FOI #16444

Olivencia, Mildred

Sent: aturday, October a1, 2015 2:34 PM

To: Olivencia, Mildred

Cc: Torres-Rojas, Genara; Van Duyne, Sheree; Ng, Danny
Subject: Freedom of Information Online Request Form
Information:

First Name: william
Last Name: mckeown
Company: 1
Mailing Address 1:

Mailing Address 2:
-
State:

ZipC ode:-

Email Address:
Phone:

Required copies of the records: Yes

List of specific record(s):

Requesting all advertising contracts between the PANYNJ and any entity, and the amount of revenue generated
by advertisements in the Federal Inspection Stations FIS in terminal s B and C at Newark Liberty Airport
between the years 2003 and 2015



THE PORT AUTHORITY 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 of Information 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 B and C at Newark Liberty
International Airport between the years 2003 and 2013,

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 of revenue generated
by advertisements in the Federal Inspection Stations FIS in Terminals B and C at Newark
Liberty Internationai Airport between the years 2003 and 2015.

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

: £ ‘.F )( ]
anny gp
FOI Admlmstlaloi‘

Enclosure

4 Warld lrade Ceriter, 18th Floor

1501 Creenviich Street

flevy Yory, ANY 10007

10212435 3642 F. 212 435 7555



THE PORT AUTHORITY OF NEW YORK AND NEW JERSEY

MEMORANDUM
TO: Karen Eastman
FROM: Larry Waxman
DATE: August 25, 2005

SUBJECT: ADVERTISING OPPORTUNITIES FOR PORT
- AUTHORITY OF NEW YORK AND NEW JERSEY AND
PATH FACILITIES, INCLUDING OUTDOOR AND OUT-
OF-HOME LOCATIONS, CONTRACT AWARD NUMBER
R000007920
COPY TO: 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 1, 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

ager, Pfiority Pre€Curements

Procurement Department
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THE PORT AUTHORITY OF NY & NJ

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

JCDecaux Airport, Inc.
3 Park Avenue, 33" 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 AWARD,
LETTER OF ACCEPTANCE.

CONTRACT AWARD 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 Avenue South, 12th Floor

NY, NY, 10003

One Madison Avenue, 7th fl
New York, NY 10010
T-212 435 7000
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THE PORT AUTHORITY 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 £} ? :
in case of conflict between any of the Items, the earlier listed Item shall take
precedence over the later listed item:

This Letter of Acceptance.

JCDecaux’s letter dated August 15, 2005.

JCDecaux’s Best and Final Offer letter dated July 19, 2005.

Proposed Abatement Schedule for Non-Airport Outdoor Advertising

(Tunnels, Bridges & Port Facilities) letter dated Juiy-—+9:-2005 M} 19, 2c03 A

5. JCDecaux’s Best and Final Offer letter, undated, but received by
Procurement dated July 11, 2005, summarizing the 10-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.

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.

F ks =

go
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THE PORT AUTHORITY 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. O. 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,
19" 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, 7" Floor, NY, NY, 1001 0,
telephone number 212-435-3936.

If you are in agreement with the above, 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
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THE PORT AUTHORITY 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 AUTHORITY OF
NEW YORK AND NEW JERSEY

BY: M/é,/u—ﬂ

=

DIRECTOR OF PROCUREMENT

DATE: ?ILJJO,)’

AGREED:

JC DECAUX , INC

w4 V)

—

TITLE: __ (L D=CED
DATE: Hv_xéusf' 9 __2005

Attachment, Exhibit One

Copy to:

OVERNIGHT DELIVERY AND FAX: 212-805-9299
Edward C. Wallace

Greenberg Traurig

MetLife Building

200 Park Avenue

New York, NY 10166
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| JCDecaux

GUARANTEE AGREEMENT

TITLE; 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 / 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 1200 - Fax: 646 834 1201 - www.jcdecauxna.com



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.

b

Bernard Parisot
President & Co-CEO

BY:
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JCDecaux

Certificate of Secretary

TITLE: 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 entitted 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 1201 - www.jcdecauxna.com
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JCDecaux

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.

Iﬁu@cé‘ﬁ‘cﬁﬁ
Secretary
JCDecaux North America, Inc.



ACKNOWLEDGEMENT

State of //fza / d-ué )
)ss.:

County of%//ﬁ#{’)
~ On this / 77% day of W ,200 5, before me personally

came and appeared W faw , to me known, who, being by me duly
sworn, did depose and say that hesides at J00 2eur & %’Z Jr)‘/uaf %/ , 7// /002/

that he@is the
of \7222«:4«7! %;a:{, W}Ja}he corporation described in and which executed the
foregoing instrument; that he@kﬂows 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 hefShe gigned hi{@_ name thereto by like order.

(Seal)

SJ ‘LCEYSL' e Eof New York
ublic, State of New Yor
Howy No. 01FE6111803
Qualified in New York County
Commission Expires June 28, 20n8



Greenberg
Traurig

August 18, 2005

The Port Authority of NY and NJ

One Madison Avenue

Purchasing Services Division — 7" Floor
New York, New York 10048

OPINION ON CORPORATE GUARANTEE

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

Gentlemen:

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,

GREEN;%AURIG, LLP
By:

Kd«(ard C. Wallace, Shareholder

ny-srvO111112451v02
Greenberg Traurig, LLP | Attorneys at Law | Met Life Building | 200 Park Avenue | New York, NY 10166 | Tel 212.801.9200 | Fax 212.801.6400 | www.gtlaw.com



United States

JCDecaux

Mr. Francis DiMola August 15, 2005
Director of Real Estate

The Port Authority of New York and New Jersey

225 Park Avenue South, 19% Floor

New York, NY 10003

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

Dear Mr. DiMola,

Following our meeting this morning, I am enclosing the formula which we propose to
use to determine the applicable MAG for JFK ard LGA airports for the period from
September 1™ through December 31* of this year:

- Full Year 4 months
e Total Airport MAG offered by JCDecaux for Year 1: $35.0 M $11.67M
o Current MAG received by the PANYNJ from

Clear Channel Airport for Newark: $14.0M $4.67M
e Proposed MAG for JFK and LGA until JCDecaux
assumes responsibility for EWR (01/01/06) $21.0 M $7.0M

For the period from September 1 through December 31, 2005, JCDecaux will therefore
make monthly MAG payments equal to 1/12" of $21 million for JFK and LGA, i.e.
$1.75 million, or 70% of Gross Receipts for that month, whichever is greater. During
that same period, the PANYNJ will still receive MAG payments from CCA for EWR at
a monthly rate of 1/ 12 of $14 million, i.e. $1.17 million.

Please let me know if you need any further information to finalize this point.

Sincerely,

15 4E00

Bermnard Parisot
President & Co-CEO

JOO0saux North Armerica
3 Park o MNew Yok, My 10060 USA
Teigphons B46 24 1200 Fayl g8 334 1207 - wwnw [CURCausna. com




- JCDecaux

Mr. T.J. Storch July 19, 2005
Port Authority of New York and New Jersey
Procurement Department -
One Madison Avenue, 7 Floor
New York, NY 10023
o, Re:  Advertising Opportunities for the Port Authority Facilities
Proposal #7920 (“RFP”), Best and Final Offer

Dear Mr. Storch,

Thank you for providing us with the opportunity to finalize our proposal for the
RFP.

With respect to digital signage at the airports (Prestige Digital Network and
Electronic Art System), we understand your concern that the proposed 25%
percentage rent might prove too low on a long-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 rerit for traditional airport signage our 70% proposal truly
reflected our best possible offer. This percentage rent will be the highest of any
U.S. airport advertising concession. The small reduction from our current
contract levels reflects our significant commitment to invest new capital.
Because of the resulting increase in revenue, actual dollar amounts received by
the Port will be significantly higher 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 should you have

any further question.

Sincerely,

5w\

—

Bemard Parisot
- President & co-CEO

THantad
Uleneed War i
United States
Lruglay

Yilaodae o

JCDecaux Merth America
2 Park Avenue. 33rd Floor - New York, NY 13018 - USA
[zlephone: 648 834 1200 - Fax: 6548 334 1201 - www jodacauxna. 2om
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- JCDecaux

Sent via email and FAX (212) 435 3585

Mr. Herb Somerwitz x ' July 18, 2005
Chief /Contracts

Law Department

225 Park Avenue South, 14" Fl.

New York, NY 10003

Dear Mr. Somerwitz,

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

e Aimports .
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 the authorization of the types and general locations of exterior signage
we have proposed. The Port Authority 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.

o Non-airport Outdoor Advertising
The same “general principles” described above will apply. However, since the
Port Authority cannot control third party approvals, if required, we have
attached a potential abatement schedule which shows how the MAG would be
impacted if a location is denied and no alternative found.

We are honored to have been a long-time airport partner of the Port Authority.
Working with the Port we have been able to 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,

15t |

Bemard Parisot
President & Co-CEO

cc: T.J. Storch

JCDgraux Nerin Amenca
3 Park Averue, 38rd Floor - Mew York, NY 100168 - USA
Telephore. 646 B34 1200 - Fax. B46 834 1201 - www.cdecauxna.com
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PROPOSED ABATEMENT SCHEDULE

Non-Airport Outdoor Advertising
(Tunnels Brldges and Port Facuhtles)

T-244 PO02/00@3 F-730

Holland Tunnel
1 Above tollbooth

Lincoln Tunnel
2 Above tollhooth facing west
3 Above tollbooth
4 Abova tunnel entrance
5 Above lunnel entrance
6 Above tunnel enfrance
7 wall on the nght side before lunnel éntrance

Washington Bridge
8 Above tollbaoth facing west
9 Above tollbooih facing east
10 On PA technical area between lanes
11 Abova lower level to Plaza

Goethals Bridge

12 Interchange north of lollbooth

13 Interchange north of tollbooth

14 Adminisiralion Building facing NJ

15 Administration Bullding facing NY
16 Cenlrel Island west of train tracks
17 North Side of highway, west of loll
18 Savuth side of highway, west of loll

Outerbridge
19 North side of highway
20 North side of highway
21 Above tollbooth
22 North of highway, between tollbooth and bridge

Bayonne Bridge
23 North of highway, east of Margareth street abulement
24 Above tollboath
25 South of highway, eact of tallbeoth

NJ Marine Terminals
Localions ta be determined

28-35 (10 locations of equal value)

Dakironics Pro Star Video Display

Daktronics Pro Star Video Display
Bulletin

Stretched Banner

Stretched Banner

Sirelched Banner

Stiretched Banner

Daktronics Pro-Star Video Display
Bullatin

V-Shaped Bulletin Structure (2 faces)
2-sided Bullelin on Pylon

V-Shapad Bullelin Structure (2 faces)
3-sided Bulletin Slructure

Wrap

Wrap

2-sided bulletin

V-ghaped Bulletin struclure (2 faces)
V-shaped Bullelin structura (2 facas)

V-shaped Bulletin structure (2 faces)
V-shaped Bullelin structurs (2 faces)
2-sided Bullelin

V-shaped Bullelin structura (2 faces)

V-shaped Bullelin siructure (2 faces)
2-sided Bulletin -
V-shaped Bullelin slruclure (2 faoes)

2-sided or V-shaped Bulletins

B.7%

8.7%
2.4%
2.4%
2.4%
2.4%
2.4%

8.7%
2.4%
4.8%
4.8%

4.3%
2.9%
1.4%
1.4%
2.9%
2.9%
2.9%

1.9%
1.9%
1.9%
1.9%

1.3%
1.3%
1.3%
/"7. / (J

.1.9% per location
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JCDecaux < 3
= 2
Mr. T.J. Storch = ~-n
Port Authority of New York and New Jersey 0 ol
Procurement Department wn =
One Madison Avenue, 7" Floor o
New York, NY 10023
Out of Home :
il Re: Advertising Opportunities for the Port Authority Facilities
Proposal #7920 (“RFP”), Best and Final Offer
Dear Mr. Storch,
Argentina
Australia . : .
Austria We are pleased to submit our Best and Final Offer (“BAFO”) to the RFP in response to
Belgium your July 7, 2005 request. This BAFO represents the highest amount ever offered for a
Bosnia comparable opportunity, and includes the highest amount ever offered for airport
z”l‘z" ) advertising in the history of American airports. Our 10 and 15-year proposals can be
Cu A summarized as follows:
anada
Chile
Croatia
Czech Republic = =
R 10-year 15-year
+nland Total Guaranteed Payments $495 M $830 M *
France
Germany . - 5
Hong Kong Contract Signing Fee $20 M $30 M
Hungary
lceland .
it Projected Payments ' $728 M $1.26 Bn
Japan
Korea
Luxembourg
'\"9?8?__ This BAFO increases our total guaranteed payments over our initial proposal by 24%
::zs:i;'a ' over 10 years and 38% over 15 years. Our proposal now includes a Contract Signing
Netherlands Fee rather than an Advance Revenue Payment, thereby guaranteeing significant
Norway payments to the Port Authority throughout the early years of the Concession.
Poland
Partugal
Singapore
Slovakia
Slovenia
Spam
Sweden
Switzerland
Tlhé_‘”a””_ - (1) Including Contract Signing Fee
HEEd Seatom (2) JCDecaux will pay $30 million as Contract Signing Fee instead of $20 million if the Port Authority
nlted States agrees to a straight 15-year contract as opposed to 10 years + one 5-year extension at the PA’s option
1guay
Yugoslavia

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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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 $350 M 70%°  $375M  70%° $15.8M
PATH $7.0M 65% $15.6M  65% $0.7M
Bus Terminals $3.0M 65% $7.8 M 65% $0.3M
Outdoor Advertising $40 M 50% $77M  65%° $32M
Total $400 M $4754 M $20 M

Initial 15-year Offer 15-year BAFO

MAG %Fee MAG % Fee CSF°®
Airports $525 M 70%°  $625M  70%° $23.4M
PATH $11.0M 65% $29.1M  65% $1.1M
Bus Terminals $5.0M 65% $143M 65% S$05M
Outdoor Advertising $60 M 50% $132M  65%° $5.0M
Total $601 M $800.4 M $30 M

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 10-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,
Bemard Parisot
Co-Chief Executive Officer

0-Chief Exacutive Officer



The Port Authority of New York and New Jersey

E Request For Proposal #7920 - Advertising Opportunities For Port Authority Facilities 4 =
Summary of Minimum Annual Guaranty and Revenue Projections st
Base Term Option Pariod
JCDecaux Year 1 Year2 Year3 Yeard Year5 Year 8 Year 7 Year 8 Year9 Year 10 Sub-Total Year 11 Yeer 12 Year 13 Year 14 Year 15 Sub-Totsl Total
T - -
Contract Terms
10 Years with One 5-Year option period
| .
(1) Contract Signing Fee (not included as part of the MAG) $ 20,000,000 $ 20,000,000 $ 20,000,000
Adh d Ry Pay (included as part of the MAG) $ -
$35.000,000 | $35,000,000 | §35,000,000 | $35,000,000 | $ 35,000,000 | § 40,000,000 | § 40,000,000 | $_ 40,000,000 | § 40,000,000 | § 40,000,000 | § 375,000,000 | § 50,000,000 | § 50,000,000 | § 50,000,000 | § 50,000,000 ['$ 50,000,000 | § 250,000,000 | $_ 625,000,000
- 200,000 | $ 1,000,000 [ $ 1,700,000 1,700,000 2,200,000 2,200,000 2,200,000 2,200,000 2,200,000 15,600,000 2,700,000 2,700,000 2,700,000 [ $|_ 2,700,000 2,700,000 | § 13,500,000 29,100,000
$_ 200,000 400,000 | $ 600,000 800,000 800,000 1,000,000 1,000,000 1,000,000 1,000,000 1,000,000 7.800.000 1,300,000 1,300,000 1,300,000 | $_ 1,300,000 1,300,000 8,500,000 14,300,000
$ 4,000,000 | $ 7,000,000 |$ 7,000,000 |$ 7,000,000 |$ 7,000.000|$ 9.000.000|$ 9,000,000 |$ 9,000,000 9,000,000 |$ 9.000,000|$ 77,000,000 {$ 11,000,000 |$ 11,000,000 |'$ 11,000,000 g 11,000,000 [$ 11,000.000 | $ 55,000,000 | $ 132,000,000
$39,200,000 | $42,600.000 | $43,600,000 | $44,500,000 | $ 44,500,000 | $ 52,200,000 | $ 52,200,000 | $ 52,200,000 | $ 52,200,000 | $ 52,200,000 |$ 475,400,000 | $ 65,000,000 | $ 65,000,000 | $ 65,000,000 | $| 85,000,000 | $ 85,000,000 $325,000,000 | $ 800,400,000
»
Projected Sales ; ]
55,020,000 | $65.540,000 | $73,500,000 | $77,200,000 | $ 81,100,000 | $ 85,120,000 | § 59,400,000 | $ 93,850,000 | $ 98,550,000 | § 103,500,000 [§ 522,780,000 | § 108,600,000 | $ 114,100,000 | § 119,750,000 | § 125,760,000 | $ 132, 050,000 | § 600,260,000 | § 1,423,040,000
PATH Joumnal - 700,000 | § 2,700,000 | $ 3,200,000 3,500,000 3,675.000 3,860,000 4,050,000 4,250,000 4,470,000 30,405,000 4'?uo,ooo 4,550,000 5,200,000 | §| 5,460,000 5,750,000 | $ 26,060,000 | § 56,465,000
PA Bus Termminal & GW Bridge Bus Station 500,000 | $ 1,100,000 | $ 1,300,000 500,000 700,000 1,785,000 1,875,000 1,970 2,070,000 2,170,000 15,970,000 2,280,000 2,400,000 2,500,000 ! 2,650,000 2,770,000 | $ 12,600,000 28,570,000
Outdoor Advertising (Includes Tunnels, *
Bridges and Port Faclliies) $ 15,100,000 | §15,900,000 | $ 18,700,000 | $17,500,000 | $ 18,400,000 | $ 19,300,000 | $ 20300.000[$ 21,300,000 |$ 22,400,000 |$ 23,500,000 |§ 150.400.000 | § 24,700,000 | $ 25.900,000 | $ 27,200,000 | $. 28,600,000 30,000,000 | $ 136,400,000 | $ 328,800,000
Total Sales $70,620,000 | $83,240,000 | $34,200,000 | $99,400,000 | $ 104,700,000 | $ 109,880,000 | $ 115,435,000 | $ 121,170,000 | § 127,270,000 $139,640,000 | § 1,059,555,000 | § 140,260,000 | § 147,350,000 | § 154,650,000 | § 162,470,000 | § 170,570,000 $ 775,320,000 | $ 1,834,875,000
T
. I
Projected Port Authority Revenue % of Net i
Bevenues
Airports [Stafcsignage | 70% 1 _______ 1 ____ I | =1 e I ——
e Digital signage] 25% [$38,010.000 | $44.870,000 | $50,000,000 | $52,500,000 | § 55,125,000 | § 57,881.250 | § 60,775,313 | § 63,814,078 | 3 67,004,782 | § 70,355,021 | § 560,335,444 | § 73,672,772 | 3 77568411 | S 81,444,731 | /85,516,068 | § 65,792,816 | $ 408,153,559 | 5 968 742
PATH (including Journal Square) Alisignags | #5% |S - |$ 455.000[% 1.755,000 [§ 2,080,000 |§ 2,275,000 |§ 2,368,750 | & 2,508,000 |§ 2632500 |3 2.762,500 |§ 2005500 |§ 19,763,250 | § 3055000 § 317,500 | $_ 3,380,000| $| 3,545,000 | $ 3,737,500 [§ 16,599,000 | §__ 36.702.250
PA Bus Terminal & GW Bridge Bus Station | All signage €5% [§ 325000S 715000 |§ 845000 (% 0750008 105000 (% 1,160250 | 1.218,/50 |$ 180,500 | § 1,345500 | § 141 [§ 10,350,500 | 14820005 1,560,000 |§ 1.62500C| 5| 1,722.500 [$ 1,800,500 |§ 8,190,000 | § 18,570,500
Outdoor Advertising (Includes Tunnels, Static signage | 65% I
Bridges and Port Faciities) Dightal signage | 0% 15 9368.280 | § 9,838,702 | $10.328,537 | $10844.964 | § 11,087.212 |8 11,856,573 |8 12,564,401 | $ 13,182,121 |$ 13841207 | 14533289 |5 117833033 15.250,053 |3 18022951 |8 16,824,008 317685300 1S 16.548.568 320674 | $ 202,154,188
Total Projected Port ity R $47,703,208 | $55,876,702 | $62,928,537 | $66,390,964 | § 69852212 | 5 73,386,823 | § 77.057.454 | $ BOS0S199 |8 84,954,009 13 89,204,310 | $ 708,312,507 | § 53,669,725 | $ 98,386,862 | $ 103,273,830 MM $ 517,643,573 | § 1,225,956,080
Capital Investment / Re-investment 1
E}_@,ﬂ, 10,700,000 | § 500,000 $ 400,000 [§ 800,000 |$ 1,200,000 14,000,000 2,400,000 2,400,000 16,400,000
PATH (including Joumal Square) -_|$ 700,000 700,000 450,000 450,000 1,150,000
PA Bus Terminal & GW Bridge Bus Siation 300.000 < 300,000 150,000 150,000 450,000
Outdoor Advertising (Includes Tunnels, ;
Bridges and Port Facilities) $ 5.000,000 $ 5000000 ]S 1,000,000 L $ 1,000000|5 _ 6.000,000
Total Capital Investment $16,000,000 | $ 1,600,000 | § - |3 400000|$ ®800000|% 1,200,000)% - I3 - |s - Is - |S 20000000]$ 4,000000]|% - Is - 1s; - |s - _|s a000000]$ 24000000
Tha Conlract Signing Fee will be $30,000,000 if the Port Autho term, instead of 10 years 1 5 year exiension at the Port Authority's option. 3
55 g the assels will become available on !
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

Question 1

You unfderstand that the Port Authority intends to
award separate Agreements for Sponsorship' and'Advertising.

JCDecaux




The Port Authority of NY & NJ

Answer 1 _

JCDecaux will work with any organization or company that has the potential to
generate revenue for The Port. If approached by the sponsorship concessionaire,
we would propose working in the same manner as with an Advertising Agency.
A fair market rate would be agreed upon for the signage opportunity in question.

| ."'i‘fwevershumbl;&”he‘liﬂf,_f‘f‘f' ;‘gfadVERISIngnandﬁponsorsth are different sides
' ‘* _;’fe«same ‘coin. and that the best w&ﬁ&l@%&a ] ,,a'f“ ".as_sets to-maximize

dé‘g*e'lzt_lsﬁ_mg business.
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The Port Authority of NY & NJ

What is Sponsorship?
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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 NY & NJ

Chart 8: How valuable are the following benefits to you?

Category Exclusivity [ 78 %
On-site Signage IR 56 %
Title of a Proprietary Area RS 53 %
Broadcast Ad Opportunities R 50%
ID in Property’s Media Buy e 4 5%
Access to Property-provided Research NN 41%
Right to Property Marks/Logos M 38 %
Access to Property Mailihg List/Database [ 6%
ID in Property Collateral Materials [ 33 %
Tickets and Hospitality [ EaRe 337

Percent of respondents who ranked the factora S or a 10 on a 10-point
scale, where 10 is extremely valuable

JCDecaux
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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 NY & NJ
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The Port Authority of NY & NJ

Massport’s “Sponsorship” Concessionaire
DR

(v

| Sty

P,

\
=
o
e Csiin | # it ¥

x}'h'_ﬁ_,,,'“‘ . B
'y e -f;_‘-.
* s ¥

N

[4
¥

NN

";1«.‘1-100!
S ETTING C WSENSUS 15 HARD.
{ 7 i [ P>

3 st‘mHG!NFORHED s EASY.

Interior: Walls

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

.hS-Q-rs_h'iiP;-__ .E.Iectrbn'_i'(_::Art:-Sy__s"te.m JFK Terminal 8
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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 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 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 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 NY & NJ
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The Port Authority of NY & NJ

Bus Termmals

5-\-'[ 2l -
L -

m.,. g

The,zexifstihgs programs at the bus terminals will be continued, with an emphasis
fl'sii‘eﬁalmf!eﬂts and packaging with our regional mall advertising programs

“ w)ﬁ

'ge‘v;nue Préjemlons

'%ofh tth'ATH and‘the Bus terngénals, the Iack @ tlme and m;ermatlon has
allowed for amore t 1 eval: 2 silifities -
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

ur proposal it
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The Port Authority of NY & NJ

Aﬁﬁﬁ% - 5%' ‘f ﬁbfe than the current percentage fee — our proposal will generate
$2.;1’Q1|I]lon

'_jr the PA in 2008.. Thls is to be compared to the $1.9 mllhon recewed
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

- Roadside In-store

Austria




The Port Authority of NY & NJ

. 1as experience with the operation of digital advertising >
bway systems: . T
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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 NY & NJ

? 'ﬁf iﬁl*"the PATH cars over the next few years offers a unique opportumty

'- lérnéﬁk%, _;ate-of-the -art in-train TV network. The new cars could be equipped

i

_]g{_ns‘ :transmlttal equnpment nght from the start. Thls should allow for
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The Port Authority of NY & NJ

NJ p TH_ln-;T;:am TV Network
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

AN jork:t 't-»Me,ets Commuter & PATH Needs
£ | For Commuters ..

« Easy viewing: 4-6 LCD screens per car
* Live, relevant programs based on time of
day with 24/7 breaking news ¢ Ltfo
« Emphasis on local news & weatheﬁ by
_W[\lBC & flelemundo’'s WNJU™ i
i | ‘-captlone,,d
adset)

'ba-ﬁ “i

ncy program interruption capability
H authority control
ransit updates & safety/security info
bllc’_'ser\nce & community announcements
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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 NY & NJ
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The Port Authority of NY & NJ

Answer 10
s‘éxbressed in millions of nominal dollars assuming a 3% annual inflation

« Capital Investment of $14.0m

’ | '--‘--MAG=$35__miI-'Iion per year

70 % Fees (from a 2004 average 74%)

0 : @Fees above MAG

2010 . 2011 2012 2013 2014 2015
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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 NY & NJ
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Sewrt unakn o (e gt i of hosl brosteder.

Less talk. More walk.

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

National & F egmnal Airports Sales
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The Port Authority of NY & NJ

Malls
; ‘. W

& Street Furniture
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Vancouver
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

'Manufacturmgllndustnal Team

=

LE. "b&“lﬂ, r\

Airport Concessubﬁé'
Advertising Fixtures
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§ i ﬁ ._Bff experience in utilizing
'N'Y@ilie’té based suppllers

The Port Authority of NY & NJ

Queen:
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The Port Authority of NY & NJ
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The Port Authority of NY & NJ

Cergilivation
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JCDecaux S.A.
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The Port Authority of NY & NJ

 Operations/lnstallation Team

- agje Managerfar each property, repdrtihg to the Project Director

d by JCDecaux and
i 5




The Port Authority of NY & NJ

Opqratlenal Staffing Structure - Team 1: JFKILGA Team

;‘:g v

-RespOnsibil-ities.include:
JFK

LGA
JFK Aerram
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The Port Authority of NY & NJ

I Staffing Structure - Team 1: JFKILGA Team

¥

d and knowledgeable staff
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The Port Authority of NY & NJ
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a-nal taff' ng Structure Team 2 EWR Team
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Responsibilities include:
EWR
EWR AirTrain

Downtown Heliport

P e e

GIVENCHY '
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The Port Authority of NY & NJ

Operational Staffing Structure - Team 2: ;EWRTeam :

~
Shuttie yawr nonge,
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The Port Authority of NY & NJ

PATHandBus Terminal

Facilities Maﬁ'a"ger based in Manhattan
Close proximity and easy access to facilities
Support from NJ Operations Team

JCDecaux




The Port Authority of NY & NJ

affing Structure - Bridges and Tunnels

é.

JCDecaux




The Port Authority of NY & NJ

‘Operational Staffing Structure - Bridges and Tunnels

Outsource Maintenance for specialty displays
Large format requires specific expertise
Daktronics technology and service support

.
e

it
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The Port Authority of NY & NJ

perations/Maintenance Team

* Fully dedicated New
York-based operations team
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The Port Authority of NY & NJ

I

* Maintenance Technicians providéﬁ with
attractive uniforms, quality tools and safety
equipment, well-maintained vehicles
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It was late November 2004, and Jean-Frangois 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 largest outdoor advertising company in Europe
and the second largest in the world. Over 150 million' people passed JCDecaux’s outdoor advertising
displays every day: As he waited for his brother, Jean-Charles Decaux, this year’s Chairman 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 world, or continue to expand into other segments of
outdoor advertising? And what about their home market? How shoulgd they prepare for the 2007
regulation change allowing retail advertising on television, until now forbiddeh 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-Frangois did not notice. His mind was in New York.

The Outdoor Advertising Industry”

- In 2003, outdoor advertising sales worldwide 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 advertising
spend, with Europe at 7%, North America at 4% and South America at 1%. :

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% of total world outdoor advertising dollars. Billboards were
prominently displayed near the principle commuter routes into cities. Billboard. sites were typically
leased from private landowners and, to a lesser extent, 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 increased over time; in addition, an increasing number were being illuminated, which
enlarged the audience size by an estimated 40% and enabled companies to make better use of limited
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 were

Professor Jalm Wells, Director of the HBS Europe Research Center Vincent Dessain, and Research Assistant Monika Stachowiak prepared this
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based on a spool that allowed even more images, to be 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 outdoor advertising, 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 UK. and 33% in France.' Street
furniture was installed primarily in city center locations and along major commuting routes. It was
considered effective since it placed advertising panels in locations 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 maintain 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 information such
as maps, and many cities arid towns also stipulated the supply of non-advertising furniture such as
trash bins, benches, and signage. In other instances, an advertising fee was alsolevied by the city or
town. About 30% 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 contracts 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 advertising 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 year. Trends 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 measurement techniques (including GPS monitoring of sample audiences) to help match
techniques used in other media. Outdoor advertising was also a cost effective way of reaching
consumers; according to the Outdoor Advertising Association, for every €1000 spent on advertising
in the United Kingdom in 2003, outdoor reached 461,270 adults, radio 283,568 and television 118,680".
While the demand for outdoor advertising 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, outdoor advertising was often just one part of media
campaigns since multiple media had proven to be an effective way of capturing consumer attention.
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Advertisers

A wide range of companies used ouitdoor 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 and towns that
were representative 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 UK., 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 ibarticularly sought after given the demographics and the captive nature
of the audience. Advertisers contracted for individual airports and networks of key airports
throughout 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 countries and towns. Most countries had strict laws governing where advertising
could be placed, and planning permission was typically required. This was a lengthy process
requiring public hearings. Local municipalities also enforced by-laws governing advertising.

The bidding process 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 rfot 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 the 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 newspapers and aggrieved competitors of unfair
practices. In 1992, for example, a Belgian court examined }CDecaux and several other outdoor
advertising companies on charges of unlawful campaign contributions.’

Although there were many playem, in the outdoor advertising 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 businesses 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 billboard advertising. The U.K. Monopolies and Mergers
Commission also had set hurdles preventing JCDecaux from completing an acquisition of its blggest
British competitor, the More Group, in 1998

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
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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

involved.

Outdoor Advertising Companies

There were hundreds of outdoor advertising companies throughout the world in 2004, but the top
three, Clear Channel Outdoor, JCDecaux, and Viacom Outdoor, controlled 31%? 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-Claude 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 playing with my schoolmates. My parents owned a shoe shop in Beauvais and I
used to work there on Saturdays. One summer, when they 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! One day, I took my scooter and posted advertisements “Buy shoes at
Decaux” on utility poles around the town—and business boomed. I didn’t think this could be
illegal—but when my parents came back, my dad was 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 outdoor advertising and they encouraged me
to do the same for them, this time legally of course. I was too young to start a company,

- though, so my dad had te give me permission to “emancipate.” I had then launched my first
advertising company at age 18.

Soon however, the French government 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 shelter and advertise on it? I called it
“Abribus.”? 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 to 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: JCDécaux,
2000 - 2003).

2 “Abri” is Prench 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 “arrét de bus.”

4
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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 give ét a try.”s .

Jean-Claude Decaux and his brother personally installed the first bus shelter on the de Guillotiére
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-
Frangois Decaux explained: '

My father believed that it was in city centers that we could reach people with higher
income. By working on an exclusivity basis we could create a unique nationwide advertising
network for our clients. It was also 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.’

The company grew rapidly. In 1972, JCDecaux won its first contract for street furniture in Paris.
As part of this contract, 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 UK. and planned
moving beyond Europe into Asia Pacific and the Americas. This international expansion was driven
by Jean Claude’s two sons, Jean-Frangois and Jean-Charles Decaux. Explained Jean-Francois Decatix:

When [ joined the company in 1982 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 German cities. When the Berlin Wall fell in 1989, we were the first outdoor company to
venture to the former communist block. Our competitors were afraid to move so quickly.”

Jean-Charles added :

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 novelty, 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 country. As Spanish cities lacked a recycling solution,

I offered them a free recycling service for glass 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 cities
followed rapidly.”

Outside France, JCDecaux often joint ventured with local competitors to enter new markets and
often bought out joint venture partners over time. JCDecaux also purchased small interests in 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 Germany’s leading street furniture providers, in which
JCDecaux held a 35% stake. JCDecaux also acquired small local competitors with valuable

concessions such as Alma Quattro in Serbia-Montenegro, which held the street furniture contract for
the city of Belgrade. (See Exhibit 3.) ;

JCDecaux entered the Asia-Pacific region in the early 1990s. During the following decade, it won

street furniture contracts in Sydney, Singapore, Bangkok, Hong Kong, Macao, Yokohama and Seoul.
Jean-Charles recalled:
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The street furniture concept was unknowrt 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 in Japan. In November 2004, we won the Yokohama tender. Asia is a very
promlsmg region and we hope to be in mainland China soon.”

In 1994, JCDecaux entered the street furniture business in the U.S. when it won a 20-year

concession for San Francisco’s 27 public toilets and over 100 advertising kiosks. Iean—Frm&;ox.s Decaux
explained:

No-one else was offering automatic toilets. There were huge concerns about vandalism and
graffiti, but we knew we could do it. San Francisco became our showcase city in the US; it

proved that we were able to provide an American city with a complex, high quality product
and also service it properly.” _

Market Consolidation Phase

In the middle of the 1990s, the fast growing outdoor advertising market began to attract the
attention of U.S. media and advertising groups. This was partly driven by soaring costs of traditional
media, and by the increasing fragmentation of traditional TV channels. Outdoor, advertising offered a
cost effective alternative to capture consumer attention. The sector was also consolidating as a result
of the growing complexity and higher upfront costs of contracts. (See Exhibit 4.) As a result, during
the late 1990s, two new entrants, Clear Channel and Viacom, built major positions in the industry
through a series of aggressive acquisitions. (See Exhibit 5.)

Clear Channel Communications 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 Corporation. In early 1998, Clear Channel
acquired Universal Outdoor and combined the two entities giving the company coverage in 33 major
US. 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 Publicité, a transport
outdoor advertising company with concessions on buses, trams and railway stations. In July 2001,
France’s biggest retailer, Carrefour, chose Clear Channel to develop and install advertising billboards
in 2,700 parking lots of its hypermarkets in 11 European countries. The 10-year contract represented
an investment of around €100 million and was expected to generate a turnover of around €1 billion.
In the same month, Eller Media Corporation officially changed its name to Clear Channel Outdoor. In
2002, Clear Channel completed the acquisition of the Ackerley Group, t%'te fourth-largest U.S. outdoor
advertiser.

In 2003, Clear Channel Outdoor, based in Phoenix, Arizona, represented 24% of its parent’s total
revenue. It operated in all three of the major outdoor segments—billboards, transport, street
furniture—with more than 750,000 displays in 65 countries. The company was present in 46 U.S.
markets, and daily reached more than half the adults in the United States.™

Viacom Inc. The New York-based diversified entertainment and communications company
had interests in cable networks (MTV, VHI1, 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 owned over 180 radio
stations.

Viacom entered 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 Qutdoor accounted for approximately 7% of Viacom Inc.’s consolidated revenues. it had
outdoor advertising operations in 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.” (See Exhibit 6 for Clear 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
Clear Channel. After the unsuccessful attempt to block Clear Channel’s moves into Europe, JCDecaux
decided to bid for the French-based Avenir Group in June 1999. The Group included the Avenir and
Mills & Allen billboard companies, and three airport advertising companies, Sky Sites, AP Systémes
and Pearl & Dean. Avehir was the billboard leader in France, and Mills and Allen owned almost 20%
of Britain’s billboard market. The airport advertising divisions held concessions at London Heathrow,
New York’s JFK and Hong Kong’s Chek Lap Kok. Jean-Frangois 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 retirement, generously
left the decision to my brother Jean-Charles and me. We decided we wanted to grow. With the
Avenir acquisition, we doubled our size. We also gained more international exposure and
higher visibility with a series of new products for the advertisers. In fact, the three business
lines are complementary. They also help us to maintain a national network; if we lose a street

furniture contract, we can still provide an advernser with national coverage with our
billboar :

The Avenir 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, JCDecaux 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 QOutdoor in Los Angeles. In 2002, in partnership with Viacom again, they won the
Vancouver concession. Also in 2002, working alone, JCDecaux won the 20-year Chicago concession to
supply 2,175 bus shelters and other street furniture.” In 2003, JCDecaux acquired 50% of Wall USA,
the subsidiary of Wall AG in Germany, which held the Boston street furniture contract until 2021.
Jean-Francois Decaux explained the company strategy in the U.S.:

4
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We partnered with Viacom in cities whete 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
there was no incumbent.” .

By 2004 JCDecaux’s business had spread into 3,500 cities 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% 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 outdoor advertising, but its greatest
strength was in street fumiture where it was number one in the world. (See Appendix for some
pictures of the JCDecaux street furniture.) Street furniture generated 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 36 countries with a total of 291,000 advertising faces.” 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 and deregulated, JCDecaux looked ahead
to gradually gain a foothold in the region. (See Exhibits 9a and 9b.) The company also had contracts
with 565 malls throughout the world.” With its broad coverage, JCDecaux could offer its advertisers
high reach and targeted audiences. For instance its Distingo® service in France provided advertising
facings specifically targeted to sophisticated urban women.

As of December 2003, the average term left to run 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 cities of more than 10,000 people. 52,000 of these
panels were m France; 37% of JCDecaux’s French billboards were illuminated compared to 25% for
compehtors

Transport  Transport accounted for 18% of JCDecaux’s revenues in 2003 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 two-thirds of JCDecaux’s transport sales. The
company also operated concessions in over 150 mass transit systems in 250 cities throughout Eumpe,
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 trolleys, and in buses, trams and metros.” Jean-
Frangois Decaux explained the strategic advantage of transport advertising:

We reach a very specific audience and can have high impact for business to business
advertising campaigns. For Samsung we placed a huge mobile phone the size of a multi-storey
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building at Roissy, Paris’ largest an'port It is impossible to miss! It brought us a lot of new
customers.

Aduvertisers

Beéausc 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.”

Because of its broad geographic scope, JCDecaux was able to offer global advertisers extensive
reach. In 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.”

JCDecaux scored highly in audience measurements allowing it to ask for price premiums over its
main competitors. David McEvoy, the Senior UK. 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.”

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-Francois and Jean-Charleés (co-CEOs), Robert Caudron (Chief Operating Officer),
Gérard Degonse (Chief Financial Officer), and Jeremy Male (Managing Director of Northern and
Central European Operations). The Decaux brothers alternated every year as Chairman of the
Executive Board. The Executive Board reported to a Supervisory Board of six members chaired by
Jean-Claude Decaux. (See Exhibit 12 for the Executive and Supervisory Boards’ proﬁles.) Jean-
Frangois 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 credibility. Our management would soon be more multicultural to
reflect further developments in the U.S. and Asia.”

JCDecaux operated a country structure with local management boards in each country composed
of a country managet 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 customers while sales and marketing was organized along lines of business.




705-458 JCDecausx

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

Since 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
aggressive and pragmatic, and the Decaux had frequent contact with employees at all levels of the
organization. Although Jean-Claude himself no longer held an executive position, he could often still
be found out in the field at 7 a.m. talking to the operations people. The Executive Management team
followed suit. Gérard Degonse, Executive Board Member and Chief Financial Executive explained:

Our focus has always been on the service and the product we provide to our clients. Jean-
Claude 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 hierarchy 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 people are proud to wear the JCDecaux uniform.”

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 street furniture needs.
The next step was to awaken interest and awareness among municipality officials of the advantages
that the street furniture could bring to the city. Since 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 record in
building out a big city iii) track record in maintenance, and iv) final package of fumniture and price.

Manufacturing and Operations

JCDecaux subcontracted the manufacture of street furniture and billboard structures to a variety
of suppliers. The Industrial Department in Plaisir purchased almost 75% of all 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 suppliers, 9% of the total supplier base. Much of the street furniture was also
assembled by third party contractors, although more complicated items such as automatic toilets and
rotating decorative columns were assembled in-house. All quality control inspections, installation
and repairs were carried out by in-house technicians.” Of JCDecaux’s 6,915 employees, 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 the 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, and several other 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 sirict 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 Chief Operating Officer explained:

JCDecaux’s operations are like a strict military organization. Errors cost money (...) its
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 meastire it and reward it. If someone is

capable of delivering more output than the standard, we pay bonuses. The best are rewarded
with up to 15% of their fixed salary.”

In its 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 Asséraf, 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™ .

To direct development efforts, and maintain 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 industry title in the United Kingdom.

R&ED

From its foundation, JCDecaux was a committed innovator, and invested significantly in
developing new ideas. Approximately 130, people 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
panels (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 (1997), 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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that made free bicycles available to city dwellefs, first in Vienna and Lyon (2003). JCDecaux worked
closely with internationally acclaimed designers and architects to design its furniture, including Lord
Norman Foster, Phiiippe Starck, Robert A.M. Stern, Mario Bellini, Martin Szekely and Philip Cox.

JCDecaux spent €20.6 million on R&D in 2000, €13.8 million in 2001, €9.8 m]]hon in 2002, and €8 3
million in 2003. Jean-Francois Decaux explained:

The reduction in R&D is partly a result of accumulating 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.”

Human Resources

To maintain quality, JCDecaux was committed to hiring full time staff 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
Gérard Degonse JCDecaux looked for “action oriented initiators, who are able to run
autonomously.”

JCDecaux provided extensive training programs for its staff including integrations 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.”

In 2004, ICDe_caux launched JCD Media Academy, a program to train sales mpresentaﬁves and
sales managers allowing them to share product knowledge and develop a shared professional culture
as well as 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%.”

JCDecaux operated a profit sharing scheme. The principles governing the amount paid out varied
by subsidiary. In France, €5.8 million were paid out in profit sharing 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 =

Finance, Information Technology

JCDecaux was relatively financially conservative, and had been virtually debt free until it
acquired Avenir in 1999. In July 2000, the company refinanced this acquisition through credit
facilities and a private placement in the U.S.

The cash flow profile of street furniture business required extensive upfront capital investment,
$2-83 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.*

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. In
addition, a yield management prograni was used to optimize sales.

The New York Contract

New York (NY) had long represented a major opportunity for modern 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-Francois Decaux first approached the New York City administration in 1992. The
municipality decided to test JCDecaux’s autorated public toilets at three locations in Manhattan on a
four-month trial basis. In 1994, JCDecaux committed to take part in the next street fumiture bid 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 REP for a 20-year
franchise was not released until early 1997. The contract for 3,300 bus shelters, 330 newsstands and 30
automatic public toilets was estimated at $1 billion in advertising revenues.*

The NYC contract short list included JCDecaux, the More Group, TDI and OSL 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 OSL”

JCDecaux had to wait six more years for the next New York RFP, by which time the incumbent
OSl 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—named NBCDecaux—jointly submitted a proposal to New York City on
September 15, 2004.* NBC Universal, majority owned by General Electric, operated the prime
television network and a valuable portfolio of news and entertainment networks in the New York
area. -

As Jean-Frangois 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 obtaining the concession—or
not—would significantly impact the future of JCDecaux.
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Exhibit 1 Outdoor Advertising Market

By Type of Advertising . 1995 2000 2001 2002 2003
Billboard Euro millions n/a . 9,345 9,599 9,101 8,082
Transport _ Euro millions n/a 4,867 4,999 4,930 4,202
Street Furniture - Euro millions n/a 3,115 3,199 3,413 2,909
Ambient media Euro millions n/a 2,142 2,200 1,517 970
Total Euro millions n/a 19,469 19,997 18,961 16,163
Biliboard % of total n/a 48% 48% 48% 50%
Transport % of total n/a 25% 25% 26% 26% |
Street Fumniture % of total n/a - 18% 16% 18% 18%
Ambient media % of total na 11% 11% 8% 6%
Total % of total . n/a 100% 100% 100% 100%

Source: JCDecaux’s estimates adapted by case writers.

By Region 1999 2000 2001 2002 2003
Europe Euro millions 4732 6,210 6,588 6,211 5,298
Asia Pacific Euro millions 5,405 6,539 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 16,163
Europe ' % of total 31% 32% 33% 33% -33%
Asia Pacific - % of total 35% 34% 34% 33% 32%
Americas % of total 33% 32% 31% 31% 3%
Other % of total 2% 2% 3% 4% 4%
Total ; % of total 100% 100% 100% 100% 100%
Source: JCDecaux information available from ZenithOptimedia, Advertising Expenditure Forecasts (London: ZenithOptimedia,
July 2004).
By Company Nationality -1999 2000 2001 2002 2003
, Euro millions

Clear Channel OQutdoor USA 1,252 1,676 1,954 1,971 1,914
JCDecaux France 1,208 1,417 1,543 1,578 1,544
Infinity/Viacom Outdoor USA n/a 1,865 1,845 1,696 1,539
Lamar USA 417 746 © 768 822 713
DSM/Stroer Germany n‘a 440 440 463 396
Affichage Holding Switzerland 168 198 212 205 191
Maiden UK. 102 132 129 130 127
Metrobus France 116 117 126 133 132
Outdoor advertising 19,469 19,997 18,961 16,163
All advertising 356,000 347,000 325,000 321,000

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

Increased Cholce of In Home Media
(USA: 1970 - 1987)
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Newspapers  Stations Receiving
Cable

Source: JCDecaux, Group: Market: Fragmentation, ‘JCDecaux Web site, http://wwwjcdecaix.com/anglais/groupe/
marche/fragmentation/index.htm, accessed November 24, 2004. :

Number of Vehicles per 1000 Inhabitants as of January 1

1990 1995 1999 2003

European Union 454 473 545 568
Germmany 512 529 554 583
Belgium , 419 463 498 523
Spain ‘ 403 430 522 562
France 495 520 548 587
ltaly 507 541 608 656
y\United Kingdom 454 474 516 554

Source: Adapted from Committee of the French Automobile Producers (CCFA), “Automobile Density by Country,” CCFA
Web site, http:/ /www.ccfa.fr/tab/mul.htm, accessed October 15, 2004.
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Source: JCDecaux.
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Exhibit 3 JCDecaux Acquisitions and Joint Ventures

Detail

Date Geography
Acquired Avenir, the oufdoor advertising division of Havas Media Communication for 885
Jun-99 - Global million euros
Jan-01 Finland Took complete control of Maximedia Oy number one in Finland (60% share)
Feb-01 Norway Acquired TDI Media Norge (Viacom group)
Feb-01 Sweden Acquired Xpomera
Mar-01 Spain Acquired 49% of Planigrama
Mar-01 Portugal Acquired a majority stake in Red _
Acquired a controlling interest in Gewista, Austria's leading outdoor advertising company (40%
Apr-01 Austria share)
Jun-01 Mexico JV with UDC - 8 year advertising concession in 9 airports in South Western Mexico
Acquired 11.1% of Wall AG (¢oncessions in Berlin, Boston, Disseldorf, Amsterdam, Moscow,
Dec-01 Germany Istanbul)
Jul-01 Japan JV with Mitsubishi Group to install street furniture in shopping malls
Oct-01 China JV with Nolasco : 20 year street furniture concession in Macau
Aug-01 Korea JV with Poong Group: taxi shelters in Seoul
Jan-02 Germany Acquired Klett family minority stake in KlettDecaux
Jan-02 USA JV with Viacom Outdoor - street furniture concession in Los Angeles
Apr-02 Pan Europe Signed pan-European advertising business alliance with Unilever
May-02 Central Europe JV with Affichage Holdings in Central Europe ' ;
Oct-02 Czech/Slovakia Gewista acquired two outdoor advertising companies in the Czech Republic and Slovakia
Nov-02 Spain Acquired remaining 51% interest in Planigrama
Merged Italian operations with IGP in Italy to form IGP Decaux, the number one outdoor
Nov-02 Itaty advertising company in ltaly
May-04 Canada JCV with Viacom Outdoor: 20 year street fumiture concession in Vancouver
Apr-03 Serbia Acquired Alma Quattro, the leading outdoor advertising company in Serbia-Montenegro
Aug-03 Austria Increased stake in Gewista to 67%
Oct-03 Germany Increased stake in Wall AG to 35%
Oct-03 USA Acquired 50% of Wall USA
Nov-03 Spain Acquired remaining 25% of JCDecaux & Sign
Sep-04 USA NBCDecaux

Source : JCDecaux.
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Exhibit 4 Market Consolidation (outdqpr advertising revenues in 1997 and 2003 in $ million)
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Source: JCDecaux.
Exhibit 5 Clear Channel and Viacom Acquisitions, 19962000
[ ’ Clear Channel Communications Inc. ]
| Clear Channel Qutdoor
. 05/02
e $745 mn
France Rail Publicité (80%) Ackerley Group
French Railways Advertiser - U.s. fourth-largest
. outdoor advertiser
Plakanda 'hwm ] =
Swiss and Polish i 03/98 04797 Gee
outdoor advertiser |[4———— $735 mn 4$1.15 bn $1.6 bn
h A
The More Group Universal Cutdoor
UK-largest outdoor advertiser U.S. outdoor advertiser
4
" Eller Media Corporation
Dauphin Billboard operator
French outdoor
advertiser obieh S
k $500 rmn
i Sirocco
French outdoor
advertiser Patrick Media

Chicago-based
outdoor advertiser

17




705-458

JCDecaux

L Viacom Inc. J
Viacoim Outcloor I
36%
e/ L 2001
& 09/%9 Infinity Broadcasting
Giraudy | $37 bn Radio and outdoor advertising

French outdoor advertiser

CBS Corporation
U.S. TV broadcasting

64%
1985

Infinity Broadcasting
Radio and outdoor advertising

Outdoor Systems Inc.

Cutdoor advertiser

U.S. Outdoor advertiser

a2/96
$300 mn
$5.7bn
TDI1 Media

o5/
#1bn

k

oB/%
$650 mn

1597

h

3M Outdoor

[

Uu.5. outdoor advertiser

Gannett Outdoor
Qutdoor advertiser

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

Source: Compiled by case writers from McKay, Peter. “Gannett agrees to sell billboard ad division,” The Washington Post, July
10, 1996, Cousteau, Libie. “Alerte & Decaux City,” Enjeux les Echos, November 26, 1996, Wilke, Michael. “Stage is et
for more linkups at radio, outdoor : Clear Chanmel purchase of Eller Media,” Advertising Age, 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, “Clear Channel Communications: Stock Deal is completed to buy Universal Outdoor,” The Wall Street Journal,
April 2, 1998, “Reaching new heights of success ~ Marketing Outdoor Advertising,” Financial Times, May 28, 1999,
”ViacomwnIlbuyCBSmnmnageofmedja titans, “ Reuters News, September 7, 1999, Wrobel, Justyna. “Plakanda
acquisitions help close the gap with AMS, “ Warsaw Business Journal, June 26, 2000, “Clear Channel Communications:

Purchase of Ackerley approved by FCC with some conditions,” The Wall Street Journal, 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 $1,417
Viacom Outdoor 1999 2000 2001 2002 2003
Sales ($ million) n/a n/a $1,650 $1,633 $1,748
Operating Income ($million) n/a n/a -$91 _ %218 $208
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Source: Clear Channel, 2001 — 2003 Annual Reports (San Antonio: Clear Channel, 2001 — 2008).

Exhibit 7 JCDecaux Market Share

In 1999 Street Fumniture  Billboards Transport Total
France B8% © 29% B% 39%
United Kingdom 22% 35% 14% 22%
Germany 28% - n/a 15%
Iberian peninsula 59% 38% 18% 42%
ltaly - 10% 2% 5%
Benelux 53% 35% na 39%
Northermn Europe 54% 34% 12% 30%
Other Westemn Europe 51% 25% 8% 28%
In 2001 Furniture Billboards Transport Total
Western Europe : '

France 87% 29% 11% 35%
United Kingdom 25% 31% 20% 24%
Germany 21% 2% 11% 10%
Iberian peninsula 56% 33% 22% 39%
laly 5% 18% 59% 21%
Benelux 53% 33% 0% . 34%
Northemn Europe 59% 36% 31% 43%

705-458
Viacom Segment Data in 2003 Sales Net Income Operating Income Operating Income
$ millions' $ millions % of sales
Television $7,761 $1,238 16%
Video $5,912 -$848 -14%
_Cable Networks $5,645 $2,172 38%
Entertainment $4.101 $271 7%
Radio $2,098 $975 46%
Qutdoor $1,748 - $208 12%
Source: Viacom, 2001 - 2003 Annual Reports (New York: Viacom, 2001 - 2003).
Clear Channel Group 1999 2000 2001 2002 2003
Sales ($ million) $2,678 $5,345 $7,970 $8,421 - 88,931
Net Income ($millions) $72 $249 -$1,144 $725 $1,146
Clear Channel Outdoer 2001 2002 2003
Sales ($ mn) $1,748 $1,880 $2,174
Operating Income ($) -$32 3169 $201
*
Clear Channel Segment Data in 2003 Sales Net incom Operating Income Operating Income
$ millions - $ millions % of sales
Radio Broadcasting $3,695 $1,409 38%
Live Entertainment $2,647 $130 5%
Outdoor $2,175 $201 9%
Other $557 $51 9%
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In 2001 Furniture Billboards Transport Total
Other Western Europe 24% 45% 31% 37%
Total Western Europe 40% 24% 22% 27%
East Europe : 22% 16% 54% 19%
Latin America 1% 0% 0% 0%
Asia Pacific 27% 1% 38% 27%
Total Other Regions 36% 20% 24% 25%

Note: Iberian Peninsula (Spain and Portugal), Benelux (Netherlands, Belgium and Luxemburg), Northern Europe (Sweden,
Norway, Finland, Denmark and Iceland), Other Western Europe (Ireland and Austria). Analysis excludes Bulgaria,
Canada, Chile, USA, Japan, South Korea, Mexico, Malaysia, Macau, Switzerland.

Source: JCDecaux.
Exhibit 8 JCDecaux Financial Performance

1996 1997 1998 1999 2000 2001 2002 2003
€millions €milions €milions €milions €milions Emilions €milions € millions

Sales 461 . 506 556 932 1,417 1,543 1,578 1,544
EBITDA 207 213 230 280 386 377 405 M7
Operating profit 133 136 142 183 238 201 211 230
Net income (group share) 77 82 75 60 20 10 26 41
Total assets 683 772 678 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 Fumniture
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 0 362 384 411 443 428
EBITDA 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 3012 . 5583 581.1 591.8 570.9 555.8
United Kingdom n‘a n/a 359 - 166.8 213.4 220.9 2316 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 B6.6
Americas n/a n/a 2.9 63.5 105.9 103.4 104.2 106.2

Sales breakdown by Line of Business

1896 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 0% 0% 0% 24% 22% 22% 19% 18%
Operating Profit Breakdown by Line of Business .

1996 1997 1898 1899 2000 2001 2002 2003
Street Furniture 100% 100% 100% 85% 76% B84% 90% 88%
Billboards 0% 0% 0% 17% 19% 9% 1% 9%
Transport 0% 0% 0% 8% 9% 7% 0% 3%
Sales Breakdown by Region

1886 1997 1998 1999 2000 2001 2002 2003

France 0% 0% 54% 60% 41% 38% 36% 36%
United Kingdom 0% 0% 6% 18% 15% 14% - 15% 14%.
Rest of Europe n/a n/a 39% 37% 28% 33% 36% 37%
Asia Pacific 0% 0% 0% 8% 8% 7% 6% 6%
Americas n/a n/a 1% 7% 7% 7% 7% 7%
Source: JCDecaux, 1999 - 2003 Annual Reports (Neuilly-sur-Seine : JCDecaux, 1999 - 2003).
Exhibit 9a - Street Furniture Concession Holders—Top 50 European Cities
Rank City Country Population in millions Concession Holder
1 London UK 717 Clear Channel (Adshel)/JCDecaux
2 Berlin Germany 3.39 Wall (1)
3 Madrid Spain 2.94 JCDecaux/Cemusa
4 Rome Italy 2.55 None
5 Paris France 213 JCDecaux
6 Hamburg 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 Birmingham UK. 0.98 JCDecaux/Clear Channel (Adshel)
14 Cologne Germany 0.97 JCDecaux
15 Turin italy 0.87 IGPDecaux 53
16 Marseille France 0.80 JCDecaux
17 Stockholm Sweden 0.76 JCDecaux/Clear Channel (Adshel)
18 Athens Greece 0.75 Alma
19 Valencia Spain 0.74 JCDecaux/Cemusa
20 Amsterdam Netherlands 0.74 JCDecaux
21 Leeds UK. 0.72 Clear Channel (Adshel)
22 Palermo Italy 0.69 None
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23 Seville

24 Frankfurt
25 Saragossa
26 Genoa

27 Rotterdam
28 Essen .

29 Dortmund
30 Stuttgart
31 Glasgow
32 Disseldorf
as Lisbon

34 Helsinki

35 Bremen

36 Malaga

37 Hanover
38 Sheffield
39 Duisburg
40 Copenhagen
41 Dublin

42 Leipzig

43 Nuremburg
44 Dresden
45 Gothenburg
46 Bradford
47 The Hague
48 Antwerp
49 Edinburgh
50 Lyon

Spain
Germany
Spain
ltaly
Netherdands
Germany
Germany
Germany
U.K
Germany
Portugal
Finland
Germany
Spain
Germany
UK.
Gemany
Denmark
Ireland
Germany
Germany
Gemany
Sweden
UK
Netherlands
Belgium
U.K.
France

0.68
0.64
0.61
0.61
0.60
0.59
0.59
0.59
0.58
0.57
0.56
0.56
0.54
0.52

052
051"

0.51
0.50
0.50
0.49
0.49
0.48
0.47
0.47
0.47
0.45
0.45
0.45

- JCDecaux

JCDecaux(4)/Cemusa

Stroer

JCDecaux

Cemusa

Viacom

Stroer

Wall/Ruhfus

JCDecaux

JCDecaux

JCDecaux/Wall(1)
JCDecaux/Cemusa

JCDecaux

JCDecaux

Cemusa

Stroer

JCDecaux/Clear Channel (Adshel)
Stroer

JCDecaux/Clear Channel (Adshel)
Clear Channel (Adshel)

JCDecaux

JCDecaux

JCDecaux

JCDecaux

JCDecaux/Clear Channel (Adshel)
JCDecaux :
JCDecaux

JCDecaux/Clear Channel (Adshel)
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% of the share capital, (3) JCDecaux owns 32,35% of the share capital of IGPDecaux, (4) J[CDecaux is
present in Seville through its subsidiary Planigrama.

Source: JCDecaux.

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

Rank City

Street furniture
1 New York tender in progress JCDecaux
2 Los Angeles Viacom Decaux JCDecaux
3 Chicago - JCDecaux 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 JCDecaux
9 Detroit ‘no street fumiture program JCDecaux
10 Atlanta Viacom JCDecaux
11 Houston no street furniture program JCDecaux
12 Seatile ~ Tacoma no advertising bus shelters JCDecaux
13 Cleveland no street fumniture program JCDecaux




JCDecaux

Rank City Street furniture . Malls (2)
14 Minneapolis-St. Paul  no strest futniture program n/a

15 Miami Sarmiento/CCU JCDecaux
16 Tampa-Sarasota no street furniture program JCDecaux
17 Phoenix Viacom JCDecaux
18 Denver Viacom JCDecaux
19 Sacramento : no street fumiture program JCDecaux
20 St Louis Wall Inc/JCDecaux (1) JCDecaux

Note: JCDecaux strategy and business concept exclude cities without visible downtown areas.

(1) JCDecaux owns 50% of Wall In¢
(2) Some competitors may operate malls in the same city

Source: JCDecaux.

Exhibit 10 Airport Concession Holders—Top 10 World Airports

Annual Passengers .
Rank City in millions Concession Holder
1 London 119 JCDecaux
2 Tokyo’ 20 Local company
3 Chicago 87 Clear Channel (TMI)
4 New York 83 JCDecaux
5 Atlanta 79 Clear Channel (TMI)
6 Paris 70 JCDecaux
7 Los Angeles 61 Upcoming bid
8 Dallas 58 Clear Channel (TMI)/JCDecaux
9 Frankfurt 48 JCDecaux/Fraport
10 Houston - 42 JCDecaux
Source: J[CDecaux.

Exhibit 11 JCDecaux Advertisers by (fustomer and Industry

Company Industry % in 2003

Unilever Food and beverage 2.0%

PSA Peugeot Citroen Automobile 1.6%

France Telecom Group ~ Telecom and technology T 1.4%

Ford Motors Automobile 1.2%

L'Oreal Luxury and beauty products 1.2%

Nestlé Food and beverage 1.1%

Vodafone Group ~ Telecom and technology 1.1%

LVMH | Luxury products . 1.1%

Renault/Nissan Automobile o 11%

Hennes & Mauriiz Fashion 0.8%

Industry : 2000 2001 - 2002 2003
Leisure, entertainment, film 13.6% 12.4% 14.1% 14.0%

705-458
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Retail stores 6.6% 8.3% 9.4% 10.2%
Food and beverage 8.6% 10.3% 9.6% 8.9%
Luxury and beauty products 8.0% B8.7% 8.6% 8.8%
Automobile 72% | B.1% B.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% 2.1% 22%
Tobacco . 2.4% 2.3% 2.0% 1.6%
Other (Restaurants, Government & other) 7.4% 8.9% 9.0% 8.9%

Source: JCDecaux.
Exhibit 12 JCDecaux Leadership

Executive Board profiles

Jean-Frangois 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 orgamc 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 Group in 1989 and moved to
Spain to set up and develop the Spanish subsidiary. He then developed subsidiaries in Southern
Europe, Asia and South America, chiefly through organic growth. He has also served as Chairman
and Chief Executive Officer of Avenir since June 1999.

Gérard 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 Finance Director of the Year in France.?

Robert Caudron — Chief Operating Officer. HE joined the Group 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 Frangais and Eternit, where he was responsible for financial
operations and investments.

Jeremy Male — Managing Director of Northern and Central European Operations. He joined the
Group in August 2000. Prior to this, he was Managing Director of European Operations for Viacom
Affichage and 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 Chairman 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 (human capital management company) to increase the
recognition of this position in France.
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Jean-Pierre Decaux — Vice-Chairman of the Supervisory Board since October 9, 2000. He was
previously Chairman of the Group's subsidiary Régie Publicitaire de Mobilier Urbain (RPMU).

Christian Blanc — Member of the Supervisory Board since October 9, 2000. He is also a Member of

the French Parliament and holds directorships in Carrefour France, Thomson Multimedia France,
Coface France and Cap Gemini France.

Xavier de Sarrau — Mémber 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 Group for Europe, Africa and the Middle East before
taking responsibility for support functions worldwide within the same group. He is a former member
of the French National Bar Association (Conseil National de Barreaux) and is a Knight of the Legion
of Honor. .

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

Prof. Lothar Spith — Member of the Supervisory Board since May 14, 2003. He is Vice-President of
Merrill Lynch Europe, where he is responsible for Germany. HE served as Chairman of the Board of

Management of Jenoptik AG until June 2003. From 1978 to 1991, 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, 2003).

Exhibit 13 JCDecaux Employees, as of December 31

1998 1999 2000 2001 2002 2003

Technical . 4,297 4,295 4,369 4,667 4,539 4,380
Concession Relations C 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 g 811 878 1,046 263 965
Total " 6,180 6,501 6,782 7,336 7,079 6,815
France 3,440 3,482 3,504 3,495 3,340 3,194
Qutside France 2,740 3,019 3,278 3,841 3,739 3,721
Total 6,180 6,501 6,782 7,336 7,079 6,915
Technical 69.5% - €6.1% 64.4% 63.6% 64.1% 63.3%
Concession Relations 6.9% 7.0% 6.4% 6.1% 5.9% 5.9%
- Research and Development 1.7% 2.7% - 29% 1.8% 1.8% 1.5%
Sales and Marketing 10.3% 11.8% - 13.3% 14.2% 14.6% 15.3%
* Management and Administration 11.6% °  12.5% 12.9% 143% - 13.6% 14,0%
France 55.7% 53.6% 51.7% . 47.6% 47.2% 46.2%
Qutside France : 44.3% 46.4% 48.3% 52.4% 52.8% 53.8%

Source: JCDecaux, 2000 - 2003 Annual Reports (Neuilly-sur-Seine : JCDecaux, 2000 - 2003).
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Appendix — Street Furniture in the U.s.

San Francisco
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San Francisco

Source: JCDecawx.
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THE PORT AUTHORITY OF NY & NJ
June 27, 2005

VIA FAX 646-834-1206 and email to Bernard.Parisot@djcdecauxna.com

Mr. Bemard Parisot, co-CEQ
JCDecaux Airport, Inc.

3 Park Avenue, 33" 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, 9" 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.

1. 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. Are your percentage fees payable to the Port Authority on a “pay or
payable” basis? If no, how are your proposing payment?

One Madison Avenue, 7th Il
New York, NY 10010
T1:212 435 7000
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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.

. Please explain more clearly JCDecaux’s approach to the Bus Terminal,

PATH, and George Washington Bridge Bus Station. We noticed that they
have been lumped together and not treated as separate 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.

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), 2016 (exterior), and 2007 (PATH), what would your new MAG
and projected revenue proposal be for those facilities.

We also noted that in your proposal it takes approximately 3 years to reach
the current levels of revenues that PATH and PABT 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?

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

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

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.

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.

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?

Y our 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]. Storch
Senior Contracts Manager
Priority Procurements Division
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Out of Home
Media

Argentinag
Australia
Austria
Belgium
Bosnia
Brazil
Bulgaria
Canada
Chile
Croatia
Czech Republic
Denmark

Ntiand
France
Germany
Hong Kong
Hungary
lceland
italy
Japan
Korea
Luxembourg
Macao
Malaysia
Mexico
Netherlands
Norway
Poland
Portugal
Singapore
Slovakia
Slovema
Spain
Sweden
Switzerland
Thailand
United Kingdom
“‘nited States

‘Q uay
qoslavia
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Mr. T.J Storch June 13, 2005
Port Authority of New York and New Jersey

Purchasing Services Division

One Madison Avenue, 7" Floor

New York, NY 10010

RE: Letter of Transmittal

Dear Mr. Storch:

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.

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

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

e JCDecaux - Number | 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 & NIJ 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 B34 1201 - www.jcdecauxna.com




JCDecaux

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, 33" 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 & ] Electrical Contractors, Inc.
34 Ravenswood Lane

Scotch Plains, NJ 07076
908-322-1121




JCDecaux

Kleinberg Electric, Inc.
437 West 16™ 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 10580

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

Laurence Raoult
Secretary & CFO

200 East 64™ 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.




—
JCDecaux

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,

1Az |

—_—

Bernard Parisot
co-CEO




The Port Authority of NY & NJ JCDecaux

A. Letter 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,




The Port Authority of NY & NJ ‘ JCDecaux

A. Letter of Transmittal

L

State of Delaware

Office of the Secretary of State PAGE 1

I, EDWARD J. FREEL, SECRETARY OF STATE OF THEZ STATE CF
DELAWARE, DO HEREBY CERTIFY “SKY SITES, INC." IS DULY
INCORPORATED UNDER THE LAH-S OF THE STATE OF DELAWARE AND 1S5 IN
Gcoob srannzugﬁnﬁo %AQ A LEGAL CORPORATE BXISTENCE SO FAR AS THE
RECORDS O§~"'i‘l'l"1'ﬁ OFPICE SHOW, AS OF THE FOURTH DAY OF OCTOBER,
A.D. 19{_9_543{. 4
AND T-D0 ‘HEREBY PURTHER CERTIFY THAT THE SAID "SKY SITES,

INC.* WAS  INCORPORATED ON THE TWENTY-SECOND DAY OF JUNE, A.D.

_1930.

'AND 1 DO HEREBY PURTHER CERTIFY THAT TAE ANNUAL REPORTS HAVE
BEER FILED TO DATE.

AND I_DO HEREBY FURTHER CERTIFY THAT THE FRANCBISE TAXES

HAVE BEEN PAID TO DATE. ~

piil. -

Edward |. Freel, Secretary of State '
0Q06740

2214090 8ing

AUTHENTICATION. .
931417442 10-04-99
DATE



The Port Authority of NY & NJ l JCDecaux

A. Letter of Transmittal

1 2. Pheasc indicat e the fees 8 Mussachusetts corporation would be required 10 pay to register (o do business tu the state of
Incorporstion: $§L5 0- 0O

13. Attached to this certificate shall be a Cortificate of Legal Existence of such foreign corporation issued by m officer or
agency property mithorised n the state or couniry in which such fordgn corporstion was organized of other evidence of
legal existence acceptable 1o the Secretary. If such certificate or other evidence of such legal existence is in langnage other
then Poylish. & translation thereof, under onth of the tramslator, shall also be attached.

SIGNTD ITNDER THE PENAZTTES OF PER}H!-Y.'_GM..*H_ﬁ__d-fd Eg_ e 419 ﬂ_
0‘7/ ae - /

. . *President 7 Vice President.

. f_P("{'/Aj"_7 . "Cletk / "Aasistam Clerk or “Secreuary / "Asmistant Secretary.
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The Port Authority of NY & NJ

A. Letter of Transmittal

THE COMMONWEALTH OF MASSACHUSETTS

" '€78509
FOREIGN CORPORATION CERTIFICATE
(Genernl Laws, Chapter 181, Section 4)

I hereby approve the within Forcign Corporation Certificate and, the
fiding fee in the smount of § SO0 .00 g said
] T Hhay of

= o
u..:-‘— ol
s::;:é & mi:)tfzt{l}o lave beety filed with we Uus
== E ool 19AA
=2
s N
gx ° |
LS S
g
T &

VN
19

! WILLIAM FRANCIS GALVIN  §
3 SECRETARY OF ﬁg@n gnwmm
aepwf_ &

TO BE FILLID IN BY CLORPORATION
Photocopy of document to be scnt ton



The Port Authority of NY & NJ | JCDecaux

A. Letter of Transmittal

CERTIVICATE OF AMENDMENT
OF
CERTIFICATE OF INCORPORATION
SKY SITES, INC , a corporalion organized and existing under and by virtue of the
Genera! Corporation f.aw of the Saate of Delaware, DOES HEREBY CERTIFY:
FIRST: That the Board of Directors of Sky Sites, Inc. by unanimous wrinen consent of its
members, filed with the minutes of the board, duly adoplad resolutions setting forth a proposad
ancudmenl to the Certificatz of Incorporation of said corporation, dzclaring said amendment to
be ndvisable and calling a meciing of the stockholders of said corporation for consideration

thereo? The resolution setting forth the proposed amendment is as follows:

“RESOLVED, that elfective as of the date hereof, the Certificate of Incorporation of the
Corporation shall be amended by changing Article FIRST thersof in its enbirety to read as follows:

FIRST: The name of the corporation is JCDECAUX Alcport, [ne.™
SECOND:  That thercafler, pursuunt to resolution of its Board of Directors, a special ﬁiecting
of the stockholders of said corporation was duly called and hald, upon notice in accordance with
Scerion 222 of the Geaerul Cocporation Law of the State of Delaware at which mecting the

necessary snber of shares as required by statute were voted in favor of the amendment.

TIRD: ‘That said amendment was duly adopted in accordance with the provisions of
Scction 242 of the General Corporalion Law of the State of Delaware,

IN WITNESS WHEREOF, said Sky Sites, Inc. has caused this certificate to be signed by Joseph
Evans, its President, and attested by Jonathan Lapin, its Secretary, this y of May 2001.

SK‘{W.
By ~ ?

Prcsident
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A. Letter of Transmittal

-

Office of the Secretary of State e

I, HARRIET SMITH WIMDSOR. SECRETARY OF STATE OF THZ STATE OF

DELAWARE, DD HEREBY CERTIFY THE ATTACHED IS A TRUE AND CORRZCTT

b Sl

COPY OF THE CERTIFICATE LP*RAMENOMENT OEagSXY SITES, INC.",

CEANGING ITS Nmmﬂvmu%‘%fﬁﬁg Eﬁw '
INC.", - IS SEEae OV THE TWE T JUNE
A.D. e?ﬁ:;; M.+ G

s \

ECAUX AIRPORT

3 -‘:"
A FELES. CP OE‘ 'Ia;.s (:E‘.RTI!.*-I-m:;r ‘£ HAS BF
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Harriet Smith Windsor, Secrezary of Staze

2234930 8100 AUTHEMTICATION: 1215355

010311235 DATE: 05-27-01



The Port Authority of NY & NJ | I JCDecaux

A. Letter of Transmittal

State of Delaware

Office of the Secretary of State Pase 1

I, EDWARD J. FREEL, SESCRITARY OPF STATE OF THE STATE OF
DELAWARE, DO HEREBY CERTIFY "3KY SITES, INZ." IS DULY
INCORPORATED UNDER THE LAWS OF THE STATE OF DELAWAE? ND IS IV
GooD STANDING AND HAS A LEQAL CORPORATE EXISTENCE Bj:;\.ﬂ.\ A5 THE i@

o
RECORDS OF THIS OFFICE SHOW. AS OF THE THIRTEENTH DAY D?ILULI, )

A.D. 2300.

AND I DO HEREBY FURTHER CERTIFY THAT THE SAID "SKY SITES.

INC." WAS INCORPORATED ON THE TWENTY-SECOND DAY OF JUNE, A.D.

1530.
AND 1 DO HEREBY FURTHER CERTIPY THAT THE "ANNUAL REPORTS HAVE

BEEN FILED TO DATE
AND I DO HEREBY FURTHER CERTIFY THAT THE FRANCHIBE TAXES

HAVE BEEN PAID TO DATE.

Edward [ Freel, Secretary of State -
9557747

22349030 B3C0O
AUTHENTICATION.

001355395 07-13-39
DATE:










The Port Authority of NY & NJ

‘. 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 concession. 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.



The Port Authority of NY & NJ I JCD;ecaux

B. Executive Summary

Designing the Plan

The Port Authority’s properties can be grouped into three 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.

s 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
revolutionize 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

e 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

9
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B.

Executive Summary

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 recognizable 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.

10
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B. Executive Summary

- 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.

e 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 muilti-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.

11
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s 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 routinely 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
IBEW 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 media 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 dollar campaigns with
JCDecauy, 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.

12
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B. Executive Summary

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:

e #1 Worldwide in Transport Advertising (airports, subways, buses and trains)
e #1 Worldwide in Street Furniture Advertising
e #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:

e Constant innovation to better serve the public and advertisers

e 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

e 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.

13
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B. Executive Summary

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.

14
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The Port Authority of NY & NJ

C. Terms of Discussion

JCDecaux

9. ATTACHMENTS
ATTACHMENT 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 mformatlon,
whether or not given at the invitation of the Port Authority.

Notwithstanding 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 Information 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 disclosed, would cause substantial
injury to the competitive position af 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.

JCDecaux Airport Inc.

B

f(Signatu re) ———
co-CEO
(Title)
June 8, 2005

(Date)

15
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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 Integrity Provisions.”

16
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F. Organization Chart

Company Organization Chart

JCDecaux 5.A.

JCDecaux North America, Inc.

|

JCDecaux Airport, Inc. JCDecaux Mallscape, LLC JCDecaux Chicago, LLC JCDecaux San Francisco, LLC
35 Airport Properties in the U.S. 99 Premler Shopping Malls City of Chicago City of San Francisco
ViacomDecaux Wall USA, Inc ViacomDecaux
City of Los Angeles Boston/St. Louis City of Vancouver
50% Joint Venture 50% Ownership 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..

17
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Corporate Management Organization

JCDecaux North America

Bemnard Parlsot Jean-luc Decaus
CO-CED Co-CED

| 1 |

Operstlons Clty & Mall Properties Alrport Properties Marketing Sales Buslness Development Flnance & Adminlstration
Micolas Clochard-Bossiset  Jean-Francols Ni hon Faul den Duden Renaud Coubllerss Bob Cilka Andrew Kornictky Laurence Raoult
Cindy Sarmuel Eric Selby Gayle Zimmerman Stacey Fertis
Filnsncial Hurnan Resouroes Sales
oubs Phillppe Cavalla Kristen Tramoudakis Heath. g Eric Pen at
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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 have successfully developed and managed similar programs all over the world in more
than 150 airports, 15f}U cities and muitrple trdln subway and tram systems., We ham also
dene it right b ' [
This visionary
further.

g ]“.- arl lI o vears re

The advertlsing marketp[ace isin- constant evolution: new technology, changes in Iifesty!e
and consumer habits. Even fashlon and social trends influence how advertisers
communicate with their target auduences. JCDecaux continuously monitors and evaluates

the marketplace. We constantly adapt our offering to best meet - even anticipate - those
changing demands.

Media fragmentation is quickly increasing advertisers’ demand for Out-of-Home advertising
("OOH"). With 6% growth forecasted for 2005, it is the fastest growing media in the U.S.
OOH has become the last broadcast -medium that can not be turned off. Unlike television
with TIVO or satellite radio, consumers cannot avoid seeing a well-placed advertising
display.

OOH has traditionally been a relatively low-end medium in the U.S. Hence its small share
of total advertising spending: 2 to 3% compared with 6% in Europe. To increase 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
Qut-of-Home from a niche media into a mainstream one.

Whether it is radio, 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 attention 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 introduced the first wall wraps in airports in 1999. We continued
with high-density, top-quality networks of scrolling advertising panels in the best shopping
malls. Most recently, we introduced dramatic wallscape installations and the largest backlit
scrolling advertising panels ever built (400 square feet).
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JCDecaux knows what it takes to deliver value to advertisers.

Advertisers demand 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
create an experience. JCDecaux works with clients and agencies worldwide to do just that.
In fact, we have a division dedicated to developing this type of opportunities - JCDecaux
Innovate - always on the lookout for new products and ideas. We pride ourselves on being
very innovative but when we see a good quality product elsewhere, we do not hesitate to
enter into a partnership 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 international airports.
At Heathrow (London) for instance, outdoor signs account for 40% of the total advertising
revenues. This is to be compared with 5 to 8% at LGA and JFK, and currently none in EWR.

JCDecaux's strategy for the New York and New Jersey airports is the following:

» Increase exterior advertising signage by developing select spectacular opportunities
that will command high advertising rates,
Enhance the existing indoor programs through the addition of new, innovative products
that will attract new categories of advertisers and increase spending from current
clients. JCDecaux has recently developed 5 new products, some of which are proposed
here for the first time ever. These advertising displays will be unique as each upgrades
the passenger environment, provides traveler services, and most importantly
maximizes revenues from advertisers,
Continue to work with the Port Authority and the airlines as terminals are upgraded and
new terminals open. Current plans include the soon-to-open American Airlines T8, to
be followed by the new T9 next year, and the future new Jet Blue T5. We will
continue to work with your teams and architects to develop solutions that complement
the new buildings while delivering maximum value to advertisers, and you.
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New Interior Froducts

Prestige Digital Network

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 dolilar to be featured on these screens that will
shed a prestigious light on their brands and products.

Business First Networks

JCDecaux invented the vertical scrolling advertising unit. These units were first installed at
LGA in early 2005 and have already generated significant revenue this year. We will expand
this network to JFK and EWR. These scrolling ad displays will be strategically located near
ﬁrst class check-in and frequent flyer lounges at each airport. These units are perceived by
“major advertisers as delivering the highest value customer and command the biggest price.
_Networks of these same units installed at the two Washmgton DC airports in 2003 have
smgle _handed_ly delivered a 50% increase in sales in 2004.

PoWerPo!es

. JCDecaux has designed the first-ever branded recharge statlon for travelers. These highly
attractwe kiosks will be located in key dwell areas and near gate hold rooms. They are
des; ned to help the harried traveler by prowdlng them easy access” to recharge their cell
# phones, 1aptops and PDAs. No more sitting on the floor next. toa power outlet! Most
|mportantly, they will be a hlgh visibility opportunity For a maJor advertiser who W|II pay a
premium to sponsor these stations. Several potentlal clients have already expressed strong
_mterest for thas new product ; -

A
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Electronic Art System
JCDecaux, 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 will provide a canvass for world-renowned
artists to display their work in a digital electronic format. The New York Public Art
Foundation will supply the Artists and JCDecaux will be responsible for the commercial
element by securing multi year sponsorship revenues from Corporations

LightBags

JCDecaux first designed this new advertising fixture for our Frankfurt, Germany Airport and
has recently deployed it in Seattle-Tacoma International Airport. These innovative ad dis-
plays are designed to look like suitcases and are placed on baggage carousels. This
contextual, attractive format is not only unique but also attractive to _the'eye. We strongly
believe this unit will reinvigorate advertising sales in the bag claim areas, traditionally not
favor that by advertisers in large airports.

The Wave

JCDecaux has developed a very striking concept 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 spectacular unit in the atriums of T1 and the new T8 at JFK.

These displays will be sold at a premium to companies seeking to position themselves as
high-end brands.

Sty W BT PO AT e
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Mew Exterior Frodu

ducts
Exterior advertising is one of the fastest growing segments of airport advertising.

JCDecaux is the global leader in designing and installing these unique and high
profile signs at airports around the world.

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 desngned 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 there is
at feast $3 million 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 exterior advertising locations er are recommending include:

John F. Kennedy International Airport
o Departure side of the 3 existing JFK exterior sites on the Van Wyck Expressway
AirTrain cars exterior wraps
Sky bridges exterior wraps
Jet bridges exterior wraps
3D installations on lawn
Large 3-sided Van Wyck entrance Unipole structure in central location
Welcoming Ionic Beacon structure

LaGuardia Airport
» Scrolling backlit signs on the sidewalk outside the departure entrance to terminals
e Two large front-lit displays on the Central Terminal Parking Garage '
» Large backlit signs outside the CTB, Delta Flight Center, Marine Air and U.S. Airways
terminals
» Jet bridges exterior wraps
Newark Liberty International Airport
e Large backlit signs in front of Terminals A, B and C

e AirTrain cars exterior wraps
e Jet bridges 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)

The current advertising progrm in th PATH stations and trains is fairly antiquated and
needs revamping. The passenger demographics of the PATH are comparable to those of
the airports, making them a very valuable target for the same categories of advertisers.

JCDecaux proposes a multi-faceted plan to enhance the advertising program in the PATH
and significantly increase revenues.

This plan draws on our extensive experience in similar transit systems around the world:
London, Vienna, Hong-Kong, Santiago de Chile to name a few. In all of these cases,
JCDecaux has significantly increased revenues over the previous operators with the
implementation of state-of-the-art, high-quality programs.

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 advertisers‘ demand.

« New displays will be installed inside new cars as they are put into service. The current
format will be retained to insure consistency with other regional train advertising
programs (LIRR, Metro North). '

s Platform-advertising displays will be kept in the same format, at least for a period of
time, to make it easier for advertisers to purchase full regional coverage.

Implement new Premium Networks throughout the PATH stations
 JCDecaux will create several new Premium Networks to attract more revenue from
existing advertisers and provide opportunities for new clients.
e These new networks will deliver more value than the existing products:
- All advertising panels will be located in highly visible locations and positioned
perpendicular to pedestrian traffic. |
- The advertising panels will display 4'x6’ backlit posters behind safety glass, rather
than the current 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 in the airports for our Business First
Network. Considering the similarity of audiences, this will provide opportunities for
campaigns to cover the airports and PATH at the same time.

e The panels installed in each PATH station will 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 faces. They will be sold as 4 networks of 30 faces
each, providing 100% coverage of the audience.

Develop wall wrap locations
 Back in 1999, JCDecaux pioneered the use of wall wraps in transportation facilities. We
worked together with 3M td--develop materials that can be easily installed on various
surfaces, and removed at the end of the campaign without damaging the wall. This
new technology has quickly become a major revenue source. Advertisers Ilke the
flexibility, untqueness and spectacular aspect of these mstailatlons

« We belleve that the same techmque can be used ms:de and outside the PATH stations.
We have identified several highly visible walis in various PATH stations that will provide
a great opportumty for advertisers seeklng to make a spectacular statement. Like the
Premium Networks, it is likely that advertisers present at the airports will be interested
by these opportunltles as weII : :

Develop other types of traditlonal advertlslng dlsp!ays
e We will work with the PATH. teams to identify suitable locatlons for other types of

displays, such as medium- size cards mounted in vertical frames set on the middle
section of large escalator banks.

Develop alternative media opportunities
e By working with clients and 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 and entertaining for the public, such as floor stickers,
sampling, product placement in custom booths or vending machines, etc.

Deploy digital displays inside cars and on platforms
e The replacement of the entire fleet of PATH cars provides a unique opportunity to
consider deploying state-of-the-art display technology. JCDecaux will work together
with the Port Authority and interested 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 and other useful content funded by
advertising. : :
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» o - e

The new Worid Trade Center Transportation Hub

e As the new Santiago Calatrava- designed World Trade Center Transportation Hub is
developed, it will become a major attractlon visited by millions of commuters and
tourists every year. “This will make it a very attract:ve venue for advertisers.

e The symbolic aspect of the location makes it partlcular!y important that advertising
displayed there be presented in the most tasteful manner.

+ JCDecaux has worked with architects all over the world on simliar projects. We will
work with the Port Authorlty s teams as well as the new hub’s architects to design a

program that will be on par with the grand archltecture and extraordinary meaning of
the location. : -
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b.3 Tunnels, Bridges, Terminals and Port Commerce

The tunnels, bridges and marine terminals owned end operated by the Port Authority offer:
significant opportunities for lucrative outdoor advertising signage. JCDecaux proposes to
develop these opportunities in @ 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-

L 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 able to identify
within the brief timeframe offered during this RFP process. Upon award of the concession,
JCDecaux will immediately confirm and expand this selection of opportunities.

‘.-.‘}3;:"" . Y ;

Giant Digital Displays
¢ The toll-plazas at the New Jersey entrances to the Washington Bridge, Lincoln Tunnel
and 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 commuter is particularly coveted.

e In order to maximize revenue from this opportunity, JCDecaux proposes to install
bulletin-size LED panels (13'x 40") above the Washington Bridge, Lincoln Tunnel and
Holland Tunnel tollbooths.

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

e 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

e We have identified several locations on existing buildings and walls that could

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

Temporary Signage
+ We anticipate that over the course of this advertising concession several of the Port
Authority’s sites will be under construction and may provide lucrative opportunities
to display advertising campaigns on temporary barricades.

Alternative Media

* Some of the Port Authority’s venues offer opportunities for non-traditional Out-Of-Home
campaigns, such as sample/leaflet distribution at tollbooths, Iaser shows on a bridge,
event-related banner programs, etc.

e JCDecaux’s marketing department will work together with the Port Authonty s staff to
develop these opportunities in a way that is consistent with applicable laws and
regulations as well as public safety requirements.

Bus Terminals _
« JCDecaux will continue to operate the existing signage programs at the two Port
Authonty s bus terminals, and expand them as demand from advemsers grows.

RN N RHEREY!
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b.4 Other Opportunities

Sponsorsiips

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%, is spent on sports marketing with the balance
comprised of entertainment, the arts and specific cause marketing.

The challenge 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
driving forces behind sponsors’ decisions to enter into a contract. IEG in 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
sponsor to support a property. The most important factor in deciding to sponsor a property
or product is category exclusivity.

JCDecaux is the only company't'hat has the right combination of advertising signage experi-
ence, working-kn_owledge of your key assets, existing advertiser/sponsor relationships and
the necessary resources to deliver innovative sponsorship packages.

We will _d'raw upon our experi_e_ntes in sponsorship marketing campaigns throughout the
world to implement your program. We have recently developed sponsorship programs at the
Hong Kong Mass transit system for HSBC and for Vodaphone at Heathrow Airport.

Madaphone, Heathrow Airport
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HSBC Sponsorship Campaign - Hong Kong Mass Transit
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c. Capital Investment and Projected Revenue:

Capital Investment

Airports F $14 million
Path & Bus Terminals B $1 million
Tunnels, Bridges and Marine Terminals $5 million

Total Capital Investment '$20 million

Revenue Projections

(in $million)
_ Tunnels, Bridges
Path & Bus & Marine

Year Airports . Terminals . Terminals Total
2006 | 539 03 | 151 69.3
2007 | 633 11 | 15.9 80.3
2008 _ 735 36 187 93.8
2009 77.2 45 | 17.5 99.2
2010 81.1 5.0 i 18.4 1045
2011 85.1 | 54 | 193 109.9
042 5| o ROk | % o]0 0 115.4
2013 - 938 6.0 _ 213 1214
2014 B8E .. sl oo B8 b b gl 8 e Sl glee
2015 1085 . Jo. . BBt . P8EL 13386
1%&? 819.3 “a 1 1905 - tesa2
2016 _1086 | 69 | 247 140.2
2017 114.1 73 259 147.3
2018 119.8 7.6 27.2 154.6
2019. 125.8 80 28.6 162.4
2020 132.0 g4 300 170.4
42’3’&?"_. 1,419.6 826 3268 1,829.1
2021 138.7 88 31.5 179.0
2022 145.6 93 331 188.0
2023 152.9 8F: . . Lodad 197.3
2024 160.5 10.2 36.4 2074
2025 1685 107 38.3 2175
2 year 2,185.8 B I ELE 500.9 2,818.0
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d. Designs:

One way JCDecaux stands ahead of our competitors is by the design and engineering that
goes into our advertising displays. Our program will be truly integrated and respectful of
the Port Authority's properties character and primary function. JCDecaux understands the
overriding importance of serving the passengers and maintaining the proper aesthetics of
a public place. We 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
collection of aavertlsmg dlsplays for the Port Authorlty Facilities and Property.

Prestlge Digital Unlts ( PDU)

JCDecaux has designed and will install the first
in-concourse dlgltal advertising network ever. JFK, LGA and
EWR will have these new units strategically placed in highly

: visible locations in the concourses. They will provide full
coverage to all departing and arriving passengers.

The base of the Prestige Digital Unit is designed: after our
.Airport Amenity Units, creating a uniform look throughout
our new product lines. This elegant, silver-metallic base
will be outfitted with two state-of-the-art 57” LCD screens
mounted back to back. All of the screens in each terminal
will be synchronized to display the same content at the
same time. .The content will consist of an advertising loop
of up to 6 semi-animated advertising spots lasting about
10 seconds each. These video spots will be HDTV-quality to
make the very most of the high screen resolution.

JCDecaux will work with our advertising clients and use our extensive technical experience
to create tasteful, high-impact graphic messages.

To manage this content, 1CDecaux has developed SAMS, a proprietary narrowcasting ap
plication It ic a fuli-blown content creation, scheduling, distribution and ;“1a-ﬁrﬁac'-. system
including advanced control and monitoring fllht,ilmud!rtlf‘_!‘_’- SAMS is ciirrently used at JFK T

lohn Wayne Alrport in Orange County, as well as many airports In i‘:un_up»-- dmf Asia

An industrial 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
cat5 or fiber.

Our Network Operating Center (NOC) is hosted in our state-of-the-art data center in
Manhattan. All content programming, scheduling and monitoring operations will be done
‘there. Communication between the NOC and the local playback system is encrypted in the
standard secured SSL protocol and all servers are protected by several layers of firewalls,
isolating them from malicious attacks and viruses.
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PowerPole Network

JFK, LaGuardia and Newark will be the
first airports in the country to receive
this new, innovative product designed
with both passengers and advertisers in

mind. Most althne passengers hav
nEriencec f on of being
5'1-‘, 1 et airports o their cell nhaon
!;‘-':;)' o Or FLiA oyt of POWER, The
g A current solution is to sit on the floor

next to a power outlet when one can
be found. The PowsiPole solves this

o issue by providing power outlers at

standing level, close to passenger dweli
areas such as gate hold rooms and food
courts

The illuminated sphere at the top of the pole will be sold as part of the sponsorship package
associated with the service. The structure combines elegance and functionality. Its compact

size and footprint ensures that multiple structures can be installed without creating addi-
tional clutter in the gate hold areas.

Each unit vyij_l be equipped with four grounded 110V power outlets and a surge protector.

s LA ARG, ‘SO SR I
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APPROXIMATE MAX. WEIGHT - 150 LBS
ELECTRICAL - 120 VAC 5 AMP DRAW

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

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE.

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

JCDecaux

POWER POLE - RECHARGING STATION REV. 06/01/05
DESIGN - CUSTOM

37




The Port Authority of NY & NJ mbecaux

. Business Plan

The Wave

JCDecaux has developed a unique concept for an undulating banner that 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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Electronic Art System
JCDecaux and our proud partners at American Airlines have developed a concept that will
become the centerpiece attraction at the new Terminal 8 due to open in summer 2005,

The “Electronic Art System” 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 and entertaining experience for
the passenger that resonated 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 partnered 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 corporations have already expressed interest in sponsoring the “Electronic Art
System” thereby ensuring that the operation will not only benefit passengers and staff with
beautiful works of art but also generate substantial _r_evenue_._streams.
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LightBag Displays B

areas The adverttsmg copy is pnnted
on 3M vmyl mounted on both sides.

The transiucent shell can be pamnted

match the advertising copy s color for a
stunning effect. This fun new Format is
both contextual and aesthetically

- 5 pleasing. We strongly believe that the
accenture @ introduction of this new display will

_ boost baggage claim revenues.
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G. Business Plan

3agm/2

DISPLAY 36" X 24"

45"1/2 - 11.00" ——==
3/4"
14.00"

TN
r

APPROXIMATE MAX WEIGHT - 80 LBS
‘ELECTRICAL - 120 VAC 1 AMP DRAW

MATERIAL - UNIT CONSTRUCTED OF STAINLESS STEEL BASE
“WITH ALUMINUM FRAME AND POLYCARBONATE PANELS

% HANDLE IS NOT FOR LIFTING

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT, FOR ACTUAL DIMENSIONS

o

¢ JCDecaux

LIGHT BAG - 24" X 36" AD SIZE DOUBLE SIDED ~ REV. 06/01/05
DESIGN - CUSTOM
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JCDecaux
G. Business Plan
Vertical Scrolling Displays
Displa it, one of our most popular displays The unit display
2 ' standard-size posters on a scrolling foon. The movement of

the creat:ve adds wsual exqtement enhancing the traveler’s

experience and delivering more value to the advertisers. \Vith
thousands of scrolling units already in operation in the U5, and
woridwide, 1CDecaux has perfected this technology and made it

rotally 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 units at the PATH stations and all three
Airport facilities at key locations 1n order to maximize the
potential revenue per location.
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(;;, Bu::mess Plaﬂ

JCDecaux

A
&
1 I [ a1
k ™
/ *
= =+
] =
2 S
DOOR 73" 3/4 X 52" 5/8
VISIBLE 46" X 67"
1 "
i ; —=\Lit = wibrh
. OF STRUCTURE
«©
: Y
...52" 5/8 . 8"

APP’RCSX}MATEMAX, WEIGHT - 725 LBS

ELECTRICAL 120 VAC 4 AMP DRAW (FIXED)
120 VAC 8 AMP DRAW (SCROLLING)

MATERlALS UNIT GONSTRUCTED CF CARBON STEEL AND ALUMINUM
¢ EXTRUDED PROFILES. STAINLESS STEEL ACCENTS AND

TEMPERED SAFETY GLASS. LA
4
FINISH - ARCH&TECTURAL GRADE POWDER COAT AND BRUSHED FINISHES i
WHERE APPLICABLE. : P

SEE FA-01 FOR BASiC ANCHORING.

= - BLANK ON SFNGLE SIDED PANEL {SSF’)

DIMENSIONS E.. FOR Rg_'F__ERgm_;E ONLY - CONSULT JCD. ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

"~ SSP AND DSP ELAT

y _ ' REV. 06/01/05
DESIGN - CLASSIC '
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(3. Business Plan

[_JCDecaux

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.

Measuiing 5« 4" tiis curved sian is mounted on s coltumn
hese structur=« auinted ne 5€ ih it Fe from
the ground t S od visibil 15 [ nt an

hindrance tocl I passengers
We have already instalied these displays in IFK and we pian

to introduce them to LGA
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JCDecaux

Oiy 16'An

50"5/8

72"
\

VISIBLE 46" X 67"

APPROXIMATE MAX. WEIGHT - 300 LBS. /
(MOUNTING BRACKET NOT INCLUDED)
ELECTRECA_L_ -120 VAC 4 AMP DRAW
MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES. STAINLESS STEEL ACCENTS AND
TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT AND BRUSHED FINISHES
WHERE APPLICABLE. :

SEE FA-10 FOR BASIC ANCHORING.

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

SINGLE SIDED CURVED REV. 06/01/05
DESIGN - CLASSIC
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1/2 and 3/3 Kiosk

A Vanatlon on the Curved Column Unit, o freastandin
he placed in front of cohiming wihame fat
ertical scrolling displays not A
precisely f these units placed together form an elegan:

ndrical kiogk. These displays, a staple of our advertlsmg
programs, have recently been installed in the British Airways
ticketing area in Terminal 7 at JFK.
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G. Business Plan

53" DIA. 40" DIA.

43"

94"1/2
7 31!

18"

APPROXIMATE MAX. WEIGHT - 575 LBS

ELECTRICAL - 120 VAG 4 AMP DRAW

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES. STAINLESS STEEL ACCENTS AND
TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT AND BRUSHED FINISHES
WHERE APPLICABLE. 3

SEE FA-32 FOR BASIC ANCHORING.

DESIGN - CLASSIC

e

L JC

Decaux

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

ONE THIRDKIOSK REV. 06/01/05
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G. Business Plan

» e g ro

53" DIA.

40" DIA.

21/2"

94"1/2
73[!

1 8"

N
]

A_PPROXIMA‘I;E MAX. WEIGHT - 1700 LBS
ELECTRICAL - 120 VAC4 AMP DRAW EA'CH 12 AMP DRAW TOTAL
MATERIALS UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
° . EXTRUDED PROFILES. STAINLESS STEEL ACCENTS AND
TEMPERED SAFETY GLASS.

'F%NISH ARCHITECTURAL GRADE POWDER COAT AND BRUSHEDFINISHES
WHERE APPLICABLE.

SEE FA-30 FOR BASIC ANGHORING.

' DIMENSIONS ARE FOR REFERENGE ONLY - CONSULT JCD ENGINEERING DEPT, FOR ACTUAL DIMENSIONS

» : " THREE THIRD CYL CAL KIOSK
DESIGN - CLASSIC
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. G. Business Plan

Airport Amenity Units
We have developed the Airport Amenity Unit {AAU) with two goals in mind:
¢ Provide useful service to passengers where needed

e 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 summe_r'we are installing AAU’s in the new American Terminal 8 at JFK. Our new
design plans include the introduction of this unit throughout JFK and LGA, and Newark.
We have already installed these units in Seattle, Orange County and Des Moines.
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G. Business Plan

|
- E7" 51— 1 na|-<—
o

- 48" 7116 —————=]
]
9

VISIBLE 41" X 60"

CDeomx ] |

91" 172

———————— 33—

APPROXIMATE MAX. WEIGHT - 700 LBS

ELECTRICAL - 120 VAC 4 AMP DRAW (FIXED)
- 120 VAC 8 AMP DRAW (SCROLLING)

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM LL L =
EXTRUDED PROFILES. STAINLESS STEEL ACCENTS AND
TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT AND BRUSHED FINISHES
WHERE APPLICABLE.

*BLANK PANEL-ON SINGLE SIDED UNIT.

» S
SEE AAU-A-01 FOR BASIC ANCHORING. - ||

'DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS
AAU-02

AAU - BASIC REV. 06/01/05
DESIGN - AIRPORT AMENITY UNIT
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. G. Business Plan

Diorama

For all new Diorama installations we are introducing a new
state-of-the-art slim line Diorama unit measurlng only two
ha don'thave Lt and a quarter inches deep. Congraty to the standard

Farthoseafyou v
apilot'slicense,

drrently found thioughout Morth Smedican airpos our
new dlorama features safety glass in front of the poster
instead of PIexug%as The resiin 1w .

e aas, and a much more n‘.!LI.'-;":Li SEo RaidRTsa

Dioramas will be wall-mounted, and only placed where
they can be seen head-on by the traveling public.

Entirely new, like
where you'll go.
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G. Business Plan

L 2.62 DOOR

- 68.00 >

— — 400 — ~+— 3 00

49.00

VISIBLE 60.00 X 41.00 ‘

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

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

5502 |

DIORAMA - SINGLE ' REV. 06/01/05
DESIGN - DIORAMA STANDARD
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. G. Buc,meqc“ Maf;

Spectacular Displays

1 Dacvk-Hiumitaied units can be g
notnted or free stanuine. Each s strateglc:atiy
: : placed to deliver mass audience reach while
whodon'thave = o providing creative impact.

Forthpse of you
apilot's license.

As With the dioramas, .

S spectacuiar

and most of them use g

A Plexiglas to protect the |

We will place these displays in prominent
locations in main pas's'enger arteries, concourse
heads, next to VIP lounges and baggage claim
carousels throughout JFK, LGA and EWR. The
structure comes in a variety of configurations
including: 4’ x 10%, 6 x 6’ and 6" x 12~

; .uﬂ-sam't“nm’
e ‘...m AR
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= 120.00" =]
4.00—s] jm— rx.oe" — ) f=— 4 00"
1|
40.00" 48.00"
112.00" s
; Ll
—] f— 2.63"

DOOR

APPROXIMATE MAX. WEIGHT - 350 LBS
ELECTRICAL - 120 VAC 10 AMP DRAW

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

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE.

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

DIORAMA - 4' X 10' SPECTACULAR REV. 06/01/05
DESIGN - DIORAMA STANDARD
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' JCDecaux

(. Business Plan

74.00" -

4.00" ——==

74.00"

66.00" oy

—f —zee

DOOR

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

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES WITH TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE.

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

]

ecaux
DIORAMA - 6' X 6' SPECTACULAR REV. 06/01/05
DESIGN - DIORAMA STANDARD
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G. Business Plan

146.00"

4_00"'4‘ —— r“_ogn o ts— 9.00"

I I

80.00"

3.00" —=!
TYP

66.00"

132.00"

: 3.00"
e DOOR

50" —ef———

APPROXIMATE MAX. WEIGHT - 850 LBS -
ELECTRICAL - 120 VAC 20 AMP DRAW

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES WITH TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE.

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FORACTUAL DIMENSIONS

DIORAMA - 6' X 12"

. _ _ REV. 06/01/05
DESIGN - DIORAMA PICTURE FRAME
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JCDecaux
. Bu mew Plan
Wraps

Larqe head -on wall wraps are h;gh!y coveted by advertlsers who view
them as perfect opportunities to separate themselves from the generai vzsual clutter that

tends to prevail in transit facilities. As such, ti command vary high prices
have twoe additional benefits: they do not creats a0y mpediment to traftic, @
Jhen the iocation is not under contract, the wali can he feft clean Exact measurements

and advanced postmg technigues ensure that the wall facades are free of any “bubbling”, to
further assure a quality visual experience.

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

b

o ,;.u";i.'.-mkn\nﬁyﬁ'
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G. Business Plan

We currently install banners throughout the terminals at JFK and LGA airports, and will
expand this product to EWR as well. Banners can also be used for temporary campaigns,
on outdoor locations, hanging from lampposts or other vertical structures.
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(5. Business Plan

Stretched banners
Stretched banners can be placed on outdoor walls, allowing wrapping of any vertical surface

for a spectacular effect. We propose ta use this technique in particular at the New Jersey
entrance of the Lincoln Tunnel.
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G. Business Plan

Exhibits

We will offer exhibit opportunities throughout JFK, LGA and EWR Airports, as well as ma}or
PATH statlons such as 33th street, Hoboken and the World Trade Center

b i . i
) it Rtabie lGcat

o leinslk displave or more &laborats jnstal

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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(2. Business Plan

JetBridges

Jetbridges are the newest form of airport advertising and have tremend
impact. Wall Wraps legatsd he lethrd by

ous visual

the f the airplan

t my Hoae terrpdnia! o frorn
mAvertitans s firot ot SrET FEav e are «

Je travears <ec. These powerful ads are

available in different sizes and formats.
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HSBC Sponsorship Campaign - Hong Kong Airport
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G. Business Plan

Daktronics Pro Star Video Display Plus
JCDecaux will install the most dynamic, eye-catching and technoiogzca!ly advanced LED

Video display units available in the market today. Thiee Daltronics ProStar Video Plus

isplays will be placed above the tolibooths at the George v-;afsi-n:'-ﬂrr-r" [“"';,-'rt..\___.lf_ Lincaln
Tunnel and Holland Tunnel, These spectacular digital displays measure 12° x 38.5" and
-.j-uarani’e_—c excellent visibility and image quality 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 in__tenSity of individual modules. The
module design i'nc_ludes louvers that add contrast to the display face, reducing glare and
keeping the display bright even in direct sunlight. Screen intensity automatically adjusts
with outside luminosity. '

Control systems gwe the ability to adjust color, gamma and brlghtness settings,
guaranteeing that a dxsplay looks like new throughout its lifetime.

JCDeca'ux Will work with each advertiser to design the most effective creative and make the
most of the LED screen charactenstlcs We will also work Wlth KeyFrame, a division of
Daktronics that specializes in wdeo graphic creation. '

To manage the video content JCDecaux will use its proprietary narrowcasting application
called: SAMS It is a full- blown content creation, scheduling, distribution and playback
system mcludmg advanced control and monltormg functionalities.

Our N_etwc:rk Operating Center (NOC) is hosted at the s_tate-of—the art JCDecaux data center,
All co_nteht programming, scheduling and monitoring operations will be done there. All
components (electrical, networks, servers, etc.) are highly redundant in order to ensure
high availability of the systems. Communication between the NOC and the local playback
system is encrypted in the standard secured SSL protocol and all servers are protected by
several layers of firewalls, isolating them from malicious attacks and viruses.
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G. Business Plan

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 10" x 20
exciuding the base which is custom buili. It
is a back illuminated sign finished in brushed
aluminum with a glazed door
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15.75" —«— 2L —+
S O, e e
&
3
% . ’ o
¥ . VISIBLE : g
n l 19'-81/4"x9' =10 1/8" l -
LLip- ] — T L, . ’
— = F o ] - - - R
= . v
s
| z-e
0 | | -
1600"_ 1 |
DIA
¥ " v GROUND

APPROXIMATE MAX. WEIGHT - TED LBS
ELECTRICAL - 120 VAC XX AMP DRAW

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES WITH TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

e
t JCDecaux

BILLBOARD - 10' X 20'  REV.06/01/05
DESIGN - WILMOTTE
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| 4

Foster Ambassadorial Beacon

e Gf the most el
sxterinr advertising displays of any atiport in the wor
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 not compromised.
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The Port Authority of NY & NJ rjénecaux
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APPROXIMATE MAX. WEIGHT - TBD LBS
[ELECTRICAL - 120 VAC XX AMP DRAW

MATERIALS - UNIT CONSTRUCTED OF CARBON STEEL AND ALUMINUM
EXTRUDED PROFILES WITH TEMPERED SAFETY GLASS.

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS

!_-J;[;eéau:: CD-06
e gh S ~~ COLUMN - FOSTER AMBASSADORIAL BEACON  REV. 06/01/05
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G. Business Plan

Unipole - 3-sided (27°x 367)

S, Designed and installed by our offices in Amsterdam, Holland,

R this unit will be another first 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.

Wiy DO YOU FLY?

Tobaryg vt o tr mew irardy

The iocation of this unit was specifically identified at JFK
to ensure 360-degree visibility and therefore enable us tc
command a high rate policy for the location.
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The Port Authority of NY & NJ
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e, Implementation Plan: Engineering, Production & Instaliation

JCDecaux is the only Qut-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.

d 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 ccmponents 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

e JCDecaux will utilize its own internal Research & Development department in the U.S.
for the design and engineering of our proprietary displays.

» JCDecaux will develop all detailed production drawings, electrical schematics,
manufacturing and foundation/structural specifications, which will be sealed by licensed
engineering firms based upon the PANYNJ requirements.

¢ All of our advertising ﬁ:(tu'res are made of high quality materials and capable to
withstand the harshness of “public life” for many years both indoor and outdoor. They
are also demgned for easy maintenance and repair, ensuring that they will always be
kept in “as new” condition by our trained manntenance teams.

Supplier Sourcing

e Our very experienced procurement team will source quali_ﬁed vendors that can
fabricate and install our designs, based on JCDecaux’s stringent specifications and
under our strict supervision. _

e Qur team has 15 years of experience ytilizing the NYC metro supplier base.

e We apply thorough and stringent selection criteria for our vendors and suppliers:
available equipment and tooling, staff structure and experience, financial viability, MRP
and design software, safety practices, quali'ty assurance systems, trade license.
union affiliations and MBE/WBE certification from the Port Authority.

e Our selection process is based on an extensive review, analysis and stringent
rating system, to select the best overall qualified companies.

e 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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G. Business Plan

Quality Assurance
e Based upon the globally recognized ISO 9001:2000 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

e On-staff JCDecaux supervisors and project managers will oversee the installation of our
advertising fixtures.

e We will work directly with local unions, including IBEW Local 3 (Electrical), IBEW Local
137 (Sheet Metal & Poster Hangers) and IBEW Local 164 (Electrical).

e We will utilize PANYNJ-certified M/WBE contractors to exceed the Port’s participation
requirements.

* We will work within PANYNJ and TSA’s security requirements to ensure safety for our
teams and the public at all times.

e We will endeavor to minimize impact on the public by working during off-peak hours.

* We will ensure that all Port procedures are followed from the TAA submittal to final
punch lists. _

e We will keep our contact person at the Port Authority informed at all times of the
progress and completion of the work.
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G. Business Plan

f. MBE/WBE Participation Plan

 Selection of Cert:ﬁed COntractors for Construction and Installation iy
JCDecaux has the most stringent supplier and contractor selection criteria in the mdustry
Potential suppliers are selected based upon their capability in regards to staff structure,
available equipment, project management systems, safety practices, and quality assurance
methods. Our Procurement, Operations, and Quality Assurance Team is very familiar '

with local electrical, construction, and instaliation firms that will be required to meet the
full range of services for the installation phase of this project. For this program we have
conducted a comprehensive review of the Port Authority MBE/WBE certified contractor
listing to determine the best-gualified subcontractors. We have analyzed the capabilities of
more than 100 specialty contractors and we have met directly with 15 companies.

MBE/WBE Program Experience

As we do with many of our public works contracts in North America, we promote the use

of qualified MBE/WBE partners. We work closely with these companies to ensure that
manufacturing, construction, and installations are all synchronized. For our Chicago

Street Furniture Program we exclusively used MBE/WBE firms for electrical, concrete, and
installation work for more than 1725 advertising structures that have been installed to date.
The Chicago RFP required hiring 25% MBE firms and 5% WBE. We have exceeded that
threshold, 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 that are organized by the FAA and 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 share in the revenue potential of the advertising concession.

Local Contractor Participation

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 subcontractors 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
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 16" Street, New York. 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
.Paul Kleinberg.

Kleinberg Electric, Inc. is presehtly-wo_rking on various Port Authority projects. We are a union shop
employing over 150 Local No. 3, .B.E.W. members familiar with all the rules and regulations required when
working at the Port 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 make this project a success. We would be proud to work 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,

(i I

|

President

ldeinberg electric inc. 437 West 16th Street New York, NY 16011 {212) 206-1140 FAX {212) 206-6754 licensed electrical coniractor
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May 25. 2005

JCDecaux North America

Attn: Bill Haddock '
Director of Materials Management
440 Route 17 North

Swite 10

Hasbrouck Heights. NJ 07064

Dear Bill,

ch'inberg Electric is a Woman’s Business Euterprise electrical contracting corporation. with offices at 437

- West 16" Street. New York. Kleinberg Electric has been in existence since 1979 and performs electrical
contracting work for, public works projects. The continued vitality of Kleinberg Eleciric as an ongoing
entity is dependent upon continued close munagement of the corporation by Carol Kleinherg as assisted by
Paul Kleinberg. -

Kleinberg Electric, Inc. is presently working on various Port Authority projects. We are a union shop
employing over 150 Local No. 3, LB.E.W. members familiar with all the rules and regulations required when
working at the Port Authority of NY & NJ.

Based upon our meetings with Eric Selby and yourself. 1 feel confident that Kleinberg Electric, Ine, as part of
your team will make this project a success. We would be proud to work with JCDecaux in their efforis to
significantly improve the appearance of the Port Authority facilities.

Thank you for including Kleinberg Elct}_ﬁic. 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, .
iy Do,
Carol Kleinbrg /

President
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Lic. # 7114

ELECTRICAL CONTRACTORS, INC.

Commercial ¥ Industrial * Communications
34 Ravenswood Lane * Scotch Plains, NJ 07076

Main Office Newark Office
908-322-1121 973-242-4284
908-322-4709 Fax Fax 873-242-5738
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,

Thank you for including S&J Electrical Contractors, Inc. as a potential contractor for the Port
Authority of NY & NJ Advertising Program. We would be proud to work with JCDecaux to
significantly improve the appearance of our airport as well as the experience of people from all
over the world who pass through Newark Liberty Intemahonai Airport.

In our meeting with you and Eric Buchman you asked S&J Electrical Contractors, Inc. to consider
the complete installation of advertising signs. Based on these discussions, | feel confident in
offering S&J Electrical Contractors, Inc., services to execute this project. | am sure that we can
exceed your production and quality expectations, as well as meet your demanding schedule.

If awarded th:s project, S&J Electrical Contractors, Inc.. will ded:cate 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 bolsters this. :

S&J Electrical Contractors, Inc. is a union shop employing Locals 102 and 164 members who
have multijurisdictional 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 it 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 key” approach are Continental Airlines, The Haskell Company,
and Air Canada Airlines.

We look forward to working with you on the development of this project.

Sincerely yours, e
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Lic. #7114
ELECTRICAL CONTRACTORS, INC.
Commercial * Industrial * Communications
34 Ravenswood Lane * Scotch Plamns, NJ 07076
Main Office Newark Office
a06-322-1121 973-242-4284
908-322-4704 Fax Fax 973-242-5738

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,

‘Thank you fcr including S&J Electrical Contractors, Inc. as a potential contractor for the Port

Authority of NY & NJ Advertising Program. We would be proud to work with JCDecaux to

significantly improve the appearance of our airport: as well as the experience of people from all

over the world who pass through Newark Libérty International Airport.

In our meeting with you and Eric Buchman, you asked S&J Electrical Contractors, Inc. to consider
the complete instatiation of advertss.lng signs. Based on these discussions, | feel confident In
offering S&J Electrical Contractors, Inc., services 10 execute this project. | am sure that we can

exceed your p;oduction and quality axpectations, as. well as meet your aemanding schedule.

if awaraed this project, S&J E]ectrical Contmcmm. Inc., will dedncate & portion of our 6,000
square foot Roselle Warehduse and 60 plus staff to the successful installation of the advertising
signs. Our experienced personnel can fully supervise and implement the progess from initial
prototype work through installation. Our significant supplier base, most of which are located in
New Jersey, further bolslers this.

S&J Electrical Contraclors, Inc. is a union shop employing Locals 102 and 164 members who
have multi- ;urtédicttcmal experience in all aspects of Electrical, Communications, and Fiber
Optics. Our expertise is particularly well suited for this program hased on our ability to fully
manage virtually any size project so it can be readily installed. As part of our comprehensive
approach, each adveritslng sign will be fully inspected and tested. Among Lhe many coimpanies
that have benefited from this “turn key” approach are Continéntal Aiflines, The Haskell Company,
and Air Canada Airlines.

We look forward to working with you on the development of this project.

Sincerely yours,
-

30 Irigaray
ent
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ELECTRIC BORPORATION
May 25, 2005

JC Decaux 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 Decaux 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 of one of New
York City’s most experienced management teams. '

If 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 subsequent efficiency in
which a particular project is performed is greatly increased. ' '

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 hesitate to contact the undersigned.

Gary J{Glass

30-30 Northern Bivd, Long Island City, NY 11101+718-7B4-8010rax 718-784-3015»www.quantumec. com
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May 25 2005

JC Decaus North America

Mr William Haddock

Dhrector of Matersals Managemend
440 Route 17 North

Suite 10

Hasbrouck Heights, NJ 17604

Re Port Authority of NY & NJ Adverusing Project
Dear Bill:

Thank you for includmy Quantum Electric Corp. as part of the Port Authority of NY &NJ Advertising

proposal. After mécting with you at our office to review the scope, schedulmg, and expectations

required for a job of this magnitude we feel confident our ability and look forward'to partnermg with
b JE Decaux m New York ity '

Quantum Electric Corp, 15 an IREW Locul #3 union shop and a NYU certihed MBE. We currently
employ berween sixty and one hundred highly gualificd field personnel with the support of one of New
York City's most experienced management 1€ams.

Il awarded the project, Quantum Electric Corp. would provide a dedicated team consisuny of a project
exveutive; field supervisor, and 3-S man crew who would work on the New York City project. It has
been our experience that by maintaining a set crew, the leaming curve and subsequent efficiency in
which a particular project is performed 1s greatly increased

We are proud to be considered lor the Port Authonty of NY & NJ A‘_c'l'\ ertising project and welcome the
oppartunity to work together in the futurc.

Sheuld you require any additional information. please do not hesilate to contac the undersigned.

!

. s
Very tral¥ yadrs, /7
At

’ \.d :
" l';,"’/ St 'r'f { . 1.1\
it S Y J \ \: PN
s dth FlL ! i ~
Richard Subel, PI- ) Giary J:‘},(ﬂa.‘;:i
2] i I 0 IR 48070 7 -
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. Sheet Metal Workers’ International Association
SIGN MANUFACTURERS AND ERECTORS

ANTHONY MASTANDUNG STEVE DODD
Vice President LOCAL UNEON NQ, 137 Business Representative
MNew Jersay
RICHARD QUARESIMA N it %
Financial DANTE DANO, JR.
Secretary-Treasurer 21-42 44ih Drive Phone (718) 937-4514 Businsss Representative
New York
Long lsland City, N.Y. 11101 Fax {718} 237-4113
PAUL COLLING JR.
President &
Business Managsr
May 26, 2005

The Port Authority of New York & New Jersey
Purchasing Services Division

One Madison Avenue, 7" Floor

New York, NY 10010

ATTN: T. . Storch
. 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
perform the function of the changing of advertising media and the cleaning and maintaining of
the advertising structures for JCDecaux at JFK and LGA airports.

We have worked with the management representatives of the company to fairly provide good
salaries, healthcare benefits and pensions for our membership through difficult 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.

g AFFILIATED WITH
Building and Construction Trades Council of Grezrer Mew Yark « m; and Construdction Trades Council of Maisaw and Sulfole Countes «
Buitding and Consoructon Trades Councl of Westchester and Pumnam = Eusex County Building and Construmtion Trades Counell »
Elizabeth and viceiry Buiiding Trades af Union County « Mew Tork Smue AFL-CIO » New Tork City Caneral Labor Councll = Naw Tark Memd Trades District Councit
hew York Seate Building and Construction Trade Council, AFL-CIO = Mew Tori Sizie Council of the Sheet Memi Warkers' Inteenational Asseclation
Mew jersey State Coundi of the Sheet Mewl Yorkers Internstional Azzachoon » Usion Label and Service Trades Council of Groater Mew Yark and Long Isand
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We are pleased to support JCDecaux’s efforts to secure a new contract for advertising on behalf
of the PANY &NJ which would be of benefit to our membership.

As always, if you should have any questions, please feel free to contact my office.

Sincerely,

Patil Cblling, Jr.

President/Business Manager

PClijc
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May 26. 2005

The Port Authority of New York & New Jersey
Purchasing Services Division

One Madison Averue. 7% FFloor

New York. NY 10010

ATIN: T. I Storch

REF: Advertising Opportunities REP number 0000007920

'{.icar .Mr. Storch:

We are pleased to submit this letter to confinm our long-term relationship with JC Decauy.

Sheet Metal Workers” Intemationat Association [ocal Union 137 represenis the employees thay
perform the funciion of the changing of advertising media and the cleaning and nuaintaning ol
the advertising structures for JCDecaux at JFK and LGA airponis

We have worked with the management representatives ol the company 1o tairly provide good
saluries. healthcare benefits and pensions for our membership through difficult times including
the Gulf War and 91 1. which have had significant impacr on airport advertising. We have
worked with JCDecaux through the many physical changes that have taken place 1o securé our
New York airports since 1900

We have Tound them to be reasonable and faie employers that have taken an imterest i the
welibeing of their employees and their tamilies and hive demonstrated their eivice corporate
responsibility
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Papl Chllind J1.

President Business Manager
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The Port Authority of NY & NJ l JCDecaux
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 $million) 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 115'0'31'
Airports 350| 350| 350| 350| 350| 350| 350| 350| 350( 350| 3500
Path & Bus Terminal 02| oe| o8| 12| 12| 12| 12| 12| 12| 12| 100

Tunnels, Bridges and Marine Terminaly 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| 398| 40.2| 402| 40.2| 40.2| 40.2| 40.2 | 40.2 [ 400.0

20-Year
2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | 2023 | 2024 | 2025 TOTAL

Airports 350| 350| 350| 350| 350| 350| 350| 350 350| 350 700.0
Path & Bus Terminal 1.2 12 1.2 1.2 1.2 1.2 1.2 1.2 1.2 1.2 220
Tunnels, Bridges and Marine Terminaly 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| 402 402 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:

Airports 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

H.1 Revenue to the Port Authority

| JCﬁecaux

Projected Percentage Fee Payments to the Port Authority

Based on our projccted revenues, JCDecaux expects paying the following amounts to the

Port Authority

(in $million) 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 }%‘;i‘:_’
Airports 37.7| 443| 500| 525| 55| 579| e08| 638| 67.0| 704 559.5
Path & Bus Terminal 02| o7| 24| 29| 33| 35| 37| 38| 41| 43 28.9
Tunnels, Bridges and Marine Terminals 76| 79| 83| ss| 92| 97| 101]| 107[ 112]| 117 95.2

Total Percentage Fee| 45.5| 52.9| 60.7| 642| 676 711 746| 78.4| 823| 864 683.6
(in $million) 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022 | 2023 | 2024 | 2025 1;"5;":{:_’
Airports 739| 776| 814| 855| 898| 943| 99.0| 1039 100.1 | 1146| 14887
Path & Bus Terminal 45| 47| s0| s2| ss| s7| eo| 83| er| 70 85.5
Tunnels, Bridges and Marine Terminals 123 [ 129 13.6| 143| 15.0]| 157 16.5| 174 182 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 | JCDecaux
H.1 Revenue to the Port Authority

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.) remain 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

H.1 Revenue to the Port Authority

' JCDecaux

John F. Kennedy International Airport

Interior Displays

(Please refer to maps on pages 113 to 133 for locations)

Type of Display T1 T2 T3 T4 T6 T7 OidT8 | New T8 | Total
Diorama 23 2 15 9 12 29 13 0 103
Airport Amenity Unit 0 4 1 0 1 0 1 7 14
Vertical Displays 5 2 8 9 4 17 3 11 59
Business First scroller P 1 3 2 0 3 1 2 14
Prestige Digital Network Unit 4 3 3 3 4 3 2 2 24
4' x 10" backlit display 13 2 12 0 0 1 7 0 35 |
6' x 6' backlit display 3 5 0 0 0 4 0 6 18
6' x 12' backlit display 0 0 0 6 0 2 0 0 8
Custom Spectacular backlit 10 0 0 6 1 0 3 3 23
Wall Wrap 49 8 18 41 34 46 38 7 241
Banner 15 0 0 25 B 3 0 0 47
The Wave 1 0 0 0 0 0 0 1 2
PowerPole 7 6 8 8 8 5 6 6 54
Exhibit 3 1 2 1 2 3 0 2 14
Bag Deck Diorama 0 0 0 7 0 0 0 0 7
LightBag 5 2 14 7 9 8 9 0 54
Jet Bridges interior wrapping 11 10 16 17 20 12 11 17 114
Total 151 46 100 141 99 136 94 64 831
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The Port Authority of NY & NJ
H.1 Revenue to the Port Authority

| JCDecaux

John F. Kennedy International Airport

Exterior Displays
(Please refer to map on page 110 for locations)

Unit # Location Display Type Ad Size
1 Van Wyck expressway New backlit display 90'W x 20'H
2 Van Wyck expressway New backlit display 103'W x 6'H
3 Van Wyck expressway New backlit display 103'W x 6'H
4q T1 exterior glass wall Cling wrap on glass
5 T1 AirTrain connector Cling wrap on glass
6 Delta AirTrain connector Cling wrap on glass
7 T7 BA AirTrain connector Cling wrap on glass
8 T4 Garage Stretched banner
9 Roadway inner loop Unipole 3-sided spectacular 36'W x 27'H
10 Van Wyck - arrivals Foster Ambassadorial Beacon 10'W x 30'H
11 Van Wyck - arrivals Foster Spectacular 60'W x 20'H
12 Van Wyck - arrivals Existing backlit display 103'W x 6'H
13 Van Wyck - arrivals Existing backlit display 103'W x 6'H
14 Van Wyck - arrivals Existing backlit display 90'W x 20'H
15 Van Wyck - Lawn 3D Installation
16 114 Jet Bridges Exterior branding
17 AirTrain cars Exterior wraping
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The Port Authority of NY & NJ

H.1 Revenue to the Port Authority

JCDecaux

Newark Liberty International Airport

Interior Displays

(Please refer to maps on pages 136 to 147 for locations)

Terminal B

Type of Display Terminal A Terminal C AirTrain Total Airport
Diorama 29 57 51 60 197
Double diorama 0 4 0 0 4
Vertical Diorama 0 14 0 0 14
2-sided pedestal Diorama 14 3 0 0 17
Small vestibule diorama 0 0 26 0 26
6 x6 15 18 55 10 98
7x11 3 0 1 0 4
Overhead spectacular 0 0 22 0 22
Wall wraps 3 11 3 0 17
Sofit wraps 9 1 11 2 23
Window cling 7 4 0 0 11
Floor Exhibit 3 3 3 0 S
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
Light Bags 9 15 13 0 37
Jet Bridges Interior wrapping 26 25 48 n/a 99
Total Displays 119 166 222 87 594
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The Port Authority of NY & NJ

H.1 Revenue to the Port Authority

l JCDecaux

Newark Liberty International Airport

Exterior Displays
(Please refer to map on page 134 for locations)

Unit # Location Display Type Ad Size
1 Front of Terminal A building Backlit Wilmotte Display 20'W x 10'H
2 Front of Terminal B building Backlit Wilmotte Display 20'W x 10'H
3 Front of Terminal C building Backlit Wilmotte Display 20'W x 10'H
B Exit Booth Banner
5 All Jet Bridges Exterior branding
6 AirTrain cars Exterior wrapping
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The Port Authority of NY & NJ

JCDecaux
H.1 Revenue to the Port Authority
PATH
32nd Street Station
Unit# |Location Display Type Ad Size
1 Track bulkhead Freestanding Single sided scrolling panel 46™"W x 67"H
2 Track bulkhead Freestanding Single sided scrolling panel 46™"W x 67"H
3 Track bulkhead Freestanding Single sided scrolling panel 46"W x 67"H
4 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
5 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
6 Station wall Wall-mounted single-sided scrolling panel 46"W x 87"H
7 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
8 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
9 Station wall Wall-mounted single-sided scrolling 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 single-sided scrolling panel 46"W x 67"H
12 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
14th Street Station
Unit# |Location Display Type . Ad Size
13 Station wall Wall-mounted single-sided scrolling 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 single-sided scrolling 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 scrolling panel 468"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 Freestanding Single sided scrolling panel 46"W x 67"H
20 Track bulkhead Freestanding Single sided scrolling panel 46"W x 67"H
21 Track bulkhead Freestanding Single sided scrolling panel 46™"W x 67"H
22 Track bulkhead Freestanding Single sided scrolling panel 46"W x 67"H
23 Track bulkhead Freestanding Single sided scrolling panel 46"W x 67"H
24 Track bulkhead Freestanding Single sided scrolling panel 46"W x 67"H
25 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
26 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
27 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
28 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
29 Station wall Wall-mounted single-sided scrolling panel 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 JCDecaux
H.1 Revenue to the Port Authority
PATH
Pavonia [ Newport
Unit # Location Display Type Ad Size
31 Station corridors Freestanding double-sided scrolling panel 46"W x 67°H
32 Station corridors Freestanding double-sided scrolling panel 46"W x 67"H
33 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
34 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
35 Station wall Wall-mounted single-sided scrolling panel 46"W x 67°H
36 Escalator soffit Wrap
37 Corridor Wrap
38 Corridor Wrap
39 Corridor Wrap
40 Corridor Wrap
Journal Square
Unit # Location Display Type Ad Size
41 Station corridors Freestanding double-sided scrolling panel 46"W x 67"H
42 Station corridors Freestanding double-sided scrolling panel 46"W x 67"H
43 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
44 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
45 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
46 Escalator soffit Wrap
cha ce
Unit # Location Display Type Ad Size
47 Station corridors Freestanding double-sided scrolling panel 46"W x 67"H
48 Station corridors Freestanding double-sided scrolling panel 46"W x 67"H
49 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
50 Station wall Wall-mounted single-sided scrolling panel 46"W x 67°H
51 Station wall Wall-mounted single-sided scrolling panel 46"W x 67"H
52 Escalator soffit Wrap
53 Escalator soffit Wrap
54 Station wall Wrap
55 Station wall Wrap
56 Exterior soffit Wrap
dT
Unit # Location Display Type Ad Size
57 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
58 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
59 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
60 Station corridors Freestanding Single sided scrolling panel 46"W x 67°H
61 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
62 Station corridors Freestanding Single sided scrolling panel 46"W x 67°H
63 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
64 Station corridors Freestanding Single sided scrolling panel 46"W x 67"H
65 Escalator soffit Wrap
66 Escalator soffit Wrap
67 Station wall Wrap
68 Station wall Wrap
69 Station wall Wrap
70 Station wall Wrap
71 Station wall Wrap
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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, facing 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, facing west Daktronics Pro Star Video Display 38.5W x 12’H
9 Above tollbooth, facing 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 Interchange north of toll booth V-shaped 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 building facing NJ Wrap 40'W x 13'H
15 Administration building facing NY Wrap 40'W x 13'H
16 Central island west of train tracks 2-sided bulletin 48'W x 14'H
17 North side of highway, west of toll V-shaped 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
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Quterbridge
(Please refer to map on page 172 for locations)
New Jersey Side
Unit # Location Display Type Ad Size
19 North side of highway V-shaped 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 for locations)
New Jersey Side
Unit # Location Display Type Ad Size
23 North of highway east of Margareth St. abutement V-shaped bulletin structure (2 faces) 48'W x 14'H
New York Side
Unit # Location Display Type Ad Size
24 Above tollbooth 2-sided bulletin 48'W x 14'H
25 South of highway east of tollbooth V-shaped bulletin structure (2 faces) 48'W x 14'H
neT s
New Jersey Side
Unit # Location Display Type Ad Size
26 - 35 Locations to be determined 2-sided or V-shaped bulletins 48'W x 14'H
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DESIGNING THE ADVERTISING PLAN

Evaluating the Market
Different advertisers target different demographics: business or leisure, domestic or
international, consumer or professional, gender and ethnicity, are a few examples of the

parameters that matter. JCDecaux analizes the data to match the right advertisers to the
right audience, with the right product.

The portfolio of assets that the Port Authority is offering for advertising opportunlhes
through this RFP is very diverse from this stand point. In order to maximize revenues from
~their advertzsmg potentzal 1t !S mportant to properiy analyze and evaiuaue each venue.

JCDecaux does not only rely 'o'n our extensive experience with atrports, transit systems and
cities worldwide to design our programs and evaluate each facilties potential. We conduct
very specific research, using sophisticated market research tools and services that provide
us with precise information on the demographu:s of each facility’s patrons:

Arbitron’s Scarborough‘“ Demographlc Data descrlbes the travelers in terms of

demographic profiles, lifestyle charactenstlcs, and purchase intentions. This data is
updated quartedy ;

SCARBOROUGH]

Maplnfo““ isa census—based research tool analyzing local market consumer demographlcs
down to the zip code/block group level.

£ Maplnfo

DullesAirport

. John F Kenr\er!y-miﬁar\t
 JCDecaux primary coverage area. [ ] Eé!ﬁmqrgewa's_h ington

{a rea where 56%+ of all air travelers lntem‘éﬁﬂﬁél Alrport -
used IFK as a pointof depam.lre)

2 JCDecaux pnrrlary coverage area
{area where 55%+of all air fravelers
use BWI as a point of departure).
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_Idanttfymg Potentla! Advert;sers
Once we have establishaa the fadility's demographics, we then identify the potential

25 using additional sophsstucated 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.

Pro @

Advertising Database is a comprehensive national database of advertising clients, their key
decision makers, and their advertising agencies.

@ivertisin g Database

Ad Sales-Fax is a weekly update of the latest news concerning advertisers and their
marketing plans. It provides information on new ad campaigns, the media types belng
considered, and specmc contact information for proposals.

Designing the Advertising Program

The next step is to design an advertising program that will deliver maximum value to the

advertisers, convey their message efficiently to their target audience, enhancing the public’s
experience without interfering with the primary function of the location. In order to analyze

~ the asset opportunities at each facility, we follow these three simple steps:

1. Logk at each venue individualily
- 2. Study the environment, physical structure, passengers movement and demographics
. -_Cre‘ate custom advertising products that fit

This methodology results in plans that can be qurte diffe.rent from one venue to the other.
The plan we have devised for the Port Authority’s assets is a reﬂectzon of this. The products
we are proposing to deploy inside the airport terminals are not the same as the ones we
propose to implement on outdoor locations. On the other hand, because of the similarities
in demographics, the PATH will receive certain products that are the same as in the airports.
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DETAILED PLAN BY FACILITY
AIRPORTS

JCDecaux has been successfully working at JFK and LGA airports for many years and
already know the passenger demographics at these airports quite well. Nevertheless,
we constantly monitor their evolution, as new trends may appear that could attract new
categories of advertisers. New technology and a constant search for new ideas that can
stir advertisers’ interests has lead to the development of new products that produce
more revenue. Our plan for the New York/New Jersey airports is a good example of our
approach.

Demographics
LaGuardia

Traveler Charactertsttcs

NY DMA adults departing from LaGuardia Airport
Travelers” demographics at LaGuardia are very desirable. They
are highly educated, affluent with active lifestyles, and they
influence major purchase dec:sions for the home and business.

Employment Characteristics
- % of professionals flying i in the NY DMA who depart
from LaGuardia

Attorneys!lawyersljudges 48%

. 2 i Healthcare Practitioners o - 44%
Percent of Tfavelﬁfs byAge : Flﬂa ncla[ Sper.’ialists i 41%
65+ B% 1824 9% IT professionals 40%

55-64 14% A : i :
. Percentage of Travelers by Race®

-Asaan 5%

White 62%

4554

-Hlspanrc 16%
Household income : -Others 5%
All LaGuardia Travelers — *Race as defined by 2000 Census,
NY DMA — L
et 3
Y Education _ Index
........ Post Graduate degree | 186
L2 College Graduate + 155

$25K34.9K  $35K-49.9K  $SOKTAOK  $TSK-99K  $100K+
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john k. Kennedy internationat Airport Mewark International Airport
Traveler Purchasing and Lifestyle nghhghts

JFK 1eachies Lop managers and business decision makers.

Traveler Purchasing and Lifestyle Highlights
Newark travelers buy more luxury items and spend more on
entertainment, jewelry and cosmetic products than most adults

COrpotate Purchasing index in the New York DMA.

Business travel or convention arrangements 408

Telephone and communications equipment 275 | Automative

Health care programs 272 | +They account for 47% of all the households in the NY DMA who

Information Technology 240 ¢ plan to pay $45,000+ for a new vehicle next year.

Office equipment _ 232 i «They are 76% more likely to buy a new luxury vehicle next year

; than the average adult in the NY DMA,

Financial index - *They also represent 60% of all new Audi owners in the NY DMA.

individual empioyment income $1oo|(+ 262 | ;

Market value of owned home is $1,000,000+ 237 Apparel g o . Index

Value of household’s investment exceeds $500,000 224 Spent $500+on men's casual sportswear (y) 193

Household has real estate property 173 Spent $500+ on women’s shoes (yr) .o

Household has money market funds 149 Spent $500+ on men’s business clothing (yr) 175

Household has mutual funds 146 Spent $500+dn men’s shoes (yr) 164

Huuseho;d has stocks or stock options 143 Spent $500+ on men’s women's casual sportswear (yr) 155
Spent $500+ on women'’s buslness clothing (yr) 152

' Techm::o!gy . Incex Jewelry

ﬂgﬂzzhg]g :;:'E: zg;’ggz;’: Ii]"t?rf]‘;f(e;lﬁi;‘i‘::;ew%’) 3523 B 233; E:f E\'\:R female tra:elers h?\.rﬁ {tn;: rchased jewelry last year.

Household: ‘spent $100+ on long distance phone bill (mo) 214 v b hrtave er; represertlhzc’%%o H le a;iu::ts i th? NY DMA who

Housghoid spent $150+ on celiular phone bill {mo) 122 OUERR DVaT 300 W0r o L S L

. ' ] Cosmetics e
Credit Cards « 81% of EWR female travelers bought perfumes cosmetic and skin
- » 9o% regularly charge their cred it cards

| care products last year.

* = The number one choice of credit payment among business | + EWR travelers are 72% more likely to spend over $500 on

travelers in the NY DMA departing from JFK is VISA Gold/

Platinum with 41% share, followed by MasterCard Gold/
Platinum-38%, American Express Gold!P]atmum 25%
and Disccwer 20%.

» They.are two times more likely to use their American Express
Gold/Platinum card than the average adult in the NY DMA.

LeisurefActivity : ~ Index
Participates in sail boating ! 221
Participates in snow skiing 215
Stayed at an upscale hotel {yr) ' 199
Participates in power boating 179
Plays tennis 178
Belongstoa health club 169
Vacation Index
Spent $5,000+ on last vacation (yr) 235
‘Plan to travel outside the U.S. next year i 218
"Plan to take a golf or tennis vacation next year 165
Plan to take an all-inclusive resort trip next year 164

Source: 2004 The Arbitron Company/Scarbourgh Research Corp./VNU.

cosmetic products than the average adult in the NY DMA.

Recreation/Entertainment - Index
Visited stneyland (yr) : 264
Visited Universal Studios-Los Angelés (yr) 188
Attended U.S. Open tennis {yr) 178
Attended Symphony Coricert {yr} . 177
Visited Atlantic City Casinos 5+ times (_yr} 7 154

+ They are 53% more Ilkely to go to the movies three times a month

‘than most adults in the New York DMA.

Top Travel Destinations

Domestic (yr) Index Foreign (3 yrs) Iindex
Las Vegas 23 Japan, China 226
Los Angeles 227 Hawaii 226
San Francisco 215 Israel 217
Florida Keys 181 UK 214
Philadelphia 174 France 209

Htaly 23
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statistics you just read, show that the average travelers are highly educated, affluent
ve active lifestyles and influence major purchase decisions for the home and business.
As such, they are prime targets for specific categories of ar've"tv ers, as demonstrated by
the following charts showing our current client base at JFK and LGA.

op 10 National Airport Advertising Categories
Financial . 18%
Business-to-Business 1*~“-'f-
Telecommunications
Computers, Software & Internet
Publlc T'an:pmtahon & Travel

Insuran
Media &
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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. Qur choice of new advertising display types and locations is guided by these
findings. Here are some examples:

i. Automotive ‘
Automotive is the largest category nationwide for OOH with $282 million in expenditures

in 2004. JCDecaux has recently broken the luxury car category for airports. BMW, Jaguar,
Lexus, Range Rover are all JCDecaux airport advertisers. To further develop this category,
we need to provide large format horizontal dlsplays (indoor and outdoor) that allow them to
showcase their product most effectwety :
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2. Financial :

Personal finance companies are eager to reach the most elusive but also most sought after
of all target audiences: business executives. Our "Business First” network is aimed at
efficiently delivering that specific audience. These elegant vertical backlit displays will be

located near business lounges and first class check-in counters, attracting the attention of
the most affluent flyers.
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3. Duty Free
Advertising displays located near Duty Free stores generated more than a million dollars
at JFK in 2004. These advertisers are specifically targeting international travelers. As a

growing international hub, this program will be installed at Newark Liberty International
Airport.

Top Duty Free advertisers

LU'Qreal. ... Bombay Gin ~ Bulgari , - Chivas Royal Estee Lauder

A

"
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4. Technology

Technology companies - electronics, IT, telecommunication products and services - like to

showcase themselves in a way that reflects the perception they want their target audience
to have of their brand. W= have created several new products that will achieve this goal:

« Qur new PowerPole Netwiork concept will allow a brand to associate themselves with a
service that is technology related, i.e. recharging your laptop, cell phonfa or PDA. This

5 positive feel for the brand that sponsors this life-saving” service.

« Our Prestige Digital Network will provide a screen manufacturer the opportunity to
showcase their latest screen "live” in front of an audience known to be early new
technology adopters.

» Qur lpod/MPB docking station Airport Amen[ty Unit will provide an MP3 manufacturer an

opportumiy for interactive acivertismg Wlth the same tech or:ented audience,

will generat
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5. Fashion

Fashion advertising is one of the top category revenue generators across asian and
european airports. This is not currently the case in the U.S.. One reason is the lack of
high-quality displays in most U.S. airport advertislng programs. Luxury fashion brands
spend significant amounts of money on advertising, yet are very selective in terms of Qut-
of-Home exposure. 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 convincing them to use outdoor advertising. The following brands all advertise
in our malls and on our San Francisco and Chicago street furniture:

Tommy Burberry - Giorgio
Hilfiger Unlimited A i

Chanel Escada
: P

Salvatore
 Ferragamo

 BURBE nnv i

u!b m-w,u —mvm
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By bringing the same quality displays to the airports, JCDecaux will be able to attract
more and more of this category’s money: large backlit posters behind glass instead of
polycarbonate; HDTV-quality Prestige Digital Units; large-scale banners; mall-style vertical
scrolling displays. '

S8 awia A Prrr e "ll HPEND N ANV A R S sarn L same e . 4
&% CR AR, - mrapems Bms. Wa &b aweE e AN ocomEmsd s n® e wacsanm v lvaww e v 4 L

6. International Adverttsers - : : :

-:Newark is ¢ l‘owlng rapidly and rislng in stature as an Intematlonai gateway to the East
Coast, from Asia in particular.. ‘Over the years; JCDecaux has built IFK into the #1 -
adverttsmg airport in the U.S. We were able to do this in Iarge part by at r_actmg overseas
advertisers. We will continue to capitalize on the success ¢ and bring these new
advertisers. to Newark. JCDecaux has a dedlcated team dea ing pnm arily. with mtemataonai
advertisers based in Europe and the rest of the world A 5|gn|f cant percentage of sales
achieved for- JFK's Terminals 1, 4 and 7 are based overseas and require a very speuﬁc
saies and marketlng approach JCDecaux has. mastered mternatlonal sales, and can ensure
greater success for Newark. - : :
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International advertisers are often looking to make a statement with their advertising

campaigns. Qur plan for JFK, LGA and EWR includes several producis that will generate
attzntion and ¢reate a buzgz. For example:
» The Wave, our undulating banner which we propose for JFK T1 and the new T8,

» Installing a large three-dimensional structure at a promment location at the entrance «
JFK, as Samsung has done in Paris and Lisbon,

« Wrapping all jet bridges inside and outside at all three airports, as done by HSBC in
London and Hong Kong, and RBS in Frankfurt.

s Domination packages A good example is the multi-wrap package purchased by RBS i
Terminal 7. Another example is the international arrivals meetmg and greeting area at

Tts Here MasterCard js currently present w&th a multi-wrap, multi-banners program.
s Wrappmg the AirTrain cars. :

This type of programs generate multl -million, mult{-year contracts and present the biggest
potential for interior revenue-growth at the NY/NJ alrports ‘With our mtemattonal network
of top world airports, JCDecaux is unlquely pOSitIOI’lEd to close this kind of deal. We have
already do e lt in several airports while none of our competltors have.
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happen

Tﬂplﬂternat-ona: Advertisers
HSHE o i o e o R
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7. Exhibits

Advertisers are constantly looking for creative brand interaction and experiences for
consumers. JCDecaux has successfully developed a number of solutions to satisfy that
need. Exhibits, promotions, and samplings are all part of our new marketing strategy
through the use of ambient media to reach consumers by providing brand experience.
These exhibits are: most effect:ve when placed post-security. People are more relaxed and
receptive during their dwell time, waltlng for their plane to depart.

Our Busmess Flrst Network is cer’catnly the most sought after new program in our portfolio.
Currently avallable in Reagan and Dulles Airports in D.C., LGA in New York and Logan
International Airport in Boston, it covers the entire “Eastern Power Corridor.” The addition
of JFK and EWR to this network will make it the most powerful product ever to reach
business travelers

This premier network consists of standard, backlit scrolling faces located directly outside
or en route to every business Iounge or shuttle area. With few media opt:ons that deliver
such an up-market, high spending audience, JCDecaux has developed this program for
those Premier Adver_tisers who. want to target this elusive market segment. BMW recently
purchased the entire Business First Network, generating more than $500,000 in sales per
month. Enclosed is a copy of the brochure designed to sell this premier netwbr_k.
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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 technology will deliver greater
flexibility to advertisers, while reducing production costs and enabling quicker campaign
turnarounds. Sold in a network, providing total coverage of the airport and its terminals,
this high quality new medium will attract new advertisers and additional revenue.
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Iohn F. Kennedy International Alrport e
Van Wyck #1 New Back uminated Lightbox

1 206" % 90's”
2. VanWyck#2 New Back lluminated tightbox ~ 6'2"x 103"

3. Van Wyck #3 New Back Hlluminated Lightbox 6"2"x% 103

4. T1Glass Ext. Wall Wrap

5. TiAlrtrain Connector Wrap

6. Delta Airtrain Connector  Wrap

7. T7 BA Airtrain Connector  Wrap
8. T4Garage Connector Stretched Banner

9. Roadway Inner Loop Unipole - 3 Sided Spectacular 27 x 36

10. Van Wyck - Arrivals . Foster Ambassadorial Beacon  10'x 295"

. FosterBulletin - Anrlvals  Foster Spectacular 20'x 60"

12, VanWyek - Existing #1  Back lluminated Lighthox 62"x 103’

13. VanWyck - Existing #2  Back llluminated Lightbox 62" x 103"

14. VanWyck - Existing #3  Back llluminated Lightbox 20'6"x 905"
15, Van Wyck Lawn 3D Installation :

T8
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e
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John F. Kennedy International Airport — Terminal 1
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John F. Kennedy International Airport — Terminal 1
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John F. Kennedy International Airport - Terminal 1




LIT

3 Curved Column Unit

|  Diorama

e Wall Wrap

i AAU-Seralling

w - PowerPole

e adia - 1gutat

o e
£ 410" Spectacular
1 Scroller

W Lighthag

[t Business Fist Saroller

e

Lower Level - Baggage Claim

ToiFr
Concoure

o
2

‘Gate2t:

| Gate 20

Gae198 |

Gate 19A |-

Upper Level - Concourse

| Gate24

Entrances

Gate 25

CHER s Gate 26
El. | E
el 7 i, T
: m ol
i |# o
s 5 &5 B
Secuity [Wows | Seawity.
e Gate 27
) -~ -_
Ticketing |- = Gate 23
5 Gate 29
=)
e s i Gate 30

7 jeuiuiia | ~ Jodiiy jeuoneussiuy Apsuuay ‘4 uyoc

<

yoeouddy pue Abajesis 6u11a>uew Z'H

CN 8 AN 30 Alioyany 340d 9yl

sl

Xnesaqomr



The Port Authority of NY & NJ | | JCDecaux

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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with terminal on a case-by-case basis
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John F. Kennedy International Airport - Terminal 3
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John F. Kennedy International Airport - Terminal 4
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John F. Kennedy International Airport ~ Terminal 4
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Jjohn F. Kennedy International Airport —- Terminal 6
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john F. Kennedy International Airport - Terminal 7
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John F. Kennedy International Airport — Terminal 8 - Current
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John F. Kennedy International Airport ~ Terminal 8 - Coming Soon
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John F. Kennedy International Airport - Terminal 8 - Coming Soon
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LaGuardia Airport — Exterior Sites
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LaGuardia Airport - Marine Air Terminal
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LaGuardia Airport - Marine Air Terminal
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LaGuardia Airport - Central Terminal Building
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LaGuardia Airport - U-S Airways 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 incomes, Today, concerns for the environment and
the popularity of programs such 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/
_ Friends 4.2%
Entertainment
or Recreation
4.8%

Other 2.2%
Shopping 2.6%

To/From Schaool 5.6%

Business Travel 7.4%

Weekend (Saturday) travelers

Other 1.9%

Business Travel 4.0%

To/From School 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 airperts 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 street furniture
through our portfollo will act srmilarly Business and consumer advertisers will be attracted
to this venue, which has a ridership of about 68 million passengers. The PATH is considered
the top rail system in the country by the American Public Transit Association.

Top 5 Airport Advertising Categories:

Business to Business

Financial

Telecommunications

Onthe Go Gear
Just Around
the Comer.

Computers, Software
and Internet

Top 5 Mall/Street Furniture Advertising Categories:

Food and Apparel and  Cosmetics, Beauty Care
Media & Movies Beverage Financial ~~  Accessories and Medical
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With such a broad spectrum of potential advertisers, the potential for growth of advertising
revenues is particularly good. All it takes is the right proeduct and an aggressive marketing
approach to reach beyond the traditional categories of clients.

Without cannibalizing the current client base, with product innovation we will increase the
current financial performance of this property. We will develop the existing client 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 (scrollers, wall wraps) will effectively
attract mall and airport advertisers to the PATH.

Examples of target advertisers:

Financial Package goods Automotive
Washington Mutual P&G BMW
Bank of America Starbucks GM
Citibank Coke Toyota
Fidelity Unliver
ING AR - : Fashion/Apparal
Geico ‘Telecommunications - Nike
= Nextel . . bebe
Movie, entertainment, media Verizon CK
TNT Cingular Levis
CNN
Broadway Shows ~Airlines
Fox News ' American Airlines
NY Times Lufthansa

Internet sites  Jet Blue
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Bridges, Tunnels and other properties

The George Washington Bridge, the Lincoln Tunnel and the Holland Tunnel all offer
exceptional opportunities from a media perspective. Advertisers view Manhattan as the
most valuable advertising market 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 Bridge
Crossing between Manhattan and New Jersey (I-95), 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 has 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 will be the brands that spend the most
in outdoor advertising:

Top Outdoor Brands (2004 annual expenditures):
= Anheuser-Busch ¢ million
Walt Dishey million
nillion
million
million
million
million
million
3 million

L I

McDonald's
Time Warner
Miller
General Motors
Cendant

* Diageo
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Giant Digital Displays

To maximize the advertising potential of these exceptional venues, JCDecaux is proposing
exceptional products. Rather than installing mare traditional billboards, we propase
installing state-of-the-art giant digital displays that will capture the attention of advertisers
and viewers alike. These products are particularly well fitted for these locations where cars
typically 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 units will provide the Port
Authority with a medium to efficiently communicate with the bridge and tunnels users.
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Holland Tunnel
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Lincoln Tunnei

NEW JERSEY
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