warranties, 
as well as from any claim that the Sign and the Equipment provided by G-M hereunder infringes 
on any patent, copyright, trade secret or other intellectual property rights. 

(b) G-M covenants and agrees to operate the Sign and Equipment throughout 
the term the Agreement in accordance with the Equipment Purchase Agreement, previously 
provided to PA and CBS, and as the same may be amended with the approval of PA and CBS 
(not to be unreasonably withheld, delayed, or conditioned). 

(c) G-M shall cause Garage Media, LLC, a Connecticut limited liability 
company, to execute and deliver a Guaranty for the benefit of CBS and PA, as applicable, in the 
form attached hereto as Exhibit D. 

( d) Upon the expiration and termination of this Agreement, if and only if the 
Expiration Date is on and as of December 31, 2018, G-M hereby covenants and agrees to: (i) 
exercise the option to purchase the Sign and Equipment pursuant to the agreement by and 
between G-M and the Lender and thereafter to transfer ownership of the Sign and Equipment to 
PA; (ii) assign such right to option to purchase the Sign and Equipment to PA; or (iii) in the 
event that G-M has previously purchased the Sign and Equipment from Lender, the ownership of 
the Sign and Equipment shall vest with PA AS-IS, WHERE-IS, in accordance with the terms set 
forth in Section 44 of the Master Agreement. 

23. Independent Contractors. The Parties intend that PA, CBS and G-M shall at all 
times be independent contractors. No representations made by each Party shall create an agency, 
employment, partnership or joint venture. No Party sha11 be responsible for the acts or omission 
of the other. 

24. No Joint Venture or Partnership. Nothing in this Agreement shall be construed as 
establishing a joint venture or partnership between PA, CBS and G-M. No Party shall have the 
right to enter into any agreement that binds or obligates the other Party in any way without the 
written consent of the other Party or as otherwise provided in this Agreement. 

25. Late Charges. (a) If G-M should fail to pay any amount under this Agreement 
when due to CBS, including without limitation any payment of any basic or percentage rent or 
any payment of utility or other charges, or if any such amount is found to be due as the result of 
an audit, then, in such event, CBS may impose (by statement, bill or otheiwise) a late charge 
with respect to each such unpaid amount for each late charge period (herein below described) 
during the entirety of which such amount remains unpaid, each such late charge not to exceed an 
amount equal to eight-tenths of one percent of such unpaid amount for each late charge period. 
There shall be twenty-four late charge periods on a calendar year basis; each late charge period 
shall be for a period of at least fifteen ( 15) calendar days. Without limiting the generality of the 
foregoing, late charge periods in the case of amounts found to have been owning to CBS as the 
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result of CBS' audit findings shall consist of each late charge period following the date the 
unpaid amount should have been paid under this Agreement. Each late charge shall be payable 
immediately upon demand made at any time therefore by CBS. No acceptance by CBS of 
payment of any unpaid amount or of any unpaid late charge or late charges payable under the 
provisions of this Section shall be deemed a waiver of the right of CBS to payment of any late 
charge or late charges payable under the provisions of this Section with respect to such unpaid 
amount. Nothing in this Section is intended to, or shall be deemed to, affect, alter, modify or 
diminish in any way (i) any rights of CBS under this Agreement or {ii) any obligations of the 
G-M under this Agreement. In the event that any late charge imposed pursuant to this Section 
shall exceed a legal maximum applicable to such late charge, then, in such event, each such late 
charge payable under this Agreement shall be payable instead at such legal maximum. 
Notwithstanding this Late Charge proyision, PA's late charge provision in its Master Agreement 
with CBS will control the relationship between CBS and PA. 

(b) Notwithstanding anything to the contrary in this Agreement, in the event that CBS 
shall default or cause any breach under the Master Agreement, beyond any applicable cure, 
notice or grace periods, PA hereby acknowledges that G-M shall succeed to all rights and 
obligations held by CBS, in which case: (i) PA shall be bound by (and G-M's rights and 
obligations shall continue to be) determined by all of the terms of this Agreement; (ii) G-M shall 
pay in full to PA that which it otheIWise would have paid to CBS and in general otherwise 
perform this Agreement for PA in in the same manner and to the same extent it would have 
performed it for CBS; and (iii) in general, in the event of an inconsistency between this 
Agreement and the Master Agreement, the terms of this Agreement shall control. Thus, by way 
of clarification and not of limitation: any defaults and tennination for default shall be 
determined as provided under Section 19 of this Agreement and not under Section 38 of the 
Master Agreement; and fees to be paid by G-M to PA under this Agreement shall be the Fees and 
Bonus Revenue provided for in this Agreement, and not as provided in Sections 4 and 6 of the 
Master Agreement). 

26. Notices. All notices and other communications required or permitted under this 
Agreement shall be in writing and shall be either: (i) delivered by hand, in which event the notice 
shall be deemed effective when delivered; (ii) delivered by prepaid registered or certified mail, 
return receipt requested in which event the notice shall be deemed effective when received; or 
(iii) delivered by recognized overnight courier services and shall be deemed to have been 
received as of the regularly scheduled time for delivery established by such courier service. All 
notices and other communications under this Agreement shall be given to the Parties hereto at 
the following addresses; 

80067 I 36.20 

G-M: Garage Media LLC NY 
One Union Place 
Hartford, CT 06103 

With a copy 

Attn: Gary Neff 
Facsimile: (203) 413-2933 

to: Mark D. Geraghty 
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CBS: 

With a copy 
to: 

PA: 

Steve N. Spanolios 
Davidoff Malito & Hutcher LLP 
650 Third A venue, 341

h Floor 
New York, NY 11105 
Facsimile: (212) 286-1884 

CBS Outdoor Group Inc. 
405 Lexington A venue 
New York, NY 10174 
Attn: Richard Ament 

CBS Outdoor Group· Inc. 
405 Lexington A venue 
NewYork,NY 10174 
Attn: General Counsel 

Port Authority of New York and New Jersey 
225 Park A venue South 
New York, NY 10003 
Attn: Roy Bickley 

The parties may designate that a notice be given to such other address as they may from time to 
time specify by written notice as herein provided to the other party. 

27. Severability. Any provision of this Agreement that is prohibited or unenforceable 
in any jurisdiction shall be, as to such jurisdiction, ineffective to the extent of such prohibition or 
unenforceability without invalidating the remaining provisions of this Agreement. 

28. Non-waiver. Failure by either party at any time to enforce any of the tenns hereof or a · 
breach by the other party shall not constitute a waiver of any of the provisions hereof or of subsequent 
breaches. 

29. Governing Law. Jurisdiction, Waiver, Attorneys' Fees Counternarts, Facsimile 
Signatures. This Agreement is the entire agreement between the Parties and, except as otherwise 
provided herein, can only be changed, modified, amended or tenninated by an instrument in 
writing executed by the Parties. The Parties hereby mutually waive their respective right to a 
jury trial. This Agreement shal1.be governed by, and construed in accordance with, the laws of 
the State of New York. Any legal proceedings arising pursuant to this Agreement shall be 
instituted in, and the Parties each hereby submit themselves to the jurisdiction of the State of 
New York, New York County. This Agreement may be executed in counterparts, each of which 
shall be deemed an original, and all of which together shall constitute one instrument. For 
purposes of this Agreement, facsimile signatures shall be deemed originals. 

[Signature Page to Follow] 
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IN WITNESS OF WHEREOF, the Parties have signed this Agreement as of the date hereof. 

GARAGE MEDIA NY LLC 

CBS OUTDOOR GROUP INC. 

Name: 
Title: 

AGREED TO AND ACKNOWLEDGED BY: 

THE PORT AUTHORITY OF NEW YORK AND NEW JERSEY 

Name: 
Title: 

Approval as Approval as 
to Tenns: to Fonn: 

RB/RR 
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· IN WITNESS OF WHEREOF,.the.Parti~s.have signed this Agreementa~ of the dateh~;~~f~ .. 

GARAGE MEDIA NY LLC 

By: GARAGE MEDIA, LLC 
Manager 

Name: Gary Neff 
Title: Member 

CBS OUTDOOR GROUP fNC. 

AGREED TO AND ACKNOWLEDGED BY: 

THE PORT AUTHORITY OF NEW YORK AND NEW JERSEY 

Name: 
Title: 

Approval as Approval as 
to Terms: to Form: 

RB/RR 
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EXHIBIT A 
Guaranteed Revenue Fee 

Year 1 $600,000 
Year 2 $650,000 
Year 3 $700,000 
Year 4 $750,000 
Year 5 $800,000 
Year 6 $850,000 
Year? $900,000 
Year 8 $950,000 
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EXHIBITB 
Bonus Revenue Share 

A. In any license year where Gross Revenue is at least $3,000,000 but less than $4,500,000, 
G-M shall pay CBS, twenty percent (20%) of the difference between the total Gross Revenue 
amount and $3,000,000. 

By way of an example, if G-M's Gross Revenue for any license year is $4,000,000, G-M 
shall pay CBS Bonus Revenue equal to $200,000. 

($4,000,000 - $3,000,000) * .2 "" $200,000) 

B. In any license year where Gross Revenue is at least $4,500,000 but less than $6,000,000, 
G-M shall pay CBS, twenty percent (20%) of the difference between the $4,500,000 and 
$3,000,000, plus twenty-five percent (25%) of the difference between the total Gross Revenue 
amount and $4,500,000. 

By way of an example, if G-M's Gross Revenue for any license year is $5,500,000, G-M 
shall pay CBS Bonus Revenue equal to $550,000. 

(($4,500,000 - $3,000,000) * .2) + (($5,500,000 - $4,500,000) * .25) "" $550,000 

C. In any license year where Gross Revenue is at least $6,000,000, G-M shall pay CBS, 
twenty percent (20%) of the difference between $4,500,000 and $3,000,000, plus twenty-five 
percent (25%) of the difference between $6,000,000 and $4,500,000, plus thirty percent (30%) 
of the difference between the total Gross Revenue amount and $6,000,000. 

By way of an example, if G-M's Gross Revenue for any license year is $7,000,000, G-M 
shall pay CBS Bonus Revenue equal to $550,000. 

80067136.20 

(($4,500,000 - $3,000,000) * .2) + (($6,000,000 - $4,500,000) * .25)) 
+ (($7,000,000 - $6,000,000 * .3)) = $975,000 
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EXHIBITC 

Cost Basis 

In detennining the Unamortized Capital Investment to be paid to G-M if and as required under 
this Agreement, the Cost Basis (previously or hereinafter to be incurred by or on behalf of G-M 
or Lender) shall is hereby agreed and stipulated to by the Parties to include, without limitation, 
the following: 

Description Payee 

Purchase Price for the Sign/Equipment/Garage G-M 
Media Work 

Site Reconfiguration, Remove Old Display 
Professional Fees 
Inspections 
Pre Illumination Project Management 
Network Operating Station 

Total 

Amount 

$8,100,000 

600,000 
400,000 
79,000 

400,000 
216,000 

$9,795,000 

PA hereby acknowledges and agrees that of the total Cost Basis the amount described above for 
the Purchase Price for the Sign/Equipment/Garage Media Work has been incurred and that­
subject to the sole condition that PA receives evidence of Lender's payment of the ''Lessor's 
Basis" as provided in the Lender Financing Agreement (as the tenn "Lessor's Basis" is defined 
therein}-PA has received such evidence thereof as it may have required to document such costs 
and execute this Agreement with this stipulation. The "Approved Amounts" hereunder shall be 
proportion of the Purchase Price stated above that is equal to the proportion that (i) the amount of 
such payments by Lender for which such evidence of payment is so received by PA bears to {ii) 
the total amount of such Lessor's Basis originally stated in the Lender Financing Agreement 
(without, for the avoidance of doubt, giving effect to any changes therein, whether pursuant to its 
tenns or as the same may be amended by written agreement of the parties). 

After any Cost Basis (that is not Approved Amounts) is incurred (and as a condition to the 
incurring and/or payment thereof, if requested by G-M or Lender), PA agrees with all due haste to 
consider any statements detailing such Cost Basis amounts (paid or unpaid), including copies of 
invoices and contracts, and certified by a responsible officer ofG-M, and G-M shall permit PA, 
by its agents, employees and representatives, at all reasonable times prior to a final settlement or 
detennination of such cost, to examine and audit the records and books of account of G-M within 
the Port of New York District during such time. 

If G-M includes in Cost Basis (that is not Approved Amounts) any items as having been incurred 
but which, in the reasonable opinion of the PA, if so incurred are not items identified as elements 
of cost in this Exhibit C or otherwise properly chargeable to cost under sound accounting 
practice, then the PA will with all due haste, and in all events within ninety {90) days after receipt 
of said statement of cost, give written notice to G-M stating its objection to any such item and the 
grounds therefor (it being specifically agreed by all Parties that the purchase price for the 
Sign/Equipment/Garage Media Work and any other Approved Amounts are hereby stipulated to 
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as being Cost Basis that has been incurred (without further examination, evidence, or condition) 
and any other elements of Cost Basis identified in this Exhibit C, as and when incurred, shall 
qualify as elements of Cost Basis hereunder. If such notice is given and if the dispute is not 
settled within ninety (90) days of PA's notice by agreement between the parties, then such dispute 
shall be disposed of by arbitration in accordance with the then existing rules of the American 
Arbitration Association or any successor association. Costs of said arbitration shall be borne 
equally by PA and G-M. 

In any such arbitration as to whether any item included by G-M in its computation of cost (other 
than Approved Amounts) has been incurred, the question to be submitted to the arbitrators for 
decision shall be as foUows: 

"Was all or any part of such cost incurred by G-M; and if part but not all of such cost was 
incurred, what was the amount which was so incurred?" 

In any such arbitration as to whether any item included by G-M in its computation of Cost Basis 
(that is not Approved Amounts) is properly chargeable thereunder under this Agreement, the 
question to be submitted to the arbitrators for decision shall be as follows: 

"Can it reasonably be held that all or any part of such cost is properly chargeable under 
their agreement or otherwise under sound accounting practice; and if part but not all of 
such cost can reasonably be held to be chargeable, then what amount can reasonably be 
held to be so chargeable?" 

The arbitrators to whom such questions shall be submitted shall be accountants or auditors. 

In amortizing Cost Basis as provided in this Agreement and the Master Agreement, Unamortized 
Cost Basis will be detennined by multiplying Cost Basis by a fraction, the numerator of which 
shall be the 96 minus the number of whole calendar months elapsing since the Final Acceptance 
Date, and the denominator of which shall be 96. 

Notwithstanding anything to the contrary herein contained, the Unamortized Capital Cost PA 
shall be obligated to pay to G-M hereunder shall not be diminished by the amount of any 
unsatisfied lien, mortgage or other encumbrance on the Sign and Equipment, it being agreed that 
the ownership of the Sign and Equipment being vested with G-M or its financer, as applicable. 

For the avoidance of doubt, if there is any inconsistency between this Exhibit C and Section 26 of 
the Master Agreement, this Exhibit C shall be controlling, as it pertains solely to G-M. 
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PARENT GUARANTY 
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GUARANTY 

THIS GUARANTY (this "Guaranty"), dated as of October 26, 2010, is executed by 
GARAGE MEDIA LLC, a Connecticut limited liability company (the "Guarantor''), in favor of 
CBS OUTDOOR GROUP INC., a Delaware corporation ("CBS"). 

WHEREAS, in order to induce CBS to enter into the Display Agreement (the 
"Agreement"), dated as of October 26, 2010, between CBS and.GARAGE MEDIA NY LLC, a 
New York limited liability company ("Garage Media") and to enter into that certain 
Supplemental Agreement with the Port Authority of New York and New Jersey ("PA") for 
benefit of Garage Media and Guarantor, Guarantor has agreed, subject to the terms and 
conditions contained in this Guaranty, to guarantee the payment and performance of all 
obligations, liabilities and indemnities of Garage Media now existing or hereafter arising under 
the Agreement (collectively, the "Obligations") and to execute and deliver this Guaranty; 

WHEREAS, Guarantor will benefit, directly or indirectly, from the consummation of the 
transactions contemplated by the Agreement; 

WHEREAS, each capitalized term defined in the Agreement and not othetWise defined 
herein shall have the meaning ascribed thereto in the Agreement when used herein; 

NOW, THEREFORE, in consideration of the foregoing, and intending to be legally 
bound hereby, Guarantor agrees as follows: 

Section 1. Unconditional Guaranty. 

(a) Guarantor fully and irrevocably guarantees the payment and performance of the 
Obligations when due. Guarantor is hereby made fully responsible for the acts and omissions of 
Garage Media that constitute a breach of the Agreement. This Guaranty shall be a full, 
unconditional, irrevocable, absolute and continuing guarantee of payment and performance and 
not a guarantee of collection, and Guarantor shall remain liable on the Obligations hereunder 
until the payment in full of the Obligations. 

(b) Except as provided in Section l(f) below, Guarantor's guarantee and 
responsibility shall not be discharged, released, diminished, or impaired in whole or in part by 
any setoff, counterclaim, defense, act or occurrence which Guarantor may have against CBS as a 
result of or arising out of the Agreement or from any other agreement or matter. 

( c) The Obligations of Guarantor hereunder shall not be released, discharged, 
diminished or impaired by (i) the renewal, extension, modification or alteration by CBS and 
Garage Media, with or without the knowledge or consent of Guarantor, of the Agreement or of 
any liability or obligation of Garage Media thereunder or of any document or instrument under 
which the Obligations arise, (ii) any forbearance or compromise granted to Garage Media by 
CBS when dealing with Garage Media except to the extent of such forbearance or compromise, 
(iii) any change in corporate structure or ownership of Garage Media or the bankruptcy, 
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insolvency, liquidation, receivership, dissolution, winding-up or tennination of Garage Media or 
the fact that at any time Garage Media does not exist, (iv) the inaccuracy of any of the 
representations and warranties of Garage Media under the Agreement, (v) any neglect, delay, 
omission, failure or refusal of Garage Media to take or prosecute any action in connection with 
the Agreement, (vi) the full or partial release of Garage Media on any liability or obligation, 
except that Guarantor shall be released pro tanto to the extent CBS expressly releases Garage 
Media from liability with respect to the Obligations, or (vii) any other circumstance relating to 
the Obligations that might otherwise constitute a legal or equitable discharge of or defense to the 
Guarantor not available to Garage Media who is liable for such Obligations. 

( d) Guarantor waives notice of (i) acceptance of this Guaranty, (ii) the creation, 
renewal, extension, modification, alteration or existence of any liability or obligation of Garage 
Media constituting part of the Obligations, and (iii) any breach of or default in the perfonnance 
of the Obligations. 

(e) If Garage Media fails to perform Obligations requiring payment, in whole or in 
part, when such Obligations are due, Guarantor shall promptly pay such Obligations in lawful 
money of the United States. Guarantor shall pay such amount within 5 business days after 
receipt of demand for payment from CBS. CBS may enforce Guarantor's obligations under this 
Guaranty without first suing Garage Media or joining Garage Media in any suit against 
Guarantor, or enforcing any rights and remedies against Garage Media, or otherwise pursuing or 
asserting any claims or rights against Garage Media or any other person or entity or any of its or 
their property which may also be liable with respect to the matters for which Guarantor is liable 
under this Section l. 

(f) Guarantor reserves the right to assert defenses which Garage Media may have to 
payment or performance of any Obligation, other than defenses that Garage Media may possess 
relating to (i) lack of validity or enforceability of the Agreement against Garage Media arising 
from Garage Media's defective incorporation or lack of qualification to do business in any 
applicable jurisdiction, (ii) Garage Media's.lack of corporate authority to enter into or perfonn 
the Agreement or the due execution and delivery thereof, or (iii) the tennination of existence, 
dissolution, liquidation, insolvency, bankruptcy, receivership, or other reorganization of Garage 
Media. 

Section 2. Refund of Payments by CBS. If under applicable bankruptcy, insolvency, 
reorganization, fraudulent transfer, moratorium or other similar laws of general application with 
respect to creditors, CBS is required to refund part or all of any payment hereunder to Guarantor, 
such payment shaH not constitute a release from any liability hereunder, and Guarantor's liability 
hereunder shall be reinstated to such extent. 

Section 3. Rescission of Obligations. If under applicable bankruptcy, insolvency, 
reorganization, fraudulent transfer, moratorium or other similar laws of general application with 
respect to creditors, any payment, or any part thereof, of any of the Obligations is rescinded or 
must otherwise be restored or returned by CBS, this Guarantee shall continue to be effective, or 
be reinstated, as the case may be, all as though such payment had not been made. 
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Section 4. Representation as to Benefit. Guarantor warrants and represents for and as 
to itself that it has received, or will receive, direct or indirect benefit from the making of this 
Guaranty. 

Section 5. Representations and Warranties of Guarantor. Guarantor hereby 
represents and warrants to CBS as follows: 

(a) Organization. Guarantor is a limited liability company duly organized, validly 
existing and in good standing under the laws of the State of Connecticut and has the requisite 
power to carry on its business as it is now being conducted. 

(b) Authority Relative to this Guarantee. Guarantor has full power and authority to 
execute and deliver this Guaranty and to consummate the transactions contemplated hereby. The 
execution and delivery by Guarantor of this Guaranty and the consummation by Guarantor of the 
transactions and perfonnance of the tenns and conditions contemplated hereby have been duly 
and validly authorized, and no other proceedings on the part of Guarantor are necessary to 
authorize this Guaranty or consummate the transactions so contemplated. This Guaranty has 
been duly and validly executed and delivered by Guarantor, and this Guaranty constitutes a valid 
and binding agreement of Guarantor, enforceable against Guarantor in accordance with its tenns, 
subject to applicable bankruptcy, insolvency, reorganization, moratorium and similar laws 
affecting creditors' rights and remedies generally, and subject, as to enforceability, to general 
principles of equity, including principles of commercial reasonableness, good faith and fair 
dealing (regardless of whether enforcement is sought in a proceeding at law or in equity). 

(c) Consents and Approvals; No Violation. Neither the execution and delivery by 
Guarantor of this Guaranty nor the perfonnance of its obligations under the Guaranty 
contemplated hereby do or will (i) conflict with or result in any breach of any provision of the 
operating agreement (or other similar governing documents) of Guarantor, (ii) require any 
consent, approval, authorization or permit of, or filing with or notification to, any governmental 
or regulatory authority, except where it is reasonably expected that the failure to obtain such 
consent, approval, authorization or permit, or to make such filing or notification, would not 
prevent or delay in any material respect such performance, (iii) result in a default ( or give rise to 
any right of tennination, cancellation or acceleration) under any of the terms, conditions or 
provisions of any note, license, agreement or other instrument or obligation to which Guarantor 
is a party or by which Guarantor or any of its assets may be bound, except for such defaults ( or 
rights of tennination, cancellation or acceleration) as to which requisite waivers or consents have 
been obtained or will be obtained prior to the Expiration Date, or (iv) violate any order, writ, 
injunction, decree, statute, rule or regulation applicable to Guarantor, or any of its assets. 

( d) Litigation; Claims. There is no claim, action, proceeding or investigation pending 
or, to the knowledge of Guarantor, threatened against Guarantor before any court or 
governmental or regulatory authority or body that would prevent or delay in any material respect 
the perfonnance by Guarantor of the guarantee contemplated hereby. Guarantor is not subject to 
any judgment or outstanding order, writ, injunction or decree that would have a material adverse 
effect on its ability to perfonn its obligations under the guarantee contemplated hereby and that 
would prevent or delay in any material respect the perfonnance by Guarantor of the guarantee. 
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Section 6. Costs and Expenses. Each party agrees to pay to the prevailing party, 
upon demand, all reasonable costs and expenses, including reasonable attorneys' fees, that may 
be incurred by the prevailing party in enforcing or defending its rights under this Guaranty. 

Section 7. Governing Law and Consent to Jurisdiction. This Guaranty shall be 
governed by and construed in accordance with the laws of the State of New York applicable to 
contracts made and perfonned in such State. 

Section 8. Benefit. This Guaranty shall inure to the benefit of CBS and its 
successors and assigns, and shall be binding upon Guarantor and its successors and assigns; 
provided, however, that (i) neither CBS nor Guarantor shall assign its rights or obligations under 
this Guaranty without the prior written consent of the other except by operation of law, and 
except that CBS may assign its rights or obligations under this Guaranty to an affiliate, (ii) no 
assignment or other transfer by, through or under CBS shall operate to increase Guarantor's 
obligations hereunder, and (iii) Guarantor shall be fully protected in making and shall receive 
full credit for any payments or other performance made by it to CBS or its successors and 
assigns with respect to the Obligations prior to the time Guarantor receives written notice of such 
assignment or succession. In the event that CBS shall default upon its Agreement with the PA, 
this Guaranty shall pass to the PA, wherein the PA shall assume the role of CBS. 

Section 9. Continuing Guarantee. Subject to the tenns, conditions and limitations 
hereof, this Guaranty is a continuing guarantee and shall remain in full force and effect and be 
binding upon Guarantor until the Obligations have been satisfied in full. 

Section 10. Notices. Any notice, demand or other communication required or 
pennitted under this Guaranty shall be in writing and given by hand delivery, facsimile, 
overnight courier, or United States mail. All notices shall be properly addressed to the recipient, 
with all postage and other charges being paid by the party giving notice. Notices shall be 
effective when actually received by the party being notified. The addresses of the parties for 
purposes of notice are as follows: 
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Ifto Guarantor, to: Garage Media LLC NY 
One Union Place 
Hartford, CT 06103 

With a copy 
to: 

Attn: Gary Neff 
Facsimile: (203) 413-2933 

Mark D. Geraghty 
Steve N. Spanolios 
Davidoff Malito & Hutcher LLP 
650 Third Avenue, 34th Floor 
New York, NY 11105 
Facsimile: (212) 286-1884 



CBS: 

With a copy 
to: 

CBS Outdoor Group Inc. 
405 Lexington A venue 
NewYork,NY 10174 
Attn: Richard Ament 

CBS Outdoor Group Inc. 
405 Lexington A venue 
New York, NY 10174 
Attn: General Counsel 

Either party may change its address by giving two (2) days' advance written notice to the other 
party. 

Section 12. Subrogation. Upon payment of all of the Obligations owing to CBS, 
Guarantor shall be subrogated to the rights of CBS against Garage Media, and CBS agrees to 
take, at Guarantor's expense, such steps as Guarantor may reasonably request to implement such 
subrogation. 

IN WITNESS WHEREOF, the undersigned has executed this Guarantee as of the date 
first above written. 

GUARANTOR: 

GARAGE MEDIA LLC 

By: ~~ 
Name: Ga~~INef 
Title: Mem~r 
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Light Fixwre ------.._ I NOTES 

.... Fixture; Lumenpulse Lumenbeam LSX 

1 RGB Fixture with 6 degree beam 
Number of Fbctures: 72 

I Lumens: 4392 
I wattage: 132 
I Weight: 7.83 kg/17.26 lbs. 
I Dimensions (WxHxD): 171/16p x 22 7/8" x 4 7/8~ 

J warranty: Syears 

..... ;"" .. ":::· .... ,. 

OUTLINE OF 6,000sf MEDIAMESH DISPLAY 
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pabt-outdr-adv-per. 96F 

Permit No. P-BT-168 

THIS AGREEMENT, made as of the 20th day of May, 1996, by and between 
THE PORT AUTHORITY OF NEW YORK AND NEW JERSEY (hereinafter called the "Port 
Authority") a body corporate and politic created by Compact between the States of New York 
and New Jersey, with the consent of the Congress of the United States of America, and having an 
office at One World Trade Center, in the Borough of Manhattan, City, County and State of New 
York, and TRANSPORTATION DISPLAYS, INCORPORATED, (hereinafter called the 
"Permittee"), a corporation organized and existing under and by virtue of the laws of the State of 
Delaware, having an office and place of busines!; ::i.t 275 Madison Avenue, New York, New York, 
10016 whose representative is William M. Aµfelbaum, President/Chief Executive Officer 

WITNESSETH THAT 

The Port Authority and the Permittee, for and in consideration of the fees, 
provisions and agreements hereinafter contained, mutually agree as follows: 

Section 1. Space 

The Port Authority hereby grants to the Permittee permission to use, for the 
purposes hereinafter described in Section 3, such locations (each such location being hereinafter 
respectively referred to as a _"Display Area") along the exposed steel facade on the exteri<[ of the 
Port Authority Bus Terminal (hereinafter referred to as "the Facility") as from time to time may 
be designated by the Port Authority for the Permittee's use pursuant to the provisions of this 
Agreement: 

Section 2. Tu.rm 

(a) The permission granted by this Permit shall take effect at 12:01 o'clock AM. 
on July 1, 1996 (the "Effective Date") and shall expire, unless sooner terminated at 11 :59 o'clock 
P.M. on June 30, 2016 (the "Expiration Date"). 

(b) The Permittee recognizes and understands that the occurrence of the Effective 
Date shall not be deemed to authorize the Permittee to commence any work at the Facility unless 
the Port Authority's final approval of the Construction Application and plans and specifications 
referred to in Section 4 has been obtained by the Permittee. 
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Section 3. Privileges of User by the Permittee 

(a) The Permittee shall use each Display Area as may from time to time be 
designated by the Port Authority for such use for the installation, placement, maintenance and 
operation of such outdoor advertising signs and spectacular displays as may be consented to from 
time to time by the Port Authority, and for no other purpose or purposes whatsoever. 

(b) The Permittee recognizes that the Port Authority may from time to time 
require the relocation of one of the Permittee's advertising displays from a designated Display 
Area to a different location along the exposed steel facade on the exterior of the Facility and the 
Permittee agrees that it shall comply promptly at its own expense with any such direction or 
requirement from the Port Authority. In the event of relocation the Permittee shall leave the 
vacated area in the condition required under this Permit in the case of expiration and all 
obligations with respect to the area which would have matured on the effective date of expiration 
of the Permit shall mature as to the vacated area on the required date ofrelocation hereunder. In 
the event the Permittee fails to immediately transport its display to such new location, the Port 
Authority shall have the right to do so at the risk of the Permittee, and the Permittee shall pay the 
Port Authority the expense thereof on demand. Each location along the exposed steel facade on 
the exterior of the Facility designated by the Port Authority pursuant to this subparagraph shall 
constitute a Display Area under this Permit and all the provisions, terms and conditions hereof 
shall apply thereto. Without limiting the foregoing, the Permittee agrees to take good care of 
each Display Area and to restore the same upon the expiration or revocation of the effective 
period of the permission granted under this Permit to the condition existing prior to the 
installation of the Permittee's advertising displays. 

( c) Immediately after the execution of this Agreement by the Port Authority and 
the Permittee, the Permittee shall submit to the Port Authority a Construction Application in the 
form prescribed by the Port Authority, including such terms and conditions and such plans and 
specifications as the Port Authority may require setting forth in detail the installation work to be 
performed by the Permittee to prepare and equip each Display Area for the operation of the 
Permittee's advertising displays, as well as all other installations, equipment and Facility 
connected therewith. The Permittee acknowledges that certain design criteria covering matters of 
safety, health, aesthetic impact, and compatibility of the Permittee's advertising signs and 
displays with the Facility and with the area surrounding the Facility have been adopted by the 
Port Authority and are attached to this Agreement as Attachment A" hereby made a part hereof. 
The Permittee shall adopt and incorporate in its plans and specifications the criteria and other 
requirements for design and construction set forth in Attachment A. The Permittee's plans and 
specifications shall reflect all of the requirements set forth in Attachment A, and that to the 
extent that Attachment A does not presently indicate the precise information or other necessary 
description to enable the Permittee to design and construct the adv~rtising signs and displays in 
conformance with the provisions of this paragraph., such information and/or description will be 
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supplied to the Permittee by the Port Authority on request. The data to be supplied by the 
Permittee shall identify separately for each Display Area each item of work to be performed 
therein, and shall describe in detail the display to be installed as well as all other installations, 
equipment and Facility connected therewith, including electrical and other systems, and shall 
show the proposed method of tying in such systems to the utility lines or connections brought to 
the perimeter of the Display Area. The Permittee shall be responsible at its sole expense for 
retaining all architectural, engineering and other technical consultants and services as may be 
directed by the Port Authority and for developing, completing and submitting detailed plans and 
specifications for the work. The plans and specifications to be submitted by the Permittee to the 
Port Authority shall bear the seal of a qualified architect or professional engineer, who shall be 
responsible for the administration of the work in accordance with the Port Authority's 
requirements, and shall be in sufficient detail for a contractor to perform the work. In connection 
with review by the Port Authority of the Permittee's submissions under this paragraph, the 
Permittee shall submit to the Port Authority, at the Port Authority's request, such additional data, 
detail or information as the Port Authority may require for such review. The Permittee shall not 
engage any contractor or permit the use of any subcontractor unless and until each such 
contractor or subcontractor has been approved by the Port Authority. The Permittee shall include 
in any such contract or subcontract such provisions as the Port Authority may approve or require, 
including, without limitation thereto, provisions re~arding labor harmony. The Permittee shall 
cause each such contractor and subcontractor to obtain and maintain in force such insurance 
coverage and performance bonds as the Port Authority shall specify. All work to be performed 
by the Permittee hereunder shall be done in accordance with the said Construction Application 
and final plans and specifications approved by the Port Authority, shall be subject to inspection 
by the Port Authority during the progress of the work and after the completion thereof and the 
Permittee shall redo or replace at its own expense any work not done in accordance therewith. 
Without in any way limiting the provisions of Section 14 of this Permit, the Permittee shall not 
install in, place upon, or attach to any Display Area, or to any portion of the Facility, any 
equipment, Facility, fixtures, supplies, materials or property of any kind until the Construction 
Application and plans and specifications referred to above have been finally approved by the Port 
Authority. Upon completion of the Construction Work the Permittee shall supply the Port 
Authority with a certificate signed by the architect or engineer who sealed the Permittee's plans 
pursuant to the provisions of this paragraph that all of the work performed by the Permittee has 
been performed in accordance with the plans and specifications approved by the Port Authority 
and the provisions of this Agreement and the Permittee shall supply the Port Authority with as­
built drawings in form and number as requested by the Port Authority. The Permittee shall 
conduct no public operations in any Display Area until the Port Authority shall have notified the 
Permittee in writing that the work in such Display Area has been completed or substantially 
completed to its satisfaction. In the event of any inconsistency between the provisions of this 
Agreement and those of the Construction Application, the provisions of this Agreement shall 
control. 
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( d) Without limiting the generality of the foregoing all work done by the 
Permittee under this Permit, including without limitation all work involving in any way (i) the 
installation, removal or relocation of any of the Permittee's advertising displays, or (ii) the repair 
or maintenance thereof, shall be done strictly in accordance with the following terms and 
conditions: 

(1) The Permittee shall be the insurer of the Port Authority, its 
Commissioners, officers, agents and employees, against the following distinct and several 
risks, whether they arise from acts or omissions of the Permittee, of the Port Authority, its 
Commissioners, officers, agents and employees, third persons, or from acts of God or of 
the public enemy, or otherwise, excepting only risks which result solely from affirmative 
willful acts done by the PortAuthority subsequent to the commencement of the work: 

(i) The risk of loss or damage to all repairs, alterations, 
installations, additions, improvements, or structures being made in connection 
with the performance of the work prior to the completion thereof. In the event of 
such loss or damage, the Permittee shall forthwith repair, replace and make good 
the work without cost to the Port Authority; 

(ii) The risk of death, injury or damage, direct or consequential, to 
the Port Authority, its Commissioners, officers, agents and employees, and to its 
or their property, arising out of or in connection with the performance of the work. 
The Permittee shall indemnify the Port Authority, its Commissioners, officers, 
agents and employees for all such !njuries and damages, and for all loss suffered 
by reason thereof; 

(iii) The risk of claims and demands, just or unjust, by third 
persons against the Port Authority, its Commissioners, officers, agents and 
employees arising or alleged to arise out of the performance of the work. The 
Permittee shall indemnify the Port Authority, its Commissioners, officers, agents 
and employees against and from all such claims and demands, and for all loss and 
expense incurred by it and by them in the defense, settlement or satisfaction 
thereof. 

(2) The Permittee shall pay all claims lawfully made against it by its 
contractors, subcontractors, materialmen and workmen, and all claims lawfully made 
against it by other third persons arising out of or in connection with or because of the 
performance of the work; and shall cause its contractors and subcontractors to pay all 
such claims lawfully made against them. Nothing herein contained shall be deemed to 
constitute consent to the creation of any lien or claim against the Facility. 
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(3) The Permittee shall procure and maintain comprehensive public 
liability insurance, including automotive,. and covering bodily-injury (including death) 
and property-damage liability, which shall be in addition to all policies of insurance 
otherwise required by this Permit, or, if the work is to be done by an independent 
contractor, the Permittee shall require such contractor to procure and maintain such 
insurance in the name of the contractor, in either case, in limits not lower than those set 
forth for such categories of insurance in the following schedule: 

(i) Bodily injury liability: 

For injury or wrongful death 
to one person: 

For injury or wrongful death 
to more than one 
person from any one accident: 

(ii) Property damage liability: 

For all damages arising out of 
injury to or destruction 
of property in any one accident: 

$2,000,000.00 

$2,000,000.00 

$2,000,000.00 

As to any insurance required by this subparagraph, a certified copy of each of the 
policies or a certificate or certificates evidencing the existence thereof, or binders, shall be 
delivered to the Port Authority within ten (10) days after the execution of this Permit. In the 
event any binder is delivered, it shall be replaced within thirty (30) days by a certified copy of 
the policy or a certificate. Each such copy or certificate shall contain a valid provision or 
endorsement that the policy may not be canceled, terminated, changed or modified, without 
giving ten (10) days' written advance notice thereof to the Port Authority. A renewal policy shall 
be delivered to the Port Authority at least fifteen (15) days prior to the expiration date of each 
expiring policy. If at any time any of the policies shall be or become unsatisfactory to the Port 
Authority as to form or substance, or if any of the carriers issuing such policies shall be or 
become unsatisfactory to the Port Authority, the Permittee shall promptly obtain a new and 
satisfactory policy in replacement. 

The Port Authority shall be named as an additional insured in any policy of 
liability insurance required by this subparagraph. 
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( e) In the event that from time to time additional Display Areas are included under 
the Permit or the Port Authority requires the relocation of any or all of the Permittee's advertising 
Displays from a designated Display Area to a new location, the Permittee shall prior to the 
installation of advertising displays in such areas prepare and submit a Construction Application 
covering each such Display Area and shall provide the information described above in 
subparagraph ( c) with respect thereto. 

(t) The Permittee and its contractors will be required to make every good faith 
effort, to the maximum extent feasible, to seek meaningful participation by minorities and 
women both as to Minority Business Enterprise (MBE) and Women-owned Business Enterprise 
(WBE) participation as contractors and subcontractors and as to the composition of the labor 
force on contracts and subcontracts entered into with respect to any construction work 
performed at the Facility. The Port Authority has a long standing practice of making its 
contracting opportunities available to MBEs and WBEs. The affirmative steps the Port Authority 
takes to maximize opportunities for MB Es and WBEs to participate in the performance of Port 
Authority construction contracts either directly or as subcontractors are set forth for the 
Permittee's consideration in the schedule attached hereto, hereby a made part hereof, and marked 
"Schedule E". 

Section4. ~ 

(a) Definitions 

For the purposes of this Section 4 and for all other purposes under this Agreement 
the following terms shall have the respective meanings provided below: 

(1) "Fee Payment Start Date" shall mean the earlier of the following dates: 

(i) the one hundred eightieth (180th) day following the Effective Date 
established pursuant to the provisions of paragraph (a) of Section 2 of this 
Agreement, or 

(ii) such earlier date following the completion of the installation work 
described the Section 3 of this Agreement as the Port Authority may 
designate to the Permittee as the date on which public operations may be 
commenced in the first Display Area designated by the Port Authority 
pursuant to this Agreement. 

The Permittee recognizes and understands that the occurrence of the Effective 
Date shall not be deemed to authorize the Permittee to commence any work in any designated 
Display Area unless the Port Authority's final approval of the Construction Application and plans 
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and specification referred to Section 3 of this Agreement has been obtained by the Permittee. The 
Permittee further recognizes that its obligation to pay the basic fee shall commence on the Fee 
Payment Start Date established pursuant to this subparagraph whether or not the Permittee is 
conducting public operations at the Facility on such date. 

(2) "Annual period11 shall mean, as the context requires, the twelve month period 
(the "first annual period") commencing on the second anniversary of the Fee Payment Start Date 
and each of the twelve-month periods thereafter occurring during the effective period of the 
permission granted under this Agreement commencing on the third anniversary of the Fee 
Payment Start Date and on each anniversary of that date thereafter occurring during the effective 
period of the permission granted under this Agreement, provided, however, that the last annual 
period shall expire in any event upon the expiration date of the period of the permission granted 
hereunder. · 

(3) The term "gross receipts" shall include (i) all monies paid or payable to the 
Permittee for any advertising matter or other presentations or exhibitions installed, placed or 
displayed on the Permittee's advertising displays~ and (ii) all other monies paid or payable to the 
Permittee for services rendered or for sales m3.de at or from the Facility regardless of when or 
where the order therefor is received and outside the Facility if the order therefor is received at the 
Facility, including without limitation all monies paid or payable to the Permittee for any 
preparation, placement, operation, installation and maintenance in connection with any 
advertising hereunder and any other revenue of any type whatsoever arising out of the Permittee's 
operations at the Facility, including, without limitation, the value of services rendered to the 
Permittee by a another party in exchange for services performed by the Permittee for such party 
provided, however, that any taxes imposed by law which are separately stated to and paid by the 
customer and directly payable to the taxing authority by the Permittee shall be excluded 
therefrom, and provided further, that any advertising agency commissions paid by the Permittee 
(which it is agreed, shall be reasonable in amount) shall be excluded therefrom. There shall also 
be excluded from gross receipts hereunder any receipts of the Permittee which arise from its 
operations under any other agreement with the Port Authority at the Facility and which are 
subject to a percentage fee or rental under that agreement. 

( 4) "Annual percentage fee amount" shall mean for each annual period occurring 
during the effective period of the permission granted under this Agreement the sum of Sixty-two 
and one-half percent (62.5 %). 
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(b) Percentaie Fee 

The Permittee shall pay to the Port Authority during each annual period an annual 
percentage fee equivalent to the product obtained by applying the annual percentage fee amount 
established for such annual period to the gross receipts of the Permittee arising during such 
annual period from its operations under this Agreement. 

The computation of percentage fee for each annual period, or a portion of an 
annual period as hereinafter provided, shall be individual to such annual period, or such portion 
of an annual period, and without relation to any other annual period, or any other portion of any 
annual period. The time for making payment of the percentage fee and the method calculation 
thereof shall be as set forth in paragraph ( c) of this Section. 

( c) Time of Payment of Rentals~ Computations of Amounts and Accountini 

(1) The Permittee shall pay the percentage fee as follows: on the 20th day of the 
first month following the Effective Date and on the 20th day of each and every month thereafter 
occurring during each annual period occurring during the effective period of the permission 
granted under this Agreement, including the month. following the end of each annual period, the 
Permittee shall render to the Port Authority a sw0m statement showing all its gross receipts for 
the preceding month, separately stating the amount of gross receipts arising from each 
advertising display installed at the Facility during the period for which the report is made, and 
also showing the cumulative amount of such gross receipts from the date of the commencement 
of the annual period for which the report is made through the last day of the preceding calendar 
month, likewise separately stating the amount of gross receipts arising from each advertising 
display installed at the Facility during such annual period; the Permittee shall pay at the time of 
rendering such statement an amount equal to the annual percentage fee amount established for 
the annual period for which the report is made applied to all of the Permittee's gross receipts for 
the preceding month. Within twenty (20) days after the effective date of any termination or 
revocation of the effective period of the permission granted under this Agreement ( even if stated 
to have the same affect as expiration), the Permittee shall render to the Port Authority a certified 
statement of all its gross receipts for the annual period in which the effective date of termination 
or revocation happens to fall, separately stating the amount of gross receipts arising from the 
advertising displays installed by the Permittee in the Facility, and the payment then due shall be 
an amount equal to the product obtained when the annual percentage fee amount established for 
such annual period is applied to all the gross receipts of the Permittee arising during such annual 
period from its operations in the Facility, less any percentage fee payments previously made for 
such annual period. 
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(2) In the event that during the effective period of the permission granted under 
this Agreement the Permittee shall be denied the use of some of the Display Areas, or if the Port 
Authority revokes the permission granted hereunder as to less than all the Display Areas the 
Permittee agrees that notwithstanding it might have the right to suspend payment of any fees in 
the absence of this provision, it agrees to pay and will pay the full amount of the fees reserved 
hereunder. 

(3) There shall be no abatement of fees under this Agreement for any portion of 
the Display Areas or for any portion of the effective period of this Agreement. 

(4) Nothing contained in this Section shall affect the survival of the obligations of 
the Permittee as set forth in the Section of th.is Agreement entitled "Survival of the Obligations of 
the Permittee". 

(5) In the event that there is any revocation of the effective period of the 
permission granted hereunder to use and occupy any Display Area for the use of which the 
Permittee is at the effective date of such revocation in receipt of any prepayment of the 
consideration therefor from any third party for any advertising to be displayed in such Display 
Area, the Permittee shall, within ten (10) days after. such effective date, refund such prepayment 
to such third party; and, in the event of any such revocation, if the Permittee shall have made a 
payment to the Port Authority of percentage fee based on such prepayment, the Port Authority 
shall credit to the Permittee's other obligations to the Port Authority under this Permit an amount 
equal to the portion of such payment of percentage fee based on such prepayment and, if there 
are no such obligations or if said amount exceeds such obligations, the said amount or part 
thereof due, as the case may be, shall be paid to the Permittee on demand. Prepayment shall not 
include any payment covering an elapsed period of time even though such payment may have 
been included in a greater amount covering a period partially elapsed ( on the effective date of 
such revocation), and the exact prepayment in any such instance shall be determined on a pro rata 
basis. 

THERE IS NO SECTION 5 IN THIS AGREEMENT 

Section 6. Obligations in Connection with Percentage Fee 

(a) The Permittee shall take all reasonable measures (including but not limited to 
reasonable promotional activities) in every proper manner to develop, maintain and increase the 
business which it is authorized to conduct hereunder; 

(b) The Permittee shall not divert or cause or allow to be diverted any business 
from the Facility; 
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( c) The Permittee shall maintain, in accordance with accepted accounting practice 
during the term of the privileges hereunder and for one ( 1) year thereafter and for such further 
period until the Permittee shall receive written permission from the Port Authority to do 
otherwise, records and books of account recording all its transactions at, through or in any wise 
connected with the Facility, which records and, books of account shall be kept at all times within 
the Port of New York District, and permit in ordinary business hours during such time the 
examination and audit, by the officers, employees, agents and representatives of the Port 
Authority, of such records and books of account; 

( d) In addition to the statements of gross receipts required pursuant to the 
provisions of Section 4( d) of this Agreement the Permittee shall furnish to the Port Authority at 
such time and for such periods as are prescribed in said Section, sworn statements of all monies 
(other than gross receipts) paid to or received by the Permittee for any preparation, placement, 
installation, operation and maintenance in connection with any advertising hereunder and any 
other revenue of any type whatsoever arising out of or in connection with the Permittee's 
operations hereunder at the Facility. All monies paid or payable to or received or receivable by 
the Permittee for or in connection with any advertising and the placement, installation, operation 
and maintenance thereof shall be fully set forth in the Permittee's third party agreements referred 
to in Section 7 hereof. The Permittee has represented and does represent that the monies it will 
receive for displaying such advertising will include charges for normal placement, installation, 
operation and maintenance, which charges, it fs agreed, shall all be included in gross receipts. 
The Permittee recognizes that the Port Authority i1as relied upon these representations and the 
Permittee agrees that it shall conduct its operations in accordance with such representations. 

Section 7. Permittee's Third-Party Agreements 

All arrangements of the Permitte.e with third parties for the display, exhibition or 
dissemination of advertising matter, announcements, or information of any kind at the Facility 
shall be represented by written agreements with such third parties and the printed form of such 
agreement shall be submitted to the Port Authority for its prior approval. Even though a form of 
such agreement may have been approved, no agreement on such form shall be entered into by the 
Permittee until and unless the Port Authority has given approval as to any such agreement 
including but not limited to the location of any equipment to be used and the advertising matter 
arising therefrom or other information to be disseminated thereunder and the Permittee's charges 
and fees thereunder. True copies of all executed agreements shall be delivered by the Permittee 
to the Port Authority within ten ( l 0) days after execution. Without limiting the foregoing the 
Permittee agrees that each such agreement entered into by it shall contain provisions expressly 
making such agreement subject to all the provisions of this Permit and specifically stating that no 
party thereto shall obtain thereunder privileges greater than those granted under this Permit. All 
monies paid or payable to or received or receivable by the Permittee for or in connection with 
any advertising or other material or informati0n displayed, shown, exhibited or disseminated by 
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the Pennittee, including charges for normal placement, installation, operation and maintenance 
thereto shall be fully set forth in the Permittee1s third party agreements. 

Section 8. Approval of Advertisini Displays 

No advertising material or matter of any kind nor any other announcement shall 
be displayed, shown, exhibited or disseminated by the Permittee or from its equipment in any 
Display Area unless the Port Authority has given prior approval as to the type, quality, kind, 
form, substance, character and content thereof and unless any such and the content thereof and 
the operation and maintenance thereof meet with the continuing approval of the Port Authority. 
Any such display, material, exhibit or matter including he content thereof and the operation and 
maintenance thereof, which does not continue to meet with the approval of the Port Authority 
shall be immediately discontinued by the Permittee on notice from the Port Authority. 

Section 9. Governmental Requirements 

(a) The Permittee shall procure all licenses, certificates, permits and other 
authorizations necessary for the conduct of its' operations hereunder from all governmental 
authorities having jurisdiction over such operations,. 

(b) The Permittee shall promptly observe, comply with and execute the provisions 
of any and all present or future governmental laws, rules and regulations, requirements, orders 
and directions which may pertain or apply to its operations hereunder or its use of the Display 
Areas; and the Pennittee shall, in accordance with and subject to the provisions of Sections 3 and 
14 hereof, make any and all nonstructural improvements, alterations or repairs of the Display 
Areas that may be required at any time hereafter by any such present or future law, rule, 
regulation, requirement, order or direction. 

( c) The Permittee shall pay all taxes and all license, certification, permit and 
examination fees and excises which may be assessed, levied, exacted or imposed on or in 
connection with its property or operations hereunder or on the gross receipts or income therefrom 
and shall make all applications, reports and retu...rl!s required in connection therewith. 

( d) The obligation of the Permittee to comply with governmental requirements is 
provided herein for the purpose of assuring proper safeguards for the protection of persons and 
property at the Facility. Such provision is not to be construed as a submission by the Port 
Authority to the application to itself of such requirements or any of them. 
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Section 10. Rules and Re~ulations 

(a) The Permittee shall observe and obey (and compel its officers, members, 
employees, agents, representatives, contractors, customers, guests, invitees and those doing 
business with it to observe and obey) the Rules mid Regulations of the Port Authority for the 
government of the conduct and operations of the Permittee now in effect and such further 
reasonable rules and regulations (including amendments and supplements thereto) as may from 
time to time throughout the effective period of this Permit be promulgated by the Port Authority 
for reasons of safety, health or preservation of property, or for the maintenance of the good and 
orderly appearance of the Facility, including any Display Areas covered by this Permit, or for the 
safe or efficient operation of the Facility. The Port Authority agrees that, except in cases of 
emergency, it will give notice to the Permittee of every such further rule or regulation adopted by 
it at least five (5) days before the Permittee shall be required to comply therewith. 

(b) If a copy of the Rules and Regulations referred to in paragraph ( a) of this 
Section is not attached to this Agreement, then the Port Authority will notify the Permittee 
thereof either by delivery of a copy, or by publication in a newspaper published in the Port of 
New York District or by making a copy available at the office of the Secretary of the Port 
Authority. No statement or provision in the said Rules and Regulations shall be deemed a 
representation or promise by the Port Authority that the services or privileges described shall be 
or remain available, or that the changes, prices, rates or fees stated therein shall be or remain in 
effect throughout the effective period of the permission granted under this Permit, all of the same 
being subject to change by the Port Authority from time to time whenever it deems a change 
advisable. 

Section 11. Various Obli~ations of the Pennittee 

(a) The Permittee shall conduct its operations in a first-class, orderly and proper 
manner and so as not to annoy, disturb or be offensive to others at the Facility. The Permittee 
shall take all reasonable measures to eliminate vibrations tending to damage the Display Areas or 
any other part of the Facility and to keep the sound level of its operations as low as possible. 

(b) The Permittee shall control the conduct, demeanor and appearance of its 
officers, employees, agents, representatives, contractors, and persons doing business with it while 
they are at the Facility and, upon objection from the Port Authority concerning the conduct, 
demeanor or appearance of any such, shall immediately take all steps necessary to remove the 
cause of the objection. 
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(c) No debris or other waste materials (whether solid or liquid) shall be allowed 
by the Permittee to collect or accumulate in or on the Display Areas, and the Permittee shall be 
responsible for the prompt removal from the Facility of all debris and other waste materials 
(whether solid or liquid) arising out of its use of the Display Areas. The Permittee shall use 
extreme care when effecting the removal of any and all such waste and in no event shall use any 
Facility of the Port Authority without its prior consent and shall effect such removal only during 
such hours and by such means as are prescribed by the Manager of the Facility. 

( d) If the Port Authority deems it advisable for security reasons, the Permittee 
shall provide and its employees while at the Facility shall wear or carry badges or other suitable 
means of identification which shall be subject to the prior approval of the Manager of the 
Facility. 

(e) The Permittee shall supply, place, install, operate and maintain all advertising 
displays including any outside casings to be used in the Display Areas and all material, labor and 
personnel required in connection therewith. The Port Authority shall be under no obligation to 
supply any of the foregoing but if it supplies· any such displays including any outside casings the 
Permittee shall install, operate and maintain the same. 

(f) Anything to the contrary in this Permit contained notwithstanding, all the 
Permittee's operations hereunder, including but not limited to the placement, installation, 
operation and maintenance of three·dimensional and other advertising displays, shall be 
conducted by the Permittee in accordance with the highest standards of advertising practice and 
in accordance with the operation of a first-class transportation terminal. 

Section 12. Prohibited Acts 

The Permittee shall not: (a) commit any nuisance in or on the Display Areas or 
elsewhere at the Facility, or do or permit to be done anything which may result in the creation or 
commission of a nuisance in or on the Display Areas or elsewhere at the Facility; (b) cause or 
permit to be caused or produced upon the Display Areas or elsewhere at the Facility, to permeate 
the same or to emanate therefrom, any unusual, noxious or objectionable smokes, gases, vapors 
or odors; ( c) do or permit to be done anything which may interfere with the effectiveness or 
accessibility of existing and future utilities syster..s for portions thereof in or on the Display 
Areas or elsewhere at the Facility, including therein without limitation thereto systems for the 
supply of heat, water hot and cold, gas, electricity and fuel and for the furnishing of fire-alarm, 
fire·protection, sprinkler, sewerage, drainage, air-conditioning, telephone, telegraph, teleregister, 
pneumatic-tube dispatch and intercommunication services, including but not limited to lines, 
pipes, mains, wires, conduits and equipment connected with or appurtenant to any such systems, 
nor do or permit to be done anything which may interfere with free access and passage in and to 
the Display Areas, elsewhere at the Facility or in the streets, roads or other common ways 
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adjacent to the Facility; (d) overload any part of a Display Area; (e) do or permit to be done any 
act or thing upon the Display Areas which will invalidate or conflict with any insurance policies 
covering the Facility or any part thereof, or which, in the opinion of the Port Authority, may 
constitute an extra-hazardous condition, so as to increase the risks normally attendant upon the 
operations contemplated by Section 3 hereof; and the Permittee shall promptly observe, comply 
with and execute the provisions of any and all present or future rules and regulations, 
requirements, orders and directions of the New Y 0rk Board of Fire Underwriters, the New York 
Fire Insurance Exchange, or of any other board or organization exercising or which may exercise 
similar functions, which may pertain or apply to the operations of the Permittee in and on the 
Display Areas and the Permittee shall, subject to and in accordance with the provisions of 
Sections 3 and 14 hereof, make any and all nonstructural improvements, alterations or repairs of 
the Display Areas that may, in connection with its operations hereunder, be required at any time 
hereafter by any such present or future rule, regulation, requirement, order or direction; and, if, 
by reason of any failure on the part of the Permittee to comply with the provisions of this 
subdivision, any insurance rate on the Display Areas or any of them or on the Facility or any part 
thereof shall at any time be higher than it otherwise would be, then the Permittee shall pay to the 
Port Authority that part of all insurance premiums paid by the Port Authority which shall have 
been charged because of such violations or failure by the Permittee. 

Section 13. Maintenance and Repair 

(a) The Permittee shall at all times keep the Display Areas in a clean and orderly 
condition and appearance. 

(b) The Permittee shall be responsible for the repair, replacement and rebuilding 
of any and all parts of the Display Areas and any other parts of the Facility which may be 
damaged or destroyed by the acts or omissions of the Permittee, its officers, employees, agents, 
representatives, contractors or persons doing business with it. All nonstructural repair, 
replacement and rebuilding shall be done by the Permittee, subject to and in accordance with the 
provisions of Sections 3 and 14 hereof; and structural repair, replacement and rebuilding may be 
done by the Port Authority, the cost thereof to be paid by the Permittee on demand. 

Section 14. Installation by the Permittee 

(a) The Permittee shall not install any advertising displays, including any outside 
casings, fixtures or equipment in the Display Areas, or erect any structures, make any repairs, 
changes, alterations, improvements or do any other construction work on or to the Display Areas 
without the prior approval of the Port Authority (including but not limited to the time for the 
performance of any such installations or work); and, in the event any installation, construction, 
improvement, alteration, modification, addition, repair or replacement is made without such 
approval, then, upon notice so to do, the Permittee shall remove the same, or, at the option of the 
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Port Authority, cause the same to be changed to the satisfaction of the Port Authority. In case of 
any failure on the part of the Permittee to comply with such notice, the Port Authority may effect 
the removal or change; and the Permittee shall pay the cost thereof to the Port Authority on 
demand. 

(b) The structural grid, and the electrical and operational equipment installed by 
the Permittee to operate the advertising displays installed pursuant to the terms of this Agreement 
shall be and become the property of the Port Authority upon the installation thereof, provided, 
however, that the Port Authority shall have the right to require the Permittee to remove all such 
property from the Display Areas and the Facility on or before the expiration or revocation of this 
Permit and the effective period of the permission granted hereunder; and if the Port Authority so 
elects, the Permittee shall effect such removal and the Display Areas shall be restored by the 
Permittee to the condition prior to any placement or installation. In the event of partial 
revocation, the obligation of removal and restoration shall apply.only to the Display Area or 
Areas affected. In case of any failure on the part of the Permittee so to remove or restore, the 
Port Authority may do so and the Permittee shall pay the cost thereof to the Port Authority on 
demand. All other installations, equipment, and facilities installed by the Permittee pursuant to 
the permission granted hereunder, including, vvithout limitation, any advertising displays, outside 
casings, fixtures, and equipment shall be and remaip the property of the Permittee and shall be 
removed by the Permittee from the Display Areas and the Facility on or before the expiration or 
revocation of this Permit and the effective period of the permission granted hereunder. 

' ' 

(c) If the Permittee shall fail to remove from the Display Areas and the Facility 
within the time allowed any property or thing whatsoever which it is obligated under this Permit 
to remove, the Port Authority may remove such property or thing and the Permittee shall pay the 
cost thereof to the Port Authority upon demand. The Port Authority may but shall not be 
obligated to remove such property or thing to a public warehouse for deposit or retain the same 
in its own possession and in either event sell the same at public auction, the proceeds of which 
shall be applied first to the expense of removal, retention, storage and sale, second to any sums 
owed by the Permittee to the Port Authority, with any balance remaining to be paid to the 
Permittee; if the expenses of such removal, retention, storage and sale shall exceed the proceeds 
of sale, the Permittee shall pay such excess to the Port Authority upon demand. Any action of 
the Port Authority hereunder shall not relieve the Permittee of any restoration obligation. 

(d) Without in any wise limiting any other provision of this Permit, the Permittee 
agrees that it shall not do any servicing or maint~tlfillce on or to any Display Areas or to any 
property thereon or therein unless the Port Authority has approved the time of performance 
thereof. 
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Section 15. Liability Insurance 

(a) The Permittee in its own name as assured shall secure and pay the premiums 
on a policy or policies of comprehensive general liability insurance including, but not limited to, 
premises-operations, covering bodily injury, including, wrongful death, and property damage 
which shall be effective throughout the effective period of the permission granted hereunder. 
Each such policy shall include a contractual liability endorsement covering the indemnity 
obligations assumed by the Permittee pursuant to the provisions of this Agreement and shall be 
maintained in the minimum amount of Two Milliun Dollars and No Cents ($2,000,000.00) 
combined single limit for each occurrence. 

(b) The Port Authority shall be named as an additional insured in any policy of 
liabili~y insurance required by the provisions of this Agreement and each such policy of 
insurance so required shall contain an endorsement providing that the protection afforded the 
Permittee thereunder with respect to any claim or action against the Permittee by a third party 
shall pertain and apply with like effect with respect to any claim or action against the Permittee 
by the Port Authority and against the Port Authority by the Permittee, but such endorsement shall 
not limit, vary, change, or affect the protection afforded the Port Authority as an additional 
insured, and an endorsement providing that the insurer shall not, without obtaining express 
advance permission from the General Counsel of the Port Authority, raise any defense involving 
in any way the jurisdiction of the tribunal over the person of the Port Authority, the immunity of 
the Port Authority, its Commissioners, officers, agents or employees, the governmental nature of 
the Port Authority or the provisions of any statutes respecting suits against the Port Authority. 

( c) A certified copy of each of the policies of insurance required by this Section or 
a certificate or certificates evidencing the existence thereof, or binders, shall be delivered to the 
Port Authority within ten (10) days after the execution of this Permit. In the event any binder is 
delivered, it shall be replaced within thirty (.10) days by a certified copy of the policy or a 
certificate. Each such copy or certificate shall contain a valid provision or endorsement that the 
policy may not be canceled, terminated, changed or modified, without giving ten (10) days 
written advance notice thereof to the Port Authority. A renewal policy shall be delivered to the 
Port Authority at least fifteen (15) days prior to the expiration date of each expiring policy, 
except for any policy expiring after the date of expiration of the term of the privileges hereunder, 
as the same may be from time to time extended. If at any time any of the policies shall be or 
become unsatisfactory to the Port Authority as to form or substance or if any of the carriers 
issuing such policies shall be or become unsatisfactory to the Port Authority, the Permittee shall 
promptly obtain a new and satisfactory policy in replacement. 
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Section 16. Indemnity 

The Permittee shall indemnify and hold harmless the Port Authority, its 
Commissioners, officers, agents, representatives and employees from all claims and demands of 
third persons, including but not limited to those for death, for personal injuries or for property 
damages, arising out of the use of the Display Areas by the Permittee or out of any other acts or 
omissions of the Permittee, its officers, employees, agents, representatives, contractors or persons 
doing business with it where such acts or omissions are in or on the Display Areas or elsewhere 
at the Facility. 

Section 17. Patents and Trademarks 

The Permittee represents that it is the owner of or fully authorized to use any and 
all services, processes, machines, articles, marks, names or slogans used by it in its operations 
under or in any wise connected with this Permit. The Permittee agrees to save and hold the Port 
Authority, its Commissioners, officers, employees, agents and representatives free and harmless 
of and from any loss, liability, expense, suit or claim for damages in connection with any actual 
or alleged infringement of any patent, trademark or copyright, or arising from any alleged or 
actual unfair competition or other similar claim arfaing out of the operations of the Permittee 
under or in any wise connected with this Pem1it. 

Section 18. Additional Fees 

(a) If the Port Authority has paid any sum or sums or incurs any obligations or 
expense by reason of the failure, neglect or refusal of the Permittee to perform or fulfill any one 
or more of the terms, conditions or agreements contained in this Permit or as a result of an act or 
omission of the Permittee contrary to the said terms, conditions and agreements, the Permittee 
agrees to pay promptly to the Port Authority the sum or sums so paid or the expense so incurred, 
including all interest, costs, damages and penalties. 

(b) For all purposes under this. Section and in any suit, action or proceeding of any 
kind between the parties hereto, any receipt showing any payment of a sum or sums by the Port 
Authority for any work done or material furnished shall be prima facie evidence against the 
Permittee that the amount of such payment was necessary and reasonable. If the Port Authority 
elects to use its own operating and maintenance staff in making any repairs, replacements and/or 
alterations and to charge the Permittee with the cost of the same, any time sheet of any employee 
of the Port Authority showing hours of labor or work allocated to any such repair, replacement 
and/or alteration, or any stock requisition of the Pvt Authority showing the issuance of materials 
for use in the performance thereof, shall likewise be mima facie evidence against the Permittee 
that the amount of such charge was necessary and reasonable. 
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Section 19. Assilinment 

(a) The Permittee shall not assign, sell, convey, transfer, mortgage or pledge this 
Permit, or the privileges hereunder, or any part thereof. 

(b) he Permittee shall not use, or permit any person to use, the Display Areas or 
any potion thereof, except for the purposes set forth in Section 3 hereof. 

Section 20. More Favorable Afireement 

The Permittee agrees that .if it shall at any time during this Permit have any 
agreement with any party or parties for or covering the display of advertising matter at a 
transportation facility or terminal where the mode of advertising is substantially similar to that 
covered hereunder and where the gross revenues to the Permittee from or on behalf of advertisers 
are or will be on an absolute or comparative basis substantially similar to or less than the gross 
revenue to the Permittee from or on behalf of advertisers in the Facility hereunder and if such 
agreement is on terms or with provisions more favorable to any such party than are contained in 
this Permit, then the Permittee shall notify the ~ort Authority of that fact, shall provide it with a 
true copy of any such agreement and shall at the .option of the Port Authority give the Port 
Authority the benefit of any or all of the terms and conditions thereof retroactively to the date 
when any such more favorable agreement shall have been entered into by the Permittee; and this 
Permit shall thereupon be modified accordingly. 

Section 21. Electricity 

(a) The Port Authority, shall furnish and supply to the Permittee for the purposes 
set forth in this Permit, and the Permittee shall take and pay for, electricity, in reasonable 
quantities, the supply of electricity to be made by the Port Authority to the Pennittee at such 
points on or off the various Display Areas as the Port Authority shall designate for connection to 
the systems to be installed by the Permittee in such areas for electrical distribution with the Port 
Authority's lines and conduits and the Port Authority shall have no responsibility for the 
distribution of electrical current in any of the Display Areas or for the maintenance therein of any 
electrical usage. The quantity of electricity used by the Permittee shall be metered by the Port 
Authority and paid for by the Permittee at the greater of: (1) the rates (including the fuel or other 
adjustment factor if any) which the Permittee at the time of such purchase and under the service 
classification then applicable to it would have to pay for the same quantity of electricity to be 
us~d for the same purposes under the same conditions if it received the electricity directly from 
the public utility supplying the same to commercial buildings in the vicinity, or (2) the Port 
Authority's cost of obtaining and supplying the same quantity of electricity. Notwithstanding that 
the Port Authority has agreed to supply electricity to the Permittee, the Port Authority shall be 
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under no obligation to provide or continue such service if the Port Authority is prevented by law, 
agreement or otherwise from metering as hereinabove set forth or elects not to so meter the same, 
then in any such event the Permittee shall ma!<:e all arrangements and conversions necessary to 
obtain electricity directly from the public utility. Also in such event the Permittee shall perform 
the construction necessary for conversion and if any lines or equipment of the Port Authority are 
with the consent of the Port Authority used therefor the Port Authority may make an appropriate 
charge therefor to the Permittee based on its costs and expenses for the said lines and equipment. 

(b) The Port Authority shall be under no obligation to furnish any of the above 
services if and to the extent and during any period that the furnishing of any of such services or 
the use of any component necessary therefor shall be prohibited or rationed by any federal, state 
or municipal law, rule, regulation, requirement, order or direction and if the Port Authority 
deems it in the public interest to comply therewith even though such law, rule, regulation, 
requirement, order or direction may not be mandatory on the Port Authority as a public agency. 

( c) No failure, delay, interruption, or reduction in the supply of any agreed 
service, including without limitation thereto any failure, delay, interruption, or reduction under 
subparagraph (b) of this paragraph, (whether or not.a separate charge is made therefor) shall be 
construed to be an eviction of the Permittee, shall be grounds for any abatement or diminution of 
the fees payable under this Permit or shall relieve the Permittee of any other obligations 
hereunder (unless resulting from the negligent acts of the Port Authority and continuing for a 
period of five (5) days after notice to the Port Authority), shall not be grounds for any claim by 
the Permittee for damages, consequential or otherwise. 

( d) The Port Authority shall have the right to temporarily discontinue the supply 
of the above services when necessary or desirable in the opinion of the Port Authority in order to 
make any repairs, alterations, changes or improvements in the display areas or elsewhere at the 
Facility including all systems for the supply of services. 

( e) If any federal, state, municipal or other governmental body, authority or 
agency or any pubic utility assesses, levies, imposes, makes or increases any charge, fee or rent 
on the Port Authority for any service, system or utility now or in the future supplied to or 
available to the Display Areas or to any occupants or users of the Facility, or to the structure or 
building of which the Display Areas form a part (including but not limited to any sewer rent or 
charge for the use of sewer systems), the Permittee shall, at the option of the Port Authority 
exercised at any time and from time to time by notice to the Permittee pay, in accordance with 
said notice, such charge, fee or rent or increase thereof ( or the portion thereof allocated by the 
Port Authority to the Display Areas or the Permittee's operations hereunder) either directly to the 
governmental body, authority or agency or to th~ public utility or directly to the Port Authority. 
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(f) The Permittee shall not be entitled to receive any service or services during any 
period during which the Permittee shall be in default under any of the provisions of this 
Agreement. 

(g) The Port Authority shall have no obligations or responsibility with respect to 
the performance of any services or providing, supplying or furnishing to the Permittee of any 
utilities or services whatsoever except as expressly provided in this Endorsement. 

Section 22. Force Majeure 

(a) The Port Authority shall not be liable for any failure, delay or interruption in 
performing its obligations hereunder due to causes or conditions beyond the control of the Port 
Authority. Further, the Port Authority shall not be liable unless the failure, delay or interruption 
shall result from failure on the part of the Port Authority to use reasonable care to prevent or 
reasonable efforts to cure such failure, delay or interruption. 

(b) No diminution or reduction of the fees or other charges payable by the 
Permittee shall be claimed by or allowed to the Permittee for any inconvenience, interruption, 
cessation or loss of business or other loss caused, directly or indirectly by any present or future 
laws, rules, requirements, orders, directions, ordinances or regulations of the United States of 
America, or of the state, county or city governments, or of any other municipal, governmental or 
lawful authority whatsoever, or by priorities, rationing or curtailment of labor or materials, or by 
war or any matter or thing resulting therefor, or by any other cause or condition beyond the 
control of the Port Authority, nor shall this Agreement be affected by any such causes or 
conditions. 

Section 23. Rights of Entry Reserved 

(a) The Port Authority, by its officers, employees, agents, representatives and 
contractors, shall have the right at all reasonable times to enter upon the Display Areas for the 
purpose of inspecting the same, for observing the performance by the Permittee of its obligations 
under this Permit, and for the doing of any act or thing which the Port Authority may be 
obligated or have the right to do under this Permit or otherwise. 

(b) Without limiting the generality of the foregoing, the Port Authority, by its 
officers, employees, agents, representatives and contractors, shall have the right, for the benefit 
of the Permittee or for the benefit of others afthe Facility, to maintain existing and future utilities 
systems or portions thereof in or on the Display Areas, including therein without limitation 
thereto systems for the supply of heat, water hot and cold, gas, electricity and fuel and for the 
furnishing of fire-alarm, fire-protection, sprinkler, sewerage, drainage, air-conditioning, 
telephone, telegraph, teleregister, pneumatic-tube dispatch and intercommunication services, and 
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to enter upon the Display Areas at all reasonable times to make such repairs, alterations and 
replacements as may, in the opinion of the.Port Authority, be deemed necessary or advisable, 
and, from time to time, to construct or install over, in, under or through the Display Areas new 
systems, lines, pipes, mains, wires, conduits and equipment, and to use the Display Areas for 
access to other portions of the Facility not otherwise conveniently accessible; provided, however, 
that such repair, alteration, replacement, construction, or access shall not unreasonably interfere 
with the use of the Display Areas by the Permittee. 

Section 24. Condemnation 

In any action or proceeding instituted by any governmental agency or agencies for 
the taking. for a public use of any interest in all or any of the Display Areas, the Permittee shall 
not be. entitled to assert any claim to any award or part thereof made or to be made therein, or to 
institute any action or proceeding or to assert any claim against such agency or agencies or 
against the Port Authority, for or on account of any such taking, it being understood and agreed 
between the Port Authority and the Perrnittee that the Port Authority shall be entitled to all the 
compensation or awards made or to be made or paid for any such taking, free of any claim or 
right of the Permittee. ' · · 

Section 25. Sales and Services by the Permittee 

(a) A principal purpose of the Port Authority in entering into this Agreement is to 
have available for travelers and other users of the Facility, all other members of the public, and 
persons employed at the Facility, the services which the Permittee is permitted to render 
hereunder, all for the better accommodation, convenience and welfare of such individuals and in 
fulfillment of the Port Authority's obligation to operate Facility for the use and benefit of the 
public, and the Permittee agrees that it will conduct a first class operation and will furnish and 
install all necessary or proper equipment, fixtures, improvements (subject to Sections 3 and 14), 
personnel, supplies, materials and other Facility and replacements therefor and all such fixtures 
and improvements (except trade fixtures removable without injury to the Display Areas) shall on 
installation become the property of the Port Authority and a part of the Display Areas, provided, 
however, that the Port Authority shall have the option, exercisable by notice delivered to the 
Permittee on or before a date sixty (60) days after expiration or termination hereof, to require the 
Permittee to remove any or all such fixtures, equipment and improvements and to restore the 
Display Areas to the condition thereof prior to any installation and in the event of a failure on the 
part of the Perrnittee so to remove and restore, the Port Authority may do so, and the Permittee 
shall pay the cost thereof to the Port Authority on demand. All equipment, fixtures and 
improvements to be used in the premises and the installation thereof shall be subject to the prior 
written approval of the Port Authority as to type and quality. 
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(b) The Pennittee shall furnish good, prompt and efficient service hereunder, 
adequate to meet all demands therefor at the Facility; shall furnish said service on a fair, equal 
and non-discriminatory basis to all users thereof; and shall charge fair, reasonable and non­
discriminatory prices for all items and/or services which it is permitted to sell and/or render 
hereunder. 

Section 26. Thirty-Day Termination 

(a) Notwithstanding any other provision of this Permit, the Port Authority shall 
have the right to revoke this Permit and the effective period of the permission granted hereunder, 
without cause, at any time, on thirty (30) days' notice to the Permittee. In the event of revocation 
pursuant to this Section, this Permit and the said effective period shall cease and expire on the 
effective date of revocation stated in the notice in the same manner and with the same effect as if 
that date were the date originally stated herein for the expiration of this Permit. 

(b) The Port Authority may exercise the right of revocation described in paragraph 
(a) of this Section as to any Display Area out not all the Display Areas by thirty (30) days' notice 
to the Permittee and in such event the effective period of the permission granted hereunder shall 
cease and determine as to the Display Areas affected by the exercise of such right of revocation 
on the effective date of revocation in the same manner and with the same effect as if that date 
were the original date of expiration set forth in this Permit; provided, however, that, the Permit 
and the effective period of the permission granted hereunder shall continue in full force and 
effect as to the remaining Display Area or Areas. 

(c) Unless sooner revoked, the period of the permission granted under this Permit 
shall expire on the expiration date set forth elsewhere in this Permit. Upon such expiration, or in 
the event the period of the permission granted under this Permit is revoked by the Port Authority 
pursuant to subparagraph (a) of this paragraph, all installations, equipment, and facilities 
installed by the Pennittee pursuant to the permission granted hereunder, including, without 
limitation, any advertising displays, outside casings, fixtures, and equipment, but excluding the 
structural grid, and the electrical and operational equipment installed by the Permittee to operate 
the advertising displays installed pursuant to the terms of this Agreement shall be removed by the 
Permittee from the Display Areas and the Facility. 

( d) In the event the effective period of the permission granted under this Permit is 
revoked pursuant to the provisions of subparagraph (a) of this paragraph, the Port Authority shall 
pay the Permittee its Unamortized Capital Investment, as hereinafter defined, in the structural 
grid, and the electrical and operational equipment initially installed by the Permittee to operate 
the advertising displays installed pursuant to the terms of this Agreement provided, however, 
that tender of payment of such Unamortized Capital Investment s~all not be a pre-requisite for 
the exercise of the Port Authority's right of revocation pursuant to subparagraph (a) of this 
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paragraph, but the Permittee shall be entitled to five per cent (5%) interest per annum on such 
Unamortized Capital Investment for the period from the effective date of revocation to the date 
of tender of payment ( excluding any period prior to the rendering by the Permittee to the Port 
Authority of any required statement or other documentation of cost). As used herein 
"Unamortized Capital Investment" shall mean a pro rata share of the Permittee's cost of 
supplying and installing in the Display Areas thP, (ltructural grid, and the electrical and 
operational equipment as are initially installed by the Permittee to operate the advertising 
displays installed pursuant to the terms of this Agreement. To the extent permitted by sound 
accounting practice, the sum of the foll9wing items of cost incurred by the Permittee for the 
structural grid, and the electrical and operational equipment initially installed by the Permittee to 
operate the advertising displays installed pursuant to the terms of this Agreement , and to the 
extent that such sum does not exceed Two Million Dollars and No Cents ($2,000,000.00), shall 
constitute "cost" under the this Section: 

( 1) Direct labor and material costs; 

(2) Contract costs for purchases and installation excluding those of the 
types mentioned in the following subdivision (3); 

(3) Engineering, architectural, planning, designing, financing, interest, 
insurance, and other overhead or carrying charges which are due for a period ending not later 
than the date of completion of installation of any such initial equipment, fixtures or 
improvements for which they are incurred, and not to exceed 20% of the total of the amounts 
covered by subdivisions (1) and (2) above. 

( e) A statement of the cost detailing all the foregoing including copies of invoices 
and contracts and certified by a responsible officer of the Permittee shall be delivered by the 
Permittee to the Port Authority not later than ninety (90) days after the complete installation of 
the structural grid, and the electrical and operational equipment initially installed by the 
Permittee to operate the advertising displays installed pursuant to the terms of this Agreement 
and the Permittee shall permit the Port Authority, by its agents, employees and representatives, at 
all reasonable times prior to a final settlement or determination of cost, to examine and audit the 
records and books of account of the Permittee within the Port of New York District during such 
time. 

(f) If the Permittee includes in cost any items as having been incurred but which, 
in the opinion of the Port Authority, if so incurred is not an item properly chargeable to cost 
under sound accounting practice, then the Port Authority within ninety (90) days after receipt of 
the· said statement of cost as mentioned in subparagraph (b) above, shall give written notice to the 
Permittee stating its objection to any such item and the grounds therefor. If such notice is given 

-23,-



pabt-outdr-adv-per.96F 

and if the dispute is not settled within thirty (JO) days by agreement between the parties, then 
such dispute shall be disposed of by arbitration in accordance with the then existing rules of the 
American Arbitration Association or any successor association. Costs of said arbitration shall be 
borne equally by the Port Authority and the Permittee. 

(g) In any such arbitration as to whether any item included by the Permittee in its 
computation of cost has been incurred, the question to be submitted to the arbitrators for decision 
shall be as follows: 

"Was all or any part of such cost incurred by the Permittee; and if part but not all 
of such cost was incurred, what was the amount which was so incurred?" 

(h) In any such arbitration as to whether any item included by the Permittee in its 
computation of costs is properly chargeable thereunder under sound accounting practice, the 
question to be submitted to the arbitrators for decision shall be as follows: 

"Can it reasonably be held that all or any part of such cost is properly chargeable 
under sound accounting practice; and if part but not all of such cost can 
reasonably be held to be chargeabl~,. then what amount can reasonably be held to 
be so chargeable?" 

The arbitrators to whom such questions shall be submitted shall be accountants or auditors. 

(i) The proration of cost as referred to in this Section shall be ascertained by 
multiplying the cost by a fraction, the numerator of which shall be the number of whole calendar 
months (in the effective period of the permission as originally set forth) subsequent to the 
effective date of revocation, and the denominator of which shall be 240. 

G) Notwithstanding anything to the contrary herein contained, the amount the Port 
Authority shall be obligated to pay to the Permittee hereunder shall be diminished by the amount 
of any unsatisfied lien, mortgage or other encumbrance on the structural grid, and the electrical 
and operational equipment initially installed by the Permittee to operate the advertising displays 
installed pursuant to the terms of this Agreement, and less any amounts whatsoever due from the 
Permittee to the Port Authority which the Permittee hereby authorizes the Port Authority to 
withhold and keep from such amount, and to apply to the satisfaction and discharge of the 
foregoing. 
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Section 27. Labor 

(a) The Permittee shall immediately give oral notice to the Port Authority (to be 
followed by written notices and reports) of any and all impending or existing labor complaints, 
troubles, disputes or controversies affecting or in connection with the Permittee's operations 
hereunder and shall give oral notice to the Port Authority of the progress thereof. The Permittee 
shall use its best efforts to resolve any such complaint, trouble, dispute or controversy. 

(b) In its operations hereunder, the Permittee shall not contract with anyone, 
employ any persons, use or have any equipment or materials or allow any condition to exist if 
any such, in the opinion of the Port Authority, may cause or be conducive to any labor 
complaints, troubles, disputes or controversies either at the Display Areas or elsewhere at the 
Facility, or may in any other respect be objectionable to the Port Authority. The Port Authority's 
determination shall be conclusive on the Permittee; and, upon notice from the Port Authority, the 
Permittee shall immediately withdraw from the Facility any persons, equipment or materials 
specified in the notice and replace them with unobjectionable persons, equipment and materials, 
and shall immediately rectify any condition specified in the notice. 

( c) In the event that any type of strike,. boycott, picketing, work stoppage or 
slowdown is directed against the Permittee, or any of its operations at the Facility, whether or not 
the same is due to the fault of the Permittee and whether or not caused by or on account of the 
employees of the Permittee or those doing business with it and notwithstanding that the Port 
Authority may or may not have issued directions or made decisions in connection with the same, 
the Port Authority may, by twenty-four (24) hours' notice, revoke this Permit and the effective 
period of the permission granted hereunder effective at the time specified in such notice, if such 
strike, boycott, picketing, work stoppage or slowdown continues for twenty-four (24) hours after 
the giving of the notice. In the event of revocation pursuant to this Section, the effective period 
of the permission granted hereunder shall cease and determine on the effective date of revocation 
in the same manner and with the same effect as if that date were the original date of expiration 
set forth in this Permit, provided, however, that notwithstanding anything to the contrary set forth 
elsewhere in this Permit the Permittee shall not be entitled to any abatement in the fees or other 
charges payable hereunder, nor to any reimbursement from the Port Authority on account of the 
cost of performing any construction and installation work. 

Section 28. Delivery of Display Areas 

The Permittee agrees to yield and deliver peaceably to the Port Authority 
possession of the Display Areas on the date of the cessation of the effective period of the 
permission granted hereunder, whether such cessation be by revocation, expiration or otherwise, 
promptly and in good condition, reasonable wear and tear excepted. 
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Section 29. Brokerage 

The Permittee represents and warrants that no broker has been concerned in the 
negotiation of this Permit and that there is no broker who is or may be entitled to be paid a 
commission in connection therewith. The Permittee shall indemnify and save harmless the Port 
Authority of and from any claim for commission or brokerage made by any and all persons, 
firms or corporation whatsoever for services in connection with the negotiation and execution of 
this Permit. 

Section 30. Extent of Privileges Granted 

The privileges granted hereunder to the Permittee are non-exclusive. 

Section 31. Relationship of the Parties 

Notwithstanding that the percentage fee hereunder is measured by a percentage of 
gross receipts and other monies, no partnership relationship between the parties hereto or joint 
adventure is created by this Permit. 

Section 32. Remedies to be Non-exclusive 

All remedies provided in this Permit shall be and be deemed cumulative and 
additional and not in lieu of or exclusive of each other or of any other remedy available to the 
Port Authority at law or in equity. 

Section 33. Place of Payments 

All payments required of the Permittee by this Permit shall be sent to the Port 
Authority at the following address: 

THE PORT AUTHORITY OF NEW YORK AND NEW JERSEY 
P.O. BOX 17309 

NEWARK, NEW JERSEY 
or to such other officer or address as may be substituted therefor. 

Section 34. Notices 

All notices, requests, demands, consents and approvals required to be given to or 
by either party shall be in writing; and all such notices and requests· shall be personally delivered 
to the party or to the duly designated officer or representative of such party or delivered to the 
office of such party, officer or representative during regular business hours or forwarded to him 
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or to the party at such office by registered mail. The Permittee shall designate an office within 
the Port of New York District and an officer or representative whose regular place of business is 
at such office. Until further notice, the Port Authority hereby designates its Executive Director 
and the Permittee designates the person named as representative on the first page hereof as their 
respective officers or representatives upon whom notices and requests may be served, and the 
Port Authority designates its office at One World Trade Center, New York, New York, and the 
Permittee designates its office at its address stated on the first page hereof, as their respective 
offices where notices and requests may be served. 

Section 35. Designations, Consents and Aimrov&ls 

(a) Any designation, consent, permission, authorization or approval by the Port 
Authority under any Section of this Permit may from time to time in the sole discretion of the 
Port Authority be made, given, revoked or rescinded by notice to the Permittee. 

(b) The Port Authority's rights under this Section shall not be or be construed to 
be limited by any provision of this Permit covering the Port Authority's rights of termination. 

Section 36. Permittee's Representative 

The Permittee's representative, hereinbefore specified in this Permit ( or such 
substitute as the Permittee may hereafter designate in writing), shall have full authority to act for 
the Permittee in connection with this Permit and any things done or to be done hereunder, and to 
execute on the Permittee's behalf any amendments or supplements to this Permit or any extension 
thereof. 

Section 3 7. Headings 

The section headings and the subdivision headings, if any, are inserted only as a 
matter of convenience and or reference and in no way define, limit or describe the scope or intent 
of any provision hereof. 
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Section 38. Termination 

(a) If any one or more of the following events shall occur, that is to say: 

( 1) The Permittee shall become insolvent, or shall take the benefit of any 
present or future insolvency statute, or shall make a general assignment for the benefit of 
creditors, or file a voluntary petition in bankruptcy or a petition to answer seeking an 
arrangement or its reorganization or the readjustment of its indebtedness under the federal 
bankruptcy laws or under any other law or statute of the United States or of any State 
thereof, or consent to the appointment of a receiver, trustee, or liquidator of all or 
substantially all its property; or 

(2) By order or decree of a court the Permittee shall be adjudged bankrupt 
or an order shall be made approving a petition filed by any of the creditors or, if the 
Permittee is a corporation, by any of the stockholders of the Permittee, seeking its 
reorganization or the readjustment of its indebtedness under the federal bankruptcy laws 
or under any law or statute of the United States or of any State thereof; or 

(3) A petition under any part.of the federal bankruptcy laws or an action 
under any present or future insolvency fo,u or statute shall be filed against the Permittee 
and shall not be dismissed within thirty (30) days after the filing thereof; or 

(4) The interest or estate of the Permittee under this Agreement shall be 
transferred to, pass to or devolve upon, by operation of law or otherwise, any other 
person, firm or corporation; or 

( 5) The Permittee, if a corporation, shall, without the prior consent of the 
Port Authority, become a possessor or merged corporation in a merger, a constituent 
corporation in a consolidation, or a corporation in dissolution; or 

( 6) The Permittee is a partnership, and the said partnership shall be 
dissolved as the result of any act or omission of its partners or any of them, or by 
operation of law or the order or decree of any court having jurisdiction, or for any other 
reason whatsoever; or 
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(7) By or pursuant to, or under authority of any legislative act, resolution 
or rule, or any order or decree of any court or governmental board, agency or officer, a 
receiver, trustee, or liquidator shall take possession or control of all or substantially all 
the property of the Permittee or any execution any of its property, whereupon the use or 
occupancy of the Display Areas shall be taken by someone other than the Permittee, and 
any such use or occupancy shall continue in effect for a period of fifteen (15) days; or 

(8) Any lien is filed against the Display Areas because of any act or 
omission of the Permittee and is not removed within ten (10) days; or 

(9) The Permittee shall voluntarily abandon, desert, vacate or discontinue 
its operations in the Display Areas or, after exhausting or abandoning any right of further 
appeal, the Permittee shall be prevented for a period of thirty (30) days by action of any 
governmental agency from conducting its operations, regardless of the fault of the 
Permittee; or the Permittee shall fail to take occupancy and commence operations within 
fifteen (15) days after the effective date; or 

' 

( 10) The Permittee shall fail duly and punctually to pay the fees or to 
make any other payment required hereunder when due to the Port Authority; or 

(11) The Permittee shall fail to keep, perform and observe each and every 
other promise, covenant and agreement set forth in this Agreement on its part to be kept, 
performed, or observed, within ten (10) days after receipt of notice of default thereunder 
from the Port Authority (except where fulfillment of its obligation requires activity over a 
period of time, and the Permittee shall have commenced to perform whatever may be 
required for fulfillment within ten (10) days after receipt of notice and continues such 
performance without interruption except for causes beyond its control); 

then upon the occurrence of any such event or at any time thereafter during the continuance 
thereof., the Port Authority may by five (5) days' notice revoke the permission granted hereunder, 
such revocation to be effective upon the date specified in such notice. Such right of revocation 
and the exercise thereof shall be and operate as a conditional limitation. 
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(b) If any of the events enumerated in paragraph (a) of this Section shall occur 
prior to the effective date of the pennission granted hereunder, the Permittee shall not be entitled 
to use or occupy the Display Areas and the Port Authority upon the occurrence of any such event 
or at any time thereafter during the continuai.1~e thereof by twenty-four (24) hours' notice may 
cancel the interest of the Permittee under this Agreement, such cancellation to be effective upon 
the date specified in such notice. 

( c) No acceptance by the Port Authority of fees for any period or periods after a 
default of any of the terms, provisions or conditions of this Pennit shall be deemed a waiver of 
any right on the part of the Port Authority to revoke this Permit. No waiver by the Port 
Authority of any default on the part of the Permittee in performing any of the terms, provisions 
or conditions of this Pennit to be perfonned, kept or observed by the Permittee shall be or be 
construed to be a waiver by the Port Authority of any other subsequent default in performance of 
any of the said terms, provisions and conditions. 

( d) The rights of revocation described above shall be in addition to any other 
rights of revocation provided in this Agreement and in addition to any rights and remedies that 
the Port Authority would have at law or in equity consequent upon any breach of this Agreement 
by the Pennittee and the exercise by the Port Authority of any right of tennination shall be 
without prejudice to any other such rights and remedies. 

Section 39. Security Deposit 

( a) The Port Authority and the Permittee have heretofore entered into a certain 
permit agreement dated as of November 1, 1983 and bearing Port Authority Permit Number 
P-BT-132 covering the installation and operation of various types of advertising displays in the 
Port Authority Bus Terminal (such pennit agreement is hereinafter referred to as "the Former 
PABT Permit"). Pursuant to the provisions of Section 39 of the Former PABT Permit, the 
Permittee has heretofore delivered to the Port Authority a clean irrevocable letter of credit in the 
amount of Fifty Thousand Dollars and No Cents ($50,000.00) as security (which letter of credit 
is hereinafter referred to as the "Existing P ABT Letter of Credit"). Although the period of the 
permission granted under the Farmer P ABT Permit has expired, pursuant to the terms of a certain 
supplemental agreement entered into by and between the Permittee and the Port Authority dated 
August 8, 1994 and denominated "Supplement No. 4" to the Former PABT Permit (which 
supplemental agreement is hereinafter referred to as the "Repayment Agreement") the Permittee 
has undertaken certain payment obligations to the Port Authority in connection with the Former 
PABT Permit, and such obligations are in effect through the period expiring March 31, 1997. In 
addition, Port Authority Trans-Hudson Corporation ("PATH") and the Permittee have heretofore 
entered into a permit agreement dated as of July 27, 1995 and bearing PATH Permit Number 
P-RR-126 covering the installation and operation of various types of advertising displays in and 
on the property, facilities, and train cars owned or operated by PATH (which permit agreement 
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as amended and extended, is hereinafter referred to as "the PATH Permit"), and pursuant to the 
provisions of Section 39 thereof the Permittee has heretofore delivered to PATH a clean 
irrevocable letter of credit in the amount of Two Hundred Fifty Thousand Dollars and No Cents 
($250,000.00) as security (which letter of credit is hereinafter referred to as the "PATH Letter of 
Credit"), and the Permittee and the Port Authority have also entered into a certain permit 
agreement dated as of May 20, 1996 and bearing Port Authority Permit Number P-BT-167 
covering the installation, placement maintenance, and operation of indoor advertising signs and 
displays at certain location within the Facility (which permit agreement, as the same may be 
amended and extended, is hereinafter referred to as "the Indoor Permit"). The Permittee 
acknowledges that the pursuant to the provisions of paragraph 6 of that certain agreement entered 
into by and between PATH and the Permittee, dated as of August 25, 1995 and denominated 
"Supplement No. 111 to the PATH Permit, the letter of credit delivered to PATH pursuant to the 
provisions of Section 39 of the PATH Permit is available as security in connection with the 
PA TH Permit as well as the Repayment Agreement. The Permittee hereby agrees that the letter 
of credit in the amount of Fifty Thousand Dollars and No Cents delivered to the Port Authority 
pursuant to the provisions of Section 3 9 of the Indoor Permit ( which letter of credit is hereinafter 
referred to as the "New PABT Letter of Credit") shall be held and used by the Port Authority as 
security in connection with this Permit as well as the Indoor Permit and the provisions of 
paragraphs (a) and (b) of Section 39 of the Indoor Permit shall apply to the Permittee's 
obligations under this Permit as if incorporatecfherein in haec verba and the New P ABT Letter 
of Credit shall be deemed to have been delivered·under. both the Indoor Permit and this Permit. 
The Permittee further agrees that in. addition to the New PABT Letter of Credit, the Permittee 
shall cause the Existing P ABT Letter of Credit and the PATH Letter of Credit heretofore 
delivered, respectively, to the Port Authority as security pursuant to Section 39 of the Former 
Port Authority Permit and to PA TH as security pursuant to Section 3 9 of the PA TH Permit, to be 
amended to provide that they shall remain in effect for the balance of the period of the 
permission granted under this Permit and the Indoor Permit, and that the Existing P ABT Letter 
of Credit and the PATH Letter of Credit, together with the New P ABT Letter of Credit delivered 
to the Port Authority pursuant to the provisions of this Section, and any other sums deposited or 
additional letters of credit delivered to the Port Authority in accordance with the provisions of 
this Section, shall constitute the security deposit described in this Section subject to all of the 
terms thereof. The Permittee hereby agrees that the Port Authority may make drawings under the 
Existing P ABT Letter of Credit and the PATH Letter of Credit, as well as under the New P ABT 
Letter of Credit and any additional letters of credit delivered to the Port Authority in accordance 
with the provisions of this Section, and may have resort to any additional cash deposited by the 
Permittee with the Port Authority as security in accordance with the provisions of this Section, in 
connection with the Repayment Agreement, the PA TH Permit, this Permit, or the Indoor Permit, 
and that the Existing PABT Letter of Credit, the PATH Letter of Credit, the New P ABT Letter of 
Credit, and any other sums deposited or additional letters of credit delivered to the Port Authority 
in accordance with the provisions of this Section shall be held and used by the Port Authority and 
PATH, respectively, as security in connection with the Repayment Agreement, the PATH 
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Permit, this Permit, and the Indoor Permit, and the applicable provisions of each such agreement 
shall apply as to all such letters of credit and deposits if all such letters of credit and deposits had 
been delivered or deposited under each such agreement. None of the letters of credit or deposits 
described in this paragraph shall be returned to the Permittee until the Repayment Agreement, 
the PA TH Permit, this Permit, and the Indoor Permit have all expired and except in accordance 
with the applicable provisions of the last of such agreements to expire. 

( c) In connection with the provisions of this Section the Lessee hereby certifies 
that its Employer Identification Number is __ . 

( d) In addition to the letter of credit in the amount of Fifty Thousand Dollars and 
No Cents ($50,000.00) delivered to the Port Authority as security pursuant to the provisions of 
paragraph (a) of this Section, upon notice from the Port Authority made at any time during the 
fourth annual period established under this Agreement, the Permittee shall deposit with the Port 
Authority and keep deposited throughout the effective period of the permission granted 
hereunder a sum to be designated by the Port Authority, or, as the case may be, shall deliver to 
the Port Authority another letter of credit satisfactory to the Port Authority in an additional ..... 
amount to be designated by the Port Authority, such sum or additional amount, in each case, not 
to exceed an amount which, when added to the letter of credit in the amount of Fifty Thousand 
Dollars and No Cents ($50,000.00) delivered to the Port Authority as security pursuant to the 
provisions of paragraph (a) of this Section shall be equal to twenty-five percent (25%) of the 
gross receipts generated by the Permittee in the preceding annual period from the exercise of the 
privilege granted pursuant to this Permit. The sum deposited by the Permittee, or the additional 
letter of credit delivered to the Port Authority, a:> ihe case may be, together with the letter of 
credit in the amount of Fifty Thousand Dollars and No Cents ($50,000.00) delivered to the Port 
Authority as security pursuant to the provisions of paragraph (a) of this Section shall thereafter 
constitute the security deposit described in this Section, and shall be subject to all of the terms 
hereof. 

Section 40. Late Charges 

If the Permittee should fail to pay any amount required under this Permit when 
due to the Port Authority, including without limitation any payment of any basic or percentage 
fee or any payment of utility or other charges, or if any such amount is found to be due as the 
result of an audit, then, in such event, the Port Authority may impose (by statement, bill or 
otherwise) a late charge with respect to each such unpaid amount for each late charge period 
(hereinbelow described) during the entirety of which such amount remains unpaid, each such late 
charge not to exceed an amount equal to eight-tenths of one percent of such unpaid amount for 
each late charge period. There shall be twenty-four late charge periods on a calendar year basis; 
each late charge period shall be for a period of at least fifteen ( 15) ~alendar days except one late 
charge period each calendar year may be for a period of less than fifteen (but not less than 
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thirteen) calendar days. Without limiting the generality of the foregoing, late charge periods in 
the case of amounts found to have been owing to the Port Authority as the result of Port 
Authority audit findings shall consist of each late charge period following the date the unpaid 
amount should have been paid under this Permit. Each late charge shall be payable immediately 
upon demand made at any time therefor by the Port Authority. No acceptance by the Port 
Authority of payment of any unpaid amount or of any unpaid late charge amount shall be deemed 
a waiver of the right of the Port Authority to payment of any late charge or late charges payable 
under the provisions of this Section with respect to such unpaid amount. Nothing in this Section 
is intended to, or shall be deemed to, affect, alter, modify or diminish in any way (i) any rights of 
the Port Authority under this Permit, including without limitation the Port Authority's rights set 
forth in Section 38 of this Permit or (ii) any obligations of the Permittee under this Permit. In the 
event that any late charge imposed pursuant to this Section shall exceed a legal maximum 
applicable to such late charge, then, in such event, each such late charge payable under this 
Permit shall be payable instead at such legal maximum. 

Section 41. Definitions 

The following Terms, when used in this Permit, shall have the respective 
meanings given below: 

(a) "The Port Authority Bus Terminal shall mean the building bounded by 40th 
and 41st Streets, 8th and 9th Avenues, in the City, County and State of New York, and the 
extension of the Port Authority Bus Terminal, contiguous thereto and lying to the north thereof, 
which, together with the Port Authority Bus Terminal as heretofore existing, constitutes the Port 
Authority Bus Terminal; 

(b) "Causes or conditions beyond the control of the Port Authority", shall mean 
and include acts of God, the elements, weather conditions, tides, earthquakes, settlements, fire, 
acts of Governmental authority, war, shortage oflabor or materials, acts of third parties for which 
the Port Authority is not responsible, injunctions, labor troubles or disputes of every kind 
(including all those affecting the Port Authority, its contractors, suppliers or subcontractors) or 
any other conditions or circumstances whether similar to or different from the foregoing (it being 
agreed that the foregoing enumeration shall not limit or be characteristic of such conditions or 
circumstances) which is beyond the control ofth~ Port Authority or which could not be 
prevented or remedied by reasonable effort ai1d at reasonable expense. 
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Section 42. Non-Liability ofindividuals 

Neither the Commissioners of the Port Authority nor any of them, nor any officer, 
agent or employee thereof shall be charged personally by the Permittee with any liability, or held 
liable to it, under any term or provision of this Permit or because of its execution or attempted 
execution, or because of any breach thereof. 

Section 43. Ethics 

(a) During the effective period of the permission granted under this Agreement, 
the Permittee shall not offer, give or agree to give anything of value either to a Port Authority 
employee, agent, job shopper, consultant, construction manager or other person or firm 
representing the Port Authority, or to a member of the immediate family (i.e., a spouse, child, 
parent, brother or sister) of any of the foregoing in connection with the performance by such 
employee, agent, job shopper, consultant, construction manager or other person or firm 
representing the Port Authority of duties involving transactions with the Permittee on behalf of 
the Port Authority, whether or not such duties are related to this Agreement or any other Port 
Authority lease, contract or matter. Any such conduct shall be deemed a material breach of this 
Agreement. 

(b) As used herein "anything of value" shall include but not be limited to any (1) 
favors, such as meals, entertainment, transportation ( other than that contemplated by this 
Agreement or any other Port Authority lease or contract), etc., which might tend to obligate the 
Port Authority employee to the Permittee, (2) gift, gratuity, money, goods, equipment, services, 
lodging, discounts not available to the general public, offers or promises of employment, loans or 
the cancellation thereof, preferential treatment or business opportunity. Such term shall not 
include compensation contemplated by this Agreement or any other Port Authority lease or 
contract. 

( c) In addition, during the effective period of the permission granted under this 
Agreement, the Permittee shall not make an offer of employment or use confidential information 
in a manner proscribed by the Code of Ethics and Financial Disclosure dated as of July 18, 1994 
(a copy of which is available upon request to the Office of the Secretary of the Port Authority). 

( d) The Permittee shall include the provisions of this Section in each sublease, 
contract or subcontract entered into under and pursuant to the provisions of this Agreement. 

( e) The Permittee certifies that it has not made any offers or agreements, or given 
or agreed to give, anything of value (as defined in paragraph (b) of this Section) or taken any 
other action with respect to any Port Authority employee or former employee or immediate 
family member of either which would constitute a breach of ethical standards under the Code of 
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Ethics and Financial Disclosure dated as of July 18, 1994, referred to in paragraph ( c) of this 
Section, nor does the Permittee have any knowledge of any act on the part of a Port Authority 
employee or former Port Authority employee relating either directly or indirectly to the Perrnittee 
which constitutes a breach of the ethical standards set forth in said Code. 
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Section 43. Entire Permit 

This Permit consists of the following: pages I through 36, inclusive, and 
Schedule E. It constitutes the entire agreement of the parties on the subject matter hereof and 
may not be changed, modified, discharged or extended except by written instrument duly 
executed by the Port Authority and the Permittee. The Permittee agrees that no representations 
or warranties shall be binding upon the Port Authority unless expressed in writing in this Permit. 

IN WITNESS WHEREOF, the parties hereto have executed these presents as of 
the day and year first above written. 

THE PORT AUTHORITY OF NEW YORK 
AND NEW JERSEY 

c-\ 
By~ .......... ""1T"'~~-"="""'-~----''--~-fo-,..=...~ 

ATTEST: TRANSPORTATION DISPLAYS 
IN CORPORA TED 

-----,L.::::::::::.::.:--=:::::::::~=::::...,_-,L:.!...-J_...:.__r By ~ M "'- K, A:<--f W' :.___ 

./ (Title) /=:.,<e...c.- ~u_ p,-G,;:),.,e......_f/~t.r-A_fr..y 
(Corporate Seal) 7 {) 
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SCHEDULEE 

For purposes hereof, Minority Business Enterprise (MBE) shall mean any 
business enterprise which is at least fifty-one percentum owned by one or more citizens or 
permanent resident aliens who are minorities and such ownership is real, substantial and 
continuing, or in the case of a publicly owned business, at least fifty-one percentum of the stock 
of which is owned by citizens or permanent resident aliens who are minorities and such 
ownership is real, substantial and continuing. As used herein minority shall mean an individual 
member of any of the following racial groups 

(i) Black (all persons having origins in any of the Black African racial groups not 
of Hispanic origin; 

(ii) Hispanic ( all persons of Mexican, Puerto Rican, Dominican, Cuban, Central 
South American origin, regardless of race); 

(iii) Asian and Pacific Islander (all persons having origins in any of the original 
peoples of the Far East, Southeast Asian, the Indian Subcontinent, or the 
Pacific Islands) which includes persons whose origins are from Japan, China, 
Taiwan, Korea, Vietnam, Laos, Cambodia, the Philippines, Samoa, Guam, the 
U.S. Trust Territories of the Pacific, the Northern Marianas, India, Pakistan, 
Bangladesh, and Sri Lanka; and 

(iv) American Indian or Alaskan Native (all persons having origins in any of the 
original peoples of North America and maintaining identifiable tribal affiliations 
through membership and participation or community identification) which 
includes persons who are American Indians, Eskimos, Aleuts, or Native 
Hawaiians. 

For the purposes hereof, Women-owned Business Enterprise (WBE) shall mean any business 
enterprise which is at .least fifty-one percentum owned by one or more women and such 
ownership is real, substantial and continuing, or in the case of a publicly owned business, at least 
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fifty-one percentum of the stock of which is owned by one or more women and such ownership 
is real, substantial and continuing. "Meaningful participation" shall mean that at least seventeen 
percent (17%) of the total dollar value of the contracts (including subcontracts) are for the 
participation of Minority Business Enterprises and Women-owned Business Enterprises. Good 
faith efforts to include meaningful participation by MBEs and WBEs shall include at least the 
following: 

(1) Dividing work into smaller portions where feasible. 

(2) Actively and affirmatively soliciting bids and proposals for contracts or 
subcontracts to provide commodities and servict::s from MBEs and WBEs including circulation 
of solicitations to minority and female contractor associations. The Permittee shall maintain 
records detailing the efforts it and its contractors have made to provide for meaningful MBE and 
WBE participation, including the names and addresses of all MBEs and WBEs contacted and, if 
any such MBE or WBE is not selected, the reason for such decision. The Permittee shall supply 
to the Port Authority such information, data, and do~umentation with respect to the efforts the 
Permittee has made to provide for meaningful MBE and WBE participation in contracts and 
subcontracts as the Port Authority may from time to time and at any time request. 

(3) Providing prospective MBEs and WBEs with plans, specifications, and other 
necessary background materials with regard to prospective work available to MBEs and WBEs 
in sufficient time for review. 

(4) Meeting regularly with representatives of the Port Authority to identify 
forthcoming business opportunities and suitable MBEs and WBEs, following up on specific 
recommendations made by such representatives, and utilizing the list of eligible MBEs and 
WBEs hereinafter described in this Schedule, maintained by the Port Authority, or seeking 
minorities and women from other sources for the purpose of soliciting contractors, 
subcontractors, and suppliers. 

(5) Encouraging the formation of joint ventures, partnerships or other similar 
arrangements among contractors, where appropriate, to insure that the Permittee and its 
contractors will meet their obligations hereunder. 

(6) Insuring that provision is made to provide progress payments to MBEs and 
WBEs on a timely basis, where appropriate. 

(7) Not requiring bonds from and/or providing bonds and insurance for MBEs 
and WBEs, where appropriate. 
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The Port Authority has compiled a list, which may be supplemented and revised 
from time to time by the Port Authority, of the fim1s the Port Authority has determined satisfy 
the criteria for MBE and WBE certification. Such list shall be made available to the Permittee 
and its contractors upon request. The Port Authority makes no representation as to the financial 
responsibility of such firms, their technical competence to perform, or any other performance­
related qualifications. Only listed MBEs and WBEs and such firms as are not so listed but as are 
certified by the Port Authority as MBEs and WBEs hereunder will count toward the MBE and 
WBE goals. 

Certification of MB E's and WBEs hereunder shall be made by the Office of 
Business and Job Opportunity of the Port Authority. If the Contractor wishes to utilize a firm not 
so listed but which the Contractor believes should be certified because it is an MBE or WBE the 
Contractor shall submit to the Port Authority a written request for a determination that the 
proposed firm is eligible for certification. This shall be done by completing and forwarding such 
form as may be required by the Port Authority from time to time. All such requests shall be in 
writing addressed to Mr. John Alexander or other designee of the Office of Business and Job 
Opportunity, the Port Authority of New York and New Jersey, One World Trade Center, 37 
South, New York, N.Y. 10048. If any such firm is determined eligible for certification it shall 
only be by a writing over the name of the Director in charge of such Office. The determination 
of the Port Authority shall be final and binding on the Contractor. For inquiries or assistance, 
please contact Mr. John Alexander at (212) 432~4 l 88. 
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The following organizations may be able to refer the Contractor to firms which 
the referring organization has a reasonable basis to believe may meet the Port Authority's criteria 
for certification as an MBE or WBE. Any referrals which are not listed shall be submitted to the 
Port Authority for a determination as to eligibility as provided above. 

1. National Minority Bus. Council, Inc. 
235 East 42nd Street 
New York, N.Y. 10017 
(212) 573-2385 

2. N.Y./N.J. Minority 
Purchasing Council. 
1412 Broadway - 11th floor 
New York, N.Y. 10018 

(212) 944-2442 

3. Newark, Paterson, Jersey 
City Business Development 
Center 
60 Park Place, Suite 1307 
Newark, N.J. 01702 
(201) 623-7712 

4. The Council For Airport Opportunity 
2 World Trade Center 
Suite 2228 
New York, N.Y. 10048 
(212) 466-1091 

5. Assoc. of Minority Enterprises of 
New York (AMENY) 
165-40A Baisley Blvd., Suite #3 
Jamaica, New York, 11434 

6. Air Services Development Office 
90-04 161 st Street 
Jamaica, N.Y. 11432 
(718) 262-9012 

In the event that the participation of any MBE or WBE selected by the Permittee 
or any of its contractors to participate in any contracts or subcontracts entered into with respect to 
any construction work performed on the premises, is canceled or terminated for any reason, the 
Permittee agrees and agrees to require its contractors to make every good faith effort, to the 
maximum extent feasible, and consistent with the Permittee's exercise of good business 
judgment, including, without limitation, the consideration of cost competitiveness, to utilize 
other MBEs and WBEs so as to maintain appropriate participation by MBEs and WBEs in such 
contracts. 

Labor Force Utilization 

Without limiting the foregoing provisions of this Schedule, and without limiting 
any of the terms and conditions of the Agreement to which this Schedule is attached, the 
Permittee agrees and agrees to require its construction and maintenance contractors and 
subcontractors at each tier of any construction undertaken pursuant to the provisions of the 
Agreement to which this Schedule is attached to make good faith efforts to achieve a supervisory 
and non-supervisory work force on each contract that is representative of the local community 
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labor force with respect to minority and female participation and will work with the Port 
Authority's Office of Business and Job Opportunity to identify referral sources when needed. 
The Permittee will cooperate with the Port Authority to develop on the job training programs and 
will participate in apprenticeship and other training programs that expressly include minority and 
female workers. The Permittee agrees to require its contractors and subcontractors to participate 
in such programs and to make a good faith effort to utilize apprentices or other trainees in the 
work as appropriate. The Permittee agrees to and shall require its contractors and subcontractors 
to appoint an executive of their respective companies to assume the responsibility for the 
implementation of the contractors' good faith efforts to achieve minority and female participation 
in the work force under the contract. 

The goals for minority and female participation, expressed in percentage terms for 
the ag~regate work force in each trade on all construction work are as follows: 

Journey level trade workers 

Minority participation: 30% 

Female participation:. 6.9% 

Laborers and other unskilled workers 

Minority participe.ti~n: 40% 

Female participation: 6.9% 

These goals are applicable to all construction work performed in and for the 
premises. Compliance with the goals will be measured against the total work hours performed. 

(a) The Permittee agrees to require its contractors and subcontractors to provide 
written notification to the Permittee and the Permittee agrees to provide written notification to 
the Office of Business and Job Opportunity of the Port Authority within 10 working days of 
award of any construction contract or subcontract in excess of $10,000.00 at any tier for 
construction work. The notification shall list the name, address, telephone number and employer 
identification number of the contractor or subcontractor; and the estimated starting and 
completion dates of the contract or subcontract. As used herein, "Employer identification 
number" shall mean the Federal Social Security Number used on the Employer's Quarterly 
Federal Tax Return, U.S. Treasury Department Form 941. The term minority shall mean an 
individual member of any of the racial groups described in this Schedule. 
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(b) The Permittee agrees to require its contractors and subcontractors, at any tier, 
whenever they subcontract a portion of the construction work involving any construction trade, 
to physically include in each subcontract in excess of $10,000 those provisions which include the 
applicable goals for minority and female participation. 

( c) The Permittee agrees to require its contractors and subcontractors to 
implement the specific affirmative action standards provided in subparagraphs (1) through (16) 
of paragraph (f) hereof. The goals set forth above are expressed as percentages of the total hours 
of employment and training of minority and female utilization the Permittee's contractors and 
subcontractors should reasonably be able to achieve in each construction trade in which it has 
employees on the premises. The Permittee agrees and agrees to require its contractors and 
subcontractors to use good faith efforts to make substantially uniform progress toward its goals 
in each craft during the period specified. 

( d) The Permittee agrees to provide in its construction contracts that neither the 
provisions of any collective bargaining agreement, nor the failure by a union with which the 
contractor has a collective bargaining agreement, to refer either minorities or women shall excuse 
the contractor's obligations thereunder. · 

( e) The Permittee further agrees to provide in its agreements with its contractors 
that in order for the nonworking training hours of apprentices and trainees to be counted in 
meeting the goals, such apprentices and trainees shall be employed by the contractor during the 
training period, and the contractor shall have made a commitment to employ the apprentices and 
trainees at the completion of their training, subject to the availability of employment 
opportunities. Trainees shall be trained pursuant to training programs approved by the U.S. 
Department of Labor. 

(f) The Permittee agrees to require its contractors and subcontractors to take 
specific affirmative actions to ensure equal employment opportunity ("EEO"). The Permittee's 
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evaluation of the contractor's compliance with these provisions shall be based upon the 
contractor's good faith effort to achieve maximum results from its actions. The Permittee agrees 
to require its contractors and subcontractors to document these efforts fully, and to implement 
affirmative action steps at least as extensive as the following: 

( l) Ensure and maintain a worki!lg environment free of harassment, intimidation, 
and coercion at all portions of the premises at which the contractor's employees 
are assigned to work. The contractor, where possible, will assign two or more 
women to each phase of the construction project. The contractor shall specifically 
ensure that all foremen, superintendents, and other supervisory personnel at the 
premises are aware of and carry out the contractor's obligation to maintain such a 
working environment, with specific attention to minority or female individuals 
working at the premises. 

(2) Establish and maintain a current list of minority and female recruitment 
sources, provide written notification to minority and female recruitment sources 
and to community organizations when the contractor or its unions have 
employment opportunities available, and maintain a record of the organizations' 
responses. 

(3) Maintain a current file of the names, addresses and telephone numbers of each 
minority and female off-the-street applicant and minority or female referral from a 
union, a recruitment source or community organization and of what action was 
taken with respect to each such individual. If such individual was sent to the 
union hiring hall for referral and was not referred back to the contractor by the 
union or, if referred, not employed by the contractor, this shall be documented in 
the file with the reason therefor, along with whatever additional action the 
contractor may have taken. 

( 4) Provide immediate written notification to the Permittee when the union or 
unions with which the contractor has a collective bargaining agreement has not 
referred to the contractor a minority person or woman, sent by the contractor, or 
when the contractor has other information that the union referral process has 
impeded the contractor's efforts to meet its obligations. 

(5) Develop on-the-job training opportunities and/or participate in training 
programs for the area which expressly include minorities and women, including 
upgrading programs and apprenticeship and trainee programs relevant to the 
contractor's employment needs, especially those programs funded or approved by 
the Department of Labor. The contractor shall provide notice of these programs 
to the sources compiled under subparagraph (2) above. 
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(6) Disseminate the contractor's EEO policy by providing notice of the policy to 
unions and training programs and requesting their cooperation in assisting the 
contractor in meeting its EEO obligations; by including it in any policy manual 
and collective bargaining agreement; by publicizing it in the contractor's 
newspaper, annual report, etc.; by specific review of the policy with all 
management personnel and with all minority and female employees at least once a 
year; and by posting the contractor's EEO policy on bulletin boards accessible to 
all employees at each location where the construction work is performed. 

(7) Review, at least every six months, the contractor's EEO policy and affirmative 
action obligations hereunder with all employees having any responsibility for 
hiring, assignment, layoff, termination or other employment decisions including 
specific review of these items with on-area supervisory personnel such as 
Superintendents, General Foremen, etc., prior to the initiation of construction 
work at the premises. A written record shall be made and maintained identifying 
the time and place of these meetings, persons attending, subject matter discussed, 
and disposition of the subject matt~r. 

(8) Disseminate the contractor's EEO policy externally by including it in any 
advertising in the news media, specifically including minority and female news 
media, and providing written notification to and discussing the contractor's EEO 
policy with other contractors and subcontractors with whom the contractor does or 
anticipates doing business. 

(9) Direct its recruitment efforts, both oral and written, to minority, female and 
community organizations, to schools with minority and female students, to 
minority and female recruitment and training organizations and to State certified 
minority referral agencies serving the contractor's recruitment area and 
employment needs. Not later than one month prior to the date for the acceptance 
of applications for apprenticeship or other training by any recruitment source, the 
contractor shall send written notification to organizations such as the above, 
describing the openings, screening procedures, and tests to be used in the selection 
process. 

( 10) Encourage present minority ~d female employees to recruit other minority 
persons and women and, where reasonable, provide after school, summer and 
vacation employment to minority and female youth both on the premises and in 
other areas of a contractor's work force. 

(11) Tests and other selection requirements shall comply with 41 CFR Part 60-3. 

-Page 8 of Schedule E-



pabt-outdr-adv-per. 96F 

(12) Conduct, at least every six months, an inventory and evaluation of all 
minority and female personnel for promotional opportunities and encourage these 
employees to seek or to prepare for, through appropriate training, etc., such 
opportunities. 

(13) Ensure that seniority practices,job classifications, work assignments and 
other personnel practices, do not have a discriminatory effect by continually 
monitoring all personnel and emµiuyment related activities to ensure that the EEO 
policy and the contractor's obligations hereunder are being carried out. 

(14) Ensure that all facilities and company activities are nonsegregated except 
that separate or single-user toilet and necessary changing facilities shall be 
provided to assure privacy between the sexes. 

(15) Document and maintain a record of all solicitations of offers for subcontracts 
from minority and female construction contractors and suppliers, including 
circulation of solicitations to minority and female contractor associations and 
other business associations. . . ' · 

(16) Conduct a review, at least every six months, of all supervisors' adherence to 
and performance under the contractor's EEO policies and affirmative action 
obligations. 

(g) The Permittee shall encourage its contractors to participate in voluntary 
associations which assist in fulfilling one or more of the affirmative action obligations set forth 
in subparagraphs ( 1 )-( 16) of paragraph ( f) of this Section. The efforts of a contractor association, 
joint contractor-union, contractor-community, or other similar group of which the contractor is a 
member and participant, may be asserted as fulfilling any one or more of its obligations under 
paragraph (f) hereof provided that: the contractor actively participates in the group, makes every 
effort to assure that the group has a positive impact on the employment of minorities and women 
in the industry, ensures that the concrete benefits of the program are reflected in the contractor's 
minority and female work force participation, makes a good faith effort to meet its individual 
goals and timetables, and can provide access to documentation which demonstrates the 
effectiveness of actions taken on behalf of the contractor. The requirement for good faith efforts 
to comply, however, shall remain with the contractor and the Permittee shall provide in its 
agreements with the contractor that failure of such a group to fulfill an obligation shall not be a 
defense for the contractor's non-compliance. 
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(h) Goals for minorities and a separate single goal for women have been 
established. The Permittee, however, agrees to require its contractors and subcontractors to 
provide equal employment opportunity and to take affirmative action for all minority groups, 
both male and female, and all women, both minority and non-minority, and to provide that 
consequently, the contractor may be in violation of its agreement with the Permittee if a 
particular group is employed in a substantially disparate manner (for example, even though the 
contractor has achieved its goals for women generally, the contractor may be in violation if a 
specific minority group of women is under-utilized). 

(i) The Permittee agrees to provide that the contractor shall not use the goals and 
timetables or affirmative action standards to discriminate against any person because of race, 
color, religion, sex, or national origin. 

G) The Permittee agrees that it will not enter into any contract with any person or 
firm debarred from Government contracts pursuant to Executive Order 11246, and agrees to 
require that its contractors and subcontractors not enter into any subcontract with any such 
person or firm. 

(k) The Permittee agrees to carry out such sanctions and penalties for violation of 
these provisions including suspension, termination and cancellation of existing contracts and 
subcontracts as may be required and the Permittee further agrees to require its contractors and 
subcontractors to agree to carry out such sanctions and penalties for violation of these provisions 
including suspension, termination and cancellation of existing contracts and subcontracts as may 
be imposed or ordered by the Permittee. · 

(1) The Permittee agrees to r~quire its contractors and subcontractors, in fulfilling 
their obligations to the Permittee, to implement specific affirmative action steps, at least as 
extensive as those standards prescribed in paragraph (f) hereof so as to achieve maximum results 
from their efforts to ensure equal employment opportunity. If the contractor fails to comply with 
such requirements, the Permittee shall proceed accordingly. 
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(m) The Permittee agrees to require its contractors and subcontractors to 
designate a responsible official to monitor all employment related activity to ensure that the 
company EEO policy is being carried out, to submit reports relating to the contractor's EEO 
obligations as may be required, and to keep records. Records shall at least include for each 
employee the name, address, telephone numbers, construction trade, union affiliation if any, 
employee identification number when assigned, social security number, race, sex, status (e.g. 
mechanic, apprentice, trainee, helper, or laborer), date of changes in status, hours worked per 
week in the indicated trade, rate of pay, and location at which the work was performed. Records 
shall be maintained in an easily understandable and retrievable form; however, to the degree that 
existing records satisfy this requirement, contractors need not be required to maintain separate 
records. 

(n) Nothing herein provided shall be construed as a limitation upon the 
application of any laws which establish different standards of compliance or upon the application 
of requirements for the hiring of local or other area residents ( e.g., those under the Public Works 
Employment Act of 1977 and the Community D~velopment Block Grant Program). 

( o) Without limiting any other term or provision of this Agreement, the Permittee 
agrees and agrees to require its contractors and s~l?contractors to cooperate with all federal, state, 
or local agencies established for the purpose of implementing affirmative action compliance 
programs and the Permittee agrees and agrees fo require its contractors and subcontractors to 
comply with all procedures which may be agreed to by and between the Port Authority and the 
Permittee. 

(p) In addition to and without limiting any of the terms and provisions of this 
Agreement, the Permittee agrees to provide in its contracts and all subcontracts covering 
construction work, or any portion thereof, that: 

(i) The contractor shall not discriminate against employees or applicants 
for employment because of race, creed, color, national origin, sex, age, disability or marital 
status, and shall undertake or continue existing programs of affirmative action to ensure that 
minority group persons are afforded equal employment opportunity without discrimination. 
Such programs shall include, but not be limited to, recruitment, employment, job assignment, 
promotion, upgrading, demotion, transfer, layoff, termination, rates of pay or other forms of 
compensation, and selections for training or retraining, including apprenticeships and on·the-job 
training; 
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(ii) At the request of either the Port Authority or the Pennittee, the 
contractor shall request such employment agtncy, labor union, or authorized representative of 
workers with which it has a collective bargaining or other agreement or understanding and which 
is involved in the performance of the contract with the Pennittee to furnish a written statement 
that such employment agency, labor union or representative shall not discriminate because of 
race, creed, color, national origin, sex, age, disability or marital status and that such union or 
representative will cooperate in the implementation of the contractor's obligations hereunder; 

(iii) The contractor will state, in all solicitations or advertisements for 
employees placed by or on behalf of the contractor in the performance of the contract, that all 
qualified applicants will be afforded equal employment opportunity without discrimination 
because of race, creed, color, national origin, sex, age, disability or marital status; 

(iv) The contractor will include the provisions of subdivisions (i) through 
(iii) of this paragraph in every subcontract or purchase order in such a manner that such 
provisions will be binding upon each subconti;~c.~or or yendor as to its work in connection with 
the contract; 

(v) "Contractor" as used in subdivisions (i) through (iv) of this paragraph 
shall include each contractor and subcontrac.tor at any tier of construction. . (iJ 

For the Port Authority 
Initialed: 

For the Pennittee 
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STATE OF NEW YORK ) 
) ss.: 

COUNTY OF NEW YORK ) 
• i!_?-,Ot.{,.1~\7...· 

~ 'J,/./C.,· "'- 1 -- .. , . 
~-lcA t'J On e I 7 day of /t._,,G-v-s r , 19 ;:_c, before me personally 

came to me known, who, being by me duly sworn, did depose and say thatihe resides in; .:::i'l;%/ 
thaihe is the C.:-:;: µ~,,_, ( lt'o! of -r .rr· .., / / A{; 
The Port Authority ofNew York and New Jersey, one of the corporations described in and which 
executed the foregoing instrument; that he knows the seal of said corporation; that the seal 
affixed to said instrument is such corporate seal; that it was so affixed by order of the Board of 
Commissioners of said corporation; and that he signed his name thereto by like order. 

NotarvPubii,;.Statar/;NewYork ~ ~ 
. No. 03·483\312 v "' , 1. l'l r-, 11 . ,.. 

ou~Hfai~i in t;(OflX Cvunty 'i ~ ~~ '::l.J.~ .b: 
Commiss1or; E:xp;res J f J,,Y! 19..".l 

STATEO~ ) 
I ! ss.: 

COUNTY OF l)'---j 

'). _ On _the .,,, /! day of d, -· 'I' , 19 .£, before me personally 
came ~ /L ffe~ {'~ me known who, being by me duly 
sworn, did depose and say that he resides in !::fl~-; G J1... ,, , ; 

that he is the eK ~c - Vi e.-c- President of Transportation Displays, Incorporated, one of 
the corporation described in and which executed the foregoing instrument; that he knows the seal 
of said corporation; that the seal affixed to said instrument is such corporate seal; that it was so 
affixed by order of the Board of Directors of said corporation; that he signed his name 
thereto by like order. 

TINAKOWALS 
Notary Public, State o New York 

No. 02K04999349 
Qualified in Westchester Gountv 

Commission Expires July 20. 1998 



THIS SUPPLEMENT SHALL NOT BE BINDING UPON 
THE PORT AUTHORITY UNTIL DULY EXECUTED 

BY AN EXECUTIVE OFFICER THEREOF AND 
DELIVERED TO THE PERMITTEE BY AN AUTHORIZED 

REPRESENTATIVE OF THE PORT AUTHORITY 

Port Authority Bus Terminal 
Port Authority Permit No. PBT - 168 
Supplement No. 1 

SUPPLEMENT AL AGREEMENT 

THIS AGREEMENT, made as of May 4, 2004, by and between THE PORT 
AUTHORITY OF NEW YORK AND NEW JERSEY (hereinafter called "Port Authority"), and 
VIACOM OUTDOOR GROUP INC. (formerly known as "Transportation Displays 
Incorporated") (hereinafter called "Permittee''); 

WITNESSETH, that the Port Authority and the Permittee hereby agree to amend 
as of the date set forth below, that certain Permit dated as of May 20, 1996 (identified above by 
the Port Authority Permit Number and covering Space at the above mentioned Port Authority 
Facility) issued by the Port Authority to the Permittee and hereinafter called the "Permit"; 

NOW, THEREFORE, for and inconsideration of the covenants and mutual 
agreements herein contained, the Port Authority and the Permittee hereby agree as follows: 

1. Effective as of September 1, 2002, the words and number "Two Million 
Dollars and No Cents ($2,000,000.00)" appearing in the penultimate line of the first full 
paragraph of Paragraph (d) of Section 26 of the Permit are hereby deleted and the words and 
number "Three Million Dollars and No Cents ($3,000,000.00)" are hereby substituted in lieu 
thereof. 

2. As hereby amended, all of the terms, covenants, provisions, conditions and 
agreements of the Permit shall be and remain in full force and effect. 

3. Neither the Commissioners of the Port Authority nor any of them, nor any 
officer, agent or employee thereof, shall be charged personally by the Permittee with any liability 
or held liable to it under any term or condition of this Agreement, or because of its execution or 
attempted execution or because of any breach or attempted breach thereof. The Permittee agrees 
that no representations or warranties with respect to this Agreement shall be binding upon the 
Port Authority unless expressed in writing herein. 

4. This Agreement and the Permit which it amends constitutes the entire 
agreement between the Port Authority and the Permittee on the subject matter, and may not be 
changed, modified discharged or extended except by an instrument in writing duly executed on 
behalf of both the Port Authority and the Permittee. 
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5. All obligations undertaken by the Permittee pursuant to the Permit and the 
alteration Permits, if any, issued in connection therewith, shall maintain in full force and effect. 

IN WITNESS WHEREOF, the Port Authority and the Permittee have caused 
these presents to be executed as of the date herein above set forth. 

THE PORT AUTHORITY OF NEW YORK 
AND NEW JERSEY 

(Title) ________ _ 

VIACOM OUTDOOR GROUP INC. 
(Permittee) 

(Title.,_) _____ ....;;Pr=.;;.e=si=d=en=t __ 
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THIS SUPPLEMENT SHALL NOT BE BINDING UPON 
THE PORT AUTHORITY UNTIL DULY EXECUTED 

BY AN EXECUTJVE OFFICER THEREOF AND 
DELIVERED TO THE PERMITTEE BY AN AUTHORIZED 

REPRESENTATIVE OF THE PORT AUTHORJTY 

Port Authority Bus Tenninal 
Port Authority Permit No. PBT - 168 Supplement 
No.2 

SUPPLEMENTAL AGREEMENT 

THIS AGREEMENT, made as of October 26, 2010, by and between THE PORT 
AUTHORITY OF NEW YORK AND NEW JERSEY (hereinafter called "Port Authority"), and 
CBS OUTDOOR GROUP INC. (formerly known as "Viacom Outdoor Group Inc." and as 
"Transportation Displays Incorporated") (hereinafter called "Pennittee"); 

WITNESSETH, that the Port Authority and the Permittee are parties to an 
Agreement dated as of May 20, 1996, as amended, (identified above by the Port Authority 
Permit Number and covering Space at the above mentioned Port Authority Facility) issued by 
the Port Authority to the Permittee and hereinafter called the "Permit"; 

WITNESSETH, that the Pem1ittee has entered into a subcontract agreement ("the 
Display Agreement") with Garage Media NY LLC, a New York limited liability company 
(referred to, together with any lender, lessor, or other financer consented to by the Port 
Authority having any right, title, or interest in the Garage Media Work, as "G-M"), as agreed to 
and acknowledged by the Port Authority, for the installation, operation and maintenance of a 
6,000 square-foot electronic signage system on the exterior grid structure of the North Wing of 
the Port Authority Bus Terminal; 

WITNESSETH, that the Port Authority and the Permittee hereby agree to amend 
certain provisions of the Permit in the manner hereinafter set forth; 

NOW, THEREFORE, for and in consideration of the covenants and mutual 
agreements herein contained, the Port Authority and the Pennittee hereby agree as follows: 

80067132.14 

1. In Section 2 of the Permit, make the following changes: 

(a) The date "June 30, 2016" appearing in the last line of Paragraph (a) 
is hereby deleted and the date "December 31, 2018" is hereby 
substituted. 

(b) Add the following new sentence at the end of Paragraph (a): 

"In the event Permittee shall fail to install the Garage Media Work, 
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as hereinafter defined, or, if Permittee should terminate this Display 
Agreement because of a contract default, the Expiration Date shall 
be deemed to be June 30, 2016 or, if later, the date of such 
termination." 

2. In Section 3 of the Permit, at the end of Paragraph (b), insert the 
following: 

"Notwithstanding the foregoing, in the event the Port 
Authority shall require, the relocation of the Garage Media Work, as 
hereinafter defined, such relocation shall be to an area mutually 
acceptable to Permittee and the Port Authority. The Port Authority 
shall be responsible for the cost of such relocation. In the event a 
mutually acceptable location is not agreed to by the parties, the 
permission granted under this Permit with respect to the Garage 
Media Work shall be deemed revoked pursuant to the provisions of 
subparagraph (a) of Section 26 of this Permit, and in such case the 
Port Authority shall pay to Pennittee the Unamortized Capital 
Investment in the Garage Media Work, subject to the provisions of 
subparagraph (d) ofSection 26 of this Permit." 

3. In Section 4 of the Permit, insert the following new subparagraph after 
subparagraph (a)(l): 

"(2) Upon full execution of this Agreement as hereinafter defined, 
the "Fee Payment Start Date" shall mean the earlier of the following dates: 

( i) December 3 I, 20 IO; provided that in the event the Garage 
Media Work is not operational by December 31, 2010, the 
payment of the Fee shall be deferred until such time as the 
Garage Media Work is operational, provided however, 
such deferral shall not exceed sixty (60) days, or 

(ii) The date following the completion of the Garage Media 
Work as the Port Authority may designate to the 
Permittee as the date on which public operation may be 
commenced for the Garage Media Work, or 

(iii) Four months following the date of the Port Authority's 
approval of the plans and specifications for the Garage 
Media Work." 

4. In Section 4 of the Permit, insert the following new paragraph after 
paragraph (c)(S): 

"(6) Notwithstanding anything in Section 4 to the contrary, in the event 

2 
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that any administrative, regulatory or judicial action is taken by the City 
of New York which prohibits the Permittee from operating the sign, the 
Permittee shall not be obligated to remit to the Port Authority all fees 
due and payable for the days the Sign is not operational, provided, 
however, that if the Permittee receives revenue during such a time, the 
entire or prorated percentage fee shall be due and payable to Port 
Authority." 

5. In Section 4 of the Permit, insert the following paragraph after 
paragraph (c)(6): 

"(7) The Port Authority shall receive its applicable share of the bonus 
revenue (as due under the Display Agreement) upon the Permittee's 
receipt of this bonus revenue from G-M." 

6. Section 9 of the Permit shall be amended as follows: 

(i) The words", which the Port Authority deems applicable and provides 
notice to the Permittee thereof' shall be added following the words 
"Display Areas" in the first sentence of subparagraph (b ); 

(ii) "The Permittee and G-M shall not be required to procure permits from 
New York City Department of Buildings with respect to the Sign." 
shall be added following the last sentence in subparagraph (b ). 

(iii) The first sentence of subparagraph ( d) shall be deleted and replaced 
by the following: 

"(d) The obligations of the Permittee to comply with governmental 
requirements, if any, is provided herein for the purpose of assuring proper 
safeguards for the protection of persons and property at the Facility." 

(iv) Subparagraph (e) shall be added as follows: 

"( e) In the event that (i) any government agency having 
authority over the operation of the Sign takes any action that prohibits the 
Permittee from operating the Sign, including any action taken under the 
provisions of the New York City Zoning Resolution, the New York City 
Administrative Code, the Rules of the City ofNew York and the Rules of 
the New York City Department of Buildings applicable to signs and sign 
structures ( collectively the "Sign Regulations") or (ii) any administrative, 
regulatory or judicial action is taken in order to prohibit the Permittee from 
operating the Sign pursuant to the Sign Regulations, then the Port Authority 
may, at its option, either: 

(1) dispute the validity of such Sign Regulation and/or its 
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applicability to the Port Authority and/or Permittee, or 

(2) pay to Perrnittee and G-M the Unamortized Capital Investment 
in the Initial Installation Work and Garage Media Work as set forth in the 
Display Agreement and subject to the provisions of subparagraph (d) of 
Section 26 of this Permit (and the Display Agreement). 

The Port Authority will decide as soon as is feasible, but no later than 
ninety (90) days of any party's receipt of a stop-work order and/or an 
administrative, regulatory, or judicial action whether to choose options (I) 
or (2), and will so notify both the Pennittee and G-M in writing of its 
decision to either dispute the validity of the Sign Regulation or pay the 
Unamortized Capital Investment. In the event that any administrative, 
regulatory or judicial action is taken by the City of New York or other state 
or municipal agency which putatively prohibits or would prohibit the 
Permittee from operating the Sign and receiving revenue for a six month 
period, the Port Authority will terminate the Permit and pay to Permittee 
and G-M the Unamortized Capital Investment in the Initial Installation 
Work and Garage Media Work, and such payment will unconditionally be 
made upon the expiration of such six month period (with revocation under 
Section 26 of the Pennit being deemed to have occurred at the beginning of 
such six month period; provided that during any period where the Port 
Authority is disputing the validity of the Sign Regulations, no interest shall 
accrue on the Unamortized Capital Investment). 

7. In Section 14 of the Pennit the words "With the exception of the Garage 
Media Work, which shall remain the property of Perrnittee", shall be 
inserted at the beginning of subparagraph (b). 

8. In Section I 9 of the Permit, the following shall be inserted at the end of 
subparagraph (a): 

"; except for (i) the security interest held by the Pennittee's or 
Pennittee's subcontractor's lender; and (ii) upon the acquisition of the 
Permittee by a sale or other disposition of all or substantially an of the 
assets of the Permittee or any merger, consolidation or other form of 
reorganization; in either case to be submitted to the Port Authority for 
its prior written consent, such consent not to be unreasonably withheld, 
conditioned, or delayed. 

9. In Section 26 of the Permit, the following shall be inserted following the 
first sentence of subparagraph (a): 

"; provided, that upon any revocation or termination by the Port 
Authority without cause, the Port Authority shall not enter into any 
agreement with any party, including but not limited to the Permittee, to 
provide the same or similar display technology as G-M through the 
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stated Expiration Date of this Agreement." 

10. In Section 26 of the Pennit, delete the first paragraph of Paragraph (d) 
in its entirety and substitute the following therefore: 

"(d) In the event the effective period of the pennission granted under this 
Permit is revoked pursuant to the provisions of subparagraph (a) of this 
paragraph, the Port Authority shall pay the Permittee its Unamortized 
Capital Investment, as hereinafter defined, in the structural grid, and the 
electrical and operational equipment initially installed by the Pennittee 
(the "Initial Installation Work"). ln the event the Display Agreement is 
terminated with G-M, pursuant to the terms of the Display Agreement, the 
Port Authority shall pay G-M for the insta1lation of an electronic signage 
system including all associated electrical and operational equipment 
installed under the Display Agreement (the "Garage Media Work") lo 
operate the advertising displays; provided, however, that tender pf 
payment of such Unamortized Capital Investment shall not be a pre­
requisite for the exercise of the Port Authority's right of revocation 
pursuant to subparagraph (a) of this paragraph, but the Pennittee shall be 
entitled to five per cent (5%) interest per annum on such Unamortized 
Capital Investment for the period from the effective date of revocation to 
the date of tender of payment (excluding any period prior to the rendering 
by the Permittee to the Port Authority of any required statement or other 
documentation of cost); provided, further, that the payment of the 
Unamortized Capital Investment and any accrued interest shall be paid no 
later than six (6) months after the effective date of revocation. As used 
herein "Unamortized Capital Investment" shall mean a pro rata 
share (assuming straight line depreciation from the date of 
installation to the Expiration Date) of the Permittee's cost of 
supplying and insta1ling in the Display Areas the Initial 
Installation Work to operate the advertising displays installed 
pursuant to the terms of this Agreement. To the extent permitted by sound 
accounting practice, the sum of the following items of cost incurred by the 
Permittee to operate the advertising displays installed pursuant to the 
terms of this Agreement, and to the extent that such sum does not exceed 
Three Million Do11ars and No Cents ($3,000,000.00) in the case of the 
Initial Installation Work and Eleven Million Dollars and No Cents 
($11,000,000.00) with respect to the Garage Media Work, shall constitute 
"cost" under the this Section 26." 

11. Add Section 44 to the Permit, entitled "Ownership of the Garage Media 
Work", which states: 

"Notwithstanding Section 14(b), during the Tenn of the Permit, the ownership 
of the Garage Media Work is vested with G-M. Upon expiration of the Permit, 
if and only if the Expiration Date is on and as of December 3 I, 2018, the -
ownership of the Garage Media Work shall vest with the Port Authority AS-IS, 
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WHERE-IS, and without further obligation of the Permittee under this or other 
provisions of the Permit (other than with respect to the payment of previously 

· earned fees, which shall surviye). Should the Port Authority terminate the 
Permit, prior to December 31, 2018, with or without cause, the ownership of the 
Garage Media Work shall nonetheless remain vested with G-M." 

12. The undersigned Permittee, for the greater assurance of the Port 
Authority, and for and in consideration of the covenants, agreements, 
provisions and representations of the Port Authority set forth in this Agreement, 
hereby releases and forever discharges the Port Authority from any and all 
debts, claims, demands, damages, judgments, actions or causes of action of 
whatsoever nature and whether in law or in equity, whether presently known or 
unknown, arising from acts, omissions or events that have occurred from the 
beginning of the world to the date first set forth above, which arise out of, by 
reason of, under or in connection with the Permit and any work labor, services, 
and materials so performed and furnished by the Pennittee or its contractors 
and sub-contractors. This Release shall be a complete and unconditional 
Release of all claims under, or in connection with, the Permit by the Permittee 
against the Authority. If any person whosoever, shall make a claim against the 
Port Authority, based on a claim against such person made by the Permittee on 
account of anything done, or furnished, or to be done, or furnished, in 
connection with the Permit, or on account of any act, or neglect of the Port 
Authority or others relating to or arising out of the Permit, then the Permittee 
shall indemnify the Authority against such claim by such person, and for all 
expense incurred by the Port Authority in the defense, settlement, or 
satisfaction of such claim, by such person, including expenses of neither this 
Release, nor its acceptance by the Port Authority, shall operate, or be deemed to 
operate to affect, impair, or diminish the duties, or obligations of the Permittee 
under, or upon the Permit, or to release said Pcrmittee from any of said duties, 
or obligations or to vary, or affect the provisions of the Permit. Nothing 
contained in this Release, is intended for the benefit of third persons, or entities 
except, however, that this Release shall be deemed to include equally, the 
Commissioners, officers, agents, employees, successors, and assigns of the 
Authority. This Release may not be changed, or modified, except by, in 
writing, signed by the party to be charged therewith. 

13. As hereby amended, all of the terms, covenants, provisions, conditions and 
agreements of the Permit shall be and remain in full force and effect. 

14. Neither the Commissioners of the Port Authority nor any of them, nor any 
officer, agent or employee thereof, shall be charged personally by the Permittee 
with any liability or held liable to it under any tenn or condition of this 
Agreement, or because of its execution or attempted execution or because of any 
breach or attempted breach thereof. No representations or warranties with respect 
to this Agreement shall be binding upon the Port Authority or the Pennittee unless 
expressed in writing herein. 
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15. This Agreement and the Permit which it amends constitutes the entire 
agreement between the Port Authority and the Permittee on the subject matter, 
and may not be changed, modified discharged or extended except by an 
instrument in writing duly executed on behalf of both the Port Authority and the 
Pennittee. 

16. All obligations undertaken by the Permittee pursuant to the Permit and the 
alteration Permits, if any, issued in connection therewith, shall maintain in full 
force and effect. 
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IN WITNESS WHEREOF, the Port Authority and the Permittee have caused 
these presents to be executed as of the date herein above set forth. 

APPROVED 

TERMS FORM 

~ 1(1(. 

THE PORT AUTHORITY OF NEW YORK 
AND NEW JERSEY 

By:~-

N.ame: Francis A. DIMola 
Title: DIF&etor 

Real Eatate Services Department 

CBS OUTDOOR GROUP INC. 

By: ________ _ 

Name: 
~~~~~~~~-

Tit le: 
~~~~~~~~~ 
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IN WlTNESS WHEREOF, the Port Authority and the Permittee have caused 
these presents to be executed as of the date herein above set forth. 

80067 l 32. l4 

THE PORT AUTHORlTY OF NEW YORK 
AND NEW JERSEY 

By:~~~~~~~~~ 
Name: 

~~~~~~~~-

Title: 
~~~~~~~~-

CBS OUTDOOR GROUP INC. 

By:~~ 
Name:~ IJaa't;flC. 
Title: 1.?,J'( {Cx:0 c.utc1. Cito 
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